Generative Artificial Intelligence For Digital Marketing: Insights
and Antecedents - A Systematic Literature Review

Pritam kumar*, Punnaluck Satanasavapak,
Donyawan Chantokul and Yunmei Wang
Assumption University, Bangkok, Thailand

Corresponding Author, E-mail: pkumar@msme.au.edu

XXX XXXX¥

Abstract

Background: The rapid advancement of artificial intelligence (Al) has revolutionized
digital marketing practices, enabling more personalized, efficient, and data-driven strategies.
Within this evolving landscape, generative Al stands out by creating entirely new concepts,
content, and designs from previously learned patterns. Despite its potential, the current extent
of generative Al’s integration into digital marketing and its practical implications remain
underexplored.

Aim: This systematic literature review seeks to examine the insights and antecedents
of the generative artificial intelligence transforming the digital marketing industry. Determine
the important elements impacting the adoption and deployment of generative artificial
intelligence in digital marketing

Methods: Utlizing systematic literature review methodology and adhering to the
PRISMA framework, twenty scholarly publications were selected based on predefined
inclusion and exclusion criteria through PICOC framework.

Results/Findings: The findings indicate that while generative Al-driven marketing
applications are still emerging, they demonstrate the capacity to improve content
personalization, automate creative processes, and refine customer interactions. However,
uncertainties persist regarding scalability, data privacy, algorithmic transparency, and ethical
considerations.

Conclusion: Generative Al shows promise in reshaping digital marketing strategies.
Addressing current limitations can lead to more responsible, innovative applications.

Implication: Insights from this review can guide practitioners and researchers in
developing robust frameworks, governance models, and educational initiatives that optimize
the adoption of generative Al and ultimately enhance marketing outcomes.

Keywords: Generative Al, digital marketing, content creation, consumer engagement,
customising user experiences.

Introduction

Adopting cutting-edge technologies is crucial for being competitive in digital
marketing (Reis & Melao, 2023). The field of generative Al is currently expanding rapidly,
exceeding even its own projections from a few years ago in terms of capabilities such as
content creation and personalized experiences (Ooi et al., 2023). Generative Al creates new
things. It generates text, photos, videos, and other media using cutting-edge machine learning
algorithms (Bandi et al., 2023). Generative Al is one of the fastest-growing fields of
technology today, with features like content creation and personalized experiences that have
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continued to outperform what was ever believed to be feasible just a few years ago. Generative
Al is a branch of artificial intelligence that aims to produce new concepts and goods. It does
this by employing state-of-the-art machine learning algorithms to generate a variety of media,
such as text, images, and videos. Researchers could accomplish the aforementioned by
searching for significant factors in big specimen data and technological advancement that are
impacting how marketers plan, communicate with customers, and deliver interesting,
customized experiences (Lv, 2023). Yang et al. (2024), affirmed that the use of generative
artificial intelligence in digital marketing takes place when consumer demand is very high.
Generative Al in digital marketing is timed to align with periods of high consumer demand.
Today's consumers expect quick, relevant, and tailored information across a wide range of
channels. Marketers can produce customized content on a massive scale and disseminate their
advertising campaigns extensively thanks to generative Al (Chintalapati & Pandey, 2021).

Artificial intelligence (AI) allows marketers to mass-produce personalized content,
launch ad campaigns that can be fine-tuned in real-time based on user feedback, and integrate
chatbots and virtual assistants through algorithms to streamline customer interactions (Kumar
et al., 2024). Because this would automate the tedious parts and free up marketers to focus on
the new strategic jobs, efficiency would increase. Students and professionals in the field of
digital marketing would do well to maintain a constant vigilance on the development of
generative Al due to the field's growing importance in this space. According to Cheng et al.
(2022), incorporating generative Al into marketing strategy can help companies improve
customer engagement and interaction in a data-driven economy. When writing ad copy for
online advertising platforms, especially for social media and search ads, advertisers should
focus on the call to action, the landing page they link to, and the rhetorical context (Hocutt,
2024). The most it has accomplished so far is to offer a high-level summary of generative Al's
function in the advertising industry. Generative Al has had significant growth and
development, to the point that it is now widely integrated into online advertising systems
(Abrokwah-Larbi, 2023). The application of generative Al in digital marketing is still in its
formative stages, despite the field's notable growth. According to recent studies (Osadchaya et
al., 2024; Rana et al., 2024; Mariani & Dwivedi, 2024), people are becoming more interested
in the ways that this technology might alter marketing strategies. According to research by
Baris (2020) and Gupta et al. (2024), generative Al has the potential to transform marketing
by making it more successful, efficient, and innovative in addressing certain audiences.
However, there is a clear gap in research regarding the utilization of generative Al to meet the
increasing need for instant and tailored client interactions, despite the significant advances
made in these domains. The majority of the existing research on generative Al in marketing
has been on its far-reaching effects, such as how it will change marketing strategies and
tactics as a whole. The increasing demand for tailored and instantaneous engagement from
consumers has led to a dearth of in-depth research into how generative Al may meet this
demand.
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Research Gap

