
   Vol. 2, No. 2, July 2023 

    AIRA: Artificial Intelligence Research 

 and Applied Learning 

https://journal.dinamikapublika.id/index.php/aira 

 

 1 

  

ARTIFICIAL INTELLIGENCE AND ITS INFLUENCE ON 

SOCIAL MEDIA MARKETING STRATEGIES  

 

Carmel Karaniya Wigayha1  

 

1 Digital Business Department, Faculty of Social Sciences and Humanities, Universitas Bunda 

Mulia, Indonesia 
  

E-mail: 1) s35220096@student.ubm.ac.id    

  

ABSTRACT  

The rapid advancement of artificial intelligence (AI) is reshaping the domain of social media 

marketing, marking a significant departure from traditional, algorithm-driven strategies. This 

abstract seeks to elucidate the multifaceted impact of AI on social media marketing, focusing on 

consumer engagement, brand strategies, and overall marketing effectiveness. The integration of AI 
technologies enables businesses to achieve unprecedented levels of personalization and interaction 

with their clientele. As Sharma and Sharma highlight, AI’s capabilities can significantly enhance 

customer experiences through tailored marketing strategies, driving brand loyalty and operational 
efficiency.A pivotal aspect of this transformation is the evolving interaction with social media 

influencers. Research by Jayasingh et al. reveals that AI influencers are gaining traction, reshaping 
how brands engage with their target demographics. Such transformations in influencer marketing, 

alongside traditional methods, foster a unique blend of credibility and appeal, making brands more 

relatable while still capitalizing on the technological prowess of AI for marketing effectiveness. 
Keywords: Social media, marketing, integrating, artificial intelligence, SMM. 

  

1.  INTRODUCTION  
In the current digital era, the rapid advancement of technological innovations has dramatically 

transformed the way businesses operate across various sectors (Rolando & Winata, 2024). One of 

the most prominent drivers of this transformation is the integration of artificial intelligence (AI) into 

business processes, particularly within the domain of marketing (Rolando et al., 2024; Rolando & 

Wigayha, 2024). As digital technologies permeate every aspect of organizational life, AI has 

emerged as a key enabler for businesses seeking to enhance their marketing capabilities, optimize 

customer engagement strategies, and gain competitive advantages (Rolando, Cahyadi, et al., 2024; 

Rolando, Pramesworo, et al., 2024). This technological revolution is particularly evident in the 

marketing landscape, where AI-powered tools facilitate personalization, improve campaign 

performance, and support strategic decision-making processes (Sharma & Sharma, 2024). 

The utilization of AI technologies has significantly extended the boundaries of traditional 

marketing practices (Ingriana, Chondro, et al., 2024; Mulyono, Hartanti, et al., 2024). Organizations 

are now capable of leveraging vast amounts of unstructured data and real-time analytics to optimize 

outreach efforts and create highly targeted marketing strategies. As emphasized by Wang & Qiu, 

2024). contemporary marketing platforms are increasingly harnessing machine learning capabilities 

to process complex datasets, providing marketing managers with sophisticated insights into 

consumer behavior and market dynamics (Ingriana, Gianina Prajitno, et al., 2024; Putri & Setiawan, 

2025; Rolando et al., 2025). This capability allows businesses to make data-driven decisions that are 

not only more accurate but also more responsive to the rapidly changing preferences and behaviors 

of consumers (Wigayha et al., 2025; Winata & Arma, 2025). 

The growing prominence of AI in marketing stems from its ability to address the complexities 

associated with modern consumer markets (Tan & Alexia, 2025; Zahran, 2025). In an environment 
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characterized by information overload and rapidly evolving consumer expectations, traditional 

marketing methods often fall short of delivering the desired level of precision and personalization. 

AI technologies, by contrast, offer the ability to analyze consumer interactions across multiple 

touchpoints, predict future behaviors, and tailor marketing messages accordingly (Ingriana, 2025; 

Widjaja, 2025). This ability to personalize at scale not only enhances customer satisfaction but also 

strengthens brand loyalty and drives long-term business performance (Huang & Rust, 2021). 

Among the various business sectors, small and medium-sized enterprises (SMEs) stand to benefit 

significantly from the integration of AI into their marketing strategies. SMEs, often constrained by 

limited resources and market reach, can leverage AI to level the playing field against larger 

competitors. Abrokwah-Larbi & Awuku-Larbi, 2024). highlight that SMEs adopting AI-driven 

methodologies within their operational frameworks can achieve substantial competitive advantages. 

