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Abstract 

Artificial Intelligence (AI) is launching digital marketing to evolve from a supporting function to one of 

strategic co-creation of customer value. Although earlier studies have examined how certain AI applications 

are utilized, there still exist limited broad, theory-informed syntheses across marketing domains. In mitigation 

of this, the present study performs a systematic literature review based on PRISMA 2020 standards. 753 Web 

of Science, Scopus, and ScienceDirect papers were screened, and 162 peer-reviewed published articles from 

2018 to early 2025 were selected for final analysis. Through thematic mapping and grounded coding, the 

review proposes the AI-Augmented Marketing Framework (AAMF) and underscores five strategic domains 

wherein AI integration is taking place: personalized engagement, dynamic campaign automation, generative 

content planning, explainable AI systems, and ethical AI governance. Unlike prior reviews centered on 

automation and customer relationship management (CRM), this study situates AI as a dynamic capability to 

facilitate value co-creation, leveraging the Dynamic Capabilities Framework and Service-Dominant Logic. 

The evaluation also takes into account the twofold potential and risk of generative AI models such as ChatGPT, 

which facilitate amplifiable creativity while posing ethical and transparency issues. Key limitations include 

database and language restrictions, the dynamic evolution of AI, and publication bias. The current research 

contributes a conceptual framework, integrates fragmented literature, and proposes a future research agenda 

centred on AI-persona alignment, SME adoption, brand equity modelling, and cross-cultural personalization. 

It provides hands-on guidance on how to manage strategic, ethical, and imaginative aspects of AI in 

marketing. 

Keywords: Artificial Intelligence (AI), Digital Marketing, Systematic Literature Review, Customer Value Co-

Creation, AI-Augmented Marketing Framework (AAMF). 
 

1. Introduction

Artificial Intelligence (AI) has become an industry-

transforming power redefining the digital world of 

marketing. What was a function dependent on 

imagination and consumer instinct is being redefined 

as an algorithmically choreographed, data-driven 

system. AI allows marketers to make real-time 

decisions, interact with communication at scale in a 

personalized way, and interact with consumers with 

multiple touchpoints using context-aware messaging. 

More than 70% of top companies already have AI 

embedded in at least one marketing activity, recent 

research reveals (Grewal et al., 2024), embracing its 

increased strategic importance. From predictive 

analysis to price optimization, and from chatbots to 

content generation, AI is no longer an enabler today, 

it is a core driver of customer value co-creation. Such 
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disruptive technology has not yet been accompanied, 

though, by its theoretical adoption. Scholarly writing 

on AI in marketing is still highly decentralized across 

single applications and technologies, frequently 

without strategic coordination or theoretical support. 

Most reviews and quantitative research center either 

on the technological use of AI or on the performative 

effect of AI on campaign results. Although these 

studies are useful, they do not capture the strategic 

potential of AI to reshape marketing as a research 

object. It is therefore critical to develop theory-

informed syntheses that integrate disjointed 

scholarship under a conceptual framework to be used 

in research and management agendas. Furthermore, 

the introduction of generative AI technologies like 

ChatGPT, DALL·E, Midjourney, and Claude has 

raised both opportunities and threats of AI marketing. 

These technologies can generate content in human 

form, replicate emotional tone, and even generate 

visuals—without also generating transparency 

problems, authenticity problems, and ethical 

regulation problems. The potential to automate 

creative labor overthrows centuries of assumptions 

regarding collaboration with machine and human, 

brand mastery, and consumer trust. Marketers today 

must grapple with how to balance efficiency and 

empathy with automation and authenticity in a 

mediated world powered by more and more AI. As a 

result of the above knowledge gaps, in this study, we 

carry out an extensive systematic literature review 

(SLR) as per PRISMA 2020 guidelines. We integrate 

learnings from 162 peer-review journals between 

2018 and early 2025 with special emphasis on how 

AI is being adopted in core marketing functions. 

