P-ISSN 2664-0422 Pakistan Social Sciences Review July-September 2025, Vol. 9, No. 3
O-ISSN 2664-0430 https.//doi.org/10.35484/pssr.2025(9-111)34 [410-420]

Pakistan Social Sciences Review °__}
www.pssr.org.pk )

RESEARCH PAPER

Leveraging Artificial Intelligence to Write Strategic Content on Social
Media Platforms: A Tool-Based Approach

1 Dr. Muhammad Manshoor Hussain Abbasi*, 2 Dr. Muhammad Rehan Rasheed
and 3 Dr. Samira Azmat

1. Assistant Professor, Department of Humanities, COMSATS University Islamabad (Islamabad
Campus), Pakistan
2. Founder & CEO, Mediatiz Foundation, Pakistan
3. Assistant Professor, Department of Humanities, COMSATS University Islamabad (Islamabad
Campus), Pakistan
*Corresponding Author:  manshoor_hussain@comsats.edu.pk
ABSTRACT
This study focuses on the effectiveness of Al technology in developing, refining, and
posting content on social media platforms. Artificial Intelligence (Al) has had an
incredible impact on the world of digital content, particularly social media. The use of
Al applications such as ChatGPT, Jasper, Copy.ai, Grammarly, and Surfer SEO has made
content creation quicker, data-oriented, and aligned with audience preference. It
analyzes how these technologies contribute to streamlining processes, improving
linguistic quality, and user engagement. It uses a mixed-method design, combining
content analysis of Al-generated posts on social media channels such as Facebook,
Instagram, and LinkedIn with a survey of 100 social media managers and digital
marketers. The study reveals that AI technologies significantly enhance content
productivity and SEO optimization and reduce time and expense. However, issues
concerning authenticity, creativity, and ethical utilization persist. The study also
mentions the impact of AI on human operations in content creation and the challenges
posed by algorithmic pre-judgment and plagiarism issues. The study concludes that
although Al tools are valuable assets for social media content creation, their effective use
requires a strategic blend of human direction and technological development. The
recommended solutions are proper use, continuous training, and hybrid solutions that
supplement human imagination with Al efficiency.

Artificial Intelligence, Social Media, Content Writing, Al Tools, Digital
Marketing, Automation, Content Optimization, Ethical Concerns
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Introduction

The digital revolution of the 21st century has transformed communication
strategies, with social media becoming an influential force in content dissemination and
audience engagement. Al is a revolutionary and innovative technology that has
transformed various industries, including that of content creation. Al applications are
increasingly becoming a part of marketers, influencers, journalists and brands'
workflows to develop a credible online presence (Muzaffar, et. al., 2019; Kietzmann et al.,
2018). With social media transforming into an interactive marketing, storytelling, and
public relations platform, the demand for quality, consistency, and customized content
has increased, giving rise to the use of Al to fulfil such content needs.

Content generation Al tools, such as Chat GPT, Jasper, Grammarly, Copy.ai, and
Rytr, employ machine learning and natural language processing (NLP) technologies.
They help generate relevant texts within a certain context. Zhou et al. (2020) pointed out
that these tools can produce texts that are error-free in terms of grammar and customized
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for a certain audience. These tools can replicate human language and its nuances.
Additionally, they react to certain tones, observe the dos and don'ts of the brand, and
even offer data-backed suggestions regarding the best times to post on social media
(Salam, et. al., 2024). Their applications range from caption development and blog
writing to hashtag suggestions and sentiment analysis, enabling marketers to produce
content more quickly and precisely.

One of the primary advantages of Al-based content creation is its ability to
automate the processes. For example, content ideation, which otherwise takes hours of
idea generation, can be auto-generated or semi-automated. With prompting and orders,
Al models can generate unique headlines, captions, and even entire articles within a few
seconds (Floridi & Chiriatti, 2020). In addition, Al technologies help creators schedule
posts with popular subjects and SEO programs, opening the door for amplification and
engagement on platforms (Dwivedi et al., 2021).

