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Abstract  
 

Artificial intelligence helps businesses in correctly predicting and analyzing the needs of the audience, which is then 

addressed regarding social media marketing. AI promotes machine learning algorithms that help decipher large-scale 

user data and strives toward developing more personalized content, personalized responses, campaign optimization, 

and sentiment monitoring, hence drastically increasing marketing efficiency. This paper reviews some of the studies 

that show just how deep an impact AI has made in social media marketing. It is inclined to show the AI works in 

improving analytic understanding, increasing user engagement, and optimization of ad strategy. The results indicate 

that AI improves relationships with customers and helps businesses achieve their marketing objectives more precisely 

and efficiently, thus providing progress with ongoing competitive advantages in digital marketing. 
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Introduction 

Artificial intelligence has greatly influenced social media marketing, basically changing how businesses communicate 

with the target audience and run marketing plans. Using AI tools within social media, firms are now able to go through 

huge amounts of data and predict customer behavior in order to personalize content and boost their marketing 

campaigns, providing a better customer experience. This systematic review identifies the different impacts of artificial 

intelligence in social media marketing, relating to benefits, challenges, and opportunities. Because AI has the ability 

to trawl through and analyze the vast volumes of data that characterize social media, businesses are able to derive rich 

insights on audience behavior and market trends. Such information will lead to more informed and higher-quality 

decisions and strategy refinement for more successful results and outcomes in marketing. Machine learning algorithms 

that individualize suggestions provide one of the core components of artificial intelligence, analysis in user data to 

make content personalized. This is quite likely to increase user engagement as well as satisfaction (Liu‐Thompkins et 

al., 2022). 

AI enhances not only content personalization but also audience interaction, staying ahead and accurately predicting 

user needs and preferences for more significant and timely engagements. The prediction enables a business to have a 

strong interaction with their customer; hence, building loyal and confident customers (Senyapar, 2024). AI-powered 

digital tools automate marketing processes, including responding to comments, ad campaigns, sentiment monitoring, 

among others (Chan et al., 2023). This bridges the Efficiency Gap by avoiding human errors and improving operational 

efficiency. Though AI has several advantages, some issues are associated with implementing this technology in social 

media marketing. These are related to the extent to which these innovations can be effectively applied because of 

concerns over personal data, biases in algorithms, and access to higher technical infrastructures that might hinder a 

successful deployment of AI technologies. According to Chen & Wang (2021), the time has come to develop resilient 

algorithms capable of handling the complexity and scale of social media data while managing ethics and ensuring 

equity in AI applications. In this light, the core focus of this systematic review is to provide an up-to-date overview 

on the current trends in Artificial Intelligence within the domain of social media marketing. The review will draw on 

a selection of studies and industry reports to underline how AI technologies shed new light on social media marketing 



 
 

practices, presenting opportunities and challenges linked with these technologies, and pointing to future research and 

practical strategies that might evolve from this fast-changing domain (Millagala, 2023).  

Literature Review 

 
This area of social media marketing is where artificial intelligence has been inducted, and to a large extent, it has 

changed the way businesses relate to their target audience, hence changing the way businesses advertise and promote 

themselves using social media. A review of studies conducted on the influence AI is having on the sector brings out 

the benefits and challenges in play, as well as emerging trends that may define the future of social media marketing. 

Smith's 2020 research took the pulse of artificial intelligence's effecting mechanism on various dimensions of social 

media marketing, such as data analysis, content personalization, and advertisement campaigns. The analyses indicate 

the need to leverage artificial intelligence in enhancing forecast accuracy and creating a better understanding of the 

audience's needs and preferences. AI is applied in analyzing data for meaningful insights from large volumes obtained 

through social media. This includes applying machine learning algorithms and data mining techniques that help in 

identifying trends, behavioral patterns, and feelings on social media (Gkintoni et al., 2023; Micu et al., 2021). 