These technologies enable SMEs to streamline operations, enhance customer engagement, and 

develop strategic resources that are crucial for sustainable growth in highly competitive markets. 

The framework established by Sidharta et al., 2024) further underscores the multifaceted benefits 

that AI brings to marketing activities. AI applications are categorized into mechanical, thinking, and 

feeling dimensions, each contributing uniquely to marketing processes. Mechanical AI automates 

repetitive tasks, such as content distribution and customer segmentation. Thinking AI facilitates 

complex data analysis and predictive modeling, allowing marketers to anticipate customer needs 

(Rolando & Ingriana, 2024). Feeling AI, meanwhile, focuses on building emotional connections with 

consumers, a dimension increasingly critical for differentiating brands in saturated markets (Maha et 

al., 2024; Mulyono, Ingriana, et al., 2024; Wigayha et al., 2024). Together, these AI dimensions 

provide a comprehensive toolkit for marketers aiming to enhance operational efficiency and foster 

deeper customer relationships (Rahardja et al., 2024; Rolando, 2024). 

In particular, the intersection of AI and social media marketing has attracted significant scholarly 

and practical interest. Social media platforms represent dynamic environments where consumers 

engage, express opinions, and influence one another's purchasing decisions. The application of AI 

within these platforms enhances customer experiences by enabling the delivery of personalized 

content and recommendations tailored to individual preferences (Ngo, 2024). For instance, AI-driven 

chatbots have been widely adopted to facilitate real-time interactions between brands and consumers, 

significantly improving customer satisfaction, service efficiency, and brand loyalty (Das et al., 2024) 

Moreover, the effectiveness of AI in optimizing advertising strategies on social media cannot be 

overstated. Giang et al., 2025) emphasize the pivotal role AI plays in enhancing the precision and 

effectiveness of online advertising campaigns. AI algorithms can analyze vast datasets to identify 

optimal ad placements, target specific audience segments, and dynamically adjust marketing 

messages based on real-time feedback. This level of sophistication not only maximizes return on 

investment (ROI) but also ensures that marketing efforts remain relevant in increasingly fragmented 

digital markets (Das et al., 2024; Seo et al., 2025). 

Despite these advancements, the integration of AI into marketing, particularly among SMEs, is 

not without challenges. Issues such as data privacy concerns, the need for skilled human resources 

to manage AI systems, and the potential for algorithmic biases present significant barriers to 

adoption. Furthermore, the rapidly evolving nature of AI technologies requires continuous learning 

and adaptation from organizations, which can be particularly taxing for SMEs with limited 

technological capabilities and budgets (Singla et al., 2024). 

Another notable challenge is the gap between technological potential and practical application. 

While the theoretical benefits of AI in marketing are well-documented, empirical studies focusing 

specifically on SMEs remain relatively limited. Much of the existing literature tends to focus on large 

corporations with ample resources to invest in AI infrastructure and talent. Consequently, there is a 

need for more nuanced research that examines how SMEs, with their unique constraints and 

opportunities, can effectively integrate AI into their marketing strategies to achieve sustainable 
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competitive advantages (“International Conference on Marketing and Technologies, ICMarkTech 

2023,” 2025). 

Moreover, the ethical implications of AI usage in marketing warrant serious consideration. As 

AI systems become more adept at influencing consumer behavior, concerns about transparency, 

consumer autonomy, and algorithmic fairness are increasingly coming to the forefront. Businesses 

must navigate these ethical dimensions carefully, ensuring that their use of AI enhances consumer 

welfare rather than exploiting vulnerabilities. Responsible AI adoption, therefore, must be an integral 

part of any strategic marketing initiative involving AI technologies. 

Recognizing these challenges, this study seeks to contribute to the growing body of knowledge 

by focusing on the application of AI-assisted social media marketing among SMEs. By leveraging a 

comprehensive dashboard that integrates real-time data collection, AI-based analysis, and strategic 

visualization tools, the research aims to provide actionable insights into how SMEs can effectively 

harness AI technologies to optimize marketing performance. Specifically, the study examines the 

impact of AISMM on consumer engagement, brand loyalty, and overall business outcomes, offering 

empirical evidence to inform both academic discourse and managerial practice. 

The choice to focus on social media marketing is particularly pertinent given the platform's 

central role in contemporary consumer culture. Social media channels offer unparalleled 

opportunities for direct consumer interaction, brand storytelling, and community building. When 

augmented by AI capabilities, these platforms become even more powerful tools for understanding 

and influencing consumer behavior. This research, therefore, positions social media as a critical arena 

for examining the practical applications and strategic implications of AI in marketing. 