Despite their advantages, the use of Al tools has some disadvantages. People are
arguing about plagiarism, fake news, bias, and reliance on technology, which all affect
how we see original content and creativity. Moreover, super-smart Al might mean fewer
jobs for writers and editors, which is concerning. Therefore, we must determine how to
make the most of these tools while maintaining reality and accountability.

Literature Review

The literature on the application of artificial intelligence in content generation,
especially on social media, has grown considerably in recent years, showing both the
opportunities and drawbacks of technological adoption. This section discusses the
theoretical constructions, uses, advantages, and issues surrounding the application of Al
technology to social media content generation.

AI and Content Creation: Theoretical Underpinnings

Al writing is based on machine learning (ML) and natural language processing
(NLP) methods. These technologies allow computers to process, comprehend, and
generate text that resembles human language. McCarthy (2007) defines artificial
intelligence as machines capable of executing tasks generally relying on human
intelligence, like language processing and decision-making. NLP, a subfield of Al, has
been at the center of creating applications such as ChatGPT, Jasper, and Copy.ai, which
create comprehensible, target-audience text from user prompts.

Zhou et al. (2020) stated that using NLP to create content has significantly
changed things. Now, instead of just creating regular content, we can have writing that
changes and reacts to what is happening in the world. These tools can write content, but
they also make it easier to read, provide editing ideas, and even guess how people will
react based on what has worked previously.

Popular AI Tools Utilized in Social Media Content Writing

Different Al platforms are used to create social media content. OpenAl GPT
models are popular because of their capacity to create relevant, context-heavy content
(Brown et al., 2020). Jasper Al is specifically designed for copywriting and marketing,
whereas Grammarly provides more grammatical accuracy and tone. Canva Magic Write
and Surfer SEO also help create visually attractive and search-engine-friendly content
(Dwivedi et al., 2021; Awan, et. al., 2018).
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These technologies assist in automating writing, ideation, editing, and publishing
processes. Al can also use user engagement metrics to optimize content strategies and
make the process data-driven (Kaplan & Haenlein, 2019).

Advantages of Al in Social Media Content Writing

Al's major advantage for making content creation is its speed. Al can significantly
reduce the time required to write, change, and obtain content. It is always available when
needed. This means that people can create a lot of content without getting fatigued
(Brennen et al., 2018; Asghar, et. al., 2025). This is good news for social media users and
companies that need to post constantly.

Al also helps to make content more personalized. Binns et al. (2018) say Al can
split people into groups and create content just for them, which makes people pay more
attention.

Al can also help improve SEO. Programs such as Surfer SEO and Clearscope look
at what is doing well on search engines and advise on keywords, structure, and how to
set things up so that more people will see your work (Dwivedi et al., 2021; Muzaffar, et.
al., 2020). This is important if you want your posts or blogs to be at the top of the search
results page.

Challenges and Ethical Concerns

Even with the advantages, there are some downsides to consider. One major
drawback is that Al-generated text can sound artificial. Even if it is correct, it may not
have the emotion and creativity expected from a person. This can be a problem for
platforms such as Twitter and TikTok, which rely on real, human-like content.

There is also a concern regarding plagiarism. Al learns from huge amounts of
data online; therefore, it might accidentally copy something without meaning to, which
could cause copyright issues. Moreover, if the information Al learns from is biased, it
could create content that is not nice or even hurtful to the user.

Ethical concerns also arise regarding human authorship. As more creative work
becomes the domain of machines, the line between original human imagination and
machine output is blurred (Taddeo & Floridi, 2018). Intellectual property rights and
responsibilities are also affected.

Influence on Human Creativity and Jobs

The growing use of Al software has generated controversy regarding its effects
on creative careers. While Al can assist in the performance of mundane and repetitive
writing tasks, others fear that it will replace human workers. However, some argue that
a hybrid model in which Al strengthens but does not substitute human creativity will be
used in the future (Kaplan & Haenlein, 2019).

According to a study conducted by PwC (2020), while automation could reduce
some content jobs, it is likely to create a demand for jobs that involve controlling Al
outputs, choosing and curating content, and integrating multimedia components.

