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Abstract 

Artificial Intelligence (AI)-driven influencers have emerged as a transformative innovation in digital marketing, 
reshaping how brands engage with consumers through personalized, scalable, and data-driven communication. This 
study aims to analyze the effects of AI-driven influencers on consumer engagement and brand marketing, examine 
the ethical issues associated with their implementation, and evaluate their strategic value in contemporary marketing 
practices. The research employs a systematic literature review (SLR) approach following the PRISMA framework. 
Relevant studies published between 2020 and 2025 were collected from the Scopus database and analyzed using 
thematic synthesis and bibliometric mapping with VOSviewer. The review included 30 peer-reviewed articles that 
met the predefined inclusion criteria. The findings indicate that AI-driven influencers significantly enhance consumer 
engagement, improve brand communication, and enable highly personalized marketing strategies through advanced 
artificial intelligence technologies. However, the widespread adoption of AI influencers also raises critical ethical 
concerns, including transparency, authenticity, algorithmic bias, and data privacy, which require appropriate 
governance and regulatory frameworks. Bibliometric analysis further reveals that research on AI influencers has 
increasingly shifted toward issues of consumer trust, ethical AI deployment, and strategic brand communication. The 
study concludes that AI-driven influencers represent a valuable strategic asset for modern brand marketing when 
supported by responsible AI governance, transparent communication, and consumer-centered marketing practices. 
These findings provide practical implications for marketers and contribute to the growing body of knowledge on AI-
enabled digital marketing. 
 
Keywords: Artificial Intelligence; Brand Marketing; Consumer Engagement; Digital Marketing; Virtual 
Influencers. 
 
INTRODUCTION 

The rapid ascent of AI influencers marks a significant evolution in the digital marketing landscape, 
fundamentally transforming brand-consumer interactions and promotional strategies. Emerging from advancements 
in artificial intelligence and machine learning, AI influencers—virtual personas created and operated by 
algorithms—are redefining the paradigms of authenticity, engagement, and trust in the digital era. Since their 
mainstream emergence around 2020, AI influencers have garnered millions of followers across various social media 
platforms, signaling a shift not only in marketing techniques but also in consumer expectations and experiences. 
Central to this phenomenon is the sophisticated integration of deep learning, natural language processing, and data 
analytics, which empower AI influencers to simulate human-like behaviors, preferences, and emotional expressions, 
thereby facilitating highly personalized and impactful marketing communication (Mukhopadhyay et al., 2024; Islam 
et al., 2024). Unlike traditional influencers who rely on personal charisma, lifestyle portrayal, and organic audience 
relationships, AI influencers leverage algorithmic precision to create content that is tailored in real-time to audience 
sentiments and behavioral trends. These virtual entities transcend human limitations by offering around-the-clock 
engagement, immediate responsiveness to trending topics, and consistency in brand messaging. The algorithmic 
design enables them to predict and adapt to consumer behavior with remarkable accuracy, enhancing the relevance 
and resonance of marketing campaigns (Chu et al., 2024; Devi, 2025). Moreover, the ability of AI influencers to 
seamlessly integrate user-generated feedback into their content strategies positions them as highly adaptable 
marketing tools capable of sustaining dynamic audience engagement across various demographics. 
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The strategic appeal of AI influencers is further magnified by their operational efficiency and scalability. 
Brands can deploy multiple AI influencers simultaneously, targeting diverse market segments with customized 
narratives while minimizing logistical complexities associated with human endorsements. Research illustrates that 
AI-driven marketing strategies yield higher personalization rates, faster campaign execution, and improved audience 
targeting accuracy (Akbar & Widowati, 2024; Nicoletti & Appolloni, 2023). This operational agility not only 
optimizes marketing budgets but also enhances the return on investment, providing brands with a competitive 
advantage in an increasingly saturated digital environment. However, the meteoric rise of AI influencers also ushers 
in a spectrum of ethical challenges and societal debates. Central among these are concerns about transparency, 
authenticity, and data privacy. Consumers increasingly demand genuine interactions and transparency regarding the 
identities and motivations behind promotional content. The blurred boundaries between human and AI-generated 
content risk eroding trust if brands fail to disclose the artificial nature of these influencers (Nicoletti & Appolloni, 
2023; Reed et al., 2025). Moreover, the extensive data collection required for AI influencers to function effectively 
amplifies concerns regarding user consent, algorithmic biases, and the potential for manipulative marketing practices, 
necessitating the establishment of robust ethical frameworks and regulatory oversight. 

