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[bookmark: _Toc210967734]Research Background
Digital marketing has become the dominant arena for brand investment, and its scale and complexity make it a natural testbed for artificial intelligence (AI). Global ad spend is projected to surpass US$1 trillion in 2025, with digital channels capturing roughly three-quarters of the total, an environment rich in data exhaust, rapid experimentation, and algorithmic optimisation opportunities. At the same time, enterprise AI adoption has moved from pilots to mainstream: McKinsey’s 2025 global survey reports that 78% of organisations now use AI in at least one business function, with marketing and sales among the most active users (Cramer-Flood, 2025). 
Against a backdrop of flat or pressured marketing budgets, leaders turn to AI to “do more with less.” Gartner’s 2025 CMO survey notes budgets remain under strain, intensifying the push toward efficiency, automation, and provable outcomes. Industry forecasts similarly describe an “algorithmic era,” with a growing share of media activation and optimisation executed by machine learning systems. These trends create a strong demand-side pull for AI to lower unit costs, improve targeting accuracy, and accelerate creative production (Gartner, 2025). 
There are a number of waves converging technologically. To start with, most marketers have embraced generative AI to ideate, create content variants, and test creativity. Salesforce State of Marketing reports that most marketers use gen-AI or predictive AI in their operations. Second, recommendation systems and predictive modelling are becoming a feature of ad and martechs, which allow bid real-time and scale personalisation. Third, signal loss due to privacy reasons (e.g., platform tracking restrictions) is a resurgence of media-mix modelling and industry transition to privacy-sensitive measurement, first-party data approaches and data clean rooms. These moves both empower and need greater complexity in AI and data in marketing organisations (Salesforce, 2024).
Evidence suggests AI-enabled personalisation can materially improve outcomes when executed well. McKinsey estimates that companies with faster growth derive ~40% more revenue from personalisation than slower-growing peers and that effective personalisation can lift revenues 5–15% and marketing ROI 10–30%. These findings help explain marketer enthusiasm for AI tools that tailor messaging, timing, and offers in real time across channels. Yet performance gains are not uniform; they depend on data quality, responsible experimentation, and fit-for-purpose models aligned with brand strategy and consumer expectations (McKinsey & Company, 2023). 
Consumer response is mixed, creating both upside and risk. While many customers value relevant recommendations and faster service, large segments express discomfort with AI-generated ads and automated brand interactions. Recent research shows nearly two-thirds of U.S. adults are uneasy about AI-generated advertising, and broader attitude studies from Pew in 2025 indicate rising concern about AI’s role in daily life, particularly in personal and creative domains. This ambivalence raises the stakes for transparency, control, and human oversight in AI-mediated marketing (Bourne, 2025). 
Regulatory and governance shifts further shape adoption. GDPR enforcement continues to yield substantial fines, pushing brands toward stricter consent, data minimisation, and documentation. In the EU, the AI Act entered into force in 2024 with phased obligations; by August 2025, rules for general-purpose AI models and related governance began to apply, with broader compliance timelines extending into 2026–2027. In the U.S., the FTC updated Endorsement Guides (2023) and took action against deceptive AI claims and fake/AI-generated reviews in 2024. Meanwhile, Google’s evolving Privacy Sandbox and third-party cookie policies keep identity and measurement strategies in flux. Collectively, these forces create both barriers (compliance cost, complexity) and catalysts (investment in first-party data, clean rooms, and measurement innovation) for AI in marketing (Baghal-Schmid and Esser, 2025). 
Within organisations, execution hurdles persist. Marketers still under-utilise existing martech (Gartner pegs stack utilisation near one-third), and surveys highlight gaps in data readiness, skills, and change management needed to scale AI beyond isolated use cases. IAB’s 2025 State of Data finds most companies face data/tool fragmentation and security concerns, and only about half are taking systematic steps, such as formal training and governance boards, to mitigate adoption risks. Notably, over 70% of marketers report experiencing AI incidents (e.g., hallucinations, bias, off-brand content), underscoring the need for robust governance and human-in-the-loop controls (Koch and Pellatte, 2025). 