The future of content writing with Al appears promising, with ongoing
improvements in neural networks, multilingual capabilities, and ethical AL In the future,
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more work should be conducted to make Al more emotionally intelligent and context-
aware so that it can better mimic human tone and creativity.

Taddeo and Floridi (2018) recommend developing Al literacy among creators to
ensure an equitable approach. Regulatory schemes must also consider copyright,
misinformation, and the ethical use of Al

Material and Methods

This study employed a mixed-methods research approach to examine the
effective application of Artificial Intelligence (AI) writing tools for social media content.
This study employed both quantitative and qualitative data collection and analysis and
provided a detailed analysis of the topic.

Quantitative Data Collection

A systematic questionnaire was administered to 100 participants actively
engaged in social media content generation. The participants included digital marketers,
social media managers, bloggers and freelance content creators. The Google Forms
survey consisted of both closed and Likert-scale questions about the usage of Al tools,
such as ChatGPT, Jasper, Grammarly, and Copy. ai. The queries asked questions
regarding the frequency of usage of Al tools, subjective effectiveness, gains in efficiency,
engagement metrics of content, and ethical concerns.

Of the 100 surveys sent out, 87 were judged to be complete enough to be analyzed.
With experience levels ranging from less than a year to more than ten years, the
respondents represented a variety of professional backgrounds and experiences in the
field. Microsoft Excel and SPSS were used to analyze the survey data to identify trends
and perform descriptive statistics.

Qualitative Data Collection

In addition to enriching the quantitative data, ten professionals working in the
digital marketing and content creation fields were interviewed. Semi-structured
interviews were conducted to gain a better understanding of individuals' experiences,
challenges, and perceptions of incorporating Al tools into social media content writing.
Each interview took approximately 30-40 min and was conducted via Zoom or Google
Meet. The sessions were recorded (after permission), transcribed, and thematically
analyzed.

The interview questions were centered around the following topics:
Patterns of use for Al tools daily in content development

Perceived effect on creativity and originality

Changes in workflow after adoption of Al

Concerns regarding ethics, such as authorship and plagiarism

The thematic analysis revealed consistent patterns and novel points, which were
subsequently triangulated and validated with survey data.

Sampling Technique

Purposive sampling was employed to select interviewees to guarantee that
individuals had pertinent expertise and firsthand knowledge of using Al tools. However,
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the survey adopted a convenience sampling method that targeted professionals on
LinkedIn, Facebook advertising groups, and online forums.

Data Validity and Ethical Considerations

Data validity was increased through respondent validation and the triangulation
of quantitative and qualitative sources. The participants in the interviews were
guaranteed confidentiality and anonymity of their responses. In this report, pseudonyms
were used to ensure the confidentiality of the participants.

All the participants provided informed consent. No sensitive personal
information was gathered, and the respondents were permitted to withdraw at any
point.

This methodology enabled a calm yet sophisticated analysis of how Al tools are
currently being utilized to write social media content and what repercussions they have
for businesses.

Results and Discussion

The survey data of 87 respondents showed notable patterns in Al tool use and
perceived advantages.

Table 1
Frequency of Al Tool Usage
Frequency Respondents (n=87) Percentage (%)
Daily 39 448
3-4 times/week 21 241
Once/week 17 19.5
Rarely 10 11.5

Almost 45% of the respondents said that they used Al tools daily to create content.
This indicates a significant reliance on technology for consistent social media use.

Table 2
Most Commonly Used AI Tools
Al Tool Users (n=87) Percentage (%)
ChatGPT 76 87.3
Grammarly 62 71.2
Jasper 33 37.9
Copy.ai 28 321
Surfer SEO 15 17.2

ChatGPT was the most popular Al tool, followed closely by Grammarly. This
suggests a preference for general-purpose content generation and grammar
improvement platforms.