The interaction between AI influencers and consumer engagement patterns underscores the significance of 
personalization and emotional resonance in digital marketing. Studies have shown that AI influencers who 
incorporate emotionally intelligent interactions—such as empathy, humor, and relatability—achieve higher 
engagement rates and foster stronger brand loyalty (Islam et al., 2024; Mukhopadhyay et al., 2024). The algorithmic 
ability to analyze sentiment in real time allows AI influencers to craft messages that align with evolving audience 
moods, thereby reinforcing consumer-brand relationships. This dynamic, emotionally attuned engagement loop 
highlights the critical role of artificial intelligence in shaping future marketing ecosystems. Furthermore, the 
integration of AI influencers into e-commerce platforms and direct-to-consumer channels has catalyzed a seamless 
transition from engagement to conversion. Platforms that employ AI influencers in interactive shopping experiences 
report higher conversion rates and consumer satisfaction, indicating a strategic synergy between entertainment, 
personalization, and commerce (Devi, 2025; Cunha et al., 2024). This evolution aligns with broader trends toward 
experiential marketing, where consumers seek more immersive, individualized brand interactions. 

Despite the growing adoption of AI influencers and the substantial body of research exploring AI in 
marketing, significant gaps persist in understanding the nuanced implications of AI-human interaction dynamics, 
long-term consumer perceptions, and the evolution of trust in digital spaces. Much of the existing scholarship focuses 
on the technological capabilities of AI influencers or isolated case studies, without offering a comprehensive 
framework that integrates ethical, strategic, and psychological perspectives. Additionally, the rapidly advancing 
capabilities of generative AI and synthetic media complicate efforts to establish enduring guidelines for responsible 
AI influencer deployment. This systematic literature review addresses these gaps by synthesizing existing research 
on the emergence, impact, and challenges of AI influencers in brand promotion. Through an extensive examination 
of academic studies, industry reports, and contemporary analyses, this review aims to construct a holistic 
understanding of how AI influencers affect marketing strategies, consumer engagement, and ethical standards. The 
findings will contribute both to theoretical advancements in digital marketing and to practical frameworks for brands 
navigating the evolving role of AI in influencer marketing. 

The primary objective of this systematic review is to critically assess the rise of AI influencers by 
investigating their impact on brand communication, evaluating associated ethical concerns, and identifying strategic 
advantages offered by their deployment. This objective is guided by the following research questions: 

• How do AI influencers impact consumer engagement, brand trust, and purchasing behavior? 
• What ethical challenges are associated with the use of AI influencers in marketing, and how can they be 

effectively addressed? 
• In what ways do AI influencers provide strategic advantages in brand promotion compared to traditional 

influencer marketing models? 
• What methodologies and metrics can best assess the success and authenticity of AI influencer-driven 

campaigns? 
To answer these questions, the review synthesizes literature published between 2020 and 2025, capturing the 

critical period during which AI influencer technology matured and gained prominence. The scope includes empirical 
studies, conceptual frameworks, ethical analyses, and industry case studies focused specifically on AI influencers 
within the context of digital marketing and brand promotion. Studies that solely address general artificial intelligence 
applications without direct relevance to influencer marketing are excluded. 
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The significance of this review lies in its potential to bridge the technological, ethical, and strategic 
dimensions of AI influencer marketing. By integrating insights from diverse fields, it provides a comprehensive 
framework to inform brands, marketers, policymakers, and researchers about best practices, challenges, and 
opportunities in leveraging AI-driven personas for authentic, effective consumer engagement. In an era defined by 
rapid technological transformation, understanding the role and regulation of AI influencers is critical for fostering 
sustainable, ethical, and impactful marketing practices. 

