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Abstract:  
The integration of Artificial Intelligence (AI) into digital 
marketing spans multiple functional areas, such as advanced 
data analytics, targeted market segmentation, personalized 
content delivery, forecasting consumer behavior, automated 
customer interaction via chatbots, and behavior-driven 
programmatic advertising. Using a Systematic Literature 
Review (SLR) methodology, this study investigates the 
incorporation of Artificial Intelligence (AI) into digital marketing 
techniques. The results show that AI has developed into a 
strategic facilitator of customization, predictive analytics, 
content automation, and customer experience management 
rather than a supplemental tool. The review categorizes 
insights into four main thematic areas: (1) the implementation 
of AI on digital marketing strategies, (2) the impact of AI in 
marketing performance and customer experience, (3) the 
challenges in AI integration, and (4) gap in AI adoption between 
developed and developing countries. While AI presents 
immense potential to transform marketing practices, several 
issues, such as data quality, algorithmic bias, privacy concerns, 
and digital infrastructure limitations remain pressing. 

JEL: D63, O33  

 

1. Introduction  

Rapid development of digital technology over the past two decades 

has created fundamental shifts in the global marketing landscape. 

One of the most transformative technological innovations in today’s 

business environment is Artificial Intelligence (AI). AI has evolved 

from being merely a futuristic concept into a strategic tool for 

enhancing operational efficiency, enabling data-driven decision-

making, and gaining deeper insights into consumer behavior. Jain 

& Kumar (2024) emphasize that over the past two decades, AI is no 

longer just a futuristic notion but has become a strategic asset in 

marketing. Amidst an era of highly dynamic digital transformation, 

AI has emerged as a disruptive force that fundamentally changes 

marketing paradigms. AI not only offers efficiency and automation 

but also provides intelligence in decision-making processes based 

on data. It serves not merely as a technical support tool, but as a 

catalyst in the creation of more personalized, predictive, and 

adaptive marketing strategies. 
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The application of Artificial Intelligence (AI) in digital marketing encompasses a wide array of 

functions, including big data analytics, market segmentation, content personalization, consumer trend 

prediction, automated customer service through chatbots, and programmatic advertising based on user 

behavior. Several leading digital platforms, such as Netflix, Amazon, Spotify, Tokopedia, and Shopee—

have emerged as pioneers in integrating AI into their marketing systems. Netflix, for instance, has 

successfully maintained high customer retention rates through its AI-powered recommendation engine, 

which continuously learns and adapts to user preferences. Amazon leverages AI in its product 

recommendation system, which tailors’ suggestions based on customers’ search and purchase 

histories. Spotify enhances the user experience through features such as “Discover Weekly,” which 

employs machine learning algorithms to curate personalized music recommendations. In the Southeast 

Asian market, e-commerce platforms like Tokopedia and Shopee have begun incorporating AI to run 

more adaptive marketing campaigns, including voice-based search, image recognition, and automated 

customer service via chatbots. These innovations have significantly improved user experience and 

customer retention across platforms. According to Artificial Intelligence Center Indonesia (2024) in web 

page titled “Rahasia Sukses Digital Marketing dengan AI”, many Indonesian businesses have 

successfully harnessed AI to enhance their marketing outcomes. For example, one e-commerce 

company reportedly achieved a 150% increase in conversion rates within six months by utilizing 

personalized product recommendation systems powered by AI. The table below presents a summary 

of success rates across various AI-driven digital marketing strategies as highlighted in the report: 

Table 1. Results of AI-Based Digital Marketing Implementation 

Method Result 

Chatbot Increase in customer satisfaction up to 40% 

Predictive Analytics Increase campaign effectiveness by 60% 

Automatic Personalization Increase conversions by up to 150% 

AI-based Advertising Increase in ROI up to 80% 

(source: Artificial Intelligence Center Indonesia, 2024) 

However, there are a lot of challenges to overcome when integrating AI into digital marketing. 