AI permits enterprises to construct such user experiences by making use of information on browsing and social media 

behaviors to enhance the personalization of content. This might include customization of content, generating 

personalized suggestions, or avail consultation/advice over a specific topic. AI empowers organizations to come up 

with personalized advertisements that squarely target the internet population, reaching their target audience so 

effectively that strategies for advertising campaigns are improved. This includes the automated optimization of 

targeting, budget, and optimization of advertisements according to a user's preference and behaviors. These processes 

make informed decisions through machine learning and algorithms for data analysis. In addition, it covers how AI has 

the potential to create tailored promotional strategies that ensure high audience participation and real engagement. It 

also uses examples and case studies for arguments concerning the benefits that include AI in the social media 

marketing process (Mohamed et al., 2024). The piece majors on the integration of AI to hit successful promotional 

and communication campaigns. Johnson, 2019, conducts research on creating user engagement through artificial 

intelligence in social media marketing. He looks at how AI algorithms can be used in improving the experiences of 

users and creating audience engagement on social media platforms. AI algorithms achieve increased audience 

engagements through a heightened accuracy and personalization level of the content displayed to users. Algorithms 

can come up with personalized recommendations and content likely to capture the interest of individual users through 

the analysis of users' behavior data, hence improving user engagement. Moreover, AI can facilitate improvement in 

the user experience with personalized relevant and credible content. Algorithms studying user past interactions with 

content could predict and showcase the content most likely to elicit a response and engage, hence improving the user 

experience within social media (Tang, 2018). 

The study by Chen & Wang (2021), discusses the potential advantages and challenges that are created in using artificial 

intelligence in the field of social media marketing. One important challenge identified is the need to develop complex 

algorithms that aid in the effective analysis of the data generated through social media. Algorithms of this nature must 

be developed to accommodate all the data generated in the digital space, both in terms of its size and complexity. The 

research study also highlights the necessity of coming up with customized approaches for the community of social 

media users. Artificial intelligence permits identification and analysis of audience preferences, habits, and behaviors 

in such a way that it gives personalized recommendations and content very likely to be of interest to them. It supports 

a better user experience and more engagement on social media platforms. Chen & Wang (2021), in their paper, 

consequently, underline the necessity of developing complex algorithms for the analysis of data and strategies in the 

sphere of social media marketing. This, in turn, helps the business organizations to reform their strategies and improve 

them more. The article of Brown (2019) focused on the role of artificial intelligence technology and machine learning 

in changing the traditional structure of marketing through social media. Artificial intelligence or AI helps businesses 

analyze huge chunks of data that can be derived from the social networking sites. This will enable them to set out the 

market trends and go deeper into understanding audience preferences and their behavior. By applying artificial 

intelligence in data analysis, businesses are able to align their strategies with the requirements and preferences of their 

target audience. In such a way, it will be easier to come up with more efficient and tailored strategies that will allow 

increasing the effectiveness of marketing campaigns and improving the user experience on social media. AI is speedily 

turning into the accurate tool for supporting businesses to adapt rapidly to changing market demand and highly 

competitive in terms of social media marketing. In addition, with time, there could be further improvements in AI 



 
 

algorithms leading to a more effective solution. The impact of AI on social media marketing has been really complex 

and has kept on driving huge transformations in how businesses engage with their target audiences, while opening up 

new avenues for growth and creativity in the online space (Hmidi & Zaidi, 2024).  

Methodology 

The purpose of the research on the impact of artificial intelligence on social media marketing, according to the 

following sources, is to investigate how the use of artificial intelligence technologies affects social media marketing 

strategies. The researchers focus on analyzing how AI impacts the creation of advanced marketing strategies, 

improving audience interaction, and predicting market trends in social media marketing. Through the analysis of these 

aspects, the research helps in understanding how artificial intelligence can improve the effectiveness and performance 

of social media marketing activities. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Flowchart of Systematic Analysis 

 

Results 

 
The impact of artificial intelligence (AI) in social media marketing has led to multiple results that have redefined the 

way businesses interact with their audiences and promote their products and services on social media platforms. Some 

of the key outcomes include: 

Records identified from:  

Web of Science (n=47) 

Scopus (n=23) 

Records removed before screening: 

Duplicate records removed (n 

= 18) 

 

Records screened: 

(n = 41) 

Records excluded: 

Records removed for title with 

non-relevant topic (n=11) 

Reports sought for retrieval: 

(n = 35) Reports not retrieved: 

(n = 6) 

Reports assessed for eligibility: 

(n = 24) 
Reports excluded: 

Non-Reviews (n = 14) 

Studies included in review: 

(n = 10) 

Identification of studies via databases and registers 



 
 

Improved Analytical Understanding 

AI technologies help businesses analyze big data from social media sites to garner detailed inferences on the behavior 

of their audiences and the current trends in markets. Better analytical understanding spells the use of higher 

technologies in streamlining and analyzing data to get insightful and quality concepts. The latter process is often done 

through the use of technologies and methodologies developed in the course of streamlining and analyzing the data. In 

the field of marketing, enhanced analytical insight enables firms to understand more precisely the preferences of their 

target and customers. By the help of today's sophisticated technologies such as machine learning algorithms or 

artificial intelligence, companies can flag behavioral patterns and trends from their data (Gkintoni et al., 2022). 