From such convergence, we introduce the AI-

Augmented Marketing Framework (AAMF) and how 

AI is transforming five dimensions of strategy: (1) 

personal engagement, (2) dynamic campaign 

automation, (3) generative content planning, (4) 

explainable AI systems, and (5) ethical AI 

governance. These five dimensions are not 

operational buckets—that capture profound changes 

in how marketing value is being created, delivered, 

and experienced throughout the era of smart 

technologies. Leveraging Dynamic Capabilities 

Theory (Teece, 2007), the conceptual framework 

hypothesizes AI as an organizational capability to 

empower firms to sense shifts in consumer behaviour, 

seize opportunities by proactive execution, and 

reconfigure resources to ensure competitive 

differentiation. Concomitantly, the review utilizes the 

Service-Dominant Logic (Vargo & Lusch, 2008) to 

locate AI as a co-creative partner within the value 

exchange process between consumers and brands. 

The paper's contributions are threefold. First, it offers 

theory-driven integration of the fragmented literature 

on AI in digital marketing. Second, it offers a novel 

conceptual framework (AAMF) bridging technical 

capabilities and strategic marketing objectives. Third, 

it lays out a future research agenda for cross-cultural 

personalization, SME adoption, generative branding, 

real-time explainability, and ethics design. The 

organization of the paper is interesting as follows: 

The thematic literature review by AAMF domains, 

describes methodology like keyword selection, 

inclusion/exclusion criteria, and thematic coding, 

reports findings and thematic trends, represents 

theoretical and practical implications, announces 

limitations, and future research directions and a 

concluding overview. 

2. Review of Literature 

This section integrates existing academic literature to 

form the theoretical framework of the AI-Augmented 

Marketing Framework (AAMF). The literature 

review identifies five broad categories in which 

Artificial Intelligence (AI) is strategically 

revolutionizing digital marketing. These are each 

explored in more depth through an integration of 

peer-reviewed journals published between 2018 and 

2025. 

2.1. Hyper-personalization 

Hyper-personalization marketing was enabled by AI 

through the use of customers' data to tailor 

interactions in real-time. Collaborative filtering, deep 

learning, natural language processing (NLP), and 

reinforcement learning have been used to personalize 

content, offers, and user experiences. Gao and Liu 

(2023) note that AI-powered personalization 

increases customer satisfaction, loyalty, and 

conversion rates. By the same token, Gursoy et al. 

(2021) observe the growing application of AI to 

develop adaptive customer journeys that adapt 
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dynamically to personal preferences. Grewal et al. 

(2024) posit that AI can scan contextual and 

behavioral data to enable companies to present more 

relevant, timely, and personalized content. There are, 

however, increasingly pertinent concerns 

surrounding algorithmic bias and privacy invasion 

(Martin et al., 2022), especially when personalization 

is non-transparent or not based on consent. Moreover, 

research by Kietzmann et al. (2018) identifies that 

effective personalization not only improves 

campaign performance but also supports long-term 

relationship building by making consumers feel 

understood. AI-driven recommendation engines, 

sentiment analysis tools, and real-time customer 

segmentation are now central to CRM strategies 

(Chatterjee et al., 2023). This field is a strategic move 

away from one-size-fits-all communication to 

personalized, responsive, and emotionally smart 

interaction. 

2.2. Dynamic Campaign Automation 

Marketing automation has progressed from simple 

workflow management to intelligent orchestration 

powered by AI. AI allows marketers to create 

campaigns which react to real-time inputs of data—

automating content, bid, email sequence, and media 

placement. Appel et al. (2020) and Davenport et al. 

(2020) describe how machine learning algorithms 

optimize bidding strategies and dynamically segment 

audiences to improve return on investment (ROI). 

More recent studies (Rana et al., 2022; Jain & Kumar, 

2024) emphasize the role of AI in predictive targeting 

and multichannel orchestration. Dynamic campaign 

automation is based on predictive analytics in 

detecting customer intent and enabling on-the-fly 

optimization. Issues, though, exist about algorithmic 

explainability, model drift, and unplanned 

segmentation (Aghaei et al., 2025). AI-based 

automation also requires solid feedback loops 

wherein systems are educated by performance 

measures and learn to modify approaches accordingly 

(Grewal et al., 2024). Strategic value in automation 

comes from its capacity to scale complexity without 

compromising contextual relevance to large groups. 