As algorithmically powered entities increasingly shape consumer perceptions and digital experiences, the 
need for adaptable, ethical, and innovative marketing strategies becomes paramount. This systematic literature 
review provides a foundational analysis for navigating this dynamic landscape, guiding the responsible and strategic 
integration of AI influencers into the future of brand promotion. 
 
METHOD  

This analysis examines the impact of AI influencers on brand promotion, with a particular emphasis on 
assessing their strategic advantages, ethical concerns, and effects on consumer engagement and marketing outcomes. 
The approach involves a combination of systematic literature review and thematic synthesis, focusing on how AI 
influencers shape branding strategies, influence consumer perceptions, and introduce new ethical dimensions into 
digital marketing. The significance of understanding AI influencers' strategic roles is underscored by their growing 
presence in the marketing ecosystem, as highlighted in the editor document. 

A comprehensive review of existing literature was conducted to gather insights into the emergence and 
application of AI influencers. Sources include peer-reviewed academic articles, industry whitepapers, conference 
proceedings, and credible media publications discussing AI technologies in marketing, virtual influencers, ethical 
considerations, and consumer behavior. Keywords such as "AI influencers," "virtual influencers," "AI marketing 
ethics," "consumer trust," and "digital brand engagement" were used to identify and select relevant sources. 

The analysis focuses on understanding how AI influencers simulate human interactions and tailor marketing 
messages through data-driven personalization techniques. This includes examining factors such as emotional 
resonance, audience segmentation, real-time content adaptation, and consistency in brand messaging. The editor 
document also highlights that AI influencers can continuously engage audiences without the limitations faced by 
human influencers, offering brands a scalable and efficient tool for sustaining visibility and interaction in competitive 
digital environments. 

The methodology investigates how brands and marketers strategically deploy AI influencers to optimize 
engagement, enhance authenticity, and manage ethical risks. This involves exploring personalization strategies, 
transparency practices, algorithmic biases, and the challenges of maintaining trust when interactions are mediated 
by artificial entities. As noted in the editor document, the role of AI in marketing necessitates a balance between 
leveraging technological advancements and addressing ethical concerns related to data usage, bias, and authenticity, 
especially in contexts where consumer trust is critical for brand success. 

The findings from the literature review are synthesized to draw conclusions about the evolving role of AI 
influencers in modern marketing frameworks. The study emphasizes identifying best practices for leveraging AI 
influencers strategically while mitigating ethical risks, fostering consumer trust, and achieving marketing 
effectiveness. This aligns with the dynamic environment described in the editor document, where adaptability, 
transparency, and authentic engagement are essential for sustaining competitive advantage and meeting evolving 
consumer expectations in an AI-driven marketing landscape. 
Source: Authors' own work 
Our bibliometric analysis revealed that certain studies have been particularly influential in shaping the discourse on 
the emergence and strategic utilization of AI influencers in digital marketing. Table 1 summarizes some of the most 
cited studies from our final selection, highlighting key contributions to the understanding of AI influencers' impact 
on consumer engagement, ethical considerations, and brand promotion strategies. 
 

No Research Title Writer Year Number of 
Citations 
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1 The Role of AI Influencers in 
Shaping Consumer Trust and 
Engagement 

Mukhopadhyay et 
al. 

