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[bookmark: _Toc215071516][bookmark: _Toc218641034]Research Background
Digital marketing has become the primary arena for brand investment, driven by its scale, data intensity, and rapid feedback loops, making it ideal for artificial intelligence (AI) applications. The amount of advertising that is conducted across the globe is expected to grow to over US $1 trillion by 2025, and almost three quarters of this figure is going to be spent on digital platforms, which resonate with the idea of the ubiquitous nature of algorithmically-driven marketing that relies on data, automation, and real-time optimisation. Use of enterprise AI is no longer a blood experiment: McKinsey 2025 survey on an international scale indicates 78 per cent of organisations are utilising AI in at least one of their business processes, mainly marketing and sales (Cramer-Flood, 2025). Attempting to deal with stagnant budgets, executives grow to consider AI as an efficiency, automation, and measurability tool. According to the 2025 CMO survey, Gartner observes that adoption is speeding up due to budget pressures, and campaigns, targeting, and creative optimisation are becoming minimized, controlled using machine learning, and cost reduction and scalability are increasing (Gartner, 2025).
[image: AI in Digital Marketing Market Size]
[bookmark: _Toc218629049]Figure 1 Global AI in Digital Marketing Market (Market US, 2024)
The waves of technological advancements are threefold convergent. First, generative AI is popular to brainstorm, generate, and test content at the scale, and the majority of marketing departments are now utilizing the generative or predictive AI in their workflows (Salesforce, 2024). Second, advertising and martech have predictive analytics and recommendation engines, which allow real-time bidding and delivering services with personalisation. Third, loss of privacy has led to the need to use first-party data, media-mix modelling, and data clean rooms, which require technical expertise in data management and AI activities (Salesforce, 2024).
Artificial Intelligence-based personalisation provides quantifiable performance improvement. According to McKinsey & Company (2023), after personalisation, high-growth companies obtain an estimated 40 percent greater income compared to the slower-growing rivals, and the AI strategies can increase income by 5-15 percent and marketing returns by 10-30 percent. The benefits will depend on the quality of data, the robustness of the model, and conformity of the model with brand strategy. The attitude of the consumers is also ambivalent: on the one hand, people appreciate the relevant recommendations, on the other hand, almost two-thirds of Americans feel uneasy about AI-generated ads, and according to the Pew Research (2025), people are becoming increasingly concerned about the encroachment of AI on personal and creative space (Bourne, 2025).
Factors relating to regulation and governance influence further adoption. The GDPR is still obligating consent and data minimisation, whereas the EU AI Act (2024) and the revised Endorsement Guides (20232024) by the FTC of the U.S set compliance and accountability requirements. The Privacy Sandbox and the third-party cookies depreciation at Google are changing identity control, as an increasing number of companies invest in privacy-compliant analytics and first-party data infrastructures (Baghal-Schmid and Esser, 2025).
It depends on organisational preparation. According to Gartner, marketers are using one-third of their martech stack, which is constrained by talent gaps, data fragmentation and ineffective change management. The IAB State of Data 2025 raises the issue of interoperability, security, and governing systems, with less than fifty percent of the company’s training workers or applying systematic AI controls. More than 70 percent of marketers note AI-related accidents like hallucinations, bias, or off-brand content, which indicates the importance of the human-in-the-loop regulation (Koch and Pellatte, 2025).
Bigger reputational and societal liabilities, such as misinformation, deepfakes, intellectual property conflicts, and bias in algorithms have triggered systems its approach, which include the WFA GenAI Guidance (2025), which associates ethical AI usage with brand equity. In general, AI has become a standard in digital marketing, and it is providing concrete benefits in terms of targeting, personalisation, and creative efficiency. Its efficiency, nevertheless, is encouraged by the organisational maturity, ethical data practices, regulatory compliance, and consumer confidence, and the gaps that are the most critical are in the comprehension of how the organisational and technological enabling factors influence the marketing performance, engagement and brand value over time.
[bookmark: _Toc215071517][bookmark: _Toc218641035]Research Aim
The aim of this study is to systematically examine the adoption of artificial intelligence (AI) in digital marketing, identifying key drivers and barriers to its implementation and evaluating its impact on marketing performance and consumer engagement.
[bookmark: _Toc215071518][bookmark: _Toc218641036]Research Questions
1) What are the current applications and functions of artificial intelligence technologies in digital marketing practices?
2) What organisational and technological drivers and barriers influence the adoption of AI in digital marketing?
3) [bookmark: _Toc215071519]How does the adoption of AI in digital marketing affect marketing effectiveness, consumer engagement, and brand outcomes?
[bookmark: _Toc218641037]Research Objectives
1) To investigate the applications and functions of AI technologies within digital marketing contexts.
2) To identify the organisational and technological drivers and barriers influencing the adoption of AI in digital marketing.
3) To assess the impact of AI adoption on marketing effectiveness, consumer experience, and brand engagement.
[bookmark: _Toc215071520][bookmark: _Toc218641038]Significance / Relevance of Study
The systematic review of artificial intelligence (AI) adoption in digital marketing is very relevant both academically and practically since the field of artificial intelligence has changed substantial in the way brands interact with consumers, optimise campaigns and performance measurement in digital media. Although predictive analytics and recommendation systems, as well as generative models, are increasingly becoming key components of marketing ecosystems built on AI, there is still no unified empirical insight into their organisational adoption, strategic integration, and consumer implications (Cramer-Flood, 2025; Salesforce, 2024). The current body of knowledge is mostly concentrated on technical innovation or case-specific solutions, which does not fill the gap in the existence of synthesised evidence on the connection of AI adoption to the effectiveness of marketing, consumer trust, and brand performance (McKinsey & Company, 2023). Furthermore, the implementation environment is complicated by the continuously changing privacy policies, ethical aspects, and government regulations, including the EU AI Act and GDPR, and a unified overview will be necessary to address the emerging challenges and best practices (Baghal-Schmid and Esser, 2025). This review thus makes a timely contribution by reviewing recent empirical and theoretical research to determine the key drivers, barriers, and performance effects of AI in digital marketing that can guide both critical research and managerial decision-making in an increasingly more algorithmic marketing environment (Petticrew and Roberts, 2006; Gough, Oliver and Thomas, 2017).
[bookmark: _Toc215071521][bookmark: _Toc218641039]Overview of the Research Methodology
In this work, a systematic review was employed to integrate the evidence on AI in digital marketing in terms of applications, drivers, challenges, and performance and consumer engagement impacts. Systematic review enables the unbiased syntheses of both empirical and theoretical studies in an organised manner (Petticrew and Roberts, 2006). They included peer-reviewed journal articles, conference papers, and review studies on English written in 20152025 that were non-English, non-empirical, and irrelevant to the business (Gough, Oliver and Thomas, 2017; Booth, Sutton and Papaioannou, 2016). The Boolean operators used to search Scopus and Google Scholar were AI and digital marketing terms coupled with Boolean operators (Shea et al., 2017). The choice of the study participants and the screening were carried out according to the PRISMA (Higgins and Green, 2019; Moher et al., 2009). The study design, AI tools, functions, adoption drivers and barriers, as well as outcomes were extracted using a standardised template and CASP appraisal achieved methodological rigour (Shea et al., 2017). Quantitative and qualitative results were synthesized narratively with the emphasis on thematic patterns in AI roles, adoption issues, and marketing results (Booth, Sutton and Papaioannou, 2016). Ethical issues were also to ensure sufficient reporting and source recognition with limitations of publication bias or language restriction and dependence on databases managed by systematic screening and careful interpretation (Gough, Oliver and Thomas, 2017).
[bookmark: _Toc215071522][bookmark: _Toc218641040]Structure of Rest of Project
To make the project coherent and academically rigorous, the project is divided into four chapters. Chapter 2 gives the critical literature review, which places the study into the framework of the existing scholarship, analyses the themes applicable to the adoption of AI in digital marketing, and constructs a conceptual framework, and gaps in the research that the systematic review fills. Chapter 3 describes the methodology, which includes information about the philosophical assumptions of the study, research design, data collection methods, ethical issues and sums up the overall methodology. Chapter 4 will provide the findings, an analysis and discussion of the findings emphasizing patterns and themes, and connecting the results to the literature to integrate the concepts. The sixth chapter ends with a conclusion of the main findings, theoretical and practical implications, practitioner and future study recommendations, discussion of the study limitations and finally reference list in UWTSD Harvard style.