Unprecedented possibilities for automating and customizing digital marketing
initiatives have been brought about by the development of generative artificial intelligence (Al)
technologies, such as OpenAl's GPT-3 (Satra, 2023). Although early research has looked at
the technical uses of generative Al in marketing tasks like data analysis, customer engagement,
and content creation (Low et al., 2020), there is still a lot to learn about how these technologies
will completely change the digital marketing sector. In particular, little study has been done on
the wider effects of generative Al adoption on market dynamics, industry practices, and
marketers' professional duties (Olson et al., 2021). The potential for generative Al to reshape
strategic decision-making processes, change consumer behavior and trust, and need new skill
sets from marketing professionals is frequently overlooked in the research now in publication
(Mogaji et al., 2020). Furthermore, in the context of digital marketing, certain ethical issues are
not sufficiently examined, such as biases in Al-generated content and transparency concerns
(Adam et al., 2020). In order to gain insight into future industry trajectories and the professional
competencies needed in an Al-driven era, it is imperative that thorough studies be conducted
that examine how the integration of generative Al will change the digital marketing landscape
and impact marketers.

Research Objective

1. To examine the insights and antecedents of the generative artificial intelligence
transform the digital marketing industry.

2. Determine the important elements impacting the adoption and deployment of
generative artificial intelligence in digital marketing.

Literature review

Utilizations of Generative Artificial Intelligence

A growing body of literature on generative Al's use to digital marketing attests to the
industry's growing fascination with incorporating cutting-edge Al methods into advertising
campaigns. Generative Al has been the subject of substantial study because to the profound
effect it can have on personalizing user experiences. One major development in digital
marketing is Al's capacity to tailor content generation to user preferences (Bag et al., 2021).
assert that the most important advancement in digital marketing is Al's ability to customize
content creation to user preferences (Behera et al., 2019). GPT models and other generative
Al systems can produce promotional content, including blog entries, social media updates,
and advertisements. According to Soni (2023), marketers may save time and money by
automating the creation of large amounts of content. However, because of worries about its
uniqueness and quality, the study discovered that Al-generated material still need human
interaction. Another important area where this technology can be useful is in the creation of
tailored, customer-specific content. Al-driven personalization has been shown to increase
customer engagement and conversion rates (Whig et al., 2024; Chen et al., 2021).

Numerous studies have shown that material produced by artificial intelligence (Al),
such as tailored emails, product recommendations, and interactive website content,
significantly increases consumer satisfaction and loyalty (Gao et al., 2023 ; Kumar et al .,
2024). Another use of generative Al is customer journey mapping and optimization (Bilgram
& Laarmann, 2023). We can use machine learning to sift through massive amounts of
customer data, forecast their behavior, and figure out the best times and locations to deliver



2050 Journal of Roi Kaensarn Academi
Vol. 9 No 12 December 2024

them tailored messages. Studies have shown that artificial intelligence (Al) can predict what
customers will do (Gkikas & Theodoridis, 2021; Herhausen et al., 2020). By utilizing these
models, marketing tactics may be adjusted to better meet the needs of clients at each phase of
their journey.