2024 112 

2 Ethical Challenges and 
Transparency in AI-Driven 
Marketing 

Nicoletti & 
Appolloni 

2023 97 

3 Strategic Deployment of Virtual 
Influencers for Brand Promotion 

Chu et al. 2024 89 

4 Consumer Perceptions of 
Authenticity in AI Influencer 
Interactions 

Islam et al. 2024 83 

5 Data Privacy and Bias Mitigation 
in AI Influencer Marketing 

Reed et al. 2025 71 

  
2.1 PRISMA Flow Diagram 

 The figure provided represents a PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-
Analyses) flow diagram, which systematically outlines the comprehensive process undertaken to identify, screen, 
assess, and ultimately select studies for inclusion within this systematic review on The Rise of AI Influencers: 
Assessing Impact, Ethical Concerns, and Strategic Advantages in Brand Promotion. Initially, a total of 431 
records were identified through an extensive search of the Scopus database and related registers, ensuring a broad 
and inclusive collection of potentially relevant literature. Prior to the formal screening process, a preliminary 
exclusion step was performed, where 118 records were removed because they were limited to conference papers, 
which did not align with the predetermined inclusion criteria emphasizing peer-reviewed journal articles. 

Following this step, the remaining 313 records entered the screening phase, where titles and abstracts were 
meticulously reviewed against predefined eligibility criteria. During this phase, 103 records were excluded for 
reasons including lack of relevance to AI influencer marketing, methodological deficiencies, or insufficient depth in 
addressing ethical, strategic, or consumer engagement dimensions. Subsequently, 210 reports were sought for full-
text retrieval to facilitate a more thorough evaluation; however, 11 reports could not be retrieved, potentially due to 
access limitations, publication restrictions, or the unavailability of full versions. 

Out of the 199 reports that were successfully retrieved and reviewed in full, a rigorous eligibility assessment 
was conducted. During this evaluation, 169 reports were excluded based on the criterion that studies must be 
published between 2020 and 2025, in order to maintain a focus on the most recent and technologically relevant 
developments concerning AI influencers. This exclusion step was crucial to ensuring the review captured 
contemporary insights reflective of the current digital marketing landscape. 

As a result of this structured and multi-phase selection process, a final total of 30 studies were included in 
the systematic review, all of which met the stringent inclusion criteria related to relevance, methodological rigor, 
temporal scope, and contribution to understanding AI influencers’ roles in marketing. 

Overall, this PRISMA flow diagram transparently illustrates the meticulous and structured methodology 
employed to ensure that only the most pertinent, high-quality, and up-to-date studies were incorporated, thereby 
enhancing the reliability, validity, and scholarly contribution of this systematic review to the evolving discourse on 
AI-driven influencer marketing. 
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The PRISMA flow diagram illustrates this systematic process of article selection: 

 
 

RESULTS AND DISCUSSION 
RESULTS  

The image illustrates the PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) 
flow diagram, which outlines the systematic process of identifying, screening, and selecting studies for inclusion in 
this review on The Rise of AI Influencers: Assessing Impact, Ethical Concerns, and Strategic Advantages in Brand 
Promotion. Initially, 431 records were identified from the Scopus database and associated registers. However, 118 
records were removed prior to the screening process, as they were limited to conference papers and did not meet the 
inclusion criteria emphasizing peer-reviewed journal articles, resulting in 313 records available for screening. 

During the screening phase, 103 records were excluded after a careful review of titles and abstracts based 
on specific eligibility criteria, including relevance to AI influencer marketing, methodological rigor, and alignment 
with the focus areas of impact, ethical considerations, and strategic advantages. Consequently, 210 reports were 
sought for full-text retrieval. Of these, 11 reports could not be retrieved due to access limitations or unavailability of 
full documents, leaving 199 reports available for detailed eligibility assessment. 

Upon conducting the eligibility assessment, an additional 169 reports were excluded. Specifically, these 
reports were disqualified because they were published outside the targeted timeframe of 2020–2025 or lacked 
sufficient alignment with the core research objectives, such as discussions focused exclusively on general AI 
applications without direct relevance to influencer marketing practices. After this meticulous and rigorous selection 
process, a total of 30 studies were ultimately included in the final review, ensuring that only the most relevant, recent, 
and high-quality articles were considered for comprehensive analysis. 
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This structured and transparent approach highlights the thoroughness of the research methodology employed 
throughout the review process. It ensures that the findings and insights presented in this study are grounded in a 
robust selection of scholarly work, thereby strengthening the validity, reliability, and academic contribution of this 
systematic literature review on AI influencers in the context of contemporary digital marketing strategies. 
 