[bookmark: _Toc215071523][bookmark: _Toc218641041]Chapter 2: Literature Review
[bookmark: _Toc215071524][bookmark: _Toc218641042]Introduction
The concept of artificial intelligence (AI) has become a primary part of digital marketing, providing organisations with an opportunity to customize consumer experience, streamline campaigns, and anticipate behaviour at a high level (Kumar, 2021; Ahmad, 2024). The chapter is a literature review of the topic of artificial intelligence adoption in digital marketing, its main applications, advantages, and challenges. It examines the influence of AI technologies and chatbots, recommendation systems, and automated content generation on marketing practices in terms of improving customer engagement, personalisation and decision-making. Another critical appraisal presented in the chapter is theoretical perspectives and models that explain the use of AI, gaps in existing studies, and emerging trends that are defining the future of digital marketing.
[bookmark: _Toc215071525][bookmark: _Toc218641043]Evolution of Digital Marketing and AI Integration
The world of digital marketing has experienced an impressive revolution in the last few decades as what was once a straightforward online promotion and emailing campaign has transitioned into a complex, data-driven approach with the application of artificial intelligence (AI) to improve the decision-making and interaction with consumers. First, digital marketing was directed to creating a presence online via websites, banners advertisements, and search engine optimisation whose primary purpose was to duplicate the conventional marketing approach to the online space (Kapoor and Kapoor, 2021). These initial practices were constrained by their one-way communication and stagnation nature, and lack of generic communication that in most cases did not reflect the needs and preferences of individual consumers.
The increasing access to big data, the development of machine learning algorithms, and the spread of social media platforms have accelerated the transition of traditional marketing toward the use of AI-based digital marketing (Kumar, 2021; Chintalapati and Pandey, 2022). With AI marketers can analyse huge amounts of consumer data in real time and find patterns as well as make more predictions about consumer behaviour, meaning highly personalised marketing campaigns can be done. As an illustration, we could use recommendation engines and predictive analytics that can anticipate consumer preferences, optimise pricing strategies and enhance targeting on various digital channels (Basu et al., 2025). This shift has totally transformed the face of the marketing and the emphasis has shifted to mass communication and more towards personalised, interactive and adaptive marketing approaches that respond dynamically to the consumer behaviour.
There are a number of fundamental motivators which have triggered the use of AI in online marketing. To begin with, the increasing exponential rates of digital information generated by social media, e-commerce, and mobile devices have posed a demand to develop more sophisticated analytics tools that are able to derive policies that can be implemented (Ahmad, 2024; Alghamdi et al., 2025). Second, consumer expectations of customised and smooth online experience have intensified organisations to adopt AI solutions, which may provide personalised content and recommendations in real time (Beyari and Hashem, 2025). Third, the competition in the industries is also pushing companies toward implementing AI technologies to become more efficient, less costly, and have an advantage over their competitors (Abbasi et al., 2022). The use of AI also enables the marketer to automate the laborious activities including content scheduling, positioning of advertisements, and responding to customer inquiries, freeing up human resources to make strategic decisions and carry out creative functions (Al-Abrrow et al., 2024).
Moreover, the development of technological progress in the natural language processing, computer vision, and self-administered AI agents has widened the scope of AI implementation in digital marketing by simplifying the production of automated content, sentiment analysis, and cross-platform campaign management (Ahn and Kim, 2025; Ahmad, 2024). AI has also made possible real-time performance monitoring and optimisation, which have given marketers the opportunity to modify campaigns in real-time based on engagement rates, conversion rates and customer feedback. This responsiveness does not only increase the effectiveness of marketing but also customer relations because communications become relevant and timely.
Even with these benefits, the introduction of AI into digital marketing is a complicated organisational phenomenon. To use AI potential to the full extent, firms need to invest in technological infrastructure, employee training, and data governance frameworks (Alghizzawi et al., 2025). Also, other ethical aspects, including data privacy, the bias in algorithms, and transparency have become a decisive factor in AI adoption that organisations need to strike a balance between innovation and responsibility (Saura et al., 2024).
Overall, the transformation of digital marketing into the solutions based on AI is a manifestation of a larger shift to the data-driven, personalised, and adaptive marketing behaviours. The desire to use AI has been driven by the access to digital information, rising consumer demands, and competition, whereas development of machine learning and automation has widened the opportunities of improving marketing performance. This understanding of this evolution would be used as the basis of analysing certain AI applications, benefits, and challenges, in further sections of this chapter.
[bookmark: _Toc215071526][bookmark: _Toc218641044]AI Applications in Digital Marketing
[bookmark: _Toc215071527]The implementation of artificial intelligence (AI) in digital marketing has widened the boundaries of marketing practices and made the field more sophisticated, allowing organisations to communicate with consumers in more personalised, efficient, and data-driven manner. The use of AI technologies aids the formation of content, social media interaction, predictive analytics, and process automation that contribute to the success of marketing campaigns, as well as raises concerns about ethical and privacy issues and implementation issues (Chintalapati and Pandey, 2022).
[bookmark: _Toc218641045]Content Creation and Curation
One of the most notable digital marketing uses of artificial intelligence is AI-powered content generation and curation. Artificial intelligence (AI) chatbots, natural language generation systems and generative visual and video systems can enable organisations to create large amounts of content in a shorter amount of time. The examples of chatbots, which are automated customer communication tools, include the process of responding to customer inquiries in real-time, suggestions, and directing customers through the sales procedures (Isler et al., 2024). In addition to conversational AI, AI-generated text and visuals allow marketers to produce social media content, adverts, blogs, and video content that are engaging with the least amount of human intervention (Ahmad, 2024; Milić et al., 2024).
Even though AI-based content generation is more efficient and scalable, multiple issues arise. The quality, originality, and authenticity of AI-generated content are commonly doubted, especially in the aspects where creativity, cultural sensitivity, or voice belonging to a brand are required (Milić et al., 2024). Too much over-dependence on AI tools may lead to homogenisation of content and lead to less differentiation and brand identity. Besides, the question of transparency and consumer awareness emerges as an ethical concern: viewers are not informed when a piece is being generated by AI, which creates the question of trust and credibility (Reed et al., 2025). The gaps in research are the role of AI-generated material in the perception of consumers, the quality of engagement, and brand loyalty in the long perspective, especially in SMEs with limited opportunities of advanced monitoring tools.
[bookmark: _Toc215071528][bookmark: _Toc218641046]Social Media Marketing
Social media platforms now form the core of digital marketing, and AI applications in this sector have changed the way the brands interact with the consumers. Data-driven targeting and campaign optimisation as well as sentiment analysis make AI a way to hyper-personalise. Analysing consumer behaviour, tastes and spending patterns, AI is able to segment audiences, provide individualised advertisements and promote to optimum reach and interaction (Beyari and Hashem, 2025; Wang et al., 2025). Algorithms also evaluate engagement metrics real-time, and dynamic campaign adjustments optimize the performance in terms of click-through rates, conversions and ROI (Anute et al., 2025).
Although these are the benefits, there are still challenges. Artificial intelligence-based social media marketing can support filter bubbles or biased targeting, which can be marginalising to some groups of consumers or that it can amplify misleading information (Saura et al., 2024). Another important issue is privacy: the gathering and analysis of individual information to support personalised marketing are questionable in terms of morality and even the law, in particular, within the environment of strict data protection legislation, such as GDPR (Al Said, 2025). Moreover, the source of knowledge also reveals that there is a lack of awareness about the sustainability of AI-enhanced social media strategies in terms of customer confidence, quality of engagement, and sustainability of automated interactions (Kolesnik, 2025).
[bookmark: _Toc215071529][bookmark: _Toc218641047]Predictive Analytics and Consumer Behaviour
Predictive analytics using AI enables marketers to predict consumer behaviour and optimise marketing decisions based on that behaviour. Machine learning processing interprets previous purchase history, browsing history, and social media engagement and suggests products, predicts new buying behaviour and forecast trends (Sasanuma and Yang, 2024; Liu et al., 2025). Recommendation engines are also applicable broadly in the e-commerce sector, which allows customers to receive personalised shopping experience, which raises the rates of conversion and customer satisfaction (Basu et al., 2025). Market segmentation, forecasting campaign performances and predicting churn are also facilitated by AI tools, which provide organisations with strategic decision-making aspects that they can act on.
Predictive analytics, however, creates a number of concerns. First, algorithmic bias may be used to bias prediction, which leads to discrimination of some group of consumers or their exclusion (Reed et al., 2025). Second, the quality and variety of data are crucial to prediction accuracy, partial or unrepresentative data may generate incorrect information, and marketing performance is jeopardized (Alghizzawi et al., 2025). Third, the psychological and behavioural effects of AI-driven recommendations on consumers are not well researched. There are still questions on the issue of transparency, perceived manipulation, and moral responsibility of marketers utilizing predictive tools (Jin and Viswanathan, 2025). Such lapses present the necessity of the frameworks that would find harmonies between precision based on data and the ethical consumer interaction.
[bookmark: _Toc215071530][bookmark: _Toc218641048]Automation in Marketing Processes
The automation of marketing processes is also improved with the help of AI, as the processes which were previously labour-intensive are simplified. The customer relationship management (CRM) systems in both cases can be automated to score leads, follow-ups, and email campaigns, and programmatic advertising platforms can automatically place ads and optimise them in real-time and at various channels (Vij et al., 2025; Alghamdi et al., 2025). Automation helps to decrease the costs of operations, enhance efficiency, and enable marketing teams to pay their attention to strategic planning and creative projects (Kumar, 2021).
However, excessive automation is dangerous. A large amount of AI-based automation can decrease the presence of human supervision, which in fact results in mistakes, lack of sensitivity to cultural backgrounds, or even mechanical communication that does not resonate with consumers (Liu et al., 2025). Besides, smaller companies might experience technological and financial limitations to adopting advanced automation technologies, establishing a divide between larger companies and smaller ones in the digital advertising market (Enshassi et al., 2025). The existing literature does not also provide detailed information about the long-term outcomes of automation on brand perception, customer loyalty, and the role of employees in marketing teams.
To conclude, AI technology in content generation, social media advertising, predictive advertising, and automated processes are changing the face of digital marketing, bringing with them immense prospects of marketing efficiency, personalisation, and consumer involvement. Nevertheless, the literature outlines several issues, such as ethical factors, AI bias, data privacy, excessive dependence on AI, and SMEs accessibility. There are gaps in the literature regarding the long-term effect of AI on brand loyalty, consumer trust, and marketing sustainability. The dimensions should be examined in future research, especially by conducting empirical research that evaluates consumer perception, ethical aspects, and adoption of AI in different sizes and industries differently.
[bookmark: _Toc215071531][bookmark: _Toc218641049]Benefits of AI in Digital Marketing
Artificial intelligence (AI) applied in digital marketing will offer various advantages to organisations in terms of operational efficiency to developing better customer interactions and strategic positioning. Increased efficiency and saving of costs are one of the main benefits. Automated systems based on AI assist in these processes: creating content, publishing on social media, emailing, and responding to customer inquiries, after which marketing teams can invest more in strategy work (Kumar, 2021; Al-Abrrow et al., 2024). In the case of chatbots and virtual assistants, it can process a dense stream of customer interactions at once, which will eliminate the need to have a large number of human customer support staff and will also reduce operational expenses considerably (Isler et al., 2024). Programmatic advertising platforms bid automatically, place ads, and optimise them across various channels which have a better utilisation of resources and remain precise with regard to targeting (Vij et al., 2025). This operational efficiency is especially useful in the case of small and medium-sized enterprises (SMEs), which are often limited in terms of resources and marketing budgets and can compete with bigger corporations in the digital realm (Abbasi et al., 2022).
The other significant advantage of AI in digital marketing is improved customer interaction and satisfaction. Super-personalisation is made possible by AI that analyses consumer behaviour, preferences, and interactions in real-time to provide the relevant content and recommendations (Beyari and Hashem, 2025; Wang et al., 2025). Tailored experiences build brand loyalty and make them more engaged, as well as make marketing messages more effective because they make customers feel that their personal needs are considered. As an illustration, recommendation engines on online shopping websites recommend items based on the previous behaviour and preferences, enhancing the rate of conversion and user experience (Liu et al., 2025). The social media can have AI-powered sentiment analysis and engagement optimization where marketers can react instantly to customer comments and feedback, create content on the fly, and sustain a constructive dialogue with their audiences (Anute et al., 2025). Through increasingly relevant and timely communication, AI tools allow increasing the level of satisfaction and brand loyalty in the long term.