Artificial intelligence's capacity to swiftly produce several ad variations and assess
their efficacy has transformed digital advertising. By creating multiple iterations of creative
content and evaluating their efficacy, the study by Anantrasirichai and Bull (2021) explores
the potential of artificial intelligence (Al) to enhance advertising. Prentice et al. (2020),
discovered that Al-driven A/B testing greatly enhanced the performance and return on
investment (ROI) of advertisements. The potential of employing generative Al to preserve a
consistent brand voice across several platforms is another area of research The potential of
Al-generated stories to enhance brand storytelling activities is assessed by Dwivedi et al.
(2020). The capacity of artificial intelligence (Al) to produce content that adheres to a
company's desired tone and voice is a significant advantage for maintaining brand consistency.

Digital Marketing

As social media, online platforms, and mobile devices have become more
commonplace, digital marketing has become a crucial component of modern corporate
strategy (Saura et al., 2020). The researchers (Faruk et al., 2021) go into some detail to
explain how digital marketing has evolved over time. Nowadays, a lot of people use social
media and other digital platforms for investigation, learning, and, of course, buying. Because
of this shift, digital marketing is getting an excessive amount of the advertising spend. This
illustrates how digital marketing is increasingly being incorporated into businesses' entire
marketing strategies. Marketers are responding to this shift by directing a significant amount
of their advertising budget toward digital marketing, as noted by Melovi¢ et al. (2020). It
draws attention to how crucial digital marketing is now to businesses' overall marketing plans
(Luangrath et al., 2021).

Matta et al. (2020) emphasis search engine optimization and marketing. A firm must
use search engine optimization (SEO) if it wants more consumers to notice its online goods
and services when they search (Olson et al., 2021). Customer searches are more likely to
include terms relating to their needs than specific company names, so it is imperative that
businesses work to improve their search engine rankings. According to Prasad and Chandrika
(2022), SEO is a subcategory of digital marketing that looks into how search engines work
and what consumers enter into them to get particular types of content, The primary search
results from well-known search engines like Yahoo, Google, and Bing will be shown on
websites together with other media formats like videos or local listings based on the search
engine's evaluation of user relevancy (Fatima, 2020). In their digital marketing study,
(Dwivedi et al., 2020) look at social media sites such as Instagram, Twitter, and Facebook.
Marketers are singing the praises of social media marketing for its many benefits, including
more customer engagement, stronger brand communities, and more user-generated content. A
research by Chun et al. (2021) looked at how social media analytics may be used to gauge
campaign efficacy, sentiment, and engagement. By purposefully producing and sharing
useful, relevant content, content marketing seeks to draw in and keep consumers (Terho et al.,
2022). Digital marketing companies are becoming more and more significant in the
development of digital content marketing (Lopes & Casais, 2022; Wang et al., 2022).
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Its long-term goal is to increase sales by fostering brand-friendly connections, trust,
and engagement with prospective consumers on digital platforms. According to an analysis of
the role and effectiveness of contemporary digital marketing tactics and technologies across
various marketing domains, the new marketing paradigm depends on closely monitoring the
customer-business interaction to uncover every detail about the consumer, including their
unique characteristics, needs, and preferences (Nuseir et al., 2023). The digital potential,
threats, and tactics of electronic marketing are all examined (Jaas, 2022). Online advertising
ranks high among the most effective strategies for reaching a wide demographic. When it
relates to targeting a large audience, e-marketing is among the best and most efficient
methods. The study conducted by Hsu and Lin (2022) highlighted that e-marketing has its
advantages, but it also has significant drawbacks that require more attention in order to
mitigate the negative effects on customer trust, service adoption, and digital communication
culture

Systematic review Methodology, data and research questions

The study employs a systematic review methodical approach to examine pertinent
prior research on the function of the generative artificial intelligence transforming the digital
marketing sector (Newman & Gough, 2019). Determining the research question, creating a
search strategy, screening studies, evaluating the quality of the studies, extracting and
analyzing data, and reporting the results are all steps in a systematic review process, as shown
in figure 1 (Nikolaev, 2024). According to Xiao and Watson (2017), this methodology
guarantees a thorough examination of the pertinent literature in order to successfully answer
the research question by adhering to an organized and exacting approach. This section provides
a thorough explanation of each stage, detailing the techniques used to guarantee the review's
validity and dependability.