Finally, brand and societal risks, misinformation adjacency, deepfakes, IP ownership, and bias are prompting industry guidance (e.g., WFA’s GenAI guidance) and expanded brand-safety measurement by verification vendors. These concerns directly link AI adoption choices to brand equity outcomes, since poorly governed automation can erode trust while thoughtful design can enhance perceived relevance and customer experience (World Federation of Advertisers, 2025). 
The literature and industry data paint a nuanced picture: AI is widely adopted and often effective in specific tasks (targeting, creative generation, recommendations), but outcomes depend on organisational readiness, data governance, measurement maturity, and consumer trust. What remains under-specified is a grounded understanding of (a) the relative weight of organisational and technological drivers/barriers across different marketing contexts, and (b) the causal pathways by which AI adoption shapes marketing effectiveness, consumer engagement, and brand outcomes over time.
[bookmark: _Toc210967735]Research Aim
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: _Toc210967736]Research Questions
· What are the current applications and functions of artificial intelligence technologies in digital marketing practices?
· What organisational and technological drivers and barriers influence the adoption of AI in digital marketing?
· How does the adoption of AI in digital marketing affect marketing effectiveness, consumer engagement, and brand outcomes?
[bookmark: _Toc210967737]Research Objectives
· To investigate the applications and functions of AI technologies within digital marketing contexts.
· To identify the organisational and technological drivers and barriers influencing the adoption of AI in digital marketing.
· To assess the impact of AI adoption on marketing effectiveness, consumer experience, and brand engagement.
[bookmark: _Toc210967738]Overview of the Research Methodology
In this study, the systematic review will be utilised to explore the use of Artificial Intelligence (AI) in digital marketing, its implementation, the factors that influence its implementation, its challenges, and its impact on performance and consumer interaction (Petticrew & Roberts, 2006). Peer-reviewed journal articles, conference papers, and review studies will be included in the review, but non-English literature and grey literature will be excluded (Gough, Oliver and Thomas, 2017; Booth, Sutton and Papaioannou, 2016). Scopus and Google Scholar searches will be performed with the assistance of citation tracking to find more relevant research (Shea et al., 2017; Moher et al., 2009). They will be screened, data extracted, and quality assessed according to the PRISMA framework, and methodological rigour, and bias will be evaluated based on CASP checklists (Higgins and Green, 2011; Shea et al., 2017). To overcome the possible limitations, a narrative synthesis will be conducted to combine the results, determine the new trends and research gaps, and overcome the role of a low quality of studies by conducting the systematic screening and conservative interpretation (Petticrew and Roberts, 2006; Booth, Sutton and Papaioannou, 2016; Gough, Oliver and Thomas, 2017).
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Preliminary Literature Review
[bookmark: _Toc210967740]Theoretical Frameworks
A number of theoretical frameworks have been utilised to investigate the application of artificial intelligence (AI) in digital marketing that offer various perspectives through which organisational behaviour, technology adoption, and strategic performance might be viewed. An example is the Technology-Organisation-Environment (TOE) model, which can be used to explain how AI should be adopted due to the influence of technological opportunities, organisational readiness, and environmental pressures (Tornatzky and Fleischer, 1990; Htibat, 2024). Likewise, the Diffusion of Innovations (DOI) theory also describes the process of perception, adoption, and diffusion of AI technologies in marketing (with a focus on such attributes as relative advantage, complexity, and observability) (Rogers, 2003; Enshassi et al., 2024). Resource-Based View (RBV) also makes AI a strategic resource that makes firms more competitive and effective in marketing due to its distinctive capabilities and knowledge bases (Barney, 1991; Sharma and Sharma, 2025). Also, Unified Theory of Acceptance and Use of Technology (UTAUT) offers a behavioural approach by demonstrating that the adoption of AI is promoted by performance expectancy, effort expectancy, social influence, and facilitating conditions among marketing professionals (Venkatesh et al., 2003; Lakshmi et al., 2025). Together, these frameworks form a solid theoretical basis to investigate the drivers, obstacles, and consequences of AI use in digital marketing, hence informing both empirical studies and management.