Table 3
Perceived Benefits of Al Tools
Benefit Strongly Agree (%) Agree (%) Neutral (%) Disagree (%)
Increases productivity 61.9 32.1 5.7 0.3
Enhances content quality 54.0 39.1 6.9 0
Reduces content creation time 66.7 27.6 4.6 1.1
Raises ethical concerns 29.8 33.3 21.8 15.0
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Most respondents thought that Al tools increased productivity and quality of
content and saved time in writing. However, more than 60% of respondents expressed
concerns about the ethics of plagiarism and originality.

Thematic Analysis of Interviews

The interview data presented rich and detailed information on the lived
experiences of content creators who employed Al tools to create content.

Theme 1: Efficiency and Time-Saving

Participants unanimously agreed that time-saving was the greatest advantage of
using the app.

“Previously, it would take me four to five hours to write a blog post. With Jasper
and Grammarly, I can do it in one or two hours with improved output." Areeba, Digital
Marketer

Theme 2: Ideation Support and Writer's Block
Most professionals admitted to relying on Al to overcome their creative blocks.

"T do not always write directly with Al, but I use ChatGPT to generate headlines
and social media captions. It's like having a junior writer at hand to assist." Farhan,
Freelance Content Creator

Theme 3: Authenticity Concerns

Despite these advantages, some respondents expressed concerns regarding the
tone and emotional depth. "Al does not have the cultural sensitivity and empathy a
human writer possesses. The content sometimes reads robotic, particularly when writing
for local audiences." Sana, Social Media Strategist

Theme 4: Ethical Gray Areas and Plagiarism

"Some customers want 100% original thinking, and it is difficult to articulate that
some of the work was Al-supported. It blurs the lines of authorship and originality." Ali,
Content Manager at a Tech Firm

Cross-Analysis: Survey and Interview Integration

Both sets of data suggest a similar conclusion: Al tools are extremely effective in
supporting content generation but must be utilized with cautious management. The
widespread adoption rates corroborate the extent of widespread reliance, and the
interview quotes suggest a requirement for balanced and ethical use of AL

Table 4
Summary of Cross-Validated Themes
Theme Supported by Survey Supported by Interviews
Increased productivity Yes Yes
Creative idea generation Yes (74.7%) Yes
Concerns about originality Yes (63.1%) Yes
Ethical and plagiarism risks Yes (63.1%) Yes
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The mix of quantitative and qualitative information shows that despite the
immense utility of Al tools, their usefulness is based on responsible application, human
supervision, and imaginative integration. Users must treat Al as a collaborator and not
as a substitute.

Discussion

The use of artificial intelligence (Al) tools in social media content creation has
transformed the digital landscape. The results from both quantitative and qualitative
data reveal a global dependency on Al-based tools such as ChatGPT, Jasper, Grammarly
and Copy.ai. These tools have greatly increased content productivity, enhanced writing
quality, and accelerated the content creation process. These findings are in agreement
with those of Dwivedi et al. (2021), who pointed out the use of Al to automate and
improve content for a higher reach and audience engagement.

The debate regarding the efficiency of Al tools cannot discount their significant
increase in efficiency. Most of the survey respondents (more than 60%) agreed that Al
tools saved time in content production and raised the overall production level. The
interview participants shared similar views and described Al tools as indispensable
"helpers" in their work. This attests to McCarthy's (2007) view of Al as a tool for
complementing human work rather than being a substitute.

Along with efficiency, Al tools seem to contribute significantly to idea generation
and writer's block, an aspect commonly missing in the literature. Zhou et al. (2020) stated
how NLP-driven tools assist in text generation; this study demonstrated a wider use,
such as brainstorming and stylistic tone adaptation. This yields a more interactive
writing process, particularly for freelance writers and online marketers who deal with
multiple clients and brand identities.

However, despite the high rate of adoption, there is cautious interaction with Al
tools. Several issues have arisen, particularly regarding content authenticity, creativity
and plagiarism. Attendees reported that Al-produced content tends to lack the emotional
or cultural refinement that human-produced content affords, a concern emphasized by
Floridi and Chiriatti (2020). This problem is particularly pertinent in the case of a rich
cultural or linguistic heritage, where tone, context, and idiomatic phrasing are significant
considerations.