AI is also associated with data-driven decision-making which is a big step compared to the traditional intuition-based marketing methods. Machine learning algorithms have the ability to process large volumes of data gathered across numerous digital channels to discover patterns, predict trends and find opportunities to optimise campaigns (Basu et al., 2025; Cui and Mohib, 2025). Predictive analytics will allow marketers to predict consumer behaviour, create audiences that will be more precisely segmented, and spend marketing resources based on real-time consumer data. Regardless of the size of the company, data-driven decision-making becomes more certain, better resource distribution, and more efficient strategic initiatives (Alghizzawi et al., 2025). Responsiveness, targeting, and measurement of marketing campaigns should be achieved by the capacity to incorporate social media metrics, website analytics, and customer feedback into the strategies.
Lastly, AI use is a competitive edge among organisations and especially, SMEs that aim to stand out in the crowded markets. Using AI technologies, companies can streamline their promotion efforts, provide customised experiences, and react to the shifts in the market more quickly than the competitors who still use only human-based processes (Enshassi et al., 2025). Using AI-powered analytics enables companies to discover new trends, monitor the actions of the rivals, and come up with new campaigns that will be appealing to the target audiences (Alghamdi et al., 2025). Moreover, the tactic approach to AI implementation can lead to brand recognition as the companies could be viewed as technologically innovative, consumer-focused, which is gaining more and more popularity among digitally literate customers (Pereira et al., 2023).
With such advantages, it is essential to note that the implementation of AI needs the expenditure on technology, a professional workforce, and data management to achieve all its opportunities (Al-Abrrow et al., 2024; Reed et al., 2025). To sustain consumer confidence, organisations have to strike a balance between the benefits of efficiency and automation of AI and the ethical aspects, including privacy of data, bias in algorithms, and transparency. These issues would help to make the positive impacts of AI in digital marketing sustainable and make it add value to the long-term business performance.
To sum up, AI has brought high benefits to digital marketing, such as operational efficiency and cost reduction, better customer engagement and customer satisfaction, better data-driven decision-making, and competitive advantage. They are especially beneficial to SMEs that are in need of effective utilization of limited resources to stay on the competitive track in an ever-changing digital space. Further studies are needed on how AI features relate to marketing performance, especially regarding consumer confidence, long-term customer loyalty, and environmental sustainability.
[bookmark: _Toc215071532][bookmark: _Toc218641050]Challenges and Ethical Considerations
Although artificial intelligence (AI) has significant advantages in digital marketing, the implementation process is associated with a variety of technological, ethical, and organisational issues. The most important barriers are technological barriers and difficulties during implementation. Implementing AI-based marketing systems can be costly in terms of infrastructural, software and human resource investments (Enshassi et al., 2025; Alghizzawi et al., 2025). In the cases of a small and medium-sized enterprise (SME), these requirements represent a significant challenge, restricting the availability and successful use of AI technologies. Moreover, the implementation of AI with other systems like customer relationship management (CRM) systems, content management and social media analytics is frequently faced with compatibility challenges, which introduce inefficiencies and delays in operations (Keegan et al., 2024). In addition to hardware and software limitations, the quality of the data and its training become essential; even the quality of data and training data is too small, or the prediction accuracy of the algorithm is low, which will negatively affect the effectiveness of marketing (Alghamdi et al., 2025).
The other important aspect of issues in the field of AI-based marketing is bias, privacy issues, and data protection. Having learned historical data, AI systems may also incorporate human biases and structural inequality leading to discriminatory targeting or exclusion of some consumer groups (Reed et al., 2025; Jin and Viswanathan, 2025). Uncontrolled, social media and predictive analytics models can support stereotypes or propagate false information, which, at the same time, is both ethically and reputationally questionable. At the same time, AI-based personalisation, which requires processing large amounts of personal data, increases the chances of personal privacy violation and the violation of the data protection laws, including the General Data Protection Regulation (GDPR) (Al Said, 2025; Saura et al., 2024). With consumers paying more and more attention to data privacy concerns, a lack of secure and transparent practices may compromise trust, reduce interaction, and generate legal liabilities. Studies suggest that clear structures and mechanisms of regulatory compliance are required to have an appropriate balance between the benefit of personalisation and ethical and legal requirements.
Lack of resistance to adoption and proficiency also contribute to the hindrance of effective AI implementation. The employees and management might view AI as a disruptive technology that is going to take away the jobs, which leads to the unwillingness to explore the new workflows or automated systems of decision-making (Kolesnik, 2025). Upskilling is a challenging area that marketing departments frequently need to address due to the necessity of better handling AI platforms, understanding data-driven information, and ensuring ethical practices in automated marketing campaigns (Hendrayati et al., 2024). The lack of AI literacy and digital skills has the potential to slow down adoption, diminish the quality of AI-generated outputs, and signal the accessibility of the strategic potential of these technologies. In the case of SMEs that often have lean staffing, filling these gaps can be a particular challenge and, therefore, requires investing in training and change management.
One of the most important unexplored and developing spheres of concern is the ethical implications of AI in marketing communication. The inquiries concerning the use of AI in automated content generation, personalised targeting, and predictive advertising are transparency, accountability, and manipulation. Automation of the interaction or algorithmically affected recommendations can be unknown to the consumer, and this may compromise the process of making informed choices and trust (Reed et al., 2025; Liu et al., 2025). What is more, the use of AI in marketing campaigns may introduce biased messages accidentally or encourage social inequalities, which leads to ethical concerns about fairness, inclusivity, and corporate social responsibility (Jin and Viswanathan, 2025). The conflict between commercial optimisation and ethical responsibility is also the focus of the literature since organisations can be driven by efficiency and conversion, neglecting transparency and consumer welfare (Saura et al., 2024). The way forward to combat these ethical issues is the organisational dedication, strong governance systems, and a subscription to responsible AI principles.
To sum up, AI offers promising opportunities to digital marketing, but it is limited by technology, bias, privacy threats, and lack of skills and ethical issues. It requires a multidimensional strategy that includes the development of technological infrastructure, regulatory compliance, the development of the workforce, and ethical supervision. Future studies need to concentrate on the empirical research on the strategies to combat bias and increase the level of transparency and assist the SMEs in the adoption of AI in an ethical manner. These challenges should be understood and dealt with in order to make AI-based marketing practices both effective and long-term sustainable.
[bookmark: _Toc215071533][bookmark: _Toc218641051]Theoretical Perspectives and Models
The implementation of artificial intelligence (AI) in digital marketing can be viewed and interpreted in different theoretical frameworks that can give understanding of the individual and organisational behaviour, in response to technological innovation. The most popular models that can be implemented are: the RACE framework, the Technology Acceptance Model (TAM), and the Diffusion of Innovations (DOI) theory, which introduce a unique perspective in which the adoption of AI in marketing situations can be examined (Alghamdi et al., 2025; Basu et al., 2025).
[image: Brief explanation of Race Framework for Digital Marketing]
[bookmark: _Toc218629050]Figure 2 RACE Framework of Marketing (Chaffey, 2023)
RACE, also known as Reach, Act, Convert, Engage, is a useful marketing planning strategy that has been applied to the digital arena to measure marketing performance and strategy optimisation (Vij et al., 2025). In the given framework, AI technologies improve every step, automating the collection of data, personalising communication with customers, optimising the distribution of content, and monitoring the indicators of engagement in real time. As an example, AI-driven predictive analytics can be used to detect possible leads in the Reach stage, whereas chatbots and recommendation engines can be used to convert and engage (Beyari and Hashem, 2025). The RACE framework, therefore, offers an organized view of how AI should be incorporated into the marketing processes, showing how automation and analytics can reinforce the customer relationship management and improve the effectiveness of the campaigns. Nevertheless, the usefulness of the framework is in the operationalisation of AI tools, but it is largely descriptive and does not provide explanatory processes of adoption behaviour on either an organisational or individual scale. It fails to consider the technological preparedness, attitude of the users and the resistance to the adoption of AI which are factors that are important in practice (Kolesnik, 2025).
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[bookmark: _Toc218629051]Figure 3 Technology Acceptance Model (Davis, 1989)
Technology Acceptance Model (TAM) was created by Davis (1989) and provides a behavioural approach, which explains the technology adoption through the perception of usefulness (PU) and ease of use (PEOU). The concept of TAM has been extensively used to analyse digital marketing technologies in order to investigate the acceptability and integration of AI-based tools by marketers and organisations (Alghizzawi et al., 2025; Cui and Mohib, 2025). Perceived usefulness is a factor that is used to establish the intention to use AI applications like automated content generation, programmatic advertising, or predictive analytics, whereas, perceived ease of use is a factor that determines the desire to use these tools without long training. The latter extensions of TAM include TAM2 and Unified Theory of Acceptance and Use of Technology (UTAUT), which integrate social influence, facilitating conditions, and perceived trust, each of which is especially important in the context of AI adoption in which ethical consideration, transparency, and compliance with regulations have a significant effect on decision-making (Al Said, 2025; Reed et al., 2025). However, TAM is also criticised to be weak in the capacity to reflect the strategic and systemic implications of AI adoption in macro marketing ecosystems. It mainly concentrates on personal views and mostly ignores organisational culture, structural obstacles, and interaction of various AI tools (Enshassi et al., 2025).
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[bookmark: _Toc218629052]Figure 4 The Diffusion of Innovations theory (Rogers, 2003)
The innovation adoption process as proposed by Diffusion of Innovations (DOI) theory by Rogers (2003) describes the process of technology adoption to be dependent on the nature of innovations, communication channels, time, and social systems. DOI offers a macro-level view of the spread of AI at an industry level, including relative advantage, compatibility, complexity, trialability, and observability (Alghamdi et al., 2025). To give an example, the marketing companies can implement AI technologies faster in case early adopters will show the visible positive outcomes in the performance of the campaign, communication with customers, and ROI. The significance of the social influence, opinion leaders, and network effects is also recognized by DOI and is highly applicable in the digital marketing ecosystem where the decision to adopt a product or service can be influenced by competitors, partners, and consumer expectations (Pereira et al., 2023). Nonetheless, DOI has been accused of being rather descriptive and having little ability to cover the individual determinants of behaviour and the subtle organisational issues accompanying AI adoption. It is also likely to ignore ethical and regulatory aspects, which are becoming more important in AI-based marketing.
Other frameworks that are emerging in the field of AI marketing research are models of AI capabilities integrated with strategic marketing effects, including the AI-augmented RACE framework, predictive analytics adoption models, and hybrid frameworks that combine TAM and DOI factors (Alghizzawi et al., 2025; Basu et al., 2025). These hybrid models seek to bridge the loopholes in the classical models by considering technological, organisational and social factors and strategic marketing objectives. In spite of these developments, there are still critical gaps. The vast majority of models are concentrated on the adoption intention and operational efficiency and little attention is paid to the ethical implication of the AI marketing practices, the bias in the algorithms, the trust of consumers and the sustainability of the practice of AI marketing in the long term. More so, empirical validation has not been done in various sectors, regions, and size of firms, which makes the generalisation difficult (Reed et al., 2025; Kolesnik, 2025).
To sum up, theoretical frameworks like the RACE framework, TAM, and DOI can be useful in understanding how AI is adopted in digital marketing, as they can be used to explain it on an operational, behavioural, and macro-level. However, the models also have shortages in the approach to ethical issues, systemic obstacles, and context-dependent production problems. Research in the future must work on adopting these frameworks in the combination of ethical, organisational, and strategic factors in order to create a more balanced picture of AI-based digital marketing adoption and its effect on the business performance and consumer trust.
[bookmark: _Toc215071534][bookmark: _Toc218641052]Emerging Trends and Future Directions
Digital marketing based on AI will keep developing at a very fast rate, and new trends are redefining the approach and practice. Another interesting trend is the emergence of AI-based virtual influencers. Such computer-generated characters act in social media to reach out to audiences, promote products, and be a part of marketing efforts without the constraints of human-influencers, including scarcity or reputation risk (Jin and Viswanathan, 2025; Liu et al., 2025). Virtual influencers facilitate very controlled brand stories, consistent communication, and target interaction tactics. It has been proposed that AI-created influencers could change consumer attitudes, buying behaviour, and involvement rates similarly to their human counterparts, and provide the possibility of marketing in a saleable and cost-efficient manner (Liu et al., 2025). Nevertheless, the trend also brings ethical issues of transparency, authenticity, and manipulation of consumer behaviour that are under-researched nowadays.