2.3. 2.3 Generative Content Planning 

Generative AI applications such as large language 

models (LLMs) and diffusion models are 

revolutionizing planning and content creation. 

Applications such as ChatGPT, Midjourney, and 

DALL·E are capable of generating high-quality text, 

image, and audio content that helps marketers ideate, 

write, and publish assets at unheard-of velocities. 

Vidrih and Mayahi (2023) look to the future of AI use 

for ideation and storytelling and posit that the future 

of content planning lies in human-machine co-

creation. Grewal et al. (2024) speak of creative agility 

created by generative AI but which must be governed 

by mechanisms for maintaining brand voice, 

narrative continuity, and cultural sensitivity. 

Balakrishnan and Dwivedi (2022) studies also point 

to ethical concerns of copyright, authorship, and 

disinformation. But increasingly, marketers rely on 

AI-created personas, product copy, and campaign 

slogans to propel engagement, underpinned by 

human intelligence for editing and brand synergy. 

The frontier of this space is defined by the 

intersection of human imagination and algorithmic 

scale. 

2.4. Explainable AI Systems 

Explainability is critical in marketing uses of AI, 

especially dynamic pricing, customer churn analysis, 

and recommendation systems. As AI systems grow 

more complex and secretive, marketers and 

purchasers increasingly demand explainability. Yang 

et al. (2025) support interpretable models that 

eliminate decision-making processes and introduce 

the SODA (Systematic, Observable, Dialogic, 

Accountable) framework as a framework for 

explainability in advertising. Methods like SHAP 

(SHapley Additive exPlanations), LIME (Local 

Interpretable Model-agnostic Explanations), and 

counterfactual evaluation are being used to offer 

post-hoc explanations (Miller, 2019; Ribeiro et al., 

2016). The methods assist marketers in checking 

results, debugging bias, and making sure predictions 

are legal and ethical. In addition, consumer trust is 

increasingly being fuelled by fairness and 

transparency perceptions of AI-driven decisions (Lu 

et al., 2021). Explainable AI is therefore both a 

compliance imperative and a strategic differentiator 

in customer-focused ecosystems. 

2.5. Governance of Ethical AI 

Marketing's embrace of AI has raised severe ethical 
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issues. Some of these are algorithmic bias, 

surveillance, manipulation, data abuse, and absence 

of consent. Reed, Wynn, and Bown (2025) introduce 

an analysis framework to identify and correct biases 

within digital campaigns to ensure transparency and 

cross-functional responsibility. Jain and Kumar 

(2024) mention that ethical misconduct during AI 

development damages brand reputation and 

consumer trust. Literature calls for the embedding of 

AI responsible values of fairness, accountability, 

transparency, and explainability (FATE) into 

marketing systems. Industry examples indicate that 

companies that do not minimize bias or face consent 

risk backlash and regulator sanctions (Dwivedi et al., 

2023). Marketers need to work with legal, data 

science, and ethics teams to create governance 

models that impose algorithmic accountability and 

fair outcomes. Ethical AI governance is now no 

longer a choice—successful, sustainable, socially 

responsible marketing makes it necessary. Short, the 

review proposes a paradigm transition from tool-

based AI applications towards end-to-end, strategic 

alignment throughout the marketing value chain. 

These five domains—personalization, automation, 

content creation, explainability, and ethics—are the 

pillars of the AI-Augmented Marketing Framework. 

The framework captures the essence of how AI 

augments marketing from operation support to 

strategic value co-creation in high-speed, data-

intensive environments. 