Several critical issues have emerged, including data quality, algorithmic bias, the opacity of AI decision-

making processes, and concerns over consumer data privacy. AI systems are heavily reliant on 

historical data, which may contain inherent biases or inaccuracies. When the input data lacks quality or 

neutrality, the resulting outputs can be misleading, leading to ineffective marketing strategies or even 

reputational damage to the brand. Cecere et al. (2024) similarly emphasize that AI requires high-quality 

datasets, noting that errors or biases in historical data can yield distorted insights and counterproductive 

outcomes. Moreover, many organizations, particularly in developing countries, face substantial barriers 

to AI adoption. These include limitations in human resource capabilities, underdeveloped digital 

infrastructure, and insufficient regulatory frameworks to guide responsible AI deployment. 

To address these problems and provide a comprehensive understanding of current trends, this study 

employs a Systematic Literature Review (SLR) technique to investigate recent research on the 

integration of AI in digital marketing. This review's goal is to summarize the body of knowledge in this 

field and provide both practically and academically sound recommendations for further study. By 

integrating findings from previous peer-reviewed studies, this research aims to significantly contribute 

to academic debate and business practice, particularly in supporting the strategic role of AI in the 

present digital marketing environment. 
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2. Literature Review  

2.1 Digital Marketing Trends and Channels 

Using digital technology to reach target audiences, encourage participation, and accomplish 

corporate goals is what is meant by "digital marketing." It has a number of benefits over conventional 

marketing techniques, including as increased conversion rates, real-time data, tailored marketing 

tactics, and a wider audience reach. Digital marketing allows companies to gain competitive 

advantage and enhance their overall success by leveraging data-driven strategies (Behera et al., 

2020). Digital marketing means actively engaging customers across digital touchpoints and 

promoting goods and services via online channels. This method's scalability, measurability, 

interaction, and affordability have made it essential in contemporary commercial settings. 

Businesses may increase brand recognition and build a strong online presence with the help of 

digital technologies. To effectively interact with their target markets, businesses can utilize websites, 

blogs, social media platforms, and other digital methods. Visually appealing and creatively produced 

content that reflects a brand's identity can have an important impact on consumers. (Makrides et al., 

2020). When compared to conventional techniques, digital marketing offers more accurate targeting 

possibilities. Content customization based on user interests, demographic characteristics, and 

behavioral data is made possible by tools like social media advertising and search engine 

optimization (SEO) (Olson et al., 2021). The measurability of digital marketing is one of its most 

important advantages. Campaign performance may be regularly tracked and improved with the help 

of web analytics tools.This data-driven approach facilitates more strategic planning and resource 

allocation for future marketing efforts (Melović et al., 2020). In addition, digital platforms, particularly 

social media, enhance consumer interaction by enabling rapid feedback, resolving inquiries 

efficiently, and fostering efforts to improve customer satisfaction. These interactions contribute to 

building brand loyalty and serve as valuable sources of insight for refining products and services. 

According to Cooffiz (2023), in an article titled “7 Effective Digital Marketing Channels & How 

to Use Them,” there are seven key channels that can be strategically leveraged within a digital 

marketing plan: social media, SEO, PPC advertising, email marketing, content marketing, video 

marketing, and influencer marketing. These seven channels represent the core pillars of an 

integrated and effective digital marketing strategy. 

Gambar 1. Digital Marketing Channels 

 
(source: Cooffiz, 2023) 

 Social media sites like LinkedIn, Facebook, X (Twitter), and Instagram are essential to modern 

digital marketing tactics. These platforms are highly effective for enhancing brand visibility, 

increasing website traffic, and fostering direct engagement with audiences through both organic 

content and paid promotional campaigns. Clearly identifying target audiences, creating a well-

organized content strategy, and consistently providing information that is suited to audience 

preferences are the first steps in a successful social media strategy. 
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The goal of (SEO) search engine optimization is to increase a website's exposure on (SERPs) 

search engine results pages. This involves identifying and integrating relevant keywords using 

advanced keyword research tools, creating high-quality, keyword-optimized content, acquiring 

authoritative backlinks, and refining website structure and technical elements to meet current search 

engine standards. 

Pay-Per-Click (PPC) advertising is a focused and economical way to draw in new clients. 

Businesses may successfully target particular market segments by creating engaging ad text and 

optimizing landing pages for conversion. For continuous improvement and cost effectiveness, 

campaign performance must be regularly tracked and analyzed. 

Email marketing is still an effective way to nurture customer relationships and encouraging 

repeat transactions. High-performing email campaigns are built upon valuable content, strategic 

segmentation of subscriber lists, and continuous performance tracking to refine messaging and 

increase engagement rates. 