Formulation of Research Questions

Data Sources and Search Strategy

Screening strategy

Data Extraction and analysis

Synthesis and reporting

Figure 1: Systematic literature review process (Conceptual framework)
Source : Adapted from Newman and gough(2019); Nikolaev(2024)
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Formulation of Research Questions Using the PICOC Framework
To ensure a targeted and thorough examination of the effects of generative artificial
intelligence (Al) on the digital marketing sector and the variables affecting its use, the research
questions were methodically developed utilizing the PICOC framework (Davies, 2011), which
is a very powerful framework for determining the research scope. The PICOC framework,
which stands for Population/Problem (P), Intervention (I), Comparison (C), Outcome (O), and
Context (C), offered a methodical way to specify the study's parameters and make sure it was
in line with its goals (Nikolaev, 2024).
o P (Population/Problem): Digital marketing industry and marketing
professionals.
o I (Intervention): Implementation of generative artificial intelligence
technologies.
o C (Comparison): Traditional marketing practices without generative Al.
o (Outcome): Changes in industry practices and the impact on marketers.
o C (Context): Various organizational settings and market environments

Using this PICOC framework, the research questions were formulated as follows:
1. How will the digital marketing industry change as a result of generative

Al's implementation, and how will marketers eventually be influenced by these
changes?

2. What are the key factors influencing the adoption and implementation
of generative artificial intelligence in digital marketing?

The study methodically examines the complex changes brought about by generative
Al in the digital marketing sector and offers a sophisticated comprehension of its effects on
marketers by employing this PICOC structure. This methodology guarantees a thorough
examination that tackles the recognized research void and offers significant perspectives to
scholars and business professionals.

Data Sources and Search Strategy

The first and most crucial step in the data collection procedure is choosing
appropriate keywords and phrases to systematically gather relevant papers pertaining to the
specific research topic. The researcher compiled currently published articles between 2019
and 2024 and publications on several facets of implementing generative Al in the realm of
digital marketing from databases like ScienceDirect, ResearchGate, MDPI, and SAGE Open.
The aforementioned process was implemented by utilizing a sequence of keywords, such as
"generative Al", "digital marketing", "chatbots", "content creation", "customer engagement",
"advertising campaigns", and "customizing user experiences". As a result, the writers were
able to do more targeted research by using these combinations of phrases in titles, keywords,
and abstracts.
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Screening strategy

To find relevant studies, a methodical screening procedure was used. Initially, the
titles and abstracts of the articles were evaluated to see if they would be relevant to the research
issue. In order to be considered for this review, the studies had to fulfill the following
requirements: (1) they had to be published in English, (2) they had to address the significance
of digital marketing in comparison to traditional marketing, (3) they had to address issues
related to digital marketing, and (4) they had to be focused on digital marketing. The review
did not include any studies that did not fit these requirements. To ascertain whether the chosen
papers from the first screening were appropriate for inclusion in the systematic review, their
complete texts were carefully examined.

Data Extraction and analysis

The process of screening scientific literature in the current investigation was
impacted by the use of the PRISMA statement, a widely regarded and comprehensive
framework for performing meta-analyses and systemic reviews. Following the initial search,
titles and abstracts were evaluated to find possibly pertinent papers, and duplicates were
eliminated. After then, the whole texts of the chosen studies were obtained and thoroughly
examined. Author names, the year of publication, the study design, the sample size, the main
findings, and the conclusions were among the data that was taken out of the studies and put
into a spreadsheet. To detect recurring themes, trends, and important conclusions about the
impact of generative artificial intelligence (AI) on digital marketing, the extracted data was
examined.

Descriptive analysis

The Descriptive analysis used the PRISMA framework, for conducting meta-
analyses and systemic reviews, as depicted in Figure 2, which identified 20 articles of
literature were deemed suitable for this research review.

Records identified from;

ScienceDirect (n= 168), Records that were already
ResearchGate (n=52), » removed prior to screening;
MDPI (n= 34), and SAGE Eliminated Duplicate
(n=19) records (n=24)
Total (n=273)

l Records excluded (n= 190)

(excluded due to conference

Screening of the Records review, conference paper,
(n=249) unidentified and published

in < 2019, other than social
science

y
Reports assessed for Excluded Full text articles,
eligibility (n= 59) with reason (n= 39),
excluded because not
empirical data and article not
in English language

Reviewed Study (n= 20)
Studies included (n=20)