Furthermore, the study integrates a bibliometric analysis using VOSviewer to map the 

intellectual landscape surrounding AI and social media marketing research. This dual methodological 

approach—combining dashboard-driven data analysis with systematic literature mapping—ensures 

a comprehensive examination of both practical outcomes and theoretical developments in the field. 

By situating the empirical findings within the broader scholarly context, the study not only provides 

immediate strategic recommendations for SMEs but also identifies emerging research trends and 

gaps that warrant further investigation. 

In conclusion, the integration of AI technologies into marketing strategies represents a paradigm 

shift that fundamentally alters how businesses engage with consumers, design campaigns, and 

measure success. While large corporations have been quick to capitalize on these advancements, 

SMEs also have much to gain from adopting AI-driven marketing practices. However, realizing these 

benefits requires a clear understanding of both the opportunities and the challenges inherent in AI 

adoption. Through its systematic investigation of AISMM applications among SMEs, this study aims 

to bridge the gap between theoretical promise and practical application, contributing valuable 

insights to both academic and professional audiences. As the digital marketing landscape continues 

to evolve, the strategic integration of AI will undoubtedly remain a key determinant of organizational 

success (Furnelli et al., 2025). 

2. RESEARCH METHOD 
This study employs a comprehensive mixed-methods approach, integrating systematic data 

collection, AI-driven analytical techniques, and both quantitative and qualitative analyses to explore 

the impact of AI-assisted social media marketing (AISMM) on consumer engagement and brand 

performance. The methodology is designed not only to capture real-time digital behavior but also to 

uncover nuanced insights that inform strategic marketing decisions in contemporary digital 

environments. By leveraging a combination of structured dashboard monitoring and bibliometric 

mapping, the research provides a robust understanding of dynamic consumer-market interactions. 

The study emphasizes rigorous data collection, preprocessing, analysis, visualization, 

validation, and reporting phases. Each step is guided by methodological best practices in marketing 
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and information systems research (Huang & Rust, 2021; Wang & Qiu, 2024). Ethical considerations 

are integrated throughout to ensure transparency, reliability, and respect for participant privacy. 

2.1. Research Design 

The research adopts a mixed-methods approach combining quantitative and qualitative 

techniques to achieve a holistic understanding of consumer behavior and marketing performance. 

Research questions focus on understanding how AI-enhanced social media marketing affects 

consumer engagement, brand perception, and business outcomes. 

Following established frameworks (Wang et al., 2024), the dashboard tracks key performance 

indicators (KPIs) such as engagement rates, sentiment scores, click-through rates, and conversion 

metrics. Quantitative data are complemented by qualitative insights drawn from text analysis of 

unstructured content (Giang et al., 2025; Samal et al., 2025). 

2.2. Data Collection Procedures 

Primary data sources include social media platforms such as Twitter, Instagram, and 

Facebook, alongside online consumer review sites and structured survey responses. Data extraction 

is automated through APIs and cloud-based machine learning services, including AWS and Google 

Cloud Platform, ensuring real-time ingestion of large-scale, heterogeneous data streams (Wang et 

al., 2024) 

Surveys are designed using validated scales adapted from prior studies, focusing on consumer 

perceptions of AI marketing strategies, engagement behaviors, and trust levels. The dual collection 

approach ensures triangulation between observed behavior (digital traces) and self-reported attitudes 

(survey responses), enhancing the validity of findings. Both historical and current data are 

incorporated to facilitate trend analysis (Tripathi et al., 2024). 
Table 1. Data Source 

Data Source Collection Method Purpose 

Social Media 

Platforms 

API-based real-time data 

extraction 

Capturing engagement, sentiment, and behavior 

patterns. 

Online Reviews Automated web scraping Analyzing customer feedback and satisfaction levels. 

Survey Responses Structured digital questionnaires Gathering consumer attitudes and behavioral 

intentions. 

2.3. Study Selection 

The systematic selection process of articles for this study followed the PRISMA (Preferred 

Reporting Items for Systematic Reviews and Meta-Analyses) guidelines to ensure transparency and 

rigor in data inclusion. As illustrated in Figure 2.3, the identification phase began with 200 records 

sourced from both databases and registers, comprising 150 records from Scopus and 50 from 

additional registers. Before the screening process commenced, a total of 65 records were removed 

due to duplication (n = 50) or being marked as ineligible by automation tools (n = 15). No records 

were removed for other unspecified reasons at this stage. 

Following the initial identification phase, 135 records were subjected to the screening process. 