[bookmark: _Toc210967741]Literature and Research Gaps: Empirical Evidence.
Artificial intelligence (AI) has become one of the driving powers in digital marketing as it provides not only predictive analytics but also automated content generation, individualised customer experiences, and better decision-making (Hassan, 2021; Sharma and Sharma, 2025). Researchers always emphasise the efficiency that AI generates, such as better campaign outcomes, shorter time in human execution, and the capacity to work with and analyse large volumes of consumer data (Tashtemirovich et al., 2024; Boddu et al., 2022). It has also been reported that AI-based personalisation can increase customer trust and engagement and eventually lead to increased perceived service quality (Lakshmi et al., 2025).
Although the role of AI is widely accepted, the available studies on its implementation and its consequences in digital marketing remain somewhat disjointed and, in other instances, conflicting. To give an example, some articles focus on the potential benefit of AI to enhance marketing ROI and enhance operational efficiency (Sharma and Sharma, 2025; Enshassi et al., 2024), but some indicate drawbacks in connexion with ethical issues, human control, and the state of AI systems in their ability to create a fully autonomous content (Adwan, 2024; Tchelidze, 2019). Such deviation highlights a contradiction between the technological potential of AI and more tangible limits in actual marketing situations. Likewise, Reed et al. (2025) warn that AI may bias the marketing process, and the notion that AI implementation can automatically lead to better marketing results may be debatable.
Another limitation of the literature is that no consensus has been reached on the drivers and barriers of AI adoption. Some of them identify organisational readiness, human skills needs, and technological infrastructure as the most important (Tchelidze, 2019; Boddu et al., 2022), whereas others refer to contextual factors, including competitiveness of the market, integration of the supply chain, and regulatory or ethical issues (Salhab et al., 2023; Jin, 2024). Moreover, research on particular use cases- such as predictive analytics (Sharma and Sharma, 2025; Vij et al., 2025), content creation (Adwan, 2024), campaign automation (van Esch and Stewart Black, 2021), to sustainability-oriented marketing (Gunduzyeli, 2024)- tends to offer single studies and not combine the research results within the wider marketing environment of digital marketing.
The other fragmentation area is associated with methodological approaches. Some of the studies use qualitative case studies and interviews (Sharma and Sharma, 2025; Reed et al., 2025), whereas others utilise quantitative surveys, secondary data, or conceptual models (Htibat, 2024; Pereira et al., 2023). Such a variety of theoretical and methodological approaches has resulted in a lack of consistency in the reported results, especially on the impact of AI on customer engagement, conversion rates, and brand performance. The advent of new technologies, including the Metaverse and AI-enhanced augmented reality (AR), has only added to the research landscape, thereby bringing out differences and unequal developments in the research (Nalbant and Aydin, 2023). To fill these gaps, a systematic review, which will be able to summarise all the disjointed evidence on the adoption of AI in digital marketing, is required. This review would offer a comprehensive analysis of the current uses of AI technologies in marketing activities, the organisational and technological resources and impediments to implementation, and its effects on marketing performance, consumer interaction, and brand performance. A systematic approach would assist in harmonising discrepancies among studies, integrating individual results, and developing feasible conclusions on the work of scholars and practitioners aiming to capitalise on AI in the ever-changing digital marketing environment.