3. Methodology 

A Systematic Literature Review (SLR) approach 

according to the PRISMA 2020 protocol was used in 

this research to guarantee transparency, rigour, and 

applicability. The approach was executed in four 

major stages: keyword selection, inclusion and 

exclusion criteria, data collection, and data analysis, 

designed to map and evaluate the scholarly landscape 

surrounding Artificial Intelligence (AI) in digital 

marketing from a strategic viewpoint. A 

comprehensive keyword search was conducted 

across three reputable academic databases—Web of 

Science, Scopus, and ScienceDirect. Boolean 

operators were employed to bridge AI-related words 

with marketing uses. Search queries incorporated 

words like "Artificial Intelligence," "AI," "machine 

learning," "deep learning," "neural networks," "large 

language models," and "generative AI" with 

marketing-directed terms like "digital marketing," 

"online marketing," "personalization," "campaign 

automation," "generative content," "explainable AI," 

"marketing ethics," and "customer engagement." This 

search, informed by relevance, offered 

comprehensive coverage of pertinent literature while 

maintaining thematic coherence with the research 

topic. The search was limited to English-language 

publications between January 2018 and March 2025 

to reflect the most current academic thinking in this 

rapidly evolving field. In the second stage, inclusion 

and exclusion criteria were applied to filter the search 

results. Studies were included if they were peer-

reviewed journal articles, preferably in Q1 or Q2 

journals, written in English, and directly focused on 

conceptual, empirical, or review work related to AI in 

digital marketing. Importantly, articles had to address 

at least one of the five strategic domains of the AI-

Augmented Marketing Framework (AAMF): 

personalized engagement, dynamic campaign 

automation, generative content planning, explainable 

AI systems, or ethical AI governance. Excluded 

materials included conference papers, theses, book 

chapters, commentaries, and editorials, along with 

studies that addressed AI applications outside the 

marketing context, such as in manufacturing or 

healthcare. Articles in languages other than English 

or lacking peer review were also discarded, as were 

duplicates or inaccessible full texts. This rigorous 

screening process enhanced the scholarly quality of 

the review and provided theme consistency. Data 

collection followed rigidly the PRISMA four-step 

process, that is, identification, screening, eligibility, 

and inclusion. Through identification, 753 articles 

were produced from the three databases titled. During 

screening, 121 duplicates or out-of-scope titles were 

removed, leaving 632 records for abstract and title 

screening. Following this, 202 full-text articles were 

assessed for eligibility. After applying the defined 

inclusion and exclusion criteria, 40 papers were 

excluded due to insufficient detail or thematic 

misalignment, resulting in a final sample of 162 peer-

reviewed journal articles. These papers were 

authoritatively documented in a matrix of literature 
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with such rich information as author(s), year, source 

journal, specific AI technique under investigation, 

marketing application pertinent to it, adopted 

theoretical framework (as appropriate), adopted 

research methodology, and main findings (Figure 1). 

 

 

 
Figure 1 PRISMA 2020 Flow Diagram Illustrating the Screening and Selection Process of Articles 

 

For data analysis, the selected studies were subjected 

to a structured qualitative content analysis, following 

grounded theory principles. An open coding process 

was first used to identify and extract salient concepts 

and patterns such as “generative storytelling,” 

“algorithmic transparency,” and “real-time 

personalization.” These initial codes were then 

grouped using axial coding into five core strategic 

domains, aligned with the AAMF: Personalized 

Engagement, Dynamic Campaign Automation, 

Generative Content Planning, Explainable AI 

Systems, and Ethical AI Governance. The coding 

method was defined to make emergent themes 

representative of the literature and analytically 

meaningful to guide structuring the role of AI in 

strategic marketing transformation. In order to 

facilitate validity and reliability of the coding 

process, two researchers read the studies 

independently identified and coded them 

simultaneously. Differences were negotiated and 

resolved through consensus, and a third-party auditor 

checked a sample of thematic assignments to provide 

consistency and conceptual saturation. These 

triangulated coding processes imparted credibility 

and trustworthiness to the thematic analysis. Even 

though methodological strictness was observed 

throughout the process, some limitations were 

known. One, there is possible language bias since 

only publications in the English language were used 

and thus possibly germane insights available outside 

this language were not considered. Two, use of peer-

reviewed scholarly papers decreases industry data, 

grey literature, and new case evidence, which were 

purposively excluded to maintain scholarly 

concentration. Third, the dynamism of AI generative 

models, particularly after 2023, runs a risk of 

accelerated obsolescence since recurring new tools, 

applications, and ethical issues recur. Fourth, 

exclusion of applied reports, white papers, and 

proprietary case studies potentially decreased 

practitioner relevance of some observations. 