The second important trend is multi-platform AI penetration, when AI systems are implemented at the same time on the social media, e-commerce platforms, mobile app, and email marketing channels. This combination enables the marketer to have the cross-platform consumer data gathered and analysed, serve scale content, and optimise in real time (Ahn and Kim, 2025; Basu et al., 2025). Multi-platform deployment enables the smooth customer journeys, better predictive analytics tools, and efficient use of resources through centralisation of automation and monitoring. One example is that recommendation engines can co-ordinate across the interfaces of websites, on social feeds, and email campaigns, and the chances of conversion and engagement are likely to increase. Although such benefits might be possible, there are still problems in terms of providing data interoperability, ensuring reliable messaging, and guaranteeing consumer data privacy across platforms (Al Said, 2025; Reed et al., 2025). Moreover, organisations have to strike a balance between the high-end technical complexity of integrated AI systems and the usability by marketing teams, which continues to place an upskilling and organisational preparedness requirement.
Sustainability and responsible AI in marketing are an idea that is becoming more prominent. With the increasing environmental and social awareness of consumers, incorporating AI to enable the sustainable marketing practices is becoming a competitive advantage (Acatrinei et al., 2025; Gunduzyeli, 2024). AI can be used to streamline supply chains, minimise waste during promotion campaigns, and make more accurate predictions of consumer demand, which will lead to resource efficiency and fewer harm on the environment. There are also responsible AI practices that focus on transparency, fairness, and accountability in marketing communications and reduce the risk of bias, manipulation, or data privacy violations (Reed et al., 2025; Saura et al., 2024). Incorporating sustainability factors in AI-based marketing is in line with the goals of corporate social responsibility and strengthens brand trust, especially of ethically conscious consumers. However, the empirical research on the application of responsible AI in marketing has not investigated the topic sufficiently yet, indicating that there is a research gap in the area of how sustainable AI practices are implemented in practice, how efficiently they work, and how consumers perceive them.
The creation of content dynamically and communication with consumers using predictive and generative AI models are other developing directions. The models allow marketers to make advertisements, social media posts, and video content more personalised than ever before, by campaigning to individuals based on their preferences and behavioural patterns (Ahmad, 2024; Isler et al., 2024). Moreover, analytics based on AI will be able to identify new trends, micro-segments, and predict market changes, which will be used as strategic benefits in the context of incredibly competitive online space (Basu et al., 2025). Nevertheless, the introduction of generative AI also carries its own threats, such as the possibility of copyright violations, authenticity, and dissemination of false or heavily biased information, and it is necessary to focus on the ethical considerations and regulatory regulation on the topic.
To sum up, the future of AI in digital marketing is described as more sophisticated, integrated, and responsible. The tendencies, including AI-driven virtual influencers, a multi-platform implementation, eco-friendly marketing approaches, etc., are transforming the approach to engagement, operational effectiveness, and branding. However, in addition to these opportunities, there are still some challenges in the area of ethics, data governance, organisational readiness, and consumer trust. Future studies ought to help assess the long-term effect of these trends, come up with frameworks of responsible AI implementation and devise strategies which would balance technological advancement and ethical/sustainable marketing. Being aware of these emerging directions will be fundamental in organisations that want to retain competitive advantage as they work through the changing digital environment.
[bookmark: _Toc215071535][bookmark: _Toc218641053]Chapter Summary
The chapter has critically reviewed the literature on the adoption of artificial intelligence (AI) in digital marketing and its development, usage, advantages, and related issues. One of the ways AI has revolutionised digital marketing is by creating content, conducting predictive analytics, personalising social media, and automating processes, which have increased the level of efficiency, engagement with customers and decision-making based on data. The review also determined that there were considerable challenges like technical barriers, skills gap, ethical issues, and privacy of data, which can limit successful adoption. The theoretical approaches like RACE framework, Technology Acceptance Model and the Diffusion of Innovations offer good information on the adoption behaviour but are limited in the way they tackle the ethical and the organisational aspect. New trends, such as AI-driven virtual influencers, multi-platform integration, and sustainability-based marketing, highlight the dynamic nature of the sphere and allow considering the new areas to research. The insights will be reflected in the conceptual framework and the approach to designing the methodology of the study that will underlie the further empirical investigation in Chapter 3.
[bookmark: _Toc218641054]Chapter 3: Research Methodology
[bookmark: _Toc218641055]Introduction
In this chapter, the research methodology followed is outlined in order to undertake a systematic investigation on the concept of artificial intelligence (AI) integration in digital marketing. The research method selected was a systematic review, which offers a systematic, clear, and replicable method of synthesising the available empirical and theoretical research findings (Cooper, 1984; Gough, Oliver and Thomas, 2017). Such an approach will allow the evaluation of evidence on AI applications in digital marketing fully, pinpointing patterns, gaps, and new trends. The chapter also describes inner research philosophies and assumptions that the study relies on, and then the research design and approach are provided. It also describes the data collection methods, including the sources of information, search methods, eligibility criteria, study selection, data extraction, and quality evaluation, and discusses the possibility of the risk of bias. Ethical issues that are related to the process of conducting systematic reviews are also addressed.
[bookmark: _Toc218641056]Research Philosophies and Assumptions
Research philosophy offers the guiding structure that determines the conceptualisation, gathering, and understanding of knowledge in a study (Tsang, 2016). It indicates hidden presumptions regarding what the reality is (ontology) and how one can know the knowledge (epistemology). In this study, where the researcher focuses on the trend of artificial intelligence (AI) application in digital marketing, the interpretivist philosophy has been implemented. Interpretivism underlines the emphasis on the perception of phenomena in a context, on the fact that social reality is socially constructed and relies on human perceptions and experiences. In comparison with positivism, which aims at objective measurement and generalisable laws, interpretivism puts more emphasis on meanings, experiences, and insights that are reported in the existing literature, which makes it an especially appropriate approach to qualitative synthesis (Boland, Cherry and Dickson, 2017).
Interpretivism has been chosen based on a number of reasons. First, the research expected to synthesise the results of a variety of empirical and theoretical sources and examine how organisations embrace and apply AI in digital marketing, which is not the test of a predefined hypothesis or the determination of causal connections. Second, interpretivism supports a variety of views and recognises the fact that the adoption of AI is a factor of organisational culture, market context, and technological readiness, which are context-dependent (Foster and Jewell, 2017). Third, the systematic review methodology corresponds with the interpretivist position as it focuses on the integration of information qualitatively, on the critical evaluation, and on the synthesis of complex information using the theme (Cooper, 1984; Gough, Oliver and Thomas, 2017).
The epistemological assumptions of the study are also informed by this philosophical orientation. Knowledge is viewed as being constructed by the available research and the process of reviewing the findings is active in its interpretation and contextualisation, unlike data which are viewed as objective. This study provides a complex and diverse approach to AI adoption by adopting interpretivism to ensure that any conclusions made in the study are sensitive and context-driven, and also capture the multi-faceted aspects of AI adoption evident in the literature (Tsang, 2016; Afifi, Stryhn and Sánchez, 2023).
[bookmark: _Toc218641057]Research Design
The research design that was used in this study was a systematic review, which is a rigid and formal technique of recognising, examining, and integrating the current studies on a particular subject. It is well-known in the scholarly community that systematic reviews are capable of offering mathematical and balanced summaries of the existing evidence, allowing the researcher to come up with dependable conclusions and determine what has not been yet known (Cooper, 1984; Gough, Oliver and Thomas, 2017). The systematic review in contrast to the traditional literature review is conducted in a transparent and replicable manner, implying the existence of clear criteria that define how the studies are selected, how data will be extracted and synthesized. The methodology will make the review methodologically rigorous and reduce the possibility of subjectivity and bias in interpretation and reporting (Page et al., 2021; Boland, Cherry and Dickson, 2017).
The systematic review design was specifically suitable in the present study because it enabled the synthesis of the research on the use of artificial intelligence in digital marketing conducted by various sources and disciplines. The ability to review studies that have been published in different journals and databases allowed obtaining a comprehensive and in-depth picture of the ways in which AI technologies have been used to conduct marketing, the factors affecting their use, and the effects it has had on the performance of organisations and consumer performances. Moreover, the systematic review allowed developing a systematic comparison of results in various contexts, which allows identifying commonalities, issues, and trends in the implementation of AI in the digital marketing strategy (Afifi, Stryhn and Sánchez, 2023; Gusenbauer and Gauster, 2024).
The design involved a detailed search in the pertinent databases, stern screening according to the pre-defined inclusion and exclusion criteria, and the logical data extraction through pre-definite templates. This process has added to the validity and reliability of the findings as only the studies of a certain methodological and topical quality were used. Additionally, the systematic review allowed making the study transparent throughout since every step of the process, such as search strategy or data synthesis was documented in a way that it could be replicated. On the whole, this structure offered a solid system of synthesising existing knowledge about AI adoption in digital marketing and marking the spheres which need additional research and formal consideration.
[bookmark: _Toc218641058]Research Approaches
The study method used in the current research was qualitative because it aimed at synthesising descriptive and conceptual information of the available literature instead of developing numerical or statistical information. The qualitative research methods are especially appropriate to study complicated phenomena, comprehend contextual issues, and obtain subtle views and this aspect is quite close to the purpose of the present systematic review. A qualitative synthesis allowed exploring the utilisation of artificial intelligence in digital marketing activities, defining the forces and obstacles of the organisational and technological nature, and assessing the consequences of this process in terms of the marketing performance, customer engagement, and brand performance.
Even though systematic reviews have the option of using either deductive or inductive logic depending on the goals, the inductive method was mostly used in this study. The review aimed at developing conceptual knowledge based on patterns that appear throughout the literature as opposed to test-based hypotheses. It has produced insights and themes of AI adoption in digital marketing through studying and classifying the results of various studies. This inductive orientation was explained by the fact that the field is changing fast, and various applications of AI are being made in industries, and thus it is more suitable to learn through the observed tendencies and reported experience than through a strict theoretical framework.
The inductive approach that used qualitative one also helped indicate a flexible and interpretative synthesis of evidence that allowed identifying recurrent themes, major challenges, and best practices. It also enabled the comparison of results in various organisational and technological settings, as well as kept a focus of practical and strategic implication of AI adoption in marketing. Moreover, the method was consistent with established principles of systematic review, that, among other aspects, focus on transparency, replicability, and the high-quality synthesis of qualitative data to create valid and actionable information (Gough, Oliver and Thomas, 2017; Foster and Jewell, 2017). The integration of qualitative methods and inductive research approach allowed the study to deliver a holistic and evidence-based approach to the existing state of AI in digital marketing and outline the areas that need to be investigated.
[bookmark: _Toc218641059]Data Collection Methods
[bookmark: _Toc218641060]Literature Search Strategy
The literature search methodology was developed in a way that it would enable the identification of the studies that would be relevant in the context of adopting artificial intelligence in digital marketing. Keywords and Boolean operators were used carefully to obtain the research on AI application, drivers and barriers of adoption and marketing outcomes. The search was carried out in two electronic databases, Scopus and Google Scholar and restricted to peer-reviewed journal articles published in the English language in the period 2015-2025 to capture current developments. Further back and forward citation tracking was used to locate pertinent research that was not found during the initial database queries. Appendix 1 provides the transparency and replicability of search process, search terms, and number of search results obtained at each step, in accordance with systematic review requirements (Page et al., 2021; Gusenbauer and Gauster, 2024; Afifi, Stryhn and Sánchez, 2023).
[bookmark: _Toc218641061]Selection of Databases and Sources
The databases and sources were chosen to cover the high-quality literature on the adoption of AI in digital marketing comprehensively. Scopus and Google Scholar were selected due to their large searching in peer-reviewed journals in various fields of business, marketing, and technology. Specialised digital marketing and AI journals were added to these to include domain-specific studies and new research. Grey literature was given a selective consideration such as conference proceedings, industrial reports and technical papers to incorporate the practical insights which are yet to be published in the academic journals. This method of multi-source contributed to the reliability and validity of the review and the balance in the dataset, which is a good approach to systematic reviews (Gusenbauer and Gauster, 2024; Page et al., 2021; Foster and Jewell, 2017).
[bookmark: _Toc218641062]Inclusion and Exclusion Criteria
[bookmark: _Toc218629057][bookmark: _Toc218629103]Table 1 Criteria for Inclusion and Exclusion of Studies Retrieved
	Criteria
	Inclusion
	Exclusion