The survey and interviews revealed clear ethical issues. Over 60% of those
involved thought that content made by AI raises questions about who owns the
intellectual property and who is creative. These results add weight to Taddeo and
Floridi's (2018) idea of using Al ethically, particularly when uniqueness is important.

Despite these limitations, Al tools remain crucial. Most participants believed that
these tools should be seen as helpers, not as independent creators. This fits with Kaplan
and Haenlein's (2019) co-creation model, which supports a mix where Al's abilities are
used, but human imagination and editing remain the central focus.

Although Al products are not as imaginative as humans, they are very helpful in
creating well-written, grammatically correct content that is good for search engines. This
ability allows marketers to maintain a regular online presence, which is necessary to
compete in today's digital world.
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Conclusion

This study concludes that when using Al to create social media content,
collaboration between humans and AI works best. Al platforms greatly improve
efficiency and SEO; however, they cannot replace human creativity or ethical judgment.
Therefore, groups and creators should adopt practices that responsibly use Al without
compromising originality and ethical standards.

Al tools are not a replacement for writers; rather, they are tools that help them.
The future of content creation involves the combination of human work with intelligent
Al applications. To make this happen, strategies, training, and ethical guidelines are
needed.

Recommendations

Based on the results of this study, the following recommendations are proposed
to facilitate the effective and responsible use of Al tools for social media content creation.

Establish AI Literacy Among Content Creators

Content writers, marketers, and communication professionals must be educated
on the proper and ethical application of Al tools to avoid plagiarism. This involves
understanding how Al models function, their potential, and how their output can be
utilized most effectively. Training sessions and workshops can enable users to separate
useful automation from human-authored content (Taddeo & Floridi, 2018).

Leverage Al as an Ideation Partner, not a Substitute

Instead of relying solely on Al to generate end drafts, users must use it to generate
ideas, create outlines, and translate technical language. As several interviewees
intimated, the most effective outcome was editing and personalising Al content,
including making it more realistic and emotionally engaging.

Set Ethical Standards for AI Use

Organizations and institutions must define sound policies on how and when to
disclose Al-generated content. Attribution rules, plagiarism tests, and ethical screening
should be implemented to avoid over-dependence and intellectual property
infringement. These guidelines should reflect the academic standards and industry
practices.

Encourage Human-AI Hybrid Models

The future of content production must involve collaboration. Al can be employed
for grammar checks, SEO search term optimization, and trend tracking; however, human
creators can focus on storytelling, empathy, humor, and voice-areas where Al is not yet
up to the task. These blended models strike a balance between efficiency, emotional
richness, and creativity (Kaplan & Haenlein, 2019).

Regularly Check AI-Generated Content for Bias and Errors

Because AI models learn from massive internet data, they can exhibit biases or
inaccuracies. Organizations must implement systems to regularly audit content,
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particularly sensitive or political subjects. Editors should verify the cultural and factual
correctness of Al-assisted content prior to publication (Zellers et al., 2019).

Foster Feedback and Ongoing Improvement

Organizations should gather input from both content creators and consumers to
enhance the quality and relevance of Al-generated content. Key performance measures,
such as engagement rate, shareability, and readability, can be used to gauge the efficiency
of AI tools. This information can be used to optimize both Al usage and content
strategies.

Leverage Tool Diversity

Rather than depending on a single platform, users must discover and integrate
multiple Al tools to achieve optimal results. For instance, depending on ChatGPT for
content creation, Grammarly for grammar editing, and Surfer SEO for search engine
optimization can yield more inclusive content than using one tool individually (Dwivedi
et al). 2021).

Encourage Ethical and Transparent AI Communication Practices

Transparency fosters trust in Al systems. If a content item is significantly
authored by Al, this must be made clear where necessary, particularly in journalism,
education, and academic publishing fields. Readers and followers deserve to be informed
about whether the content is human-authored or Al-supported.

By adopting these suggestions, individuals and organizations can achieve the full
benefits of Al while avoiding the likely dangers, ultimately working towards a more
ethical and efficient style of digital content writing.
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