[bookmark: _Toc210967742]Research Methodology
[bookmark: _Toc210967743]Research Design and Eligibility Criteria
The proposed study is going to take the form of a systematic review to bring together the available literature on the use of artificial intelligence (AI) in digital marketing in terms of its uses, motivators, challenges, and effects on marketing performance and consumer interaction. Systematic review enables an organised review of both empirical and theoretical findings, which guarantees evidence-based contributions with minimal bias (Petticrew & Roberts, 2006). The review will take into account the studies that are published in the English language from 2015 to 2025 to reflect the latest AI changes in digital marketing. Peer-reviewed journal articles, conference papers, and review studies exploring AI tools in marketing, discussing the driving factors and obstacles of adoption, or reporting the marketing success, consumer interaction, or brand success, will be used as inclusion criteria (Gough, Oliver and Thomas, 2017). The exclusion criteria will be non-English literature, business-irrelevant articles, and opinion articles or grey literature where no empirical evidence was conducted (Booth, Sutton and Papaioannou, 2016).
[bookmark: _Toc210967744]Information Sources and Search Strategy
Primary databases will include Scopus and Google Scholar, selected for their multidisciplinary coverage and comprehensive indexing (Shea et al., 2017). The search strategy will combine AI-related terms (“artificial intelligence,” “AI,” “machine learning,” “predictive analytics”) with digital marketing terms (“digital marketing,” “social media marketing,” “online advertising,” “customer engagement”) using Boolean operators AND/OR. Filters will be applied to limit results to articles and reviews in English. Searches will be conducted in titles, abstracts, and keywords to maximise the retrieval of relevant studies. Citation tracking and reference list screening will identify additional studies not captured in initial searches (Moher et al., 2009).
[bookmark: _Toc210967745]Study Selection and Data Extraction
Retrieved studies will be imported into reference management software called EndNote, and duplicates will be removed. The PRISMA framework will guide screening of titles and abstracts against eligibility criteria, followed by full-text assessment for relevance (Higgins and Green, 2011). A standardised template will be used to extract data in the format of publication information, research design, AI tools reviewed, functions of digital marketing discussed, drivers and barriers to adoption, and reported marketing performance and consumer engagement. This makes there to be uniformity and clarity in terms of preserving the important information in every study (Moher et al., 2009).
[bookmark: _Toc210967746]Quality Assessment and Risk of Bias
The quality of the study will be evaluated with the help of Critical Appraisal Skills Programme (CASP) checklists, and the methodological rigour, validity, and relevance will be measured (Shea et al., 2017). All studies will be evaluated separately on the potential sources of bias, such as sample selection, data collection, and methods of analysis. The studies will be classified as high, medium, and low quality, and the results of lower-quality studies will be treated with great care in order to reduce bias (Higgins & Green, 2011).
[bookmark: _Toc210967747]Data Synthesis
The qualitative approach to be used is narrative synthesis because study designs, AI uses, and reported results are heterogeneous (Petticrew and Roberts, 2006). The results will be categorised into three main dimensions in terms of thematic groups, namely: AI applications and functions, adoption drivers and obstacles, and effects on marketing performance and consumer interaction. Patterns, trends, and gaps will be identified, with comparisons across organisational contexts and AI tools highlighted. Narrative synthesis allows integration of quantitative and qualitative evidence, providing a comprehensive understanding of AI adoption in digital marketing (Booth, Sutton & Papaioannou, 2016).
[bookmark: _Toc210967748]Ethical Considerations, Limitations and Risk Assessment
As secondary research, this review does not involve human participants and does not require ethical approval. Ethical considerations will focus on accurate reporting, transparency in study selection, and acknowledgement of original authors, guided by research ethics codes. Limitations may include publication bias, restriction to English-language studies, and reliance on selected databases, potentially excluding relevant studies. Variations in study quality and heterogeneous reporting of AI outcomes may limit the generalisability of findings (Gough, Oliver & Thomas, 2017). These risks will be mitigated by using multiple databases, applying systematic screening and quality appraisal, and interpreting lower-quality studies cautiously.
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