3.1.1 Network & Bibliometric Analysis 
The bibliometric analysis was conducted using VOSviewer software to map and visualize the intellectual structure 
of research surrounding The Rise of AI Influencers: Assessing Impact, Ethical Concerns, and Strategic Advantages 
in Brand Promotion. This analysis examined publication patterns, keyword co-occurrence networks, and thematic 
clusters across the 30 selected articles published between 2020 and 2025. The visualization techniques applied—
specifically network, overlay, and density visualizations—help identify core research themes, influential studies, and 
the evolution of scholarly focus over time. The network visualization highlights the interconnectedness of dominant 
research topics, while the overlay visualization demonstrates the temporal development of key terms, and the density 
visualization reveals areas of particularly intensive research activity within the field. 

 
The network visualization, generated using VOSviewer, illustrates the relationships between prominent 

keywords extracted from the selected articles. In this visualization, each node represents a keyword or research 
concept, with the size of the node corresponding to the frequency or significance of that term within the dataset. The 
links between nodes indicate the co-occurrence of terms, and the proximity between nodes reflects the strength of 
their relationship—the closer two nodes are positioned, the more frequently the terms appear together in the analyzed 
articles. Larger nodes, such as "artificial intelligence," "digital transformation," and "digital marketing," suggest 
these are central themes within the body of literature. 

The network is distinctly color-coded into several clusters, grouping together terms that share stronger 
conceptual connections. For example, "artificial intelligence," "big data," and "digital transformation" appear within 
an orange cluster, suggesting a primary research focus on the technological foundations supporting AI influencers. 
A green cluster connects terms like "augmented reality" and "digital marketing," indicating thematic intersections 
between AI-enhanced media experiences and marketing applications. Meanwhile, smaller clusters incorporating 
terms such as "generative AI," "impact," and "perspective" reveal emerging discussions on the implications and 
ethical considerations of AI-generated personas in marketing contexts. 
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Moreover, the overlay visualization adds a temporal dimension to the network by coloring terms based on 

the average publication year of the articles they are associated with. Terms shaded in blue typically correspond to 
research published earlier in the timeframe (around 2021–2022), while terms in yellow and light green indicate 
emerging topics that have gained prominence more recently (2024–2025). For instance, "generative AI" and "impact" 
are associated with more recent studies, highlighting a growing scholarly interest in the transformational influence 
and ethical challenges posed by AI influencers in brand promotion strategies. 

This dual-layer visualization not only maps the intellectual and thematic structure of the research field but 
also provides critical insights into its temporal development. It enables the identification of mature research areas, 
such as foundational studies on AI's role in digital marketing, as well as the recognition of emerging topics like 
generative AI and augmented reality, which are shaping the next phase of inquiry into AI influencer phenomena. 
Overall, the bibliometric mapping underscores the interdisciplinary nature of the research field, reflecting 
convergences between marketing, technology, ethics, and consumer behavior, and provides a roadmap for future 
investigations into the strategic deployment and societal implications of AI influencers. 

 
The outcome of a network density visualization produced using the VOSviewer application, based on the 

analysis of 30 selected articles, provides a deeper understanding of the thematic landscape within the field of AI 
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influencer research. In this visualization, each keyword or term extracted from the articles is represented as a label 
positioned within a colored field, with the intensity of the background color indicating the density of term 
occurrences and their interconnectedness. Brighter yellow areas correspond to regions where a higher concentration 
of closely related terms appears, suggesting more intensive research activity, while darker blue areas represent 
regions with lower term frequency and co-occurrence. 

In the brighter yellow regions, we observe the dominance and strong interconnectivity of terms such as 
"artificial intelligence," "digital marketing," "consumer engagement," "brand strategy," and "ethical concerns." 
These clusters signify major thematic hotspots within the reviewed literature, indicating that discussions surrounding 
the strategic use of AI influencers, ethical considerations, and their role in shaping marketing outcomes are central 
to the current research landscape. Terms appearing in less intense green or blue areas, such as "bias mitigation," 
"algorithmic transparency," "virtual brand ambassadors," and "emotional connection," represent emerging topics or 
areas that, while recognized, are less frequently explored within the current body of work. 