Content marketing involves the strategic creation and distribution of relevant, informative, and 

engaging content that resonates with a defined audience. This might include videos, podcasts, 

infographics, blog posts, and other multimedia formats, disseminated through appropriate digital 

channels. Ongoing evaluation of content effectiveness is essential to maximize reach and influence. 

Video marketing, in particular, has emerged as a dynamic medium for audience engagement 

and brand storytelling. Informative, educational, or entertaining videos can effectively showcase 

products, demonstrate value propositions, or present customer testimonials. Sharing these videos 

across platforms such as YouTube, Vimeo, and social media amplifies reach and enhances brand 

perception. 

Influencer marketing leverages the credibility and reach of prominent individuals or 

organizations to advocate for a brand’s products or services. Identifying the right influencers within 

a relevant niche, setting clear campaign objectives and budgets, and aligning content with brand 

identity are crucial steps to ensure campaign authenticity and effectiveness.  

2.2 Artificial Intelligence on Digital Marketing 

 Artificial intelligence (AI) differs fundamentally from natural intelligence demonstrated by 

humans. Unlike traditional computing systems, AI incorporates elements of machine awareness and 

emotional intelligence, aiming to simulate human-like cognitive capabilities. AI is transforming the 

customer experience in profound ways. It enhances the efficiency of digital marketing processes 

while elevating user experience to a new level of satisfaction. AI-driven systems are reshaping digital 

methods to foster customer delight and emotional engagement (Ramamoorthy & Manoj, 2022). 

 

 Esch & Black (2021) argue that AI-powered digital marketing is transforming how businesses 

use social media platforms to develop campaign content, lower customer acquisition costs , 

generate leads, manage customer experience, draw in potential workers, and convert audiences. 

Businesses that have effectively used AI to automate their digital advertising efforts include Red 

Balloon and Harley-Davidson. AI frees marketers from tedious work so they can concentrate on 

more important strategic endeavors, but it also raises questions about possible job displacement in 

the marketing industry. Some professionals may see AI as a threat to their jobs since it progressively 

makes a variety of marketing tasks easier. 

 Abhiseka et al. (2024) report a significant surge in academic publications addressing the 

integration of AI in digital marketing. Their findings highlight key research areas such as marketing 

strategy, customer experience, social media, e-commerce, and industrial marketing, reflecting 

contemporary research trends and growing interest in the field. The study highlights the benefits and 

difficulties related to AI integration in digital marketing by offering insightful information on the 
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connections and clustering of concepts within the research landscape. The authors also stress the 

significance of more research into the consequences of AI applications for data security and ethics. 

 Girsawale et al. (2024) affirm the critical role of AI in transforming traditional marketing 

approaches by offering enhanced customer insights, predictive analytics, and automated campaign 

optimization. Despite ongoing concerns surrounding data privacy, algorithmic bias, and ethical 

considerations, AI holds the potential to unlock new opportunities for business growth, market 

differentiation, and long-term success provided these challenges are addressed responsibly and 

within a sound ethical framework. 

2. Data and Methodology 

The Systematic Literature Review (SLR) method was employed in this study to identify, 

evaluate, and synthesize existing research related to multisensory marketing, local architecture, and 

consumer experience. SLR is a structured, transparent, and replicable approach that enables a more 

rigorous and objective analysis of previous studies. It also serves as an evidence-based method for 

summarizing existing literature and identifying research gaps that warrant further investigation. 

The literature search was conducted using a combination of keywords relevant to the research 

topic. These keywords were systematically applied across several academic databases, including 

Scopus, ScienceDirect, Springer, DOAJ, and Google Scholar, over a three-month period. The 

keywords used to retrieve relevant literature included: artificial intelligence, digital marketing, effect 

of AI on digital marketing, and how AI influences digital marketing. 

The screening process involved several stages, namely identification, selection, and inclusion, 

based on predefined inclusion and exclusion criteria. Selected articles were limited to peer-reviewed 

publications in English, published between 2020 until 2025. The data collected were analyzed 

qualitatively to identify patterns, core themes, and both theoretical and practical contributions from 

each selected study. The results are presented in the form of an article mapping table. 