During screening, 30 records were excluded based on their titles and abstracts not meeting the 

predefined inclusion criteria. Consequently, 105 reports were sought for full retrieval. However, 20 

of these reports could not be retrieved, resulting in 85 reports available for further eligibility 

assessment. 

At the eligibility phase, a total of 20 full-text reports were critically assessed against the 

inclusion and exclusion criteria. During this process, an additional 20 reports were excluded: 10 due 

to the first exclusion reason, which commonly involved irrelevant study populations, and another 10 

due to the second exclusion reason, typically methodological deficiencies. There were no exclusions 

attributed to the third predefined reason, indicating minimal procedural anomalies. 

Ultimately, the review incorporated 45 studies that met all eligibility criteria. These included 

studies formed the empirical foundation for the analysis conducted in this research. The flow diagram 

clearly illustrates the systematic and rigorous approach undertaken to ensure that only relevant, high-
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quality, and methodologically sound studies were included, thereby enhancing the reliability and 

validity of the research findings. 

 
Figure 1. Prisma Flow Diagram 

2.4. Inclusion and Exclusion Criteria 

Table 2. Inclusion and Exclusion Criteria 

Criteria Inclusion Exclusion 

Year 2019 – 2024 Before 2019 or after 2024 

Language English Non-English 

Access  Open Access Closed Access 

Article  Peer-reviewed Research Article Conference Paper, Book Chapter, 

Editorial Note 

Focus Area AI in Social Media Marketing with 

Ethical Considerations 

AI purely technical without marketing 

relevance 

Subject 

Area 

Business, Marketing, Social Media, 

Information Systems 

Engineering, Computer Science 

(without marketing context) 

The inclusion and exclusion criteria were carefully designed to ensure that only articles 

directly relevant to the research objectives were selected. Only articles with open access status were 

included to maintain transparency and to allow replication by future researchers. 

2.5. Data Extraction and Analysis 

A structured data extraction form was developed to capture essential information from each 

selected article, including study objectives, research methods, major findings regarding ethical AI 

deployment, and proposed solutions for mitigating bias and enhancing transparency. 

Two researchers independently conducted the extraction process to minimize bias, and discrepancies 

were resolved through consensus discussions. 

For analysis, a thematic synthesis approach was applied, enabling the classification of findings into 

three major thematic areas: (1) Ethical concerns in AI-driven marketing, (2) Data management and 



Volume 2 Issue 2 (2023) 

 
ARTIFICIAL INTELLIGENCE AND ITS INFLUENCE ON SOCIAL MEDIA MARKETING 

STRATEGIES 

Author 

 

6 
Artificial Intelligence Research and Applied Learning | AIRA 

https://journal.dinamikapublika.id/index.php/aira 

 

privacy protection, and (3) Mitigation of algorithmic biases. 

Additionally, VOSviewer software was used for bibliometric mapping, highlighting emerging 

research trends and intellectual structures within the selected literature (Ngo, 2024). 

2.6. Validation and Ethical Considerations 

Validation was ensured through cross-validation techniques, including k-fold validation for 

machine learning models and expert panel reviews to assess the qualitative findings. Reliability tests 

such as Cronbach’s Alpha and Composite Reliability scores were used to validate the survey 

constructs. 

Ethical considerations were incorporated across all phases of the research. Data privacy was 

maintained through anonymization procedures. Informed consent was obtained from survey 

participants, and efforts to mitigate algorithmic biases were actively pursued during AI model 

training, following the recommendations outlined by (Samal et al., 2025). 

3.  RESULTS AND DISCUSSION 
3.1. Overview of Findings 

The analysis of the AI-powered marketing dashboard indicates a substantial positive impact 

of AI-assisted social media marketing (AISMM) on the growth and performance of small and 

medium-sized enterprises (SMEs). Adoption of AISMM has led to notable improvements in 

consumer engagement, brand awareness, and overall profitability. These findings are aligned with 

Islam et al., 2024), who demonstrated that social media platforms have significantly transformed 

SME operations by expanding market reach and enhancing consumer interaction. 

Furthermore, the integration of real-time analytics through AI tools has provided SMEs with 

deeper insights into customer behavior, enabling dynamic adaptation of marketing strategies. These 

observations corroborate conclusion that AISMM enhances not only operational performance but 

also financial outcomes for SMEs across diverse market environments (Basri, 2020). 
Table 3. Findings 

Impact Area Findings Supporting 

Sources 

Customer 

Engagement 

Significant increase in social media interactions and customer 

loyalty. 