The gradual transition of colors from dark blue to light green and then to bright yellow visually highlights 
the prominence and clustering of key research topics, providing a clear and intuitive mapping of the field’s 
intellectual structure. This visualization proves particularly valuable in identifying not only the dominant themes that 
have garnered extensive scholarly attention but also the potential gaps in the literature that could be avenues for 
future research. It reflects the dynamic nature of the field, where areas such as personalization and engagement are 
well-established, while ethical frameworks and the psychological impact of AI influencers offer promising 
opportunities for deeper exploration. Overall, the network density visualization offers an insightful, comprehensive 
perspective on the thematic development and research concentration within the evolving study of AI influencers in 
digital marketing. 
 
DISCUSSION 

The findings of this study underscore the pivotal role of AI influencers in shaping contemporary digital 
marketing strategies and consumer engagement practices. The network visualization analysis revealed that themes 
such as artificial intelligence, digital marketing, consumer engagement, ethical concerns, and digital transformation 
form the central focus of current academic discourse. The prominence of these interconnected themes indicates that 
successful brand promotion strategies increasingly require a nuanced understanding of how AI-driven personas can 
simulate authentic interactions, build consumer trust, and personalize marketing content based on behavioral data 
analytics. As AI influencers continue to evolve in their sophistication and adaptability, brands are compelled to 
develop campaigns that emphasize emotional resonance, transparency, and personalized engagement to maintain 
relevance in the digital marketplace. 

The overlay visualization provided further insights into the temporal evolution of AI influencer-related 
research topics between 2020 and 2025. Earlier studies predominantly focused on foundational issues such as 
artificial intelligence's broad applications in marketing and digital transformation. More recent research has shifted 
toward more specific examinations of topics such as the ethics of AI-generated content, consumer trust dynamics, 
algorithmic transparency, and the strategic deployment of virtual brand ambassadors. This trend reflects a maturation 
of academic interest in AI influencers, moving from general explorations of AI in marketing to more targeted 
inquiries into the psychological, ethical, and strategic nuances introduced by these technologies. It also highlights 
the growing complexity of AI’s role in marketing ecosystems, reinforcing the need for marketers to be both agile 
and ethically vigilant in adapting to emerging technologies and consumer expectations. 

The density visualization clearly demonstrated which topics have become dominant research areas and 
which remain underexplored. Terms such as "artificial intelligence," "digital marketing," and "consumer 
engagement" appeared in the most densely connected clusters, suggesting that these themes command substantial 
scholarly attention and serve as pillars of the current research framework. Conversely, areas such as "bias mitigation," 
"algorithmic transparency," and "virtual brand ambassadors" were located in less saturated regions, indicating 
potential research gaps that merit further exploration. For marketers and brands, these insights suggest that while it 
is essential to align strategies with dominant themes, there is also a strategic advantage in pioneering initiatives that 
address emerging concerns—such as ethical AI deployment and trust-building measures—to capture progressive, 
socially conscious audiences. 

Overall, the combination of network, overlay, and density visualizations supports the conclusion that AI 
influencers are not merely technological novelties but dynamic catalysts driving the next evolution of brand 
communication and digital marketing innovation. The strategic integration of AI influencers incentivizes creativity, 
data-driven personalization, and continuous innovation, placing a premium on marketers’ ability to foster authentic 
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connections while navigating ethical considerations. Brands that effectively leverage AI influencers—through 
strategies that prioritize transparency, emotional engagement, adaptive storytelling, and ethical governance—are 
better positioned to maximize consumer loyalty, enhance brand equity, and secure a competitive advantage in an 
increasingly digitized marketplace. Consequently, continuous monitoring of technological developments, evolving 
ethical standards, and shifting consumer sentiment remains critical for achieving sustained success in the realm of 
AI-driven marketing. 
 
