™

Check for
updates

The Impact of AIGC Adoption on Customer Acquisition
for SMEs in Chengdu

Wang Yao"

Tianfu College of Southwestern University of Finance and Economics, Mianyang, Sichuan,
China

*yaowangl@tfswufe.edu.cn

Abstract. This study indicates the impact of Al-generated content (AIGC) on
customer acquisition enhancement for small and medium-sized enterprises
(SMEs) in Chengdu, aiming to reveal how AIGC adoption affects companies'
market performance. We break down AIGC adoption into five dimensions: Al
creative production, Al short video production, Al copywriting, Al voice gener-
ation, and Al image generation. By empirically analyzing the questionnaire and
in-depth interview data from 150 Chengdu SMEs, we find that AIGC adoption
has a positive effect in significantly improving the customer acquisition ability
of enterprises. The regression analysis results show that each AIGC segmentation
application has a different degree of impact on the customer acquisition of enter-
prises, with the impact of Al short video production and Al creative production
being particularly significant. This study provides empirical support for how en-
terprises can effectively utilize AIGC technology and offers specific suggestions
for enhancing the market competitiveness of SMEs.
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1 Introduction

With the development of artificial intelligence technology, the application of Al-
generated content (AIGC) in the business field has gradually become popular, espe-
cially among small and medium-sized enterprises (SMEs), which are highly competi-
tive in the market, and AIGC has become an important means of enhancing competi-
tiveness. AIGC covers a wide range of content production modes, and it provides a
more efficient and cost-effective solution for enterprises to customer acquisition. How-
ever, the effectiveness practical application and its specific impact on customer acqui-
sition enhancement have not been fully studied.

This study aims to explore the impact of AIGC adoption on customer acquisition of
SMEs in Chengdu through empirical analysis and the data from questionnaires of 150
SME:s in Chengdu to reveal the specific effects of these technology applications on the
customer acquisition enhancement of enterprises. This study not only enriches the ex-
isting theoretical research on AIGC adoption, but also provides empirical evidence and
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practical suggestions on how SMEs in Chengdu can effectively utilize AIGC technol-
ogies during fierce competition.

2 Literature Review

In recent years, the application of Artificial Intelligence Generated Content (AIGC)
technology in enterprise marketing has received a lot of attention. AIGC technology,
especially Al-driven creative production, short video production, and copywriting, has
demonstrated significant advantages in improving the efficiency of enterprise market-
ing, lowering the cost, and enhancing the attractiveness of customers[1] (Huang &
Rust, 2021; Lee et al., 2022).

The importance of user-generated content (UGC) as a factor in customer acquisition
and retention has also been well-documented. In their study, You and Joshi (2020) ex-
plore the relative impact of UGC and traditional media on customer acquisition, con-
cluding that while UGC is more effective in attracting new customers, traditional media
is more influential in retaining them[4]. This synergy between UGC and traditional
media is particularly beneficial for enhancing CRM efforts (You & Joshi, 2020).

Digital transformation is another critical area impacting SMEs' customer acquisition
strategies. Chatterjee et al. (2021) highlight that the adoption of AI-CRM capabilities,
when combined with strategic planning, significantly boosts digital entrepreneurial ca-
pacity in SMEs, thereby supporting customer-focused growth[5] (Chatterjee et al.,
2021).

Additionally, Ahani et al. (2017) underscore the relevance of social CRM adoption
in SMEs, finding that compatibility, information capture[6], and competitive pressure
are critical drivers. This social CRM adoption empowers SMEs to engage customers
more effectively on social media platforms, thus improving customer acquisition and
engagement through targeted strategies (Ahani et al., 2017).

Despite the promising applications of AIGC technology, in practice, SMEs still face
challenges in terms of technology understanding and talent pool[2], which limits the
full utilization of AIGC technology (Andreas & Frank et al., 2022). Therefore, future
research needs to further explore how to promote the popularity and application of
AIGC technology among SMEs through training and policy support to maximize its
customer acquisition potential[3] (Tyasari, 2021)

3 Research Design

This study adopts a quantitative research method to collect data related to the adoption
of AIGC technology by SMEs in Chengdu City through a questionnaire survey. The
study aims to explore the impact of AIGC adoption degree on customer acquisition of
SMEs. To this end, we constructed a research model with AIGC adoption degree as the
independent variable and enterprise customer acquisition as the dependent variable.
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3.1 Variable Definition and Measurement

Data collection was in the form of a questionnaire. The questionnaire design is based
on existing literature and optimized for the actual situation of SMEs in Chengdu. The
questionnaire included various indicators of the firms' AIGC adoption, as well as the
firms' customer acquisition and other control variables. The questionnaire was distrib-
uted through an online platform. Data collection was conducted between July and Au-
gust 2024, and 150 valid questionnaires were received with a 75% return rate.

The independent variable in this study is AIGC adoption, which covers the following
five segmented dimensions: Al creative production, Al short video production, Al cop-
ywriting, Al voice generation, and Al image generation.

The dependent variable is the customer acquisition of SMEs, which refers to the
number of new customers acquired by the firm in each time. This variable is measured
by the following two indicators. Customer growth rate. One is the percentage increase
in the number of new customers acquired by the firm relative to the previous quarter or
year. Another one is customer Acquisition Cost. The average cost per new customer
that the firm pays to acquire a new customer. These indicators are also collected through
quantitative questions in the questionnaire, where companies fill in the actual numbers
or choose the option that best fits the description.