However, advantages of advanced, high-level 

scholarly synthesis outweighed such limitations in 

the interest of building theoretical and strategic 

oversight. Overall, this approach offers a tangible and 

reproducible basis to study the integration of AI in 
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digital marketing strategy. It enables the construction 

of the AI-Augmented Marketing Framework 

(AAMF) and supplies an honest map of the academic 

landscape, giving form and substance for future 

empirical theory development and research. 

4. Results and Themes Identified 

Study of 162 peer-reviewed journals found a 

sophisticated integration of Artificial Intelligence 

(AI) in digital marketing practices. Through 

grounded coding and thematic clustering, there were 

five high-level strategic domains that together 

comprise the AI-Augmented Marketing Framework 

(AAMF). These are Personalized Engagement, 

Dynamic Campaign Automation, Generative Content 

Planning, Explainable AI Systems, and Ethical AI 

Governance, which serve as the foundation for how 

AI functions as a strategic capability in marketing. 

The first area, Personalized Engagement, emphasizes 

the role of AI in tailoring customer experiences 

according to behavioral, contextual, and 

psychographic information. Research across the 

board points to machine learning and predictive 

analytics-powered real-time personalization as 

boosting customer satisfaction, retention, and value 

perception. Recommendation engines, sentiment 

analysis, and dynamic segmentation are some of the 

AI technologies that allow marketers to personalize 

their offerings according to individual tastes. This 

segment is a move away from sustained customer 

profiling to ongoing, adaptive personalization 

through data streams and feedback loops. Gao and 

Liu (2023) point out that AI-powered personalization 

increases campaign responsiveness and the richness 

of consumer relations. Kietzmann et al. (2018) also 

state that personalization confers emotional relevance 

on marketing communications, thus generating brand 

intimacy. We also learn contextual and temporal 

personalization as emerging subareas. Contextual AI 

systems have the ability to change advertisement 

material with real-time environmental conditions 

such as location, weather, or time, providing smooth, 

hyper-localized experience. Temporal 

personalization makes' messages more customized 

according to user behavior patterns over time, 

incorporating predictive elements to handle 

anticipated demands. The intersection of these 

capabilities creates the basis for anticipatory 

marketing, in which AI builds experiences ahead of 

the intent signal of the customer. The personalization, 

though, must balance relevance against ethics. Martin 

et al. (2022) warn against over-personalization 

intrusion on user privacy, suggesting the necessity for 

transparency and opt-in consent protocols to maintain 

users' interest. Dynamic Campaign Automation is the 

second, wherein automation of decision-making in 

campaign planning, content delivery, and targeting 

happens. Reinforcement learning algorithms, for 

instance, learn to adapt campaign strategies based on 

feedback about performance automatically, 

mimicking human decision-making at scale. AI-

powered programmatic ad platforms bid and place 

content automatically to drive maximum ROI by 

reaching micro-segments with the right personalized 

messages. Literature reviewed indicates that 

automation not only enhances efficiency but also 

enables marketers to harmonize omnichannel 

strategies across digital touchpoints. Appel et al. 

(2020) indicate that AI-powered automation enables 

organizations to respond to real-time market forces, 

while Jain and Kumar (2024) point out that such 

responsiveness sustains long-term customer 

engagement programs. But dynamic automation also 

raises new issues, including model drift—wherein 

algorithmic performance worsens over time due to 

changes in underlying data. There is also the 

possibility of unintentional segmenting or 

discriminatory targeting when models are trained 

against biased data. Aghaei et al. (2025) suggest 

routine monitoring and recalculation processes for 

fixing such quirks. Automation's strategic advantage 

therefore is not just to minimize manpower but to 

allow marketers to oversee responsive, data-driven 

environments that react both to internal metrics and 

external circumstances. The third trend, Generative 

Content Planning, embodies the creative potential of 

generative AI marketing tools. From massive 

language models such as ChatGPT to visual 

generators such as Midjourney, they are being 

leveraged to craft campaign copy, visual content, 

taglines, and even brand personas. Vidrih and Mayahi 

(2023) assert that generative AI eliminates creative 

burnout and speeds up ideation cycles for content, 
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enabling marketing teams to act fast on social 

movements and market trends. With training models 

in brand voice, tone, and visual identity, brands can 

create consistent and brand-consistent assets at scale. 

