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Abstract 

Artificial Intelligence (AI) has become one of the most influential technological forces reshaping modern 

marketing. As organizations undergo digital transformation, AI tools—such as machine learning, 

generative AI, and predictive analytics—are increasingly integrated into strategic and operational 

marketing activities. This systematic literature review synthesizes contemporary research to examine how 

AI contributes to marketing efficiency, personalization, and organizational capability development. 

Drawing from theoretical models including the Technology Acceptance Model (TAM) and the Theory of 

Planned Behaviour (TPB), the review identifies the behavioral, technological, and organizational factors 

influencing AI adoption. Findings suggest that while AI enhances personalization, decision accuracy, and 

strategic agility, adoption outcomes are moderated by organizational readiness, brand-related factors, and 

user perceptions. The paper concludes by proposing an integrated conceptual framework and outlining 

directions for future research. 
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1. Introduction 

Artificial Intelligence (AI) refers to computational systems designed to perform tasks that traditionally 

require human intelligence, such as learning, reasoning, and problem-solving. In parallel, digital 

transformation is widely understood as the strategic integration of digital technologies into business 

processes to enhance efficiency, responsiveness, and value creation. When combined, AI and digital 

transformation are fundamentally reshaping the marketing landscape. 
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Recent scholarship highlights that AI is altering how businesses interact with customers, optimize 

campaigns, and develop competitive strategies (Dwivedi et al., 2021). AI enables real-time personalization, 

automated decision-making, and scalable content generation, which collectively redefine consumer 

engagement. Mattila et al. (2021) emphasize that digital transformation in B2B contexts requires 

organizations to move away from legacy routines and adopt data-driven, customer-centric approaches. AI 

technologies support this transition by offering predictive insights and enhancing customer experience 

design. 

Labib (2024) argues that the disruptive impact of AI extends beyond tools and techniques, influencing 

organizational culture, strategy, and interdisciplinary knowledge integration. As digital transformation 

accelerates globally, marketers are increasingly required to adapt to AI-enabled systems and rethink 

traditional marketing paradigms. 

 

the above diagram explains how ai technologies, organisational readiness and consumer behaviour is linked with digital 

transformation and content generation and competitive advantage is linked to marketing outcomes. 

2. Literature Review 

2.1 AI as a Driver of Digital Transformation in Marketing 

Across the reviewed literature, AI is consistently positioned as a transformative capability rather than a 

simple technological add-on. Technologies such as machine learning, natural language processing, and 

generative AI help organizations automate tasks, enhance decision accuracy, and deliver personalized 

customer experiences (Makki, 2023; Labib, 2024). 

According to Makki (2023), AI-driven tools such as chatbots, recommendation systems, and sentiment 

analysis engines shift marketing decision-making from intuition-driven to evidence-based processes. These 
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tools enable marketers to respond to consumer needs in real time and scale personalization efforts across 

digital channels. 

Labib (2024) further emphasizes the disruptive potential of generative AI, noting its expanding use in 

automated content development, creative design, and interactive customer engagement. Such technologies 

support hyper-personalization and enable firms to produce large volumes of relevant, context-aware 

content at a fraction of traditional cost. 

2.2 Theoretical Foundations for AI Adoption 

2.2.1 Technology Acceptance Model (TAM) 

TAM posits that perceived usefulness and perceived ease of use shape user attitudes and adoption 

intentions. TAM has been applied extensively to AI adoption research. 

 Lahiru and Bandara (2024) found that individuals are more likely to adopt AI-generated content 

when they perceive it as useful and easy to navigate. 

 Makki (2023) similarly argues that marketers embrace AI when it improves efficiency, accuracy, 

and overall performance. 

2.2.2 Theory of Planned Behavior (TPB) 

TPB explains technology adoption based on: 

1. attitude, 

2. subjective norms, and 

3. perceived behavioral control. 

Phuong Dung et al. (2023) demonstrate that these three drivers significantly influence learners’ 

intentions to use AI tools in digital marketing. Positive attitudes toward AI, social encouragement, 

and confidence in using digital tools increase adoption likelihood. 

2.2.3 Organizational Capability and Digital Transformation Theory 

While TAM and TPB focus on individual behavior, organizational capability theory explains how firms 

adopt and exploit AI. Lu and Shaharudin (2024) highlight four key enablers of AI-enabled digital 

transformation: 

 strong leadership and strategic clarity, 

 workforce digital literacy, 

 robust technological infrastructure, 

 a culture that promotes innovation and experimentation. 

Organizations possessing these capabilities are more likely to achieve sustained competitive advantages 

through AI integration. 
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2.3 Integrated Conceptual Insights 

The literature suggests that AI adoption in marketing is influenced by factors across both individual and 

organizational levels: 

Individual-Level Drivers (TAM & TPB) 

 perceived usefulness 

 ease of use 

 attitudes toward AI 

 subjective norms 

 perceived behavioral control 

Organizational-Level Drivers 

 digital readiness 

 leadership support 

 infrastructure quality 

 innovation culture 

Outcomes of AI Adoption 

 deeper personalization 

 enhanced engagement 

 improved marketing efficiency 

 stronger competitiveness 

 increased purchase intention 
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these insights collectively explain how ai supports digital transformation across marketing functions. 