3. Result and Discussion 

This section presents the key findings derived from the systematic analysis of scholarly articles 

collected and selected based on predefined inclusion criteria. Out of a total of 100 articles retrieved 

from major academic databases such as Scopus, ScienceDirect, Springer, DOAJ, and Google 

Scholar, 15 articles met the final selection criteria and were thematically analyzed using a descriptive 

approach. The thematic mapping of these articles is presented in the table below. 

 

Table 2. Article Mapping 

Author(s) & 

Year 
Title of the Article Research Methodology Research Findings 

Muminov 

(2024) 

The future of ai in 

digital marketing 

trends and 

predictions for 2025 

The article synthesizes 

industry reports, 

academic research, and 

professional viewpoints 

to offer a thorough 

summary of the 

advancements 

in AI within digital 

marketing, focusing on 

emerging trends and 

future 

The research highlights the 

evolution of AI-driven 

personalization techniques, 

which are developing highly 

customized customer 

experiences by going 

beyond conventional 

techniques. More 

participation and better 

conversion rates in digital 

marketing are the results of 

this change. 

The paper highlights the 

developments in predictive 

analytics, highlighting its vital 
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role in predicting customer 

behavior and facilitating real-

time marketing strategy 

adjustment, thereby 

improving overall marketing 

efficiency. 

 

Cogoljević et 

al. (2024) 

Current state and 

perspectives of 

digital marketing in 

the era of artificial 

intelligence 

Systematic Literature 

Review 

The paper highlights the 

significant role of artificial 

intelligence in digital 

marketing, showcasing its 

applications such as content 

personalization, predictive 

analytics, campaign 

optimization, process 

automation, and 

enhancement of customer 

experience, which 

collectively represent a 

transformative shift in 

marketing strategies. 

It discusses the advantages 

of AI in marketing, including 

increased efficiency, 

improved consumer 

understanding, and reduced 

operating costs, while also 

addressing ethical 

challenges and privacy 

concerns that arise from AI 

usage, emphasizing the 

importance of a balanced 

approach to maximize 

benefits while respecting 

consumer rights. 

Zaidi (2024) A Study of “The 

Growth of AI in 

Digital Marketing 

Platform” 

The research paper 

utilized the library 

research method to 

conduct a review of 

previous studies related 

to the role of artificial 

intelligence in digital 

marketing. 

The study discussed various 

applications of AI in digital 

marketing, such as 

personalized content 

production, chatbots for 

customer assistance, 

predictive analytics for 

market segmentation, and 

recommendation engines for 

product ideas, while also 

addressing the positives and 

cons of integrating AI into 

marketing strategy. 

Gündüzyeli 

(2024) 

Artificial Intelligence 

in Digital Marketing 

Within the 

In order to find several 

pertinent papers in the 

fields of marketing and 

According to the report, 

successfully incorporating 

artificial intelligence (AI) into 



  

 

   

  Integration of Artificial Intelligence in Digital Marketing: A Systematic Literature 

Review 
 25  

 

   DOI 10.20961/bfde.v6i1.104158    

       

 

 

Framework of 

Sustainable 

Management 

sustainability, a 

systematic literature 

review was carried out 

in this study utilizing the 

PRISMA framework. 

digital marketing promotes 

social sustainability 

outcomes, helps achieve 

economic sustainability 

goals, and improves 

environmental sustainability. 

This suggests that AI 

supports sustainable 

behaviors while 

simultaneously enhancing 

marketing methods. 

Aleixo et al. 

(2023) 

Artificial Intelligence 

Applied to Digital 

Marketing 

The chapter 

investigates the effects 

of artificial intelligence 

on digital marketing 

using a qualitative 

research technique.  

 AI and digital 

marketing specialists 

from a range of 

industries were 

interviewed for the 

investigation. 

 

The research findings 

indicate that impact of AI on 

marketing roles, skills, and 

capabilities is significant, 

with ongoing development 

expected in the future. This 

suggests that AI is 

transforming the landscape 

of digital marketing and the 

competencies required for 

marketing professionals. 

The study highlights the 

necessity for investment in 

training for marketing 

professionals to adapt to the 

changes brought about by 

AI, while also raising ethical 

concerns regarding the 

monopolization of data and 

its potential inappropriate 

use. 