Ultimately, this would enable the company to better understand its audience's needs, identify new market 

opportunities, and forecast future trends in the markets. In addition to providing insights, better analytical 

understanding will be able to enable the companies to not only locate their weak spots but also make strides in bettering 

their strategies. Companies offer decisions on their performance improvements by analyzing their own data against 

multi-criteria with suitable evaluation metrics. 

Custom Content Approaches 

AI algorithms enable analysis of preferences and habits by an audience in a way that the content will be personalized 

and thus attractive to the audience. Approaches in adaptive content refer to the creation and presentation of content 

developed for the effective targeting of a predefined audience; it refers to the approach of making content personalized 

and, at the same time, valuable in creating connection and interaction with the audience. Customized content strategies 

can be applied across a variety of communication media, such as websites, or through social media and email 

marketing campaigns. Companies can develop data- and technology-driven customized content that caters to the 

preferences and requirements of their target audience. Key aspects of content with a customized approach are 

personalization, prioritization, and creation of content that lures and holds audience interest. Custom content 

approaches will help companies increase contact with target audiences, make it an interesting experience for the user, 

achieve better results in promotional activities, and improve the relationship with the audience. Custom content 

strategies, in conclusion, are indispensable for any company that wants to make its promotional efforts more effective 

and foster better relationships with the target audience. 

Strengthening Interaction with the Public 

AI also helps to develop advanced systems which will enable business enterprises to interact intimately with their 

audience to increase the levels of interaction and engagement of users. In this regard, one of the ways through which 

audience interaction can be enhanced is the maximization of the general interaction and communication with fellow 

collaborators, consumers, or even other people in the community, and functions as an aspect that is integral under the 

purview of maintaining and enhancing audience relations and optimal brand development. It can be achieved through 

a wide array of channels, such as social media platforms, interactive websites, email, private messaging, and more 

sources. It circulates along the principle of the two-way street for communication, where the company listens to what 

the audience needs and their opinions, and from there the company responds. In enhancing interaction, personalization 

and customizing of messages or the communications can make the relationship with the audience more intense. AI, 

along with machine learning algorithms, also helps in the customization of communication for individuals according 

to their preferences and habits. Overall, the enhancement of audience interaction leads to building persuasion for 

relationships with the company, thereby lifting significant purchase rates and developing brand equity. 

More Effective Advertising Campaigns 

This allows businesses using AI to become very specific regarding their advertising campaigns and tailor them to the 

needs and interests of their audiences, thus increasing the effectiveness and returns on their advertising exposure. The 

latest effective campaigns do pertain to those ads which do fulfill overall best desired goals of them in respective 

times. These campaigns differ with the nature through which they are able to engage the audience, create interest, and 

endorse the product, service, or brand accordingly. For an advertising campaign to bring effectiveness, there is a 

requirement for great planning and a strategic approach. Key factors of an effective advertising campaign include clear 

objectives, target of the campaign, newsworthy and interest-creating content, and utilizing the span channels in the 

right way. Most of these effective advertising campaigns are innovative, original, and communicatively strong, since 

they manage to stand out from the competition and capture the public's attention. Consistency, coherence, and 

responsiveness to audience needs are important for a successful advertising campaign. Therefore, the most effective 



 
 

types of advertising campaigns are the ones that can effectively get across their message, stimulate action, and 

therefore achieve their stated objectives. The results clearly point out that AI has given a total new dimension to the 

industry of social media marketing, providing companies with much better relationships with their customers and 

achieving goals precisely and efficiently. 

Table 1. List of Screening Research Articles (N=10) 
 

Study research design RH Main Findings Outcomes 

Smith, J. 

(2020) 

empirical study AI positively impacts 

social media marketing 

effectiveness. 

AI improves targeting, 

personalization, and 

engagement. 

Enhanced marketing 

efficiency and 

customer interaction. 

Johnson, K. 