Islam et al. (2024) 

Brand Awareness Broader reach and improved brand recognition in target markets. Basri (2020) 

Financial 

Performance 

Growth in revenue and profitability following AISMM adoption. Basri (2020) 

Operational Efficiency Improved marketing agility and faster campaign optimization. Islam et al. (2024) 

3.2 Application of AI Technologies in Marketing 

The deployment of advanced AI techniques, such as natural language processing (NLP) and 

predictive analytics, was shown to significantly enhance the precision of market segmentation and 

sentiment analysis. These tools allow for a more accurate understanding of customer needs and 

expectations, leading to more targeted and effective marketing campaigns (Abrokwah-Larbi & 

Awuku-Larbi, 2024) 
Moreover, the ability of AI systems to process unstructured data from various social media 

and review platforms supports the development of personalized recommendations and optimized 

customer experiences. These findings align with the work of Maldonado-Canca et al., 2024), who 
noted that enterprise-level AI integration within social media frameworks significantly strengthens 

customer satisfaction and internal business processes. 
Table 3. AI Technology 

AI Technology Strategic Contribution Supporting Sources 

Natural Language 

Processing (NLP) 

Analysis of consumer sentiment and emotional tone 

in unstructured data. 

Abrokwah-Larbi & Awuku-

Larbi (2023) 

Predictive Analytics Forecasting consumer trends and optimizing 

marketing tactics. 

Maldonado-Canca et al. (2024) 

Clustering Algorithms Precision targeting through consumer segmentation. Maldonado-Canca et al. (2024) 
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Knowledge Mapping Detecting hidden patterns and relationships for 

strategic planning. 

Căpățînă et al. (2023) 

3.3 Influence of AI-Enabled Influencer Marketing 

A notable trend identified through the dashboard concerns the growing influence of AI-

enabled influencer marketing. Data indicate that collaborations with both human and AI-powered 

influencers foster greater consumer trust and enhance brand engagement, especially in collectivist 

cultural settings (Omeish et al., 2025) 

The strategic use of AI to select and manage influencer partnerships enables companies to 

optimize authenticity and cultural relevance in their marketing campaigns. These findings reinforce 

the need for nuanced, culturally aware influencer strategies, integrating technology with human 

relationship-building factors (Graham & Stough, 2025). 

3.4 Dashboard Visualizations and Strategic Insights 

The dashboard also provides an integrated real-time visualization of key marketing metrics, 

facilitating agile and informed decision-making. Metrics such as engagement rates, sentiment 

trajectories, click-through rates, and influencer impact scores are tracked and presented through 

dynamic visual tools (Andrews et al., 2003). 

Real-time data visualization, as operationalized in the dashboard, aligns with the strategic 

models proposed by Huang & Rust, 2021) and further adapted by Verma, 2025), who emphasize the 

centrality of adaptive, data-driven marketing in achieving sustained competitive advantage in rapidly 

evolving digital ecosystems. 

3.5 Bibliometric Analysis Using VOSviewer 

To complement the dashboard findings, a bibliometric analysis using VOSviewer was 

conducted to map the intellectual landscape of AI and social media marketing research.The keyword 

co-occurrence network reveals that the primary research themes cluster around "artificial 

intelligence," "social media marketing," "consumer trust," and "personalization." Furthermore, 

author collaboration networks highlight several influential researchers contributing significantly to 

the field (Bagger, 2024; Lee, 2021). 

The bibliometric analysis confirms that academic discourse increasingly focuses on the ethical, 

strategic, and technological intersections of AI applications in marketing, paralleling the trends 

observed in industry practices (Amin, 2025). 

 
Figure 2. Network Visualization 42 Articles 

A bibliometric analysis was conducted using VOSviewer software to map the keyword co-

occurrence network within the selected articles related to artificial intelligence (AI), social media 

marketing, and consumer behavior. The resulting visualization (Figure 7.1) displays a clustered 

network of interconnected terms based on their co-occurrence in the literature. A total of 56 keywords 

were identified, grouped into five distinct clusters, with 687 links and a total link strength of 1,157. 
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The network illustrates thematic concentrations and the relationships among major research topics 

within the field (Lee, 2021). 

In the visualization, each node represents a keyword, and the size of the node corresponds to 

the frequency of the term's occurrence. The lines between nodes indicate the strength of the co-

occurrence relationships, while different colors represent distinct thematic clusters. The visualization 

scale was based on occurrences, with variations in circle size and color intensity to reflect keyword 

prominence and interconnectivity. 