	Publication Type
	Peer-reviewed journal articles, conference papers, and high-quality industry reports
	Editorials, opinion pieces, blogs, and non-peer-reviewed sources

	Language
	English
	Non-English publications

	Publication Year
	2015–2025
	Before 2015

	Topic Relevance
	Studies addressing AI applications, adoption factors, or marketing outcomes
	Studies unrelated to AI or digital marketing

	Methodological Quality
	Empirical studies, systematic reviews, or conceptual frameworks with clear methodology
	Studies lacking methodological rigour or insufficient data

	Geographical Context
	Global studies
	Irrelevant regional contexts only if they do not provide transferable insights



[bookmark: _Toc218641063]Screening and Study Selection
A systematic approach was used to conduct screening and study selection, which included the identification of the studies meeting the predefined inclusion and exclusion criteria, based on the PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) framework, which offers a systematic way of literature selection (Page et al., 2021). Firstly, duplicates were eliminated, then titles and abstracts were filtered to eliminate irrelevant articles and then a review of the rest of the articles was conducted so as to ensure that they fit within the research goals and methodological criteria. The researcher graded each of the studies separately, and the reasons for being excluded at every level were recorded to ensure transparency. The PRISMA guidelines were appropriate because it helped in the rigorous and standardised process of selection, which reduced selection bias and increased reliability and reproducibility of the review. The PRISMA flow diagram was created to help visually summarise the number of records identified, screened, excluded, and included to be able to have a clear audit trail of the study selection process.
[bookmark: _Toc218641064]Data Extraction, Management and Organisation
A standardised table used to systematically extract data in each of the included studies was presented in Section 4.2 (study ID, author(s), methodology, study design, sample and findings related to AI applications, this question being RQ1), drivers and barriers (RQ2), and effects on marketing outcomes (RQ3). It was done to guarantee consistency, provide cross-study comparisons and assist in determining critical themes and reduce bias, which increased transparency and reliability of the review (Afifi, Stryhn and Sánchez, 2023; Foster and Jewell, 2017). To make the extracted data accurate, traceable, and easy to access during the review process, extracted data were arranged and stored in digital spreadsheets in an organised manner. A unique identifier was given to each study, and the data were classified in terms of the methodology, themes, and research objectives in order to compare and synthesise. To ensure completeness and consistency, the systematic review best practices were followed by regularly checking the dataset to ensure that it was reliable and auditable (Afifi, Stryhn and Sánchez, 2023; Foster and Jewell, 2017).
[bookmark: _Toc218641065]Quality Assessment and Synthesis of Extracted Data
The quality of the studies under consideration in the review was evaluated with the help of the Critical Appraisal Skills Programme (CASP) checklist, which is presented in Appendix 2. This review considered methodological rigor, credibility, and relevance thus ensuring that only those studies that met the required quality standards informed the review. A narrative synthesis approach (presented in Section 4.4) was used to synthesise the extracted data and enable the synthesis and interpretation of qualitative findings based on a wide range of study designs and contexts. The use of narrative synthesis was warranted since it allows discovering patterns, themes, and relationships among heterogeneous data to give a comprehensive picture of the adoption of AI in digital marketing and be transparent and replicable as one of the best practices of systematic reviews (Gough, Oliver and Thomas, 2017; Foster and Jewell, 2017; Afifi, Stryhn and Sánchez, 2023).
[bookmark: _Toc218641066]Ethical Considerations
The systematic review was conducted based on the existing ethical standards and the Research Integrity and Ethics Code of Practice (UWTSD, 2022), which guarantee the integrity of the research and responsible research conduct. There were ethical elements that were concerned with faithful depiction of the available literature that does not risk incorrect interpretation or choosey reporting, and transparency during the review process. This was done by referencing all the sources in accordance with the ethical standards of treating intellectual property rights and preventing plagiarism, as recommended by Boland, Cherry and Dickson (2017), Page et al. (2021), and Shaheen et al. (2023). Methodological transparency was also upheld in the review through recording search methods, inclusion/exclusion criteria and extraction methods of data used which allowed reproducibility and accountability. Further, the paper accounted for more general ethical ramifications of synthesising evidence on AI adoption, including the responsible interpretation of research on technological effects and organisational behaviour, which is in line with the suggestions put forth by Suri (2020) and Wager and Wiffen (2011). In general, the systematic review was conducted with a high level of ethical principles that guarantee the validity of results, not to mention compliance with the rules of professional conduct of research.
[bookmark: _Toc218641067]Conclusion
In this chapter, the authors described the research approach used to carry out a systematic review on the use of artificial intelligence in digital marketing. It defended the selection of a qualitative and inductive methodology and a systematic review design to synthesise the literature on the topic in a comprehensive and transparent way. The chapter presented the methods of data collection, such as the literature search strategies, the choice of a database, inclusion/exclusion criteria, screening, data extraction, and quality evaluation, through which CASP was used. Ethical issues were tackled so that the research integrity, the proper reporting and the conformity to professional standards could be observed. Generally, the methodology offered a sound and repeatable process of locating, screening, and integrating pertinent research and therefore the data contained in the following chapters is sound, valid and founded on solid evidence.
 


[bookmark: _Toc218641068]Chapter 4: Findings and Discussion
[bookmark: _Toc218641069]Introduction
This chapter is a presentation of the findings of the systematic review, where the summary of how the reviewed studies answer the research questions is made. It will start with a summary of the chosen articles and the aspect of their scope, methods, and contexts. It is followed by a narrative synthesis that incorporates the conclusions on three critical areas, such as AI use in digital marketing, conditions that affect its adoption, and the impact on marketing performance and consumer outcomes. The chapter ends by connecting the findings to the past reviews and theoretical views so as to place them in the context of the greater scholarly discussion.
[bookmark: _Toc218641070]Presentation of Database Search Results
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[bookmark: _Toc218629053]Figure 5 PRISMA Flow Diagram of Study Selection (Adapted from Page et al., 2021)
From Scopus (n = 326) and Google Scholar (n = 41) the attributes of 367 articles were first found, of which 12 duplicates were filtered out, and 355 articles were screened by their titles and abstracts. Among these 265 were left out, 90 reports were requested to be retrieved, and 8 out of these were unavailable. Eighty two articles were evaluated in full text, where 32 articles were rejected because of irrelevancy, shallow AI coverage, insufficient methodology, or insufficient empirical or conceptual contribution, or non-marketing findings. The last review consisted of 50 studies, which constituted 29 medium-quality and 21 high-quality articles according to CASP assessment (Appendix 2).
[bookmark: _Toc218641071]Summary of the Systematically Reviewed Articles
The table below summarises the 50 studies that were incorporated in this systematic review. In both studies, it gives the ID, author(s), methodology, study design, and sample characteristics, findings in relation to the research questions: AI applications and functions (RQ1), organisational and technological drivers and barriers (RQ2) and their impact on marketing performance and consumer outcomes (RQ3).
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[bookmark: _Toc218629058][bookmark: _Toc218629104]Table 2 Summary of Studies Included in the Systematic Review
	ID
	Author(s)
	Methodology
	Key Themes

	
	
	Study Design
	Sample
	RQ1: Applications or Functions
	RQ2: Drivers & Barriers
	RQ3: Effects on Outcomes

	1
	Abbasi et al. (2022)
	Quantitative, PLS and deep ANN
	214 SMEs (Malaysia)
	Social media marketing adoption; use of predictive AI modelling
	Relative advantage, cost, management support, competitor and vendor pressure; industry competition
	

	2
	Acatrinei et al. (2025)
	Quantitative SEM
	501 social media users
	Personalisation, sentiment analysis, campaign automation
	Perceived risk, trust, transparency issues
	Acceptance influences sustainable and ethical outcomes

	3
	Ahmad (2024)
	Systematic literature review
	Literature
	AI for content creation, personalisation
	Ethical limits, need for human supervision
	Improved relevance and targeting; on broader outcomes

	4
	Ahn and Kim (2025)
	Exploratory proof of concept
	3 AI agents, 28 participants
	Autonomous agents, social platform automation
	Platform familiarity, accessibility; technical constraints
	Platform dependent effectiveness; user engagement patterns

	5
	Al Said (2025)
	Quantitative, PLS-SEM
	Employees of ZAIN Telecom
	AI-driven trust mechanisms in digital marketing
	Data privacy concerns
	Privacy reduces trust and effectiveness

	6
	Al-Ababneh et al. (2024)
	Theoretical and methodological analysis
	Managers in firms using AI for marketing and logistics
	Automation and optimisation of marketing and logistics
	Need for effective management of change
	

	7
	Al-Abrrow et al. (2024)
	Mixed (survey + interviews)
	420 employees + 20 managers
	AI for design and social media advertising
	
	Perceived advantages of AI in advertising

	8
	Aleixo et al. (2024)
	Qualitative interviews
	10 experts
	Personalisation, audience insight, process efficiency
	Cost, training, ethical and organisational resistance
	Increased efficiency and effectiveness

	9
	Alghizzawi et al. (2025)
	Quantitative, SEM
	Advertisers (Jordan)
	AI capabilities in mobile advertising
	
	Trust, satisfaction and net benefits enhanced

	10
	Anute et al. (2025)
	Quantitative survey
	165 consumers
	AI-driven customisation and interactive features
	
	Improved satisfaction and purchasing influence

	11
	Astanakulov et al. (2024)
	Conceptual + modelling
	Marketing professionals in AI-driven campaigns
	AI-enabled campaign optimisation
	Ethical risks, data misuse
	Increased campaign effectiveness; reduced execution time

	12
	Beyari and Hashem (2025)
	Quantitative survey
	893 consumers
	Personalised content, influencer optimisation, real-time interaction
	
	Improved awareness, customer experience, purchase intention

	13
	Boujrad and Lamlili El Mazoui Nadori (2021)
	Conceptual / overview
	Firms implementing AI-based digital marketing
	Data acquisition, classification, anomaly detection, prediction, decision support
	Need for human oversight
	

	14
	Chaudhary et al. (2025)
	Applied modelling
	Social media data
	Predictive modelling, data analytics for strategy
	
	Enhanced marketing performance

	15
	Cui and Mohib (2025)
	Quantitative survey
	658 consumers
	Personalisation, automation, recommender systems
	
	Positive effects on purchase behaviour and marketing performance

	16
	Cutler (2024)
	Conceptual discussion
	Secondary data on digital marketing trends
	Personalisation, automation, predictive analytics, content curation
	Privacy, ethical and legal constraints
	Potential increased productivity but risk concerns

	17
	Enshassi et al. (2024)
	Conceptual framework
	Malaysian SMEs adopting AI in marketing
	AI in DM and Fintech for operational support
	
	Improved competitiveness and profitability

	18
	Enshassi et al. (2025)
	Quantitative (PLS-SEM)
	301 SMEs
	
	Perceived usefulness, ease of use, technological/organisational barriers
	

	19
	Gołąb-Andrzejak (2023)
	Case study / exploratory
	LPP (Poland)
	Chatbots, analytics, e-commerce optimisation, automation
	
	Higher operational efficiency and customer service quality

	20
	Gunduzyeli (2024)
	Systematic review
	Companies integrating AI in sustainable marketing
	AI-enabled sustainable marketing practices
	
	Enhanced environmental, economic and social sustainability

	21
	Hanif et al. (2025)
	Patent analysis / modelling
	Social media marketing datasets with AI applications
	Automation of responses, payments, data storage etc.
	
	

	22
	Hendrayati et al. (2024)
	Quantitative survey
	100 Indonesian firms
	Integration of AI in DM strategies
	
	Higher marketing effectiveness, engagement, conversions, competitiveness

	23
	Islam et al. (2024)
	Systematic literature review
	Organisations using AI for marketing automation
	Predictive analytics, NLP, chatbots, automation
	Privacy, bias, cost
	Efficiency, hyper-personalisation, improved retention and ROI

	24
	Isler et al. (2024)
	Case-based exploratory
	Social media campaigns using AI tools (ChatGPT, Pictory, DALL·E)
	AI ad generation (ChatGPT, Pictory, DALL·E)
	Ethical issues, limitations in capability
	Faster production, improved creativity/customisation

	25
	Kaponis et al. (2025)
	Systematic review + cases
	Users and platforms applying machine learning in marketing
	Personalisation, engagement automation, recommender systems
	Bias, privacy, transparency
	Improved UX, engagement, loyalty

	26
	Keegan et al. (2024)
	Qualitative interviews
	18 experts
	AI in B2B marketing activities
	Socio-technical contradictions, organisational and cultural tensions
	Transformational outcomes, unintended consequences

	27
	Kolesnik (2025)
	Mixed methods (interviews + survey)
	Experts + large survey
	Personalisation, real-time adaptability
	Poor data, bias, organisational constraints
	Improved reach and engagement; conversion contingent on absorptive capacity

	28
	Kuran & Khabbaz (2025)
	Mixed methods
	91 entrepreneurs + focus groups
	Use of AI in SMM to enhance engagement
	
	Increased trust, advocacy, loyalty; stronger engagement

	29
	Liu & Gupta (2023)
	Qualitative interviews
	25 healthcare professionals
	AI-enabled social media monitoring/communication
	Ethical use, trust, privacy
	Higher effectiveness when responsible AI applied

	30
	Liu et al. (2025)
	Quantitative (SEM)
	424 Gen Z users
	AI-generated vlogs; information adoption
	AI disclosure effects; role of AI literacy
	Adoption of AISV; effects on purchase intention

	31
	Milić et al. (2024)
	Experimental / A/B testing
	Human designer + AI outputs
	AI design generation for advertising
	
	Comparative performance on ad effectiveness

	32
	Mogaji et al. (2021)
	Theoretical / conceptual
	Vulnerable financial services customers
	Targeting, data processing, information delivery, engagement support
	Ethical implications, data and modelling challenges, need for human connection
	Engagement can improve but may harm vulnerable customers

	33
	Niros et al. (2025)
	Quantitative survey, SEM
	506 chatbot users
	Chatbots: customisation, anthropomorphism, problem solving
	Cultural differences (individualism vs collectivism)
	Impacts relationship, brand and value equity; affects satisfaction

	34
	Pereira et al. (2023)
	Mixed needs analysis / survey
	Digital marketing professionals
	Multiple AI solutions: CX, SEO, content, email, social, advertising, analytics
	