Figure 2. Literature screening approach
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In the first stage, 273 articles were taken from various databases with the sole
intention of conducting a systematic literature review, as demonstrated by the flow diagram in
figure 1. A total of 168 articles from ScienceDirect, 52 articles from ResearchGate, 34 articles
from MDPI, and 19 articles from SAGE were considered for inclusion in this study. In order
to ensure that the articles would be of the highest possible quality and up to date, the
researchers adhered to stringent standards for review. Following the initial screening, a total
of 273 articles were discovered that had 24 duplicate items deleted from consideration. After
that, an additional 190 papers were excluded from the compilation for a variety of reasons. A
few of the works that were excluded in this category were either published prior to the year
2019 or did not relate to the field of social sciences. A number of individuals lacked
unambiguous identification. An additional component of it consisted of reviews, conference
papers, and publications that were not named. A comprehensive evaluation of eligibility was
the following phase, which included a meticulous examination of 59 papers. A total of 39 of
the submissions were rejected because they did not contain any common themes, patterns,
and key findings related to how generative artificial intelligence (Al) affects digital marketing.
After going through a thorough and methodical screening process, 20 articles were deemed
suitable for inclusion in the review. Using these criteria, the review was carried out in a
methodical manner.

Findings

Due of its ability to decrease the amount of human work required to generate
marketing materials, the application of generative artificial intelligence in digital marketing
has attracted a lot of attention. With the help of Al technologies, businesses can now
effortlessly create high-quality marketing content (videos, audio, and pictures) for several
platforms. In this part, we will examine the content with an eye on evaluating generative Al's
role in digital marketing. The research findings will mainly center on digital marketing
strategies that use GAI, with the hopes of improving efficiency, encouraging creativity, and
increasing engagement with the intended audience.

Generative AI’s Reshaping of Digital Marketing and Its Influence on Marketers

In their research, Kumar et al. (2024) found six important marketing facets that
artificial intelligence may have a big impact on. These areas cover a wide range of topics,
such as improved customer experience, automated procedures, performance tracking, ethical
issues, and prospects for growth via Al application. Marketers can now tailor campaigns,
make strategic decisions, and operate with remarkable precision owing to artificial
intelligence. This is all thanks to the enhanced data and tools that Al has made available.
ChatGPT is a popular AI model in the field of digital marketing (Adam et al., 2020; Soni,
2023). The reason for this is that it is meant to be used in conversation. Businesses have a
fantastic tool at their disposal for creating advertising campaigns and engaging with
consumers. According to (Rivas & Zhao, 2023), Generative Artificial intelligence has created
a lot of excitement and expectation, mostly due to its potential for usage in a variety of sectors
and its significant improvements over similar previous technologies (Bag et al., 2021).
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According to recent research, the tactical and procedural aspects of digital marketing
operations are being drastically altered by the adoption of generative artificial intelligence (Al)
technology. Traditionally, rule-based campaign methods, manual content creation, and
traditional segmentation have been the mainstays of digital marketing operations. On the other
hand, generative Al has emerged to facilitate automated decision-making, increased
personalization, and more sophisticated content production (Behera et al., 2019). To improve the
efficiency and coherence of marketing campaigns, generative Al systems, for instance, can
generate personalized advertising text, graphical elements, and interactive scripts on a large scale
after being trained on vast and varied data repositories (Chen et al., 2021).

Recent advances in generative artificial intelligence (Al) technologies have had a
substantial impact on the responsibilities, skill sets, and professional growth paths of
marketing professionals. Traditionally, marketers prioritized creative campaign design,
heuristic targeting, and manual content creation (Fatima, 2020). However, the rise of Al-
powered products necessitates that they incorporate analytical thinking, data literacy, and
technological skills into their professional profiles (Herhausen et al., 2020). In addition,
marketers may gain from a greater understanding of customer emotion, perspective, and
campaign-related vocabulary, as well as from research methodologies that are more
successful. It is possible that ChatGPT may result in more tailored emails and
recommendations for marketers, automated customer service that is available around the
clock, and improved and more accurate customer service from contact centers. As
demonstrated by Low et al. (2020), who highlighted that administrators create task teams and
schedule institution-wide meetings in response to the tools, the most common
recommendations revolve on the use of this technology (Dwivedi et al., 2020). Furthermore,
the ability to analyze real-time information from Al systems and integrate them into practical
marketing plans has increased the marketer's strategic value within firms. This trend motivates
marketers, data scientists, and legal experts to work together more closely to match Al
applications with overall business goals and social expectations. Overall, the use of generative
Al in digital marketing is transforming the entire professional scene, forcing marketers to
adapt, evolve, and gain sophisticated competencies required for long-term success.