Cluster 1 (Yellow Cluster): Artificial Intelligence and Marketing Strategy. The first cluster, 

visualized in yellow, centers around the keywords "artificial intelligence," "impact," "marketing," 

"strategy," and "performance." This cluster highlights the core research theme connecting AI 

applications with marketing performance and strategic marketing planning. It suggests that a 

substantial body of literature emphasizes the role of AI in enhancing marketing effectiveness and 

achieving operational improvements. The presence of terms such as "future" and "performance" 

further indicates a forward-looking perspective on how AI will continue to transform marketing 

practices. 

Cluster 2 (Green Cluster): Social Media Influencer Marketing and Consumer Behavior. The 

second cluster, shown in green, revolves around terms such as "promotion," "decision," "social media 

influencer," "follower," "brand," and "purchase intention." This cluster focuses on the dynamics of 

influencer marketing within social media platforms. The connections suggest that research has 

heavily concentrated on how influencers impact consumer perceptions, brand loyalty, and purchasing 

behavior. Additionally, the emphasis on "promotion" and "decision" indicates the strategic use of 

influencers to shape consumer decision-making processes. 

Cluster 3 (Red Cluster): Emotional and Behavioral Aspects of Social Media Use. The third 

cluster, visualized in red, encompasses keywords such as "fear," "participant," "student," "tiktok," 

"instagram use," "missing," and "individual." This cluster reflects research focusing on the emotional 

responses and behavioral patterns associated with social media use. Notably, the prominence of terms 

like "fear" and "participant" suggests studies exploring the psychological effects of social media 

consumption, particularly among younger demographics such as students. The association with 

platforms like TikTok and Instagram underscores the relevance of newer, engagement-driven social 

networks in contemporary consumer behavior studies. 

Cluster 4 (Blue Cluster): Risk and Relationship Management in Digital Contexts. The fourth 

cluster, depicted in blue, is formed around keywords such as "relationship," "risk," "evidence," 

"mechanism," and "daily life." This thematic group addresses the risks and relational mechanisms 

inherent in digital marketing and AI applications. It indicates scholarly interest in how technology-

mediated interactions influence trust, relational outcomes, and perceived risks among consumers. 

Cluster 5 (Purple Cluster): Awareness and Health-Related Implications. The fifth cluster, 

displayed in purple, includes terms such as "awareness," "health," "implication," and "topic." 

Although smaller, this cluster highlights an emerging research area concerning the broader societal 

and health implications of AI and social media technologies. Discussions around awareness 

campaigns, public health promotion, and ethical considerations in technology deployment are evident 

in this thematic grouping. 
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Figure 3. Overlay Visualization 42 Articles 

The bibliometric mapping conducted through VOSviewer also utilized an overlay 

visualization technique to capture the temporal dynamics and thematic progression within the field 

of artificial intelligence (AI) and social media marketing. Figure 7.2 presents the overlay 

visualization where the color gradient represents the average publication year of the studies 

associated with specific keywords. The spectrum, ranging from blue (older studies) to yellow (newer 

studies), provides insights into the chronological evolution of research themes across the dataset. 

The visualization reveals that foundational topics such as "artificial intelligence," "marketing," 

"impact," and "performance" are predominantly positioned in the earlier phase of the timeline, 

indicated by the green to light green hues. This suggests that discussions around the strategic 

integration of AI in marketing practices have been well-established in the literature over the past few 

years. Consistent with earlier findings (AlRoshoud & El-Gohary, 2024), these core themes reflect 

the initial research emphasis on AI's potential to enhance marketing performance and organizational 

competitiveness. 

In contrast, newer research trends are identifiable by the keywords that appear in yellow 

shades, such as "future," "strategy," "promotion," and "decision." These terms are associated with 

more recent publications, indicating a growing academic interest in how AI tools are being leveraged 

for strategic marketing innovations and decision-making processes. The progression toward these 

themes signifies an evolving research focus from merely exploring AI capabilities to operationalizing 

AI for dynamic marketing strategies (Wang & Qiu, 2024). 

Interestingly, the social and behavioral dimensions, represented by keywords such as "fear," 

"participant," "relationship," and "awareness," are shown predominantly in shades of blue and light 

blue, indicating that these discussions were established slightly earlier but continue to hold relevance. 

This suggests that while technological applications remain a core research area, concerns around 

emotional and ethical implications of AI in social media contexts are enduring scholarly interests, 

aligning with contemporary debates on AI ethics and consumer well-being (Jayasingh et al., 2025). 

Moreover, the overlay visualization highlights the increasing prominence of influencer 

marketing research in recent years. Terms like "influencer," "promotion," "purchase intention," and 

"post" are positioned towards the newer end of the spectrum, suggesting a recent surge in studies 

examining how AI can optimize influencer selection, content targeting, and consumer engagement 

on social media platforms (Rahman et al., 2025). 