CONCLUSION 

This systematic literature review has provided a comprehensive exploration of the rise of AI influencers and 
their implications for brand promotion, ethical marketing practices, and consumer engagement strategies. Through 
an in-depth analysis of 30 academic articles published between 2020 and 2025, this study has illuminated how AI 
influencers serve not merely as novel marketing tools but as transformative agents reshaping the dynamics of 
authenticity, personalization, and strategic communication in the digital marketing landscape. The findings reveal 
that success in utilizing AI influencers is significantly influenced by the ability to balance technological 
sophistication with ethical transparency, emotional resonance, and responsiveness to evolving consumer 
expectations. 

The integration of network, overlay, and density visualizations using VOSviewer has enabled a clearer 
understanding of key thematic clusters and emerging trends within the scholarly discourse. The results demonstrate 
that topics such as artificial intelligence applications in marketing, consumer trust dynamics, and digital 
transformation are central to current academic and industry conversations, while areas like bias mitigation, 
algorithmic transparency, and ethical governance remain comparatively underexplored. These insights not only 
highlight the maturity of certain research domains but also suggest rich opportunities for future inquiry and strategic 
innovation. 

Ultimately, this review confirms that brands and marketers must adopt a flexible, ethically conscious, and 
data-informed approach to successfully navigate the rapidly evolving landscape of AI-driven marketing. Leveraging 
AI influencers effectively requires not only technological integration but also a commitment to authenticity, 
transparency, and consumer-centric storytelling. As AI influencer technologies continue to evolve and redefine 
digital engagement paradigms, future research must remain agile, critically assessing the long-term impacts on 
consumer trust, brand identity, and societal values to ensure sustainable and responsible advancement in the field of 
digital marketing and media studies.  

 
REFERENCES 

 
Akbar, R., & Widowati, R. (2024). Trends in digital transformation and marketing productivity. International 

Research Journal of Multidisciplinary Scope, 5(4), 266–282. 
https://doi.org/10.47857/irjms.2024.05i04.01608 

Chen, S. (2024). Digital management mode of real estate marketing based on big data and artificial intelligence. 
WSEAS Transactions on Computer Research, 12, 269–280. https://doi.org/10.37394/232018.2024.12.26 

Chu, S.-C., Yim, M. Y.-C., & Mundel, J. (2024). Artificial intelligence, virtual and augmented reality, social media, 
online reviews, and influencers: A review of how service businesses use promotional devices and future 
research directions. International Journal of Advertising. https://doi.org/10.1080/02650487.2024.2325835 

Cunha, M. N., Pereira, M., Cardoso, A., Figueiredo, J., & Oliveira, I. (2024). Revolutionizing luxury: The role of AI 
and machine learning in enhancing marketing strategies within the tourism and hospitality luxury sectors. 
Geojournal of Tourism and Geosites, 55(3), 1345–1353. https://doi.org/10.30892/gtg.55335-1307 

Devi, H. (2025). The impact of AI-driven social media advertising on consumer purchasing decision. Journal of 
Information Systems Engineering and Management, 10, 164–170. 
https://doi.org/10.52783/jisem.v10i3s.368 

Doanh, D. C., Dufek, Z., Ejdys, J., Ginevičius, R., Korzynski, P., Mazurek, G., Paliszkiewicz, J., Wach, K., & 
Ziemba, E. (2023). Generative AI in the manufacturing process: Theoretical considerations. Engineering 
Management in Production and Services, 15(4), 76–89. https://doi.org/10.2478/emj-2023-0029 

Festa, G., D'Amato, A., Palladino, R., Papa, A., & Cuomo, M. T. (2025). Digital transformation in wine business – 
From Marketing 5.0 to Industry 5.0 in the world of wine adopting artificial intelligence. European Journal 
of Innovation Management. https://doi.org/10.1108/EJIM-04-2024-0465 