	Improves DM performance; highlights unmet capability needs

	35
	Rani and Sundaram (2022)
	Conceptual / exploratory
	Small businesses using AI for social media marketing
	AI-based social media marketing
	Difficulty for small firms, investment constraints
	Benefits identified; no quantified effect

	36
	Reed et al. (2025)
	Qualitative inductive
	Global software firm marketers
	Predictive AI, generative AI, content production
	Bias, transparency, authenticity
	Effectiveness depends on mitigation of bias

	37
	Ribeiro and Reis (2020)
	Qualitative interviews
	15 experts
	Automation of repetitive tasks, cognitive support
	Cultural resistance, lack of confidence/trust
	Better results when humans and AI collaborate

	38
	Samarah et al. (2025)
	Quantitative
	Companies using AI voice search in marketing
	Voice search: NLP, deep learning, sentiment analysis
	Bias, data privacy
	Increased traffic, conversions, engagement

	39
	Sasanuma and Yang (2024)
	Conceptual / analytical
	Customers interacting with AI recommendation engines
	Recommendation engines
	Human factors not fully understood
	Supports purchasing, optimisation potential

	40
	Saura et al. (2024)
	Systematic literature review + MCA
	Consumers exposed to AI-based marketing campaigns
	Behavioural analytics, smart content, real-time tracking
	Privacy deficits, ethical gaps, lack of standards
	High risk outcomes; ethical safeguards required

	41
	Sharma and Sharma (2025)
	Qualitative, semi structured interviews
	Purposive participants (not specified)
	Predictive analytics, AI and ML for campaign optimisation, personalisation, consumer insight
	
	Improved ROI, engagement, campaign agility, resource optimisation

	42
	Singh et al. (2023)
	Quantitative, statistical modelling
	100 global respondents
	ML for audience analysis, sentiment and image analysis; trend identification
	
	Enhanced strategy design; user trust and acceptance implications

	43
	Suleiman et al. (2021)
	Qualitative, structured interviews
	Participants evaluating three AI websites
	AI for interactivity, decision support, ease of use
	Security concerns, user uncertainty
	Enhanced DM performance; mixed effects on trust

	44
	Swaminathan et al. (2024)
	Conceptual / descriptive
	Food & beverage firms applying AI and blockchain in marketing
	AI and synthetic intelligence for targeted advertising; distributed ledger for transparency
	Challenges mentioned but not specified
	Real-time optimisation, improved ROI, increased trust

	45
	Vaishnavi et al. (2025)
	Conceptual / review
	Tourists interacting with AI-based marketing in tourism
	Automation, data-driven decision-making, improved user interaction
	Privacy, ethical issues, job displacement, bias
	Improved engagement and satisfaction; need for ethical adoption

	46
	van Esch and Stewart Black (2021)
	Conceptual / commentary
	Organisations adopting AI in digital marketing
	Content creation, lead generation, customer experience management, social media optimisation
	Ethical questions; organisational readiness
	Performance gains possible; unresolved effects on workforce

	47
	Vanishree Sah et al. (2024)
	Secondary research / review
	Social media marketing datasets with AI applications
	Targeted advertising, personalised initiatives, chatbots, fraud detection
	
	Competitive advantage; improved satisfaction; cost reduction

	48
	Vij et al. (2025)
	Quantitative survey, SEM
	287 UAE marketing leaders
	Personalisation, promotion optimisation, demand forecasting, predictive analytics
	
	Enhanced customer acquisition; loyalty effects

	49
	Wang et al. (2025)
	Literature + case synthesis
	Social media users exposed to AI-driven personalised marketing
	Personalisation, recommendation systems, dynamic pricing, predictive analytics
	Privacy, transparency, ethical concerns
	Increased purchase intention, satisfaction, loyalty

	50
	Zhang (2025)
	Applied analysis / conceptual
	Companies applying AI in digital marketing campaigns
	Customer profiling, inventory optimisation, ad efficiency, service enhancement
	
	Improved marketing efficiency, competitiveness, conversion



[bookmark: _Toc218641072]Narrative Synthesis Addressing Research Questions
[bookmark: _Toc218641073][bookmark: _Hlk218623470]Applications and Functions of Artificial Intelligence in Digital Marketing

[bookmark: _Toc218629054]Figure 6 Applications and Functions of AI in Digital Marketing (Author)
The existing uses and purposes of artificial intelligence in digital marketing are varied and spread throughout the content creation, personalisation, automation, analytics and operational optimisation. One of the key roles is the creation and improvement of the content, in which the systems facilitate the creation of advertising materials, design resources and narrative media. Some of the studies state that generative tools have been used to create advertisements, visual materials and social media content in order to save time and expertise needed to engage in creative work (Isler et al., 2024; Milić et al., 2024; van Esch and Stewart Black, 2021). This role is becoming more and more associated with personalised delivery, and AI could allow customised content, dynamic deals, personalised experiences, which depend on user behaviour, demographic trends, and predicted choices (Cui and Mohib, 2025; Kolesnik, 2025; Wang et al., 2025; Vij et al., 2025). Engagement is also facilitated by personalisation using recommender systems and adaptive interfaces reactive to the continuous interactions (Anute et al., 2025; Sasanuma and Yang, 2024).
The other significant strand of application is automation, which is especially used in the implementation of repetitive actions, campaigning and communication of the customers. The AI can automate the customer support process, lead generation and problem solving, making it more responsive and reducing the operational costs (Gołąb-Andrzejak, 2023; Niros et al., 2025; Ribeiro and Reis, 2020). The AI can also automate the workflow in marketing and data collection, response generation, and even payments or record keeping (Hanif et al., 2025; Al-Ababneh et al., 2024). The new studies indicate the increase of the degree of autonomy, and the agents are able to control the presence of platforms or organize the aspects of campaigns with minimal human involvement (Ahn and Kim, 2025).
The second outstanding function is predictive modelling and advanced analytics. The methods of machine learning are used in forecasting, sentiment analysis, segmenting audiences and predicting their performance (Abbasi et al., 2022; Chaudhary et al., 2025; Singh et al., 2023). These applications aid marketers to maximise targeting, budget and predict demand behaviour (Vij et al., 2025; Zhang, 2025). Predictive systems also help make more strategic choices by showing trends in bulk data, which would otherwise not be visible, and optimizes campaign development and media planning (Cutler, 2024; Saura et al., 2024).
With digital marketing, AI is also used to promote trust, transparency and ethical practice. The studies emphasize the mechanisms that ensure consumer trust and offer AI control in the communication process (Al Said, 2025). Other literature investigates sustainable marketing operations based on AI and facilitated by effective use of resources and precise evaluation of the impacts (Gunduzyeli, 2024). In the organisational sector, AI is used to provide operational assistance beyond marketing as logistics and fintech services, which signify that it is used in the integrated digital ecosystems (Enshassi et al., 2024).
Throughout the literature, the concepts of personalisation and engagement prove to be a consistent priority, but they are facilitated by a variety of technical tasks, such as the natural language processing, image and video analysis, predictive modelling and optimisation routines. These functions facilitate more interaction with the users, better targeting and better campaign management. Simultaneously, numerous reports point to the fact that AI will not replace, but supplement human creativity and strategic control, especially in multipolar creative or moral choices (Aleixo et al., 2024; Keegan et al., 2024). This combination of results indicates that artificial intelligence has become a versatile tool in the digital marketing practice, functioning as a creative resource, an analytical engine and an operational optimiser, the value of which is generated as a result of the synthesis of automation, insight and responsive interaction.
[bookmark: _Toc218641074]Organisational and Technological Drivers and Barriers to AI Adoption in Digital Marketing

[bookmark: _Toc218629055]Figure 7 Drivers and Barriers to AI Adoption in Digital Marketing (Author)
The introduction of artificial intelligence into the digital marketing is influenced by both the organisational environment, the technological capacity and an ethical or social concern, where the literature indicates a complicated force balance between enabling and limiting. One of the organisational motivational drivers that reoccurs is the perceived benefit of AI compared to the current practices such as efficiency, targeting and creativity. Research involving both companies and individuals constantly states that the anticipation of reduced operational expense, improved performance and competitive stress drives its implementation (Abbasi et al., 2022; Enshassi et al., 2025). Management support and organisational preparedness also emerge as determining enablers, as the successful integration is conditioned by resource allocation, balance and readiness to change the working processes (Aleixo et al., 2024; van Esch and Stewart Black, 2021). The adoption of AI is more probable when companies believe it is simple to adopt and where clearly beneficial, especially smaller companies where there are uncertainty and ability to adopt (Enshassi et al., 2025; Rani and Sundaram, 2022).
Other drivers are technological familiarity and infrastructure. Users and marketers who are familiar with the tools or have access to credible data systems will have more confidence and would be willing to use AI (Ahn and Kim, 2025). High-quality data, interoperability and transparent modelling have a strong influence on the ability of organisations to extract value out of automated systems, and the lack of one or the other can slow down or prohibit adoption (Kolesnik, 2025; Saura et al., 2024). Cultural orientation also influences the sense of acceptance in certain situations, whereby collectivist or individualist orientations affect opinion on whether to delegate or not to delegate decision making to automated agents (Niros et al., 2025).
In spite of these driving forces, obstacles are enormous and in most cases, they are ethical or trust based. The most frequently discussed issue is privacy, which expresses the fear of data collection and storage and its possible abuse (Al Said, 2025; Islam et al., 2024; Cutler, 2024). Tightly linked to those are the problems of transparency and bias whereby obscure models may recreate or enhance discriminating trends and consequently lack credibility (Kaponis et al., 2025; Reed et al., 2025; Vaishnavi et al., 2025). When the means to inspect or learn how outcomes are generated and the user or practitioner cannot achieve this, they are reluctant, perceived authenticity and trust diminish (Pantea Acatrinei et al., 2025). Ethical aspects of delegation also emerge in a number of studies, which believe that creative judgement, moral responsibility and relational factors of marketing cannot be automated and must be under human control (Ahmad, 2024; Mogaji et al., 2021; Boujrad and Lamlili El Mazoui Nadori, 2021).
The other group of barriers is associated with organisational dynamics. The inability of firms to implement and maintain AI initiatives is constrained by resistance to change, lack of skills, and insufficient training (Aleixo et al., 2024; Ribeiro and Reis, 2020). Particularly, SMEs find it difficult to invest and are unsure of the returns (Rani and Sundaram, 2022). There are also socio-technical tensions occurring when artificial intelligence systems threaten de-escalate current positions or accepted cultural conventions in organisations (Keegan et al., 2024). This is supported by the fact that human fears of job displacement or loss of autonomy can create scepticism even in case of technical potential in the high range (Vaishnavi et al., 2025).
Lastly, barriers may also be technological constraints per se. Limited ability, vulnerability to error, and reliance on training data limit reliability particularly when dealing with sensitive areas where false information can lead to the severe outcomes (Isler et al., 2024; Sasanuma and Yang, 2024). Collectively, these results indicate that adoption is the most effective when organisations are able to harmonize strategic objectives, ethical protection and human capabilities and the emerging potential of AI. On the other hand, in a situation where there is lack of trust, data control is ambiguous or there is poor cultural and organisational preparedness, even technically strong systems gain no significant adoption. The literature thus indicates adoption as a socio-technical process where there cannot be such a thing as the performance of technologies without the ethical trust, organisational capacity and human acceptance.
[bookmark: _Toc218641075][bookmark: _Hlk218623561]Effects of AI Adoption on Marketing Effectiveness, Consumer Engagement and Brand Outcomes