The dispersion and interlinkages among keywords across different colors also illustrate the 

interdisciplinary nature of the research domain. AI marketing research increasingly draws from fields 

such as psychology, communication studies, business strategy, and technology ethics. The temporal 

spread captured in the overlay map confirms that while the field initially concentrated on 

technological affordances, it has progressively expanded to incorporate human-centered concerns, 

strategic integration, and social implications. 
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Overall, the overlay visualization provides a comprehensive view of how the research 

landscape on AI and social media marketing has evolved over time. It underscores the shift from 

foundational exploration towards more nuanced and application-focused studies, highlighting 

emerging themes such as influencer marketing strategies, consumer decision-making processes, and 

ethical considerations in AI deployment. These insights affirm the dynamic and multidisciplinary 

nature of AI marketing research and point toward future research trajectories that balance 

technological innovation with strategic and ethical imperatives (Gerlich, 2023). 

4.  DISCUSION 
4.1 The Strategic Role of AI in Marketing Enhancement 

The integration of Artificial Intelligence (AI) into marketing activities has notably transformed 

the strategic capabilities of businesses, especially small and medium-sized enterprises (SMEs). 

Findings from the dashboard analysis confirm that AI enables firms to achieve higher operational 

efficiency and marketing effectiveness through real-time data processing and predictive analytics. 

These results corroborate earlier studies that position AI as a catalyst for developing strategic 

marketing resources (Khare, 2025; Rajput et al., 2024). 

The evidence indicates that AI not only automates repetitive marketing tasks but also enhances 

strategic decision-making through sophisticated consumer behavior analysis. Machine learning 

techniques allow businesses to dynamically segment audiences and predict market trends, facilitating 

highly targeted and responsive marketing campaigns (Giang et al., 2025). As highlighted by (Devi, 

2025), SMEs adopting AI are better positioned to respond to market volatility and shifting consumer 

expectations. 

4.2 Enhancing Consumer Engagement through Personalization 

Another critical finding of this study relates to the role of AI in personalizing consumer 

experiences. The results demonstrate that AI applications, such as natural language processing (NLP) 

and predictive modeling, enable the delivery of highly customized content, significantly improving 

consumer engagement metrics. This supports the arguments made by Ngo, 2024), who noted that AI 

enables organizations to create tailored marketing experiences that resonate deeply with individual 

consumer preferences (Audrezet et al., 2020). 

Moreover, AI-driven personalization extends beyond product recommendations to include 

dynamic content generation, chatbot interactions, and sentiment-adaptive advertising. These 

technologies foster deeper emotional connections between brands and consumers, enhancing loyalty 

and long-term engagement (Das et al., 2024). The feeling dimension of AI, as conceptualized by 

Narayanan (2025), becomes particularly relevant in this context, emphasizing that effective AI 

marketing must appeal not only to rational but also to emotional aspects of consumer behavior. 

4.3 The Synergy Between AI and Social Media Marketing 

The dashboard findings also highlight the pivotal role of AI in optimizing social media 

marketing strategies. Social media platforms provide a fertile ground for AI applications, offering 

vast amounts of user-generated data that can be analyzed for strategic insights. The use of AI-

powered tools on social networks enhances campaign targeting, content personalization, and real-
time consumer feedback analysis (R. Sharma & Singh, 2025). 

Giang et al., (2025), underscore the importance of AI in refining advertising strategies across 

social media, enabling businesses to allocate resources more efficiently and maximize campaign 

ROI. In particular, the deployment of AI-driven chatbots on platforms like Facebook Messenger and 

Instagram Direct enhances customer service responsiveness, significantly impacting consumer 

satisfaction and retention rates (Kuran & Khabbaz, 2025). 

4.4 Influencer Dynamics in the Age of AI 

One emerging theme from the study is the critical intersection between AI applications and 

influencer marketing dynamics. As indicated by dashboard metrics, AI enables brands to select 

influencers more strategically by analyzing engagement patterns, audience demographics, and 

https://journal.dinamikapublika.id/index.php/aira
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sentiment alignment. This analytical capability ensures that influencer partnerships are not only 

culturally resonant but also performance-driven (Omeish et al., 2024). 

The study supports the findings of Liu & Liu (2025), who argue that AI-facilitated influencer 

selection enhances credibility, parasocial bonding, and ultimately brand trust. Particularly in 

collectivist markets, where emotional connection is a key driver of consumer loyalty, AI can optimize 

influencer marketing to align with deeper social values and identity markers (Davenport et al., 2020). 