This area also poses issues. Synthetic content 

development also provokes originality, authorship, 

and copyright adherence issues. Researchers like 

Balakrishnan and Dwivedi (2022) reveal that content 

governance mechanisms are needed to ensure there is 

responsible AI media use. Cultural awareness is 

another critical issue—homogeneous data-trained 

models may inadvertently generate objectionable or 

tone-deaf content. As a result, most firms have 

incorporated human-in-the-loop systems whereby 

human marketers’ vet and edit messages suggested 

by AI. The strategic vision in this regard is that 

generative AI supercharges human imagination but 

not replaces it, facilitating faster, more complete, and 

more flexible co-creation processes. Explainable AI 

Systems form the fourth domain, emphasizing the 

need for interpretability in AI-driven marketing 

applications. With increasing deployment of AI in 

pricing, customer segmentation, and behavioural 

prediction, the opacity of algorithmic decision-

making has emerged as a major barrier to trust and 

adoption. Yang et al. (2025) recommend models like 

SODA—Systematic, Observable, Dialogic, 

Accountable—to guide the development of 

explainable AI systems that work in harmony with 

marketing objectives while retaining stakeholder 

trust. Shared techniques to improve explainability are 

SHAP (Shapley Additive Explanations), LIME 

(Local Interpretable Model-Agnostic Explanations), 

and decision trees representing how inputs lead to 

outputs. These are specifically needed in highly 

regulated sectors like finance or healthcare 

advertising, where the choices need to be traceable. 

Explainability, as emphasized by Lu et al. (2021), not 

only increases compliance but also improves 

consumer satisfaction through offering them explicit 

reasons for suggestions or promotions. As 

personalization becomes more complex, explainable 

systems serve as a bridge between algorithmic 

efficiency and human interpretability, allowing 

marketing strategies to remain accountable and user-

centred. The final domain, Ethical AI Governance, 

addresses the broad ethical challenges associated 

with AI deployment in marketing. The most 

important concerns are algorithmic bias, violation of 

data privacy, surveillance capitalism, and dark 

pattern manipulation. Reed, Wynn, and Bown (2025) 

advocate an analytic model to identify and evade bias 

in campaign creation and that regulatory action must 

be integrated right from the beginning. Jain and 

Kumar (2024) also believe ethical marketing isn't 

only a morality but a strategic requirement for 

surviving as a brand. Literature more and more calls 

for using ethics boards, AI policy audits, and 

stakeholder-informed design processes. Cross-

functional teams comprising marketers, data 

scientists, ethicists, and lawyers are suggested to 

ensure AI deployment against social values and legal 

norms. Additionally, the consumer's call for ethical 

brands has forced companies to make their AI ethics 

policy transparent. Ethical governance is therefore 

not just becoming a compliance matter but a 

competitive differentiator that affects public opinion 

and loyalty (Figure 2). These five areas are not 

isolated from one another; they are dynamically 

interrelated in actual marketing scenarios. For 

example, generative content depends on ethical 

protections, and individualized interaction depends 

on understandable mechanisms that provide an 

explanation for recommendations.  

 

 
Figure 2 The AI-Augmented Marketing 

Framework (AAMF) Illustrating Five Core 

Strategic Domains of AI Integration in Digital 

Marketing 
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Collectively, the areas of AAMF describe a paradigm 

shift from AI as utility to AI as strategic partner in 

value co-creation. They collectively chart the 

landscape on which organizational capabilities in 

technology can be aligned with consumer 

expectation, regulatory environments, and brand 

vision. The results confirm the central hypothesis that 

the impact of AI on marketing is not just functional 

but transformational—reshaping the manner in which 

companies engage, converse, and co-create value 

with audiences. 