Costa et al. 

(2023) 

Digital Marketing at 

the Mercy of Artificial 

Intelligence 

The study proposed a 

model that includes 

artificial intelligence and 

five forms of digital 

marketing: pay-per-click 

advertising, email 

marketing, social media 

marketing, content 

marketing, and search 

engine optimization. 

A total of 252 

responses were 

evaluated using partial 

least square-structural 

equation modeling to 

determine the influence 

of AI on the various 

kinds of digital 

marketing. 

According to the report, 

artificial intelligence 

significantly and favorably 

affects a number of digital 

marketing strategies, such 

as pay-per-click advertising, 

email marketing, social 

media marketing, content 

marketing, and search 

engine optimization. Among 

these, content marketing 

was identified as being 

hugely affected by AI, while 

pay-per-click advertising was 

noted to be the least 

affected. 
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Santosh 

(2024) 

Artificial intelligence 

and digital marketing: 

an overview 

The study employs a 

conceptual 

methodology as the 

basis for collecting 

secondary data, which 

helps in achieving the 

study objectives. 

The research highlights that 

artificial intelligence (AI) 

significantly enhances digital 

marketing by enabling 

marketers to create a more 

personalized experience 

across all channels, 

improving customer 

understanding and 

interaction with brands. This 

personalization helps in 

attracting customers more 

effectively and delivering 

products faster. 

The study emphasizes the 

importance of balancing AI 

usage with transparency 

towards customers, as there 

is a growing demand for 

clarity on how AI 

technologies operate and 

their implications for privacy. 

This transparency is crucial 

as companies increasingly 

invest in AI-based products. 

Khandelwal 

et al. (2024) 

Artificial Intelligence 

in Digital Marketing: 

A Bibliometric 

Analysis and Future 

Research Directions 

The study conducts A 

comprehensive review 

of the literature on 

artificial intelligence's 

application in digital 

marketing, looking at 

previous studies 

in the field to identify 

trends and 

developments over 

time. 

This study was highlighting 

the need for ongoing 

research and development 

to keep pace with evolving 

trends and technologies in 

the industry. It emphasizes 

The importance of 

recognizing the ethical 

concerns of using AI in 

marketing, especially with 

regard to responsibility, 

justice, and privacy. 

The research advocates for 

increased transparency and 

user control over AI 

technologies in marketing 

practices. It also proposes 

that future study should 

investigate the 

consequences of AI on job 

loss and the labor market, 

supporting multidisciplinary 

approaches that incorporate 

ideas from marketing, 

computer science, and 

social science. 
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Ponomarenko 

(2024) 

Artificial intelligence 

in digital marketing 

In order to describe the 

primary AI algorithms 

utilized in digital 

marketing, the research 

employed basic 

scientific methods of 

analysis and synthesis, 

including empirical 

methods, graphical 

pictures, and system 

structure analysis. 

 

The research highlights the 

significant potential of 

integrating artificial 

intelligence (AI) into digital 

marketing tools, 

emphasizing that AI can 

significantly enhance the 

effectiveness of marketing 

strategies in the digital 

environment. This 

integration allows for 

improved communication 

between companies and 

their target audiences, 

ultimately leading to 

increased customer loyalty 

and sales conversion rates. 

The study identifies key 

trends in the development of 

generative AI within digital 

marketing, projecting 

substantial market growth 

from USD 1.6 billion in 2023 

to USD 19.5 billion by 2033. 

It underscores the 

importance of using 

advanced mathematical 

algorithms and big data 

analytics to optimize 

marketing campaigns and 

tailor personalized 

approaches to individual 

clients, thereby enhancing 

the competitive position of 

companies online. 

Mubarok et 

al. (2024) 

Comparative Study 

of Artificial 

Intelligence (AI) 

Utilization in Digital 

Marketing Strategies 

Between Developed 

and Developing 

Countries: A 

Systematic Literature 

Review 

The research employs 

a Systematic Literature 

Review (SLR) method 

by analyzing 50 articles 

from leading databases 

Developed countries 

effectively utilize AI in digital 

marketing strategies for 

content personalization, 

predictive analytics, and 

marketing automation, 

benefiting from advanced 

digital infrastructure that 

supports these technologies. 