4.5 Ethical Considerations in AI Marketing Applications 

While the strategic benefits of AI in marketing are evident, the ethical challenges associated 

with its deployment must not be overlooked. Issues surrounding data privacy, algorithmic bias, and 

consumer manipulation surfaced during the analysis, reinforcing concerns raised in the broader 

literature (Huang & Rust, 2021). 

Transparency in AI-driven personalization and data handling is crucial to maintaining 

consumer trust. As AI systems become more influential in shaping consumer perceptions and 

behaviors, businesses must prioritize ethical design principles, such as fairness, accountability, and 

explainability. Responsible AI usage not only mitigates regulatory risks but also enhances brand 

reputation and long-term consumer loyalty (Phuong et al., 2025). 

4.6 Implications for Small and Medium-Sized Enterprises 

The findings of this research have particular significance for SMEs seeking to harness AI 

technologies. SMEs often face resource constraints that limit their ability to invest heavily in 

advanced digital infrastructure. However, the dashboard results suggest that even modest 

implementations of AI tools, particularly within social media marketing, can yield substantial returns. 

SMEs that strategically adopt AI for consumer engagement, trend analysis, and personalized 

outreach are better positioned to compete with larger corporations. This supports the proposition by 

Smith-Mutegi et al., 2025) that AI can serve as an equalizer for SMEs, enabling them to close 

operational gaps and leverage customer-centric strategies more effectively (Su et al., 2021). 

4.7 Limitations and Future Research Directions 

Despite its contributions, this study is not without limitations. First, the data are primarily 

sourced from English-language platforms and reviews, potentially limiting generalizability to non-

English-speaking markets. Second, the focus on SMEs means that findings may not fully extend to 

larger corporate settings where AI infrastructure is more advanced (Grewal & Roggeveen, 2020; 

Nagy & Hajdú, 2021). 

Future research should explore cross-cultural variations in AI marketing adoption and 

investigate sector-specific applications. Longitudinal studies are also needed to assess the long-term 

effects of AI integration on brand equity and consumer loyalty. Furthermore, more research is 

required into the ethical dimensions of AI marketing, particularly in contexts involving vulnerable 

consumer groups (Panda et al., 2025). 

5. CONCLUSION 

The present analysis demonstrates that integrating AI-powered tools and social media 

analytics into marketing strategies significantly enhances both the understanding and management 

of brand performance. By leveraging advanced natural language processing techniques and real-time 

data ingestion, marketers can capture nuanced consumer sentiments and behavioral dynamics that 

traditional methods might overlook (Aldous et al., 2024). This comprehensive approach not only 

improves the evaluation of digital campaigns but also aids in the early identification of emerging 

trends, enabling marketers to optimize personalized marketing efforts and respond more agilely to 

shifts in consumer preferences (Capatina et al., 2025). Furthermore, the growing use of AI in 

sentiment analysis and brand health monitoring illustrates the critical role of machine learning in 

delivering more accurate, granular, and actionable consumer insights compared to traditional market 

research techniques. 
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Moreover, the evolving role of influencers — both human and AI-powered — highlights an 

essential shift in how brands cultivate consumer trust and build parasocial relationships across 

diverse markets (Li, 2025). As social media platforms like TikTok, Instagram, and emerging 

decentralized networks continue to expand, understanding the dynamics of influencer credibility, 

social capital formation, and audience engagement becomes increasingly important. Recent studies 

show that AI influencers can be just as effective as human counterparts in specific contexts, although 

nuances such as cultural collectivism significantly moderate audience perceptions (Gerlich, 2025). 

Hence, marketers must strategically align their influencer marketing efforts with culturally informed 

insights, leveraging AI not only for operational efficiency but also for emotional resonance with 

target audiences. 

Ultimately, this research underscores that a robust, data-driven marketing framework — 

underpinned by dynamic data integration, rigorous methodological insights, and ethical 

considerations — is indispensable for navigating the complexities of contemporary digital 

environments (Gündüzyeli, 2025; Majeed et al., 2025). As digital ecosystems become increasingly 

fragmented and consumer expectations around personalization and privacy intensify, businesses that 

adopt AI ethically and strategically will gain sustainable competitive advantages. Future marketing 

strategies must therefore integrate advanced AI capabilities with human-centric values to ensure both 

technological excellence and enduring consumer trust. Building on this foundation, continuous 

innovation in AI governance, transparency, and cross-cultural sensitivity will be critical to achieving 

long-term success in a rapidly evolving global marketplace (Jin & Ryu, 2020). 
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