Theme Key Finding Source 

AI in Marketing Systems Chatbots, recommendation engines, and 

sentiment analysis improve campaign 

performance and customer interaction 

Makki (2023) 

Generative AI Trends AI-generated content is reshaping 

engagement and brand storytelling 

Labib (2024) 

Consumer Purchase 

Intention 

Digital transformation trends influence B2B 

consumer behavior, moderated by brand 

awareness 

Hien & Nhu (2022) 

Organizational Readiness SMEs gain competitive advantage through 

AI, but success depends on leadership and 

digital skills 

Lu & Shaharudin 

(2024) 

AI Content Adoption Perceived usefulness and ease of use drive 

adoption of AI-generated content 

Lahiru & Bandara 

(2024) 

Entrepreneurial 

Intentions 

TPB and TAM explain how learners adopt 

AI tools for digital marketing start-ups 

Phuong Dung et al. 

(2023) 

 

3. Research Methodology 

3.1 Research Design 

A Systematic Literature Review (SLR) aligned with PRISMA 2020 guidelines was conducted to examine 

how AI contributes to digital transformation in marketing. The review relied exclusively on secondary data 

from peer-reviewed academic sources. 

3.2 Search Strategy 

Searches were performed across major academic databases, including Scopus, Web of Science, 

ScienceDirect, Emerald Insight, IEEE Xplore, SpringerLink, and Google Scholar (as supplementary). 

Keywords included combinations of: 

“Artificial intelligence,” “digital transformation,” “digital marketing,” “machine learning,” “generative 

AI,” “consumer behavior,” and “marketing analytics.” 

Studies published up to 2024 were considered. 
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3.3 Inclusion & Exclusion Criteria 

Included: 

 peer-reviewed journal articles 

 conference papers 

 high-quality conceptual and empirical studies 

Excluded: 

 non-English publications 

 studies lacking methodological clarity 

 practitioner articles without academic rigor 

3.4 Data Extraction & Synthesis 

A structured data extraction framework captured: 

 authorship, year, and purpose 

 theoretical foundation 

 methods and samples 

 AI technologies studied 

 key findings and limitations 

Thematic synthesis was used to identify recurrent patterns across studies. 

3.5 Ethical Considerations 

Since the review used publicly available secondary sources, no human participation was involved and 

ethical clearance was unnecessary. 

4. Discussion and Findings 

4.1 AI as a Catalyst for Marketing Transformation 

The literature portrays AI as essential to modern marketing transformation. Studies consistently show that 

AI enhances efficiency, supports real-time decision-making, and fosters hyper-personalization (Makki, 

2023; Labib, 2024). Marketing activities increasingly rely on chatbots, recommendation algorithms, 

predictive models, and generative AI systems. 

4.2 Effects on Consumer Behavior and Purchase Intention 

AI-generated recommendations, personalized content, and interactive interfaces strengthen consumer 

engagement and trust. Hien and Nhu (2022) find that brand awareness significantly moderates how digital 
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transformation influences purchase intention. Meanwhile, TAM-related perceptions such as usefulness and 

ease of use remain strong predictors of acceptance (Lahiru & Bandara, 2024). 

4.3 Organizational Readiness and Competitive Advantage 

Effective AI adoption requires more than technological acquisition; organizational readiness, leadership, 

and digital skills play critical roles (Lu & Shaharudin, 2024). Firms with higher digital maturity achieve 

stronger operational efficiency and competitive performance. 

4.4 Adoption of AI-Generated Content 

Generative AI is reshaping content creation, but adoption depends on trust and perceived authenticity. 

Consumers reject AI content that appears artificial or biased (Lahiru & Bandara, 2024). Ensuring reliability 

and context-appropriate messaging is essential. 

4.5 AI in Entrepreneurship and Education 

AI reduces entry barriers for entrepreneurs by providing accessible tools for analytics, automation, and 

content production. TPB-related factors—attitude, perceived control, and subjective norms—substantially 

influence AI adoption among learners and future digital marketers (Phuong Dung et al., 2023). 

5. Challenges and Research Gaps 

5.1 Data Privacy and Ethical Concerns 

Heavy reliance on personal data raises issues related to privacy, algorithmic bias, and regulatory 

compliance. 

5.2 Skill Gaps and Organizational Barriers 

Lack of digital skills, resistance to change, and insufficient leadership support inhibit AI-driven 

transformation. 

5.3 Trust in AI-Generated Content 

Consumers remain cautious about authenticity and accuracy in AI-generated outputs. 

5.4 Integration Challenges 

Legacy systems, cost barriers, and infrastructure gaps complicate AI implementation, especially for 

SMEs. 

5.5 Limited Theoretical Integration 

Future research should better integrate AI adoption models with frameworks related to customer 

experience, digital maturity, and organizational learning. 

6. Conclusion 

The evidence indicates that AI is a transformative catalyst accelerating digital transformation in 

marketing. It enhances personalization, strengthens consumer engagement, and supports strategic decision-
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making. The integration of theoretical models such as TAM, TPB, and organizational capability theory 

provides a comprehensive understanding of how AI is adopted at individual and organizational levels. 

To maximize AI benefits, firms must invest in digital skills, ethical data practices, and strong leadership 

support. Future research should explore longitudinal adoption patterns, cultural contexts, and emerging AI 

technologies such as autonomous agents and multimodal generative models. 
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