In contrast, developing 

countries encounter 

significant challenges in AI 

adoption due to limited 

infrastructure and digital 

literacy, highlighting the 

need for increased 

investment in technological 
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infrastructure and global 

collaboration to enhance 

equitable AI utilization. 

Ziakis & 

Vlachopoulou 

(2023) 

Artificial Intelligence 

in Digital Marketing: 

Insights from a 

Comprehensive 

Review 

The research employs 

a systematic literature 

review guided by the 

PRISMA (Preferred 

Reporting Items for 

Systematic Reviews 

and Meta-Analyses) 

framework, which helps 

in identifying and 

organizing relevant 

studies on AI 

applications in digital 

marketing. 

The research identified 211 

pertinent articles through a 

systematic literature review, 

categorizing the findings into 

distinct clusters such as 

such as AI/ML algorithms, 

Social Media, Behavior of 

Customers, Online 

Shopping, Digital 

Advertising, Budget 

Optimization, and 

Competitive Strategies, each 

giving insights into how AI 

may benefit digital marketing 

operations. 

The study concludes by 

synthesizing key findings 

and suggesting future 

exploration avenues, 

contributing to the 

understanding of AI's 

evolving role in digital 

marketing strategies and 

highlighting trends, 

challenges, and potential 

directions for both 

businesses and researchers. 

G (2023) The effects of 

artificial intelligence 

on digital marketing 

This work uses a 

qualitative technique, 

data was collected 

through semi-structured 

interviews and 

descriptive research. 

 

 

The goal of the study is to 

assess the current status of 

artificial intelligence in 

marketing by examining its 

effects both now and in the 

future.  

Gaining a thorough grasp of 

how AI affects marketing 

today and how it could affect 

the industry in the future is 

the main goal. 

Mendoza & 

Cardenas 

(2024) 

The Influence of 

Artificial Intelligence 

in Digital Marketing 

The study utilized eye 

tracking with an eye-

tracking device to 

analyze user interaction 

on Amazon’s e-

commerce page, 

measuring metrics such 

as the time of first 

fixation, the number of 

saccades, and the 

The study found that users 

demonstrated a preference 

for images over their 

descriptions, indicating that 

visual content is more 

engaging for users on e-

commerce platforms like 

Amazon. This suggests that 

optimizing visual elements 
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average amplitude over 

areas of interest. 

40 students from the 

Computer Sciences 

College of the 

Technical University of 

Manabí, focusing on 

Human-Computer 

interaction and the 

foundations of AI in 

digital marketing. 

could enhance user 

experience and interaction. 

The research highlights the 

potential for implementing an 

AI image generator in the 

future, which could leverage 

data and machine learning 

to create visually appealing 

images that effectively 

capture users' attention, 

thereby improving digital 

marketing strategies. 

Ribeiro & Reis 

(2020) 

Artificial Intelligence 

Applied to Digital 

Marketing 

The paper utilized a 

qualitative research 

method to explore the 

impact of Artificial 

Intelligence in Digital 

Marketing. This method 

involved conducting 

interviews with 15 

experts from various 

industries related to 

Marketing and AI. 

The study reveals that 

Artificial Intelligence (AI) is 

already capable of replacing 

many manual and repetitive 

tasks in the marketing field, 

leading to improved 

marketing processes and 

results. The collaboration 

between machines and 

humans is emphasized as 

essential for achieving better 

outcomes in marketing. 

The research identifies 

significant challenges and 

ethical concerns that hinder 

the adoption of AI in 

marketing, primarily 

stemming from a lack of 

confidence in technology 

among humans and their 

unpreparedness for the 

cultural shift required for AI 

implementation. It indicates 

a necessity for company 

decision-makers and 

managers to prepare their 

companies and workers for 

the incorporation of AI in 

marketing initiatives. 

Kar (2023) Impact of Artificial 

Intelligence on Digital 

Marketing 

The study employs a 

quantitative research 

method, which involves 

the collection and 

analysis of numerical 

data to understand the 

impact of AI on digital 

marketing. 

AI has the potential to 

revolutionize digital 

marketing by automating 

various processes and 

enabling marketers to better 

understand and meet 

customer needs. Digital 

marketers understand the 

importance of AI in 

accomplishing their 

objectives as they work to 
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improve their tactics and 

successfully interact with 

consumers. 