5. Analysis and Discussion of Study 

This systematic review examined 162 peer-reviewed 

articles published between 2018 and 2025 to discover 

how Artificial Intelligence (AI) is changing digital 

marketing. Using grounded theory and thematic 

analysis, the study identified five strategic domains—

Personalized Engagement, Dynamic Campaign 

Automation, Generative Content Planning, 

Explainable AI Systems, and Ethical AI 

Governance—that collectively form the AI-

Augmented Marketing Framework (AAMF). This 

section offers a deeper analysis of these findings, 

linking empirical observations with theoretical 

constructs and managerial implications. 

The report indicated that marketing AI evolved from 

predictive analytics and automation to that of a 

dynamic strategic enabler. AI-powered 

personalization is no longer just basic 

recommendation engines. Articles covered always 

portrayed the advent of hyper-personalization that 

uses real-time behavioural data, emotional state, and 

context for customer experience tailoring. For 

instance, Gao and Liu (2023) demonstrated how AI 

can use micro-moments—brief, intent-rich moments 

when users turn to their devices—to trigger relevant 

ads or messages, increasing conversion rates and 

brand loyalty. Generative AI emerged as one of the 

most transformative developments. A collection of 

research (e.g., Vidrih & Mayahi, 2023; Grewal et al., 

2025) emerges that enables the use of large language 

models to create marketing content at scale. Ad copy 

is now being authored by AI, blog posts written, and 

visual content produced without sacrificing brand 

voice and consistency. But even research caused 

concerns like handling cultural subtlety, upholding 

originality, and plagiarisms avoidance. On the 

analytics side, generative AI promotes innovation but 

also requires mechanisms of governance to assure 

content accuracy and applicability. Campaign 

optimization, the other vital space, uses AI to 

optimize in-flight. Stories repeatedly emphasized 

rising uses of reinforcement learning algorithms and 

programmatic ad platforms to real-time adjust 

strategies. This automaton maximizes resource 

utilization, boosts ROI, and provides a more tailored 

customer experience. But the study also warned 

against over-automation risks like model drift or 

disenfranchising users of those who crave human 

touch. That calls for an equated hybrid strategy, 

combining AI optimization with human insight. 

Explainable AI (XAI) is given higher importance in 

marketing, particularly in regulated sectors. As Yang 

et al. (2025) point out, black-box models used in 

campaign targeting or pricing decisions can erode 

trust if consumers or regulators cannot understand 

how outcomes are determined. The reviewed articles 

recommended the use of interpretability tools like 

SHAP, LIME, and transparent model architectures to 

enhance stakeholder confidence. This signals a shift 

toward ethical and auditable AI system that are not 

only effective but also justifiable. Ethical AI 

governance appeared as a strong unifying theme 

across all domains. Studies by Reed et al. (2025) and 

Jain & Kumar (2024) emphasized the importance of 

algorithmic fairness, bias mitigation, and consumer 

data protection. Ethical lapses—such as invasive 

surveillance or manipulative targeting—can cause 

long-term reputational damage. Therefore, the 

literature encourages cross-disciplinary AI ethics 

boards, third-party audits, and inclusive AI 

development as best practices. Theoretically, the 

findings confirm that AI enables strategic agility by 

allowing marketers to sense market shifts, seize 

opportunities, and reconfigure offerings—core tenets 

of the Dynamic Capabilities View (Teece, 2007). 

Similarly, Service-Dominant Logic (Vargo & Lusch, 

2008) is extended as AI assumes a co-creative role, 

personalizing value propositions through continuous 

learning and adaptation. The integration of these 

theoretical perspectives into the AAMF positions AI 
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not as a mere tool, but as a transformative actor within 

the marketing ecosystem. This analysis also has 

practical significance. For marketers, the AAMF 

serves as a diagnostic tool to assess AI readiness 

across five key domains. Firms can evaluate whether 

their personalization strategies are adaptive, whether 

their campaign automation is auditable, and whether 

generative content aligns with brand identity. 

Additionally, the emphasis on explainability and 

ethics equips firms to anticipate regulatory scrutiny 

and societal expectations. In conclusion, the 

analytical findings validate the hypothesis that AI is 

shifting from an operational enhancer to a strategic 

co-creator in marketing. The study offers a robust 

framework that bridges academic theory and 

marketing practice, preparing both researchers and 

practitioners for the next phase of AI-enabled 

innovation in the digital marketing landscape. 