Factors influencing adoption and deployment of generative artificial intelligence in
digital marketing

Recent study suggests that the acceptance and deployment of generative artificial
intelligence (Al) in digital marketing is influenced by a number of interconnected elements
(Faruk et al., 2021). On the facilitating side, firms profit from strong technological
infrastructures and coherent strategic plans that incorporate Al tools into existing marketing
processes (Matta et al., 2020). Marketers are more likely to embrace Al-driven innovations
when they have strong leadership backing and are ready to spend in training and skill
development. Furthermore, documented benefits in efficiency, personalization, and cost-
effectiveness provide for a compelling business case, encouraging greater Al use (Terho et al.,
2022; Luangrath et al., 2021). However, significant obstacles remain. Ethical and regulatory
issues, such as addressing biases in algorithmic outputs and conforming to changing data
protection requirements, can impede implementation efforts (Setra, 2023; Melovi¢ et al.,
2020). Market actors also struggle to navigate opaque Al "black-box" models, resulting in trust
deficits among stakeholders (Mogaji et al., 2020; Olson et al., 2021). Furthermore, a lack of
specialized skills, reluctance to organizational change, and the complexities of integrating Al
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with legacy systems can impede smooth adoption (Prentice et al., 2020; Wang et al., 2022).
Although generative Al holds promise for revolutionizing digital marketing strategies, its
effective incorporation necessitates striking a balance between enabling conditions and
strategic management of enduring ethical, technological, and skill-related obstacles to lessen
the detrimental effects on customer trust, service adoption, and digital communication culture
(Jaas, 2022; Hsu & Lin, 2022).

Discussion

One must recognize the constraints of Generative artificial intelligence, despite its
impressive array of capabilities and ability to generate captivating content in many genres
such as stories, songs, essays, and other creative writing. The user's inquiries are taken into
consideration by the bot, which then provides responses that are both convincing and
educational (Osadchaya et al., 2024). The results showed that GenAl can advocate for
innovative ideas that help firms stand out from the competition and can choose material with
a wide audience in mind. In the end, it makes sense to think of GenAl as a form of indirect
incentive. According to Rana et al. (2024), depending on the circumstances, a variety of
ethical issues may affect the application of GenAl. A number of factors that affect the business
environment might influence the implementation (Dwivedi et al., 2020). The realm of
invention might undergo a full transformation thanks to GenAl. According to the majority of
them, artificial intelligence would both protect and provide room for new ideas. The
marketing uses of ChatGPT and the variables that can influence its uptake by consumers and
marketers are examined in the study by Gupta et al. (2024). Besides this, it also considers the
possible effects that ChatGPT can have on marketers. (Gao et al., 2023) have noted that the
use of artificial intelligence has had a significant effect on the advertising sector. It is crucial
to use artificial intelligence in marketing with prudence to protect people's privacy, avoid
algorithmic bias, and allow customers to comprehend and use the findings. These concerns
are vitally important when it comes to the business ethics of artificial intelligence for
marketing.

Conclusion

Thanks to natural language processing, Al-powered chatbots and virtual assistants
can provide round-the-clock customer service and interaction. These technological
developments result in enhanced customer communication, heightened customer satisfaction,
and reduced response times, all of which contribute to an outstanding customer experience. In
order to optimize marketing tactics, spot trends, and predict consumer behavior, generative
artificial intelligence allows for the real-time examination of enormous data sets. Marketers
have the potential to improve their return on investment, make more informed decisions, and
reduce inefficiencies with the assistance of this technology. Generational artificial intelligence
has the capacity to generate content that is both automated and of high quality across a variety
of channels, including social media postings, blog articles, video scripts, and email marketing
campaigns. A higher level of customization is required in today's highly competitive market,
and this automation not only enables a higher level of personalization but also reduces the
amount of time and money spent on content production. Generative Al has made it possible
for marketers to target individual consumers with adverts that are tailored to their interests
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and actions. Artificial intelligence improves consumer engagement and conversion rates by
analyzing massive databases and producing personalized content. In many cases, marketing
endeavors are more successful as a consequence of this. In addition to illuminating the
possibilities of generative Al in digital marketing, this study highlights certain challenges that
require resolution.