[bookmark: _Toc218629056]Figure 8 Effects of AI Adoption on Marketing Outcomes (Author)
Implementation of artificial intelligence in digital marketing has quantifiable impacts on the performance of marketing, customer interaction and overall brand performance, though they depend on the level of implementation and the nature of the ethical environment. On a broad scale, the majority of studies show that AI can be used to improve the effectiveness of marketing by increasing the speed of activity, making the targeting process more efficient and the campaign optimisation more accurate. Companies indicate improved performance and competitiveness due to improved efficiency of operations, reduced costs and shorter production time, all of which can be attributed to the gains (Aleixo et al., 2024; Isler et al., 2024; Hendrayati et al., 2024). The support of predictive and analytical functions enhances better audience segmentation and demand forecasting, which results in better conversion and returns on investment (Islam et al., 2024; Sharma and Sharma, 2025; Zhang, 2025). In comparative and practitioner analysis, AI regularly provides a greater level of campaign and better strategic results in case of collaboration with human control (Ribeiro and Reis, 2020; Astanakulov et al., 2024).
The level of consumer interaction is also influenced by the ability of AI to provide personalised services, interactive contact and responsiveness. Research always concludes that personalisation and dynamic content are better at satisfying, perceived relevance and purchase intention (Anute et al., 2025; Wang et al., 2025; Beyari and Hashem, 2025). They make services more responsive and can enhance the perception of service quality, but chatbots and conversational systems also have the disadvantage of changing the dynamics of the relationship and influencing brand equity when users believe that interactions are more unnatural or when the design is not coordinated with the expectations of consumers (Niros et al., 2025). Smaller-audience studies demonstrate that disclosure and literacy moderately affect the development of engagement effects, which means that cognitive and attitudinal variables mediate the strength of the outcomes (Liu et al., 2025). The engagement becomes stronger, and the advocacy intensifies when the users trust the technology and feel that there is a value (Kuran and Khabbaz, 2025; Kaponis et al., 2025).
These engagement processes are intimately connected with brand outcomes; however, ethical perceptions and transparency influence them as well. Increased satisfaction, loyalty and brand attachment can be enhanced through enhanced personalisation and accelerated service (Vanishree Sah et al., 2024; Cui and Mohib, 2025), and in a number of studies a better awareness and positive brand associations are reported in firms (Beyari and Hashem, 2025). Privacy issues and bias, however, diminish the trust and effectiveness where those factors are relevant to the matter at hand (Al Said, 2025; Pantea Acatrinei et al., 2025). It is also found that sustainability and ethical performance of AI systems affect the way consumers judge brands, which speaks in favour of the fact that perceived responsibility is able to augment or diminish long term benefits (Pantea Acatrinei et al., 2025; Gunduzyeli, 2024). Some authors caution that the absence of ethical protection leads to overly risky results of AI that negatively affect brand equity despite the increase in short-term performance (Saura et al., 2024; Reed et al., 2025).
Throughout the evidence, the most powerful impacts are manifested in situations where AI complements human creativity and judgement instead of substituting it, causing higher productivity and creativity diversity without compromising accountability (Ribeiro and Reis, 2020; Cutler, 2024). The beneficial effects of insights and adjusting course are higher when companies have the absorptive capacity to accommodate insights and adjust the strategy, achieve gains in the reach, engagement, and conversion (Kolesnik, 2025). Simultaneously, when design and governance are not considered, unintended effects like diminished trust, ethics backlash or harm to vulnerable consumers can negate the anticipated benefits (Mogaji et al., 2021; Keegan et al., 2024). The literature consequently indicates that AI has the potential to be a powerful instrument in increasing the effectiveness of marketing and reinforcing consumer interaction and brand performance, but these impacts rely on transparency, ethical application, user proficiency and the existence of human supervision that influence how consumers construct and react to more and more automated marketing conditions.
[bookmark: _Toc218641076]Discussion
The systematic review presents an in-depth image of the applications of artificial intelligence (AI) in the realm of the digital marketing environment, the factors affecting its implementation, and its impact on marketing outcomes. These results may be contrasted and agreed with the theoretical viewpoints discussed in Section 2.6, especially the RACE framework, Technology Acceptance Model (TAM), and Diffusion of Innovations (DOI) theory.
[bookmark: _Toc218641077]Applications and Functions of AI
The review recognises AI applications in the field of content creation, personalisation, automation, analytics, and operational optimisation. This is very similar to the RACE framework (Chaffey, 2023), which has marketing organized in the form of Reach, Act, Convert, and Engage phases. As an example, predictive analytics helps to identify the leads in the phase of the Reach, whereas chatbots and recommendation engines can facilitate the conversion and interaction. Likewise, the systematic review notes that AI can be used to achieve personalisation and adaptive interfaces, which is similar to RACE focusing on engaging with optimisation. Nevertheless, as opposed to RACE, which is a descriptive and operational framework towards integrating AI, the review highlights the technological processes behind it, i.e. natural language processing, generative tools, and predictive modelling, which are not explicitly considered by RACE. In sharp contrast, this disproves that RACE can be applied to strategic alignment, but not to provide the technical detail and moral issues that are demonstrated in modern usage.
[bookmark: _Toc218641078]Drivers and Barriers to AI Adoption
Management support, perceived usefulness, and strategic alignment are identified as the organisational drivers, and data quality and system interoperability are identified as the technological drivers in the review. Such results can be compared to the focus on perceived usefulness and perceived ease of use of TAM because companies tend to embrace AI more in case, they recognize a real benefit and can handle complexity (Davis, 1989). Likewise, DOI theory (Rogers, 2003) interprets adoption within the context of relative advantage, compatibility, trialability and observability which is close to the discovery in the review of competitive pressure and social influence as factors that drive adoption.
Nevertheless, the review also mentions obstacles, especially the ethical issues, openness, discrimination, and human resistance, which go beyond the explanatory capacity of both TAM and DOI. Although the TAM approach considers the views of individuals and DOI on the patterns of diffusion, the review shows that the adoption process is the socio-technical process that implies the organisational culture, ethical governance, and human control. This implies that conventional frameworks might lack inclusiveness of important situational and ethical aspects and therefore there is a necessity to have hybrid frameworks that incorporate the technical, organisational, and ethical aspects.
[bookmark: _Toc218641079]Effects of AI on Marketing Effectiveness, Engagement, and Brand Outcomes
The review concludes that AI can increase the performance of the marketing, consumer experience and brand results as long as the human ingenuity and supervision is maintained. Predictive data, automation and personalised interactions enhance targeting, conversion and satisfaction, which is in line with the operational focus of the RACE framework. Also, the behavioural lens of TAM is depicted by the effects of perceived usefulness and trust on engagement outcomes, and the understanding of the presence of the social influence is presented in the peer and industry impacts on adoption rate and perceived legitimacy by DOI.

However, these models are expanded in the review by highlighting the contingency of the results: ethical use, transparency, user literacy, and organisational absorptive capacity all moderate the efficacy of AI. Such aspects are mostly not provided in the initial RACE, TAM, and DOI models indicating that the influence of AI cannot be comprehensively realized without putting in consideration ethical and governance systems, user skills, and contextual implementation plans.
Broadly, the systematic review supports and broadens what was known before in terms of theory. The RACE framework is a useful model in describing the way AI can be operationalized at the organizational level, TAM can describe the intentions of individual and managerial use of AI, and DOI can deliver a comprehensive diffusion analysis on the macro level. However, none of the three models is exhaustive in its consideration of the ethical issues, human control as well as the socio-technical interactions, which are intricate and demonstrated in the review. The new AI applications are about a multi-layered approach, which incorporates operational, behavioural, organisational, and ethical aspects. New hybrid models, involving a merger of the operational utility of RACE with the insights of behavioural and the perspective of diffusion of TAM and DOI, provide an encouraging way of describing the subtext of AI usage in digital marketing.
[bookmark: _Toc218641080]Conclusion
This chapter has discussed the uses, adoption motivators and hindrances, and outcomes of artificial intelligence in digital marketing and placed the results in the context of established theoretical viewpoints. The review has shown that AI is a versatile tool, which helps in content production, personalisation, automation, and sophisticated analytics, as well as improves the significance of marketing, engagement with consumers, and brand performance. Organisational preparedness, technological ability and ethics determine adoption, with privacy, transparency and human resistance being the barriers that moderate adoption. Compared with the RACE framework, TAM, and DOI theory, it can be seen that the other models offer indicative operational, behavioural, and diffusion information but lacks in sophisticating ethical, socio-technical and strategic issues. In general, the results indicate that attention should be paid to the combination of technological, organisational, and ethical aspects in order to comprehend AI-driven digital marketing operations and their effects on performance and consumer trust.