Conclusion  
This systematic review investigated how Artificial 

Intelligence (AI) is transforming the field of digital 

marketing by synthesizing findings from 162 peer-

reviewed articles published between 2018 and 2025. 

Through thematic analysis and grounded coding, this 

study developed the AI-Augmented Marketing 

Framework (AAMF), which conceptualizes AI’s 

integration across five strategic domains: 

Personalized Engagement, Dynamic Campaign 

Automation, Generative Content Planning, 

Explainable AI Systems, and Ethical AI Governance. 

These domains capture the dynamic, creative, and 

ethical potential of AI technologies in shaping the 

future of marketing strategy. The findings of this 

research reinforce the growing understanding that AI 

is not merely a tool for operational efficiency, but a 

strategic capability that reshapes customer 

relationships, brand communication, and value co-

creation. The AAMF emphasizes AI’s ability to 

personalize consumer experiences in real-time, 

generate scalable and creative content, automate 

marketing workflows, provide transparent decision-

making, and ensure responsible, ethical practices. 

These functions align with broader theoretical 

constructs like the Dynamic Capabilities View and 

Service-Dominant Logic, signalling a paradigm shift 

in how marketing is conceptualized and executed. 

The framework also underscores that as AI systems 

become more sophisticated—incorporating 

generative models, multimodal learning, and 

reinforcement-based personalization—the role of 

marketers is evolving. Strategic oversight, ethical 

governance, cross-functional collaboration, and 

adaptive learning are increasingly vital to harnessing 

the full potential of AI in a responsible and innovative 

manner. Organizations must not only adopt AI 

technologies but also invest in human capabilities and 

cultural alignment to build trust, foster inclusion, and 

deliver authentic brand value. 

Future Research Directions 

The findings point toward several promising avenues 

for future exploration: 

 Cross-cultural personalization: Future 

research should examine how AI systems can 

adapt content and personalization strategies 

across diverse cultural, linguistic, and 

behavioural contexts. This is especially 

important for global brands operating in 

heterogeneous markets. 

 SME AI adoption: While larger 

organizations have the infrastructure to adopt 

advanced AI tools, small and medium 

enterprises (SMEs) often face barriers in cost, 

skill availability, and integration. Research 

should explore scalable frameworks and 

support mechanisms for SME inclusion in the 

AI-driven marketing economy. 

 Brand equity and generative AI: The long-

term impact of synthetic content on consumer 

trust, loyalty, and brand equity remains 

underexplored. Studies could investigate 

whether consumers distinguish between AI- 

and human-generated content and how this 

affects their emotional engagement and brand 

perceptions. 

 Real-time explainability: Explainability is a 

critical issue, particularly in programmatic 

advertising and personalized 

recommendations. There is a need for 

research into real-time, user-friendly models 

of algorithmic interpretability that improve 

consumer understanding and control. 
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 Interdisciplinary models: AI in marketing 

does not operate in isolation. Future research 

should explore interdisciplinary models that 

combine behavioural marketing, AI ethics, 

human-computer interaction, and digital 

communication to create more holistic 

insights into consumer–AI collaboration. 

This study offers a foundational step toward 

consolidating fragmented literature, advancing AI 

theory in marketing, and guiding practitioners in 

responsible and impactful AI implementation. The 

future of marketing will not be defined by algorithms 

alone but by how intelligently, ethically, and 

strategically these technologies are deployed. 

Limitations and Considerations 

While this review presents a comprehensive 

synthesis, it is limited to English-language, peer-

reviewed journal articles. Practitioner insights, grey 

literature, and case-based documentation were 

intentionally excluded to maintain academic rigor. 

Additionally, the rapid evolution of AI technologies, 

particularly post-2023, may render some insights 

obsolete or incomplete over time. Further, the review 

focuses on AI within digital marketing contexts, thus 

excluding its broader organizational applications in 

areas such as supply chain, human resources, or 

finance. 
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