Advances in Social Sciences #-&FHER{HS, 2025, 14(12), 39-48 Hans X
Published Online December 2025 in Hans. https://www.hanspub.org/journal/ass
https://doi.org/10.12677/ass.2025.14121063

AIGCHR fE &R~ MEHIIRARIZBS M H
L7k =

mRREE, THRF
T gz 2 e ] A6 48 < R s P B s =, b fRGE

ks HEA: 202541011 H; S HEE: 20254E11H27H; & A HES: 2025412 A5H

HE

ARAANLEGRAIGC) EERESR™REHAES, WKtREMEH AR, BELERERTTH.
IRV GBS Z IR WEZIEAR. St BEREBERE ), AIGCRRE ASR™ME
W AL RSER A LR, ISRV ERER P ER, RAINFAGR TR EERR, B
TS SR = M E SN AR B RS RHEHER . ECBREH, AIGCT RASRM™RHEHERE, £%
RRAL SR RBCHRE) . BEEHENFNL. EM&-REEXRAER. &M HE80H. &Rt
FEEREHEES . FRUEHZRSHREBRSFTRZEREER, AERTIEHRREASE
PAERRAIRAH . SRR, AIGCSARHIERE L. BmRAME. FEEmEsER, 43
S5RERXE, FELESEMEAMERGE. “BRARY + BERWMN” SMAFE “REEN + 2HE
B RREIRRE .

XK ia

AIGC, &R WEH, BREHE, NMAGLR

Technological Logic and Application
Scenarios: How AIGC Empowers Financial
Product Marketing

Xiaoguang Wei, Yafang Ding

Hebei Provincial Key Laboratory of Financial Technology Application, Hebei Finance University, Baoding Hebei

Received: October 11, 2025; accepted: November 27, 2025; published: December 5, 2025

Abstract

Generative Artificial Intelligence (AIGC) is transforming the financial product marketing landscape
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by driving the evolution of traditional financial marketing toward intelligent and precision-ori-
ented approaches. Leveraging massive training data, machine learning models, deep learning tech-
nologies, advanced algorithms, and powerful computational capabilities, AIGC provides core sup-
port for intelligent decision-making in financial product marketing. It enables financial institutions
to develop accurate customer profiles, identify latent consumer needs across various scenarios, and
ultimately achieve creative content generation and precise recommendation of financial products.
In practice, AIGC can be embedded throughout the entire financial product marketing process, em-
powering areas such as intelligent product design support, investor education content processing,
automated marketing copy generation, creative financial advertisement design, targeted product pro-
motion, intelligent marketing customer service, and emotionally aware investment advisory. This
provides new pathways for enhancing marketing efficiency and improving customer experience in
the financial industry. At the same time, the application of AIGC also faces technical, compliance, and
ethical risks, including model bias, data privacy leakage, and algorithmic discrimination. These risks
require comprehensive risk management measures, such as full-lifecycle technical governance, a com-
pliance framework integrating privacy protection and policy responsiveness, and a multi-stake-
holder oversight system guided by ethical principles.
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Figure 1. The technical logic and application scenarios of AIGC empowering financial product marketing
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