(2019) 

Case study AI-driven tools 

enhance user 

engagement on social 

media platforms. 

AI algorithms 

significantly increase 

user interaction and 

content relevance. 

Higher user 

engagement and 

retention rates. 

Chen, L., & 

Wang, Y. 

(2021) 

Literature review 

and analysis 

AI presents both 

opportunities and 

challenges in social 
media marketing. 

Opportunities include 

better data insights; 

challenges involve 
ethical considerations. 

Improved data 

utilization and need 

for ethical guidelines. 

Brown, K. 

(2019) 

Expert opinion 

and industry 

analysis 

AI is a transformative 

force in social media 

marketing strategies. 

AI enables more 

precise targeting and 

automated customer 
service. 

Transformation in 

marketing strategies 

and operational 
efficiency. 

Kotler, P., 

Keller, K. L., 

Brady, M., 

Goodman, M., 

& Hansen, T. 

(2016). 

Theoretical 

framework 

Effective marketing 

management integrates 

advanced technologies 

like AI. 

Integration of AI 

enhances strategic 

marketing decisions 

and outcomes. 

Strategic advantage 

and improved 

decision-making 

processes in 

marketing. 

Belch, G. E., & 

Belch, M. A. 

(2018). 

Theoretical 

framework 

Integrated marketing 

communications 

benefit from AI 

advancements. 

AI supports cohesive 

and targeted 

communication 

strategies. 

Cohesive marketing 

communication and 

increased campaign 

effectiveness. 

Evans, D., & 

Mckee, J. 

(2010) 

Theoretical and 

practical guide 

Social media marketing 

evolves with new 

technological 

advancements. 

AI plays a crucial role 

in the next generation 

of social media 

marketing. 

Evolution of business 

engagement strategies 

through AI. 

Qualman, E. 
(2019) 

Theoretical and 
practical guide 

Social media, powered 
by AI, is significantly 

transforming business 

practices. 

AI-driven social 
media creates new 

opportunities and 

challenges for 

businesses. 

Transformation of 
business practices and 

the rise of new 

opportunities in 

digital spaces. 

Solis, B., & Li, 

C. (2014) 

industry report Businesses must adapt 

to technological 

changes in social 

media marketing. 

AI integration is 

essential for staying 

competitive in social 

media marketing. 

Need for adaptation 

and integration of 

new technologies in 

marketing strategies. 



 
 

Smith, A. N., 

Fischer, E., & 

Yongjian, C. 

(2012) 

Comparative 

study 

User-generated content 

differs significantly 

across various social 

media platforms. 

AI can tailor content 

strategies to specific 

platforms to maximize 

engagement. 

Platform-specific 

content strategies 

enhanced by AI 

insights. 

 

Discussion 
 

Artificial intelligence in social media marketing has led to tremendous changes in the respect of business operations 

and audience engagement. Numerous significant findings on the deep potential of artificial intelligence to cause 

relevant change in this particular area have cropped up by using a systematic analysis and making profound 

deliberation. AI has increased the analytical potentials of social media marketing to a large extent. Only AI 

technologies can help businesses leverage huge data sets from social media to derive granular insights into audience 

behavior and market trends. According to Smith (2020), and Chen & Wang (2021), AI can analyze vast swaths of 

data, thus helping companies understand their audience's needs and preferences much more accurately. Better 

analytical understanding empowers businesses to make better decisions, optimize strategies, and predict the future. 

As a result of this, marketing becomes more efficient with happier users. Artificial intelligence helps in tailoring 

content according to taste. 

Artificial intelligence has got the capability of using the analyses made from user data in the production of customized 

content that touches specific parts of its audience at a deeper level. According to Johnson, 2019, AI-driven tools 

increase user engagement with personalized recommendations and content. Customization enhances not only user 

experience but also boosts the level of engagement and the retention rate. Delivering relevant and most timely content, 

which is tailored based on the behavior and preference of the user in delivering ensures that the messages are relevant 

and engaging to the marketing messages to establish closer ties with the audience. Another key transformation is the 

use of AI to enhance audience engagement (Appel et al., 2019). Algorithms in artificial intelligence can be used to 

predict and infer the needs and preferences of users, easing the manner of connecting business entities with their 

targets for more personalized and meaningful interactions. This is very important in building trust and establishing 

long-term relationships with customers. To this end, Brown's paper identifies the potential of AI to automate responses 

and provide quick customer support to advance user experience and encourage greater engagement. AI has disrupted 

ad campaigns in the sense that it makes them very accurate in targeting and optimization. AI technologies enable one's 

advertising strategies to be automatically adjusted based on the exploitation of real-time data in an effort to ensure 

that the ad is targeted at the most relevant segments of any given audience (Sharma & Shafiq, 2022). 