[bookmark: _Toc218641081]CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS 
[bookmark: _Toc218641082]Summary of Main Findings 
This paper has discussed the process of implementing and the effect of artificial intelligence (AI) in the field of digital marketing, its uses, organisational and technological forces and obstacles, and its impact on the effectiveness of marketing practices, consumer interaction, and brand performance. The results point to the fact that AI is widely used in the process of digital marketing, serving as a content creation tool, personalisation, automation, analytics, and optimisation of operations. Generative tools and predictive analytics can be used to achieve more efficient and personalized marketing, whereas chatbots and automated processes can increase responsiveness and efficiency of operations. Individualisation and interaction became the key goals, and they are provided with sophisticated AI technologies that do not substitute the human creativity and strategic control.
These organisational factors that facilitate adoption include management support, strategic alignment, perceived relative advantage and technological factors including data quality, interoperability of systems and familiarity of users. The competitive pressure and established performance advantages are additional reasons why the firms should consider AI implementation in the marketing practices. However, this has been limited by ethical issues such as privacy, transparency, and algorithmic bias, organisational issues like resistance to change, lack of skills, and constraints on resources. The issue of technology constraints (such as reliability and reliance on high-quality data) also impacts the capacity of organisations to capitalise on AI.
Increased marketing results, better targeting, and increased operational efficiency are results of the implementation of AI, which may be increased in cases where human control is still present. Individualised interactions and prompt responses are an advantage to consumer engagement, but these effects are limited by trust, perceived authenticity and user literacy. Use of AI in an ethical and transparent manner positively affects brand outcomes such as loyalty, satisfaction, and reputation but may be negated by the privacy concerns or other biased actions.
The findings are in line with and expand existing theoretical perspectives when compared to them. RACE is a framework that is helpful in describing the operational integration, Technology Acceptance Model (TAM) describes the behavioural adoption forces, and the Diffusion of Innovations (DOI) theory clarifies the history of diffusion and social influence. Nevertheless, such models are not sufficient to consider ethical concerns, socio-technical and strategic and organisational complexities, which are reported during modern AI marketing practice. All in all, the research proves that AI is a multifaceted and strategic tool of digital marketing, whose successful implementation and efficacy is predetermined by the interaction of technology competence, organisational preparedness, human control, and ethical regulation.
[bookmark: _Toc218641083]Conclusion based on the Research Questions
The research questions are answered well based on the results of the systematic review in the study. To answer the first question, the existing usability and uses of artificial intelligence in digital marketing are various and manifold. The most common uses of AI include content generation, personalisation, automation, predictive analytics and optimisation of operations. Generative tools can be used to generate advertising content and media resources, whereas recommender systems and personalized interfaces can be used to create personalized experiences and greater interest. Automation simplifies the repetitive processes and interactions with customers, and advanced analytics is used to forecast, segment the audience, and make strategic decisions. The applications prove that AI is an artistic tool and an analytical one, and it does not eliminate human potential but enhances it.
On the second question, AI implementation in digital marketing is driven or hindered by both organisational and technological factors and forces. Some of the crucial drivers are management support, strategic alignment, perceived usefulness, familiarity with technology and availability of reliable data systems. Adoption is further stimulated by competitive pressure and desire to perform better. On the other hand, the barriers are based on ethical and trust-related issues, such as privacy, transparency, and bias, and organisational levels, such as the lack of change resistance, limited competence, and limited resources. Adoption is also influenced by technological shortcomings such as reliability and reliance on high-quality data. Generally, the adoption is a socio-technical process where the ethical governance, organisational preparedness, and human competencies are equally important as the technological capability.
In regards to the third question, the use of AI has a positive influence on marketing performance, consumer interaction and brand performance especially when human control is used and ethical protection is observed. Targeting is made more precise, execution is accelerated and operational efficiency controls the marketing performance. Personalised and interactive experiences are beneficial to consumer engagement, whereas brand outcomes, i.e., loyalty, satisfaction, and reputation, are enhanced in the case of AI implementation being transparent and responsible. Nevertheless, the advantages are subject to the condition of trust, ethical practice, and user literacy and the risks are adverse in case these elements are disregarded.
To sum up, the paper has shown that AI is a disruptive technology in digital marketing which has vast operational, strategic, and engagement benefits. Its successful implementation and beneficial influence are the result of a harmonious combination of technological opportunities, organisational facilitation, ethical governance, and human control, and the point is that the factors that determine the marketing practices driven by AI influence each other rather complicatedly.
[bookmark: _Toc218641084]Recommendation (Practical and Theoretical)
Resting on the results of the current research, one can offer a number of feasible and theoretical suggestions, which should be used to help implement and use artificial intelligence (AI) in digital marketing.
Practically speaking, organisations must focus on the implementation of AI devices in such a way that they should be complementary to human creativity and strategic control. Training and skill development are required to make marketers more acquainted with AI technologies and increase the readiness of organisations. Companies need to enforce effective data governance mechanisms that guarantee data quality, interoperability and adherence to privacy and ethics, to gain consumer trust and eliminate the risks of bias or abuse. To ensure that AI-enabled decisions are transparently monitored, ethical control mechanisms should be put in place to prohibit ethical questionable actions in personalisation, automation, and predictive analytics. In the case of small and medium enterprises, especially, scalable AI solutions and implementation plans based on phased implementation can help to overcome the limitations of available resources and minimize the risk of adoption. Also, companies must consider AI performance actively as part of the company analytics are not only used to optimise campaigns but also to determine ethical and brand implications, which are long-term sustainable and consumer-confidence producing.
Theoretically, the next generation of research ought to pursue the creation of hybrid frameworks of operational, behavioural, organisational, and ethical aspects of AI use in digital marketing. Although such models as the RACE framework, TAM, and DOI theory offer valuable perspectives, they are unable to reflect the socio-technical, ethical, and strategic complexity unveiled in the present-day practice. These frameworks need to be proved by empirical studies in various sectors, regions, and organisational sizes and the adoption patterns should be context-specific. Studies must also be conducted on how AI functions and customer trust/resulting engagements interact, using moderators like user literacy, transparency, and ethical protections. The theoretical development of this kind will empower a more detailed analysis of how AI will affect the efficacy of the marketing process, buyer behaviour, and brand equity to facilitate the academic research and decision-making.
Overall, AI adoption in digital marketing should be approached with a golden mean comprising of technological capability, organisational readiness, ethical governance, and human control, whereas theoretical development should be directed to considering the combination of all these multiple aspects to capture the multifaceted reality of AI-based marketing settings.
[bookmark: _Toc218641085]Limitation of Research 
Although the presented research provides very important information about the applicability, adoption elements, and influence of artificial intelligence in digital marketing, it should be marked with several limitations. One, the study was based purely on a systematic review of the literature that was already available without using any quantitative research techniques, including meta-analysis (Gough, Oliver and Thomas, 2017). Consequently, the study was not able to synthesise effect sizes statistically and offer empirical generalisation between situations, which restricted the strength of its conclusions.
Second, it was a single-researcher review, and this factor can precondition selection and interpretation bias (Boland, Cherry and Dickson, 2017). Inclusion, exclusion and interpretation decisions about the studies were not strictly checked and individual judgement may have interfered with the synthesis of results.
Third, the limitation on English-language sources can have omitted research on the area that could have provided a valuable regional difference or cultural difference in AI adoption (Boland, Cherry and Dickson, 2017). As well, although the ethical and organisational aspects were taken into account in the study, the existing literature does not tend to provide empirical evidence regarding the long-term effects of the adoption of AI on consumer trust, brand equity, and socio-ethical results.
Lastly, the analysis is largely descriptive and interpretative with comparisons with theoretical frameworks of RACE framework, TAM, and DOI theory but it lacks empirical support of these frameworks in real life organisational contexts (Cooper, 1984). Such limitations suggest that subsequent studies, preferably including more than two reviewers, sources in other languages, and quantitative design, are required to enhance the strength and external validity of findings on AI in digital marketing.
[bookmark: _Toc218641086]Recommendation for Future Work
Future studies must seek to cover the weaknesses mentioned in the current study and increase the knowledge on artificial intelligence adaptation and influence in digital marketing. Quantitative techniques (surveys, experiments, or meta-analysis) may offer higher-quality and generalisable data on the association between AI applications, adoption motivation, and marketing performance. In particular, longitudinal research designs would be useful in the study of the long-term impact of AI on consumer trust, brand equity, and ethical performance.
Multi-reviewer or collaborative literature synthesis methods should also be looked at in the future to decrease selection and interpretation bias and come up with a more objective evaluation of the available literature. To make the insights more comprehensive and reflect all the differences in adoption patterns and socio-cultural factors, it would be beneficial to expand the focus to cover non-English-language research and studies in the context of different geography and cultural settings.
Moreover, it is possible to expand and empirically test the hybrid theoretical models combining the operational, behavioural, organisational, and ethical aspects of AI adoption in digital marketing. These theories may examine the interaction between technological capabilities, organisational preparedness, and ethical protection to determine a connection between their impact on marketing success and consumer attitudes. The research has an opportunity to explore the sector-specific use, the discrepancies between large enterprises and SMEs, and how the new AI technologies, including generative AI and autonomous agents, are influencing a strategic choice of marketing decisions.
In general, future research is encouraged to be methodologically rigorous and theoretically innovative to offer both researchers and professionals with evidence-based insights on how to use AI in digital marketing to achieve positive results and ethically. 
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	No
	Can’t tell
	Yes
	Can’t tell
	Yes
	Medium

	Hanif et al. (2025)
	Yes
	Yes
	Can’t tell
	Yes
	Can’t tell
	No
	Yes
	Yes
	Yes
	Can’t tell
	Medium

	Hendrayati et al. (2024)
	Yes
	Yes
	Yes
	Yes
	Yes
	No
	Yes
	Yes
	Yes
	Yes
	High

	Islam et al. (2024)
	Yes
	Yes
	Yes
	Can’t tell
	Yes
	No
	Yes
	Yes
	Yes
	Yes
	Medium

	Isler et al. (2024)
	Yes
	Yes
	Yes
	Yes
	Yes
	No
	Yes
	Yes
	Yes
	Yes
	High

	Kaponis et al. (2025)
	Yes
	Yes
	Yes
	Can’t tell
	No
	No
	Yes
	Yes
	Yes
	Yes
	Medium

	Keegan et al. (2024)
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	High

	Kolesnik (2025)
	Yes
	Yes
	Yes
	Yes
	Yes
	No
	Yes
	Yes
	Yes
	Yes
	Medium

	Kuran & Khabbaz (2025)
	Yes
	Yes
	Yes
	Yes
	Yes
	No
	Yes
	Yes
	Yes
	Yes
	Medium

	Liu & Gupta (2023)
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	High

	Liu et al. (2025)
	Yes
	Yes
	Yes
	Yes
	Yes
	No
	Yes
	Yes
	Yes
	Yes
	High

	Milić et al. (2024)
	Yes
	Yes
	Yes
	Can’t tell
	Yes
	No
	Can’t tell
	Yes
	Yes
	Yes
	Medium

	Mogaji et al. (2021)
	Yes
	Yes
	Yes
	Can’t tell
	No
	No
	Yes
	Yes
	Yes
	Can’t tell
	Medium

	Niros et al. (2025)
	Yes
	Yes
	Yes
	Yes
	Yes
	No
	Yes
	Yes
	Yes
	Yes
	High

	Pereira et al. (2023)
	Yes
	Yes
	Yes
	Yes
	Yes
	No
	Yes
	Yes
	Yes
	Yes
	High

	Rani and Sundaram (2022)
	Yes
	Yes
	Yes
	Yes
	Yes
	No
	No
	Yes
	No
	Yes
	Medium

	Reed et al. (2025)
	Yes
	Yes
	Yes
	Can’t tell
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	High

	Ribeiro and Reis (2020)
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	High

	Samarah et al. (2025)
	Yes
	Yes
	Yes
	Can’t tell
	Yes
	No
	Yes
	Yes
	Yes
	Yes
	Medium

	Sasanuma and Yang (2024)
	Yes
	Yes
	Can’t tell
	Yes
	Can’t tell
	No
	Can’t tell
	Yes
	Yes
	Yes
	Medium

	Saura et al. (2024)
	Yes
	Yes
	Yes
	No
	Can’t tell
	No
	Yes
	Yes
	Yes
	Yes
	Medium

	Sharma and Sharma (2025)
	Yes
	Yes
	Yes
	Can’t tell
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	High

	Singh et al. (2023)
	Yes
	Yes
	Yes
	Yes
	Yes
	No
	Yes
	Yes
	Yes
	Yes
	High

	Suleiman et al. (2021)
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Yes
	Medium

	Swaminathan et al. (2024)
	Yes
	Yes
	Yes
	Yes
	Can’t tell
	No
	Yes
	Yes
	Yes
	Yes
	Medium

	Vaishnavi et al. (2025)
	Yes
	Yes
	Yes
	Yes
	Yes
	No
	Yes
	Yes
	Can’t tell
	Can’t tell
	Medium

	van Esch and Stewart Black (2021)
	Yes
	Yes
	Yes
	Yes
	Yes
	No
	Can’t tell
	Yes
	Yes
	Yes
	Medium

	Vanishree Sah et al. (2024)
	Yes
	Yes
	Can’t tell
	Can’t tell
	Yes
	No
	Yes
	Yes
	Yes
	Can’t tell
	Medium

	Vij et al. (2025)
	Yes
	Yes
	Yes
	Yes
	Yes
	No
	Yes
	Yes
	Yes
	Yes
	High

	Wang et al. (2025)
	Yes
	Yes
	Yes
	Can’t tell
	Can’t tell
	No
	Yes
	Yes
	Yes
	Yes
	High

	Zhang (2025)
	Yes
	Yes
	Can’t tell
	Yes
	Yes
	Yes
	Yes
	Yes
	Can’t tell
	Can’t tell
	Medium








Content Creation and Enhancement


Generative advertising and visual design


Automated social media and narrative production


Personalisation and Engagement


Tailored content and dynamic offers


Recommender systems and adaptive interfaces


Automation of Marketing Processes


Chatbots and conversational agents


Workflow and task automation


Autonomous platform and campaign agents


Predictive Analytics and Insight


Forecasting and demand prediction


Sentiment and audience analysis


Optimisation of campaign performance


Trust, Transparency, and Ethics


AI-supported trust mechanisms


Sustainable and responsible marketing support


Organisational and Operational Support


Integration with logistics and fintech systems


Augmentation of strategic decision making



Organisational Drivers


Perceived relative advantage and performance gains


Cost efficiency and competitive pressure


Management support and strategic readiness


Perceived usefulness and ease of use


Technological Drivers


Tool familiarity and accessibility


Quality and availability of data


Interoperability and transparency


Cultural orientation affecting acceptance


Organisational Barriers


Resistance to change and skills gaps


Training and resource constraints


Investment limits in smaller firms


Socio-technical tensions and role disruption


Concerns about job displacement


Ethical and Trust Barriers


Data privacy and security concerns


Bias and opaque decision making


Lack of transparency and authenticity


Need for human oversight in creative and ethical judgement


Technological Barriers


Limitations in capability and reliability


Dependence on training data


Risk of error and misinformation



Marketing effectiveness


Consumer engagement


Brand outcomes


Transparency and ethical governance


User competence and acceptance


Human oversight and creative judgement


Organisational absorptive capacity


Potential unintended consequences


Conditional factors


Faster execution and operational efficiency


Improved targeting and optimisation


Enhanced forecasting and analytics


Higher ROI and conversions


Human–AI collaboration improves results


Personalised experiences increase satisfaction


Interactive systems enhance responsiveness


Increased purchase intention and relevance


Trust and literacy moderate engagement


Risk of reduced relational warmth when poorly designed


Higher satisfaction and loyalty


Stronger awareness and favourable associations


Ethical perceptions shape brand evaluation


Privacy and bias reduce trust and effectiveness


Sustainable and responsible AI enhances long term value
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