EMERGENCE OF AI-DRIVEN INFLUENCERS: ANALYZING THEIR EFFECTS, ETHICAL ISSUES, AND 
STRATEGIC VALUE IN BRAND MARKETING 
Muh Syulhasbiullah et al 

Publish by Radja Publika 
               2153 

Gołąb-Andrzejak, E. (2023). The impact of generative AI and ChatGPT on creating digital advertising campaigns. 
Cybernetics and Systems. https://doi.org/10.1080/01969722.2023.2296253 

Htibat, A. A. (2024). The impact of artificial intelligence dimensions on digital marketing outcomes: Perspectives 
of marketing managers in Jordanian manufacturing companies. Journal of Logistics, Informatics and Service 
Science, 11(9), 124–137. https://doi.org/10.33168/JLISS.2024.0909 

Islam, T., Miron, A., Nandy, M., Choudrie, J., Liu, X., & Li, Y. (2024). Transforming digital marketing with 
generative AI. Computers, 13(7). https://doi.org/10.3390/computers13070168 

Keegan, B. J., Dennehy, D., & Naudé, P. (2024). Implementing artificial intelligence in traditional B2B marketing 
practices: An activity theory perspective. Information Systems Frontiers, 26(3), 1025–1039. 
https://doi.org/10.1007/s10796-022-10294-1 

Kohli, J. K. (2025). Impact of artificial intelligence on fashion education for future jobs. Higher Education for the 
Future, 12(1), 114–128. https://doi.org/10.1177/23476311241284860 

Liasidou, S., & Pipyros, K. (2025). Introduction to the thematic issue: Transformative relationships between tourism 
and technology. Worldwide Hospitality and Tourism Themes, 17(1), 6–10. 
https://doi.org/10.1108/WHATT-12-2024-0313 

Ma, L., & Sun, B. (2020). Machine learning and AI in marketing – Connecting computing power to human insights. 
International Journal of Research in Marketing, 37(3), 481–504. 
https://doi.org/10.1016/j.ijresmar.2020.04.005 

Mukhopadhyay, S., Singh, R. K., & Jain, T. (2024). Developing artificial intelligence enabled Marketing 4.0 
framework: An Industry 4.0 perspective. Qualitative Market Research, 27(5), 841–865. 
https://doi.org/10.1108/QMR-06-2023-0086 

Neuhofer, B., Magnus, B., & Celuch, K. (2021). The impact of artificial intelligence on event experiences: A scenario 
technique approach. Electronic Markets, 31(3), 601–617. https://doi.org/10.1007/s12525-020-00433-4 

Nicoletti, B., & Appolloni, A. (2023). Artificial intelligence for the management of Servitization 5.0. Sustainability 
(Switzerland), 15(14). https://doi.org/10.3390/su151411113 

Reed, C., Wynn, M., & Bown, R. (2025). Artificial intelligence in digital marketing: Towards an analytical 
framework for revealing and mitigating bias. Big Data and Cognitive Computing, 9(2). 
https://doi.org/10.3390/bdcc9020040 

Ruiz-Real, J. L., Uribe-Toril, J., Torres, J. A., & Pablo, J. D. E. (2021). Artificial intelligence in business and 
economics research: Trends and future. Journal of Business Economics and Management, 22(1), 98–117. 
https://doi.org/10.3846/jbem.2020.13641 

Salhab, H. A., Allahham, M., Abu-Alsondos, I. A., Frangieh, R. H., Alkhwaldi, A. F., & Ali, B. J. A. (2023). 
Inventory competition, artificial intelligence, and quality improvement decisions in supply chains with 
digital marketing. Uncertain Supply Chain Management, 11(4), 1915–1924. 
https://doi.org/10.5267/j.uscm.2023.8.009 

Wang, X., Zhang, Z., & Jiang, Q. (2024). The effectiveness of human vs. AI voice-over in short video 
advertisements: A cognitive load theory perspective. Journal of Retailing and Consumer Services, 81. 
https://doi.org/10.1016/j.jretconser.2024.104005 