(source: article mapping compiled and analyzed by the author, 2025) 

 

Based on the article mapping, several key findings have been identified and categorized into 

four main thematic areas: (1) The implementation of AI in digital marketing strategies, (2) The impact 

of AI on marketing performance and customer experience, (3) the challenges in AI integration, and 

(4) Differences in AI utilization between developed and developing countries. 

 

4.1 The Implementation of AI in Digital Marketing 

 The majority of the reviewed articles demonstrate that AI has fundamentally transformed the 

landscape of digital marketing. Advanced personalization techniques, as highlighted by Muminov 

(2024) and Cogoljević et al. (2024), enable businesses to create highly individualized user 

experiences, increase engagement, and boost conversion rates. AI-powered recommendation 

systems, automated chatbots, and predictive algorithms are common features across various digital 

platforms such as Amazon, Spotify, and local e-commerce platforms in Indonesia. Several studies 

also emphasize the integration of AI in various marketing channels, including content marketing, 

email marketing, pay-per-click (PPC) advertising, and search engine optimization (SEO) (Costa et 

al., 2023). These findings suggest that AI is not merely a supportive tool but has become a central 

driver of modern digital marketing strategies. 

 

4.2 Impact of AI on Marketing Performance and Customer Experience 

 Some studies underline the contribution of AI to improving operational efficiency and enhancing 

customer experience. Santosh (2024) and Aleixo et al. (2023) show that AI increases accuracy in 

understanding consumer needs, delivers more relevant content, and significantly improves return 

on investment (ROI). Moreover, the use of AI reduces interaction time and supports more responsive 

and personalized services. Mendoza & Cardenas (2024), using eye-tracking technology, further 

illustrate that AI-driven visual personalization captures user attention more effectively, directly 

impacting the success of digital campaigns. 

 

4.3 Challenges in AI Integration 

 Several articles highlight significant challenges in AI implementation. Concerns include data 

privacy, algorithmic transparency, biases in historical data, and a lack of human capital readiness. 

Khandelwal et al. (2024) and Ribeiro & Reis (2020) stress the importance of ethical considerations 

and the need for workforce training to adapt to shifting roles due to automation. In addition, limitations 

in digital infrastructure and underdeveloped regulatory frameworks continue to hinder AI adoption, 

particularly in developing countries (Mubarok et al., 2024). 

 

4.4 Gap in AI Utilization Between Developed and Developing Countries 

 Mubarok et al. (2024) reveals a notable gap in AI adoption between developed and developing 

nations. Developed countries tend to have more robust digital infrastructure and a skilled workforce, 

enabling them to leverage AI effectively in their marketing strategies. In contrast, developing 

countries face several constraints, such as limited access to technology, inadequate data 

infrastructure, and low digital literacy. These findings highlight the urgent need for inclusive policy 

strategies and technology investment frameworks to ensure that businesses across all regions can 

benefit from AI-driven marketing innovations. 
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4. Conclusion 

Using a Systematic Literature Review (SLR) methodology, this study attempts to methodically 

investigate the use of Artificial Intelligence (AI) in digital marketing.  Several significant findings were 

derived from an examination of fifteen peer-reviewed academic publications that satisfied the 

inclusion requirements.  AI has become the main force behind change in digital marketing, especially 

in the areas of service automation, content customization, and customer behavior prediction.  It has 

been demonstrated that using AI effectively may greatly improve marketing campaign success, 

speed up customer contacts, and promote a more responsive and adaptable consumer experience. 

 

However, ethical and technical challenges such as data privacy concerns, algorithmic bias, and 

limitations in digital infrastructure and human resources remain substantial barriers, especially in 

developing countries. The disparity in AI adoption between developed and developing nations 

underscores an urgent need for global collaboration, increased investment in digital infrastructure, 

and strengthened human capacity in emerging economies. 

The findings of this study are expected to provide valuable contributions not only in academic 

discourse but also in practical applications, particularly for policymakers, business practitioners, and 

scholars seeking to optimize the role of AI in ethical, inclusive, and sustainable digital marketing 

strategies. Future research is recommended to explore ethical frameworks and policy models that 

can support the responsible adoption of AI across various industries and national contexts. 
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