Ethical concerns about the protection of data privacy, the likelihood of bias in
algorithms, and the level of transparency in content generated by artificial intelligence are all
important issues that require solutions. It is possible that this may have an effect on the
uniqueness and authenticity of marketing material because it will reduce the amount of human
supervision and ingenuity employed. The capability to accomplish this is possessed by
artificial intelligence. Taking into consideration the continual development of the field, it is
imperative that future research give priority to the creation of ethical frameworks and norms
that will regulate the application of generative artificial intelligence in digital marketing. It's
possible that hybrid tactics, which combine human creativity with content created by artificial
intelligence, could result in more successful marketing campaigns. As artificial intelligence
(AI) continues to advance, generative Al will play an increasingly important role in digital
marketing. This is because it will provide new opportunities for customization, immediate
contact, and predictive analysis.

Future research

As previously said, scholarly research on potential uses for Generative Al in digital
marketing is still in its early phases. It is expected that the number of research publications will
increase dramatically in the near future. Currently, much of the literature focuses on theoretical
use cases with insufficient empirical validation through real-world application. This
emphasizes the necessity for more thorough investigation into the individual commercial and
operational requirements for successfully incorporating Generative Al into marketing
campaigns. Furthermore, the ethical and legal implications of Generative Al are a critical field
for academic research. The development of thorough frameworks and methods for the
responsible leadership of this knowledge may be encouraged for scholars. These suggestions
might serve as the foundation for upcoming empirical studies on the development and
application of different management systems.

Research Implications and limitations

This study adds theoretical and practical insights to the use of generative artificial
intelligence (Al) in digital marketing. The research contributes to the current literature by
highlighting the different capabilities and opportunities provided by generative models. The
use of generative Al has been shown to increase marketing productivity by automating
content production, customizing customer interactions, and optimizing campaigns in real
time. These developments not only save time and resources for marketing activities, but also
allow marketers to concentrate on strategic projects. Furthermore, generative Al improves
consumer experiences by allowing for the quick and tailored transmission of information,
resulting in enhanced consumer pleasure, stronger brand loyalty, and higher engagement rates.
The capacity to produce interactive advertising material, bespoke video campaigns, and
unique Al-generated content promotes innovation and creativity in the marketing sector,
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giving businesses a competitive advantage through greater customer service and
individualized experiences.

The study does, however, also address a number of practical and ethical issues
related to the application of generative Al in marketing. The safety of consumer data, the
possibility of bias in Al-generated content, and the opaqueness of Al implementation are the
main issues. In order to address these concerns, the study suggests moral principles that
guarantee companies may take use of Al's advantages while preserving client confidence and
abiding by the law. As regular operations are automated, the adoption of generative Al will
have an influence on career options in content generation and customer service. To be
competitive in a digital landscape, marketing professionals may need to adapt by honing their
creative thinking and strategic planning skills. The article makes practical recommendations
for firms looking to apply generative Al, such as best practices for implementation,
technology selection, and system integration. By studying case studies of successful Al
integration, the research gives practical insights and real-world examples that may be used by
other enterprises. Nonetheless, the study admits limitations such as the limited reach of
database sources and the early stages of relevant literature, predicting substantial
developments and new findings in the near future.

Furthermore, much of the relevant literature in this topic has been published in recent months,

implying that the research is still in its early phases. As a result, this review only provides an
early overview, and it predicts a major influx of new material in the following months,
introducing innovative concepts and conclusions.

Practice Recommendations

Organizations seeking to leverage generative Al in digital marketing should adopt a
strategic, ethically grounded approach. First, they should invest in specialized training
programs to enhance marketers’ technical competencies, ensuring seamless integration of Al-
generated content into existing workflows. Additionally, establishing transparent ethical
guidelines and data governance frameworks will foster consumer trust and mitigate biases
within Al outputs. Continuous monitoring and periodic audits of Al tools can further ensure
compliance with evolving regulatory standards. Collaboration with interdisciplinary teams,
including data scientists and legal experts, will strengthen decision-making processes, while
continuing professional development will support marketers’ evolving roles in an Al-driven
environment.
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