According to Kotler et al. (2016) and Belch & Belch (2018), AI "facilitates the development of single-minded and 

well-coordinated communication campaigns for heightened effect and campaign investment ROI." AI is a tool that 

most modern marketers rely on, as it will automate and optimize ad processes to drive down costs and maximize 

efficiency. Personalization and customization of content means changing content that an organization generates to 

best suit the requirements, preferences, and choices of each individual user. This comprises the collection, analysis, 

and implementation of information to provide customized content for each user (Chaudhary et al., 2023). Algorithms 

and machine learning techniques use data from user behavior, such as records of browsing history and activities on 

social networks, in providing a personalized experience to users. All businesses have the objective of making the 

audience more engaging, maximizing user experience, and increasing frequencies of interaction and conversion. 

Personalization engages audiences, gives them trust, and multiplies marketing results. AI also provides benefits in 

way of automating and optimizing advertising. The process involves the use of technology and algorithms to manage 

and optimize ad campaigns effectively across various channels such as social media, search, and websites 

(Antonopoulou et al., 2022; Huang et al., 2020). 

It includes features of scheduling posts with content, creating ads automatically, managing budgets set up for ads, 

tracking, and performance monitoring. The optimization will be powered by machine learning and data analysis for 

better ad performance, optimum strategy focus, and market trend forecasting. Such outcomes have seen a decline in 

man-hours, increase in productivity and accuracy, and improved user experience. Artificial intelligence has been the 

principal change factor in how businesses used to deal with social media marketing. Artificial intelligence techniques 

could be used on data analysis to understand and change strategies related to the requirements and nature of the target 

audience (Ai-zhong & Zhang, 2022; Giannoulis et al., 2022a; Giannoulis et al., 2022b). 



 
 

Artificial intelligence improves customer engagement and empathy by anticipating needs, providing experiences and 

personally relevant content, and engaging audiences better. It enhances the development of effective ad campaigns by 

automatically adjusting the advertisements according to the target audience, making them more effective in 

influencing them. In sum, the influence of artificial intelligence in the area of social media market can be stated as 

huge and multi-dimensional (Dwivedi et al., 2021). It is in analyzing data, improving audience engagement, or making 

advertising campaigns impactful that AI is becoming ever more valuable to the field of social media marketing. 

According to the table of the systematic review and the paper, therefore, tremendous potential exists for AI to open 

up new opportunities for businesspeople to innovate in such a fast-changing digital environment while remaining 

competitive (Antonopoulou et al., 2023;Murár, 2023). 

The development of AI technologies is bound to influence social media marketing in an increasingly significant way, 

which helps in executing more sophisticated and successful marketing strategies. Artificial intelligence incorporates 

dramatic changes in the way business operations are carried out by integrating into social media marketing; it also 

influences audience engagement at the end. AI produces major results in the form of enhanced capabilities of analysis, 

tailored content, better audience engagement, and optimized ad campaigns. These studies have proved, therefore, the 

deep impact that AI had on previously unimaginable innovation capabilities that positioned companies at a competitive 

advantage with respect to digital marketing (Vlachou et al., 2023). Growth of AI technologies increase the chances of 

hitting a marketing success even more. Ready and willing enterprises to try out new innovative tools will see a whole 

new playing field (Ali & Naushad, 2023; Karras et al., 2022). 