3.2  Methods of Statistical Analysis

The following 2 main statistical analyses were used to analyze the data in this study. In
fact, correlation analysis is used to explore the linear relationship between the dimen-
sions of AIGC adoption and SME customer acquisition. We will calculate the Pearson
correlation coefficient to determine the degree of correlation between each independent
variable and the dependent variable. This analysis will reveal which AIGC techniques
play a more significant role in improving business customer acquisition. In addition,
based on the correlation analysis, we further used multiple regression analysis to assess
the independent effects of the respective variables (dimensions of AIGC adoption) on
the dependent variable (SME customer acquisition). The regression model allows us to
control for the interference of other factors and accurately measure the extent to which
each of the independent variables influences the amount of business customer acquisi-
tion. The model is set up as:

Y=BotP1Xi+BXo+P3X5+BaXa+Ps Xste

In this model, Y represents the customer acquisition volume of SMEs, X; through
Xs denote the five dimensions of AIGC adoption, Pois the constant term, B; through f3s
are the regression coefficients, and € is the random error term.

3.3 Tools and Software

Data analysis is mainly carried out using SPSS statistical software. SPSS provides pow-
erful statistical analysis functions, which can effectively support a variety of statistical
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methods such as descriptive statistics, correlation analysis and multiple regression anal-
ysis. In addition, data preprocessing and visualization are also done in SPSS to ensure
the accuracy and efficiency of the data processing process.

4 Results

4.1 Correlation Analysis

Correlation analysis was used to explore the relationship between different applications
of AIGC technology and customer acquisition by SMEs. The results calculated using
Pearson's correlation coefficient are as follows.Al creative production: the correlation
coefficient with customer acquisition is 0.62, indicating a strong positive correlation
between Al creative production and customer acquisition. Al short video production:
the correlation coefficient with the amount of customer acquisition is 0.88, indicating a
strong positive correlation between Al short video production and the amount of cus-
tomer acquisition. Al copywriting: the correlation coefficient with customer acquisition
volume is 0.58, showing a moderately strong positive correlation. Al voice generation:
the correlation coefficient with customer acquisition volume is 0.35, showing some
positive correlation but relatively weak. Al image generation: the correlation coefficient
with the amount of customer acquisition is 0.48, indicating a moderate positive corre-
lation.

4.2  Regression Analysis

To further investigate the specific impact of AIGC technology applications on customer
acquisition, a multiple regression analysis was conducted. The regression model is as
follows:

Customer Acquisition=Po+p1Al Creative Production+f,Al Short Video Produc-
tion+B3Al Copywriting+B4Al Voice Generation+psAl Voice Generation+e

The results of the regression analysis are as follows: first of all, Al Creative Produc-
tion, with a regression coefficient of f; = 0.53 and a p-value < 0.01, indicates a signif-
icant positive effect on customer acquisition. Secondly, Al Short Video Production,
with a regression coefficient of B, = 0.62 and a p-value < 0.05, shows a significant
positive impact on customer acquisition. Thirdly, the regression of Al Copywriting,
with a coefficient of ;3 = 0.32 and a p-value < 0.01, suggests a moderately significant
positive effect on customer acquisition. Next, Al Voice Generation, with a regression
coefficient of B4 = 0.12 and a p-value = 0.08, indicates a smaller but nearly significant
effect on customer acquisition. In addition, Al Image Generation, with a regression
coefficient of Bs = 0.28 and a p-value < 0.05, demonstrates a moderately positive influ-
ence on customer acquisition.
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5 Conclusion

Through questionnaire survey and data analysis of 150 SMEs in Chengdu, this study
reveals the significant impact of AIGC technology on customer acquisition. The main
findings include Al idea production, Al short video production, Al copywriting and Al
image generation all have a significant positive impact on customer acquisition, indi-
cating that the application of these technologies can effectively improve the customer
acquisition ability of enterprises. In addition, Al voice generation has a smaller impact,
but still shows some positive trend. This may be related to the fact that the application
of speech generation technology in customer service is still in the developmental stage.
These results suggest that there are differences in the impact of different types of AIGC
technologies on customer acquisition, and enterprises need to optimize the selection
and application of these technologies according to their own needs.

The results of this study have important implications for SMEs in applying AIGC
technologies. Firstly, enterprises should prioritize investment in AIGC technologies that
have a significant impact on customer acquisition, such as Al creative production and
Al Short Video Production, based on their business needs and goals. Secondly, when
applying AIGC technologies, enterprises should continuously optimize their technol-
ogy application strategies to improve customer acquisition efficiency. For example, Al
short video production and Al image generation can enhance the advertising effect
through more attractive content. Thirdly, due to the rapid development of AIGC tech-
nology, enterprises need to continuously pay attention to the application trends of new
technologies and adjust their marketing strategies in time to maintain competitive ad-
vantages.

Finding

This study, based on a questionnaire survey and data analysis of 150 SMEs in Chengdu,
reveals the significant impact of AIGC technology on customer acquisition. The main
findings are:

Al creative production, Al short video production, Al copywriting, and Al image
generation all have a significant positive impact on customer acquisition, suggesting
that these technologies can effectively improve customer acquisition ability.

Al voice generation has a smaller impact but still shows a positive trend, likely re-
lated to the developmental stage of speech generation technology in customer service.

These results suggest that the impact of different AIGC technologies on customer
acquisition varies, and enterprises need to optimize the selection and application of
these technologies according to their specific needs.

The study's findings have important implications for SMEs in applying AIGC tech-
nologies. First, enterprises should prioritize investment in AIGC technologies that have
a significant impact on customer acquisition, such as Al creative production and Al
copywriting, based on their business needs and goals. Second, when applying AIGC
technologies, enterprises should continuously optimize their strategies to improve cus-
tomer acquisition efficiency. For example, Al short video production and Al image
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generation can enhance advertising effects through more attractive content. Lastly, due
to the rapid development of AIGC technology, enterprises must continuously monitor
application trends and adjust their marketing strategies to maintain competitive ad-
vantages.
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