In the context of the present research on the influence of artificial intelligence (AI) on social media marketing, 

leadership skills emerge as a pivotal aspect of effectively harnessing AI technologies. Leadership in this domain 

involves the strategic vision to integrate AI tools to analyze large-scale user data, enhance content personalization, 

and optimize marketing campaigns (Antonopoulou et al., 2019; Antonopoulou et al., 2020). Effective leaders must 

possess the foresight to anticipate market trends and audience behavior through AI-driven insights, fostering an 

environment that embraces innovation and continuous improvement. They are tasked with ensuring ethical use of AI, 

addressing concerns such as data privacy and algorithmic biases, thus building trust with their audience and 

stakeholders (Vasilopoulou et al., 2023a). Additionally, leadership skills are essential in guiding teams through the 

complexities of AI implementation, from technical challenges to strategic alignment with organizational goals 

(Antonopoulou, 2023a; Antonopoulou 2023b). By leveraging AI's capabilities, leaders can drive more effective 

marketing strategies, improve customer engagement, and maintain a competitive edge in the rapidly evolving digital 

landscape (Ngo, 2024). Thus, the integration of robust leadership skills with advanced AI technologies can 

significantly enhance the effectiveness and efficiency of social media marketing efforts (Antonopoulou et al., 2021d; 

Antonopoulou et al.,2022). 

Future Work 

Though the potential that AI has in social media marketing is very positively transformative, some limitations exist in 

the research. The ethical concerns regarding the use of data and issues of privacy haven't been well taken care of and 

hence create potential challenges and risks to be managed. Moreover, an assessment of the effect of AI on the 

marketing strategies over the long-term can be problematic. Future research should aim to create complex algorithms 

that provide more insight and improved prediction. The in-depth ethical perspective of AI implantation is another area 

that must be delved deeper to make businesses use these technologies responsibly and sustainably (Vasilopoulou et 

al., 2023b). AI systems shall have to be upgraded consistently to be at par with the rapidly changing digital world and 

bring out optimal performance (Karras et al., 2024; Karras et al., 2023). 

Moreover, future research into the impact of AI in social media marketing also shows that leaders have to develop 

some special skills in a bid to harness such technologies effectively. Due to the constant evolution of AI, leaders will 

need a forward-thinking mentality and the capacity to foresee and see their way through ethics related to data privacy 

and algorithmic biases (Antonopoulou et al., 2021c). Future studies should aim at more complex algorithms that can 

provide more insight and better predictions; this will come with new leadership capable of managing complex 

technological development while ensuring responsible deployment. Leaders thus have to pay emphasis on cross-

functional collaboration, in which insights from data scientists, marketers, and ethicists are integrated to develop AI 

applications that are innovative and ethically sound (Antonopoulou et al., 2021a; Antonopoulou et al., 2021b). 

Moreover, since AI itself keeps evolving, any leader will be required to keep adjusting to new knowledge and 



 
 

strategies to stay updated with technological development. This adaptability will become critical in implementing AI 

systems that are resilient enough to take on the complexity and scale of social media data. 

Future research must also be carried out on the lines of how to develop education programs and training modules that 

can help leaders run AI-driven marketing strategies. It should be focused on using ethical AI, data-driven decision-

making, and arriving at transparency and accountability propagated in AI applications (Halkiopoulos et al., 2022). 

In other words, this would mean that successful application of AI in social media marketing requires leaders imbued 

with vision, ethical principles, and capacity for harnessing technological innovation. Hence, future research has to 

find and develop such leadership if AI technologies are to be mobilized effectively and more responsibly for bigger 

and more long-term successful marketing strategies. 

Ethical Considerations 

The paper touches on a few of these ethical considerations that are pertinent in the responsible incorporation of AI in 

social media marketing, including the respect for user data and privacy. Businesses are increasingly dependent on AI, 

which helps them analyze huge amounts of information to assist in the tailoring of marketing strategies. The 

responsible use of algorithms is important in avoiding biases or discriminatory practices that can arise in the most 

automated processes. In addition, transparency of mechanisms in AI is essential for credibility among users and 

stakeholders. In pursuing the goals of ethics, businesses will therefore attempt to ensure that the engagement with 

artificial intelligence should be accompanied by fairness, accountability, and truth-seeking and that advancements in 

marketing never lead to decays or exploitations in user data in an ethical manner. 

Conclusion 

In conclusion, the inclusion of Artificial Intelligence within social media marketing has changed the very modus 

operandi and communication process of any business with its customers. The innovation potential in AI could 

strengthen the capabilities of analytics, content personalization, audience engagement, and ad optimization for 

enhanced value creation. This review of existing literature goes through the critical role that AI plays in reshaping the 

new strategies of social media marketing and offering businesses new ways for innovation and competitive advantage. 

As development of AI technologies goes ahead—unveiling greater potential for marketing success—the need to adapt 

and incorporate these innovative tools into business development for meeting marketing goals and building 

relationships with customers is becoming imperative. 
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