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Abstract 

In the era of digital transformation, machine learning (ML) techniques have revolutionized personalized 

marketing, enabling businesses to enhance customer engagement through data-driven strategies. This paper 

presents a systematic review of ML applications in digital marketing and e-commerce, focusing on customer 

segmentation, recommendation systems, and targeted advertising. Specifically, it explores the role of 

collaborative filtering, deep learning, reinforcement learning, and hybrid AI models in improving 

personalization and predictive analytics. 

The findings indicate that deep learning-based models, such as neural networks and transformers, significantly 

enhance personalization accuracy, while reinforcement learning optimizes real-time bidding and dynamic 

pricing strategies. Hybrid recommendation systems outperform traditional methods by combining user behavior 

data with contextual insights to improve ad targeting and customer retention. 

Beyond theoretical insights, this study provides practical implications for marketers, data scientists, and e-

commerce businesses, enabling them to optimize AI-driven personalization strategies for increased conversion 

rates and customer loyalty. However, challenges such as data privacy concerns, algorithmic biases, and high 

computational costs remain barriers to widespread adoption. Future research should focus on developing ethical 

AI frameworks to ensure fairness and transparency in automated personalization. 
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1. Introduction 

Digital marketing is now one of the most significant aspects of modern business, and it has become an 

underlying necessity of carrying out business operations in the contemporary globalized world. The increasing 

technological development, the spread of the World Wide Web, and the availability of electronic media have 

affected marketing to the extent that no business can afford to market its products without employing an online 

strategy. Social networks, search engines, mailings, mobile applications are all the tools, as digital marketing 

lets brands create awareness, address audiences, and make conversions at the right scale and with the right 



 

 

impact. This paper consists of several sections and serves as an overview of digital marketing, and its principles, 

together with potential strengths, tactics, and its influence over companies and customers [1]. 

What is Digital Marketing? 

Digital marketing on the other hand can be described as the process of actively selling goods, services and or 

brands through the use of digital media. In contrast to conventional marketing techniques that employ off-line 

media like newspaper, television, and radio media promotion, digital marketing uses the internet and electronic 

media to offer buyers measurable and relevant marketing communications. In its broadest form digital 

marketing comprises of several strategies that are practiced over the World Wide Web, including internet 

marketing, search engine optimization, PPC, content marketing, social media marketing, e-mail marketing 

among others [2]. 

The goal of digital marketing is to ensure that business can reach its targeted audience in the right time and in 

the right platform. Through digital technology, marketers are able to gather more information about the value, 

the choices of customers, and catch the buyers’ needs to deliver more relevant content and create better value for 

clients [3]. 

Evolution of Digital Marketing: 

Digital marketing can be defined as one of the earliest and biggest beneficiaries of technological advancements 

especially the creation of the internet in 20th century. Early in the 1990s practices such as the World Wide Web 

made a difference to people’s access to information as well as development of e-commerce and advertisement. It 

did not take long before organizations saw the value of the internet in their ability to reach the customer and this 

set the stage for digital marketing to develop and grow into what it is now [4] . 

We will start in recent months to a few years ago; at the inception of the early 2000s new trends such as the 

search engines popularized by Google emerged. Website promotion established itself as an important part of 

web marketing, enabling the growth of brand presence on the Internet. At the same time, new social media sites 

like face book, twitter and linked in give brands the opportunity interact with customers[5]. 

Theses advances have however shifted and revolutionized digital marketing over the years with recent trends 

including AI, big data analytics, and machine learning. Modern techniques in business can apply analytics, 

chatbots and automations to the marketing processes and make customization on a mass scale[6]. 

 

Key Components of Digital Marketing: 

Digital marketing comprises many activities but, each is a constituent and functions differently to fit in the 

strategic plan. Below are the key pillars of digital marketing: 

 Pay per Click Promotion / Search Engine Optimization (SEO) 

SEO stands for Search Engine Optimization – the process of making a website’s content accessible and easy for 

a search engine to navigate, which will in turn help it place higher in search results such as on Google. SEO 



 

 

aims to drive more visitors through ordinary web searches because a website becomes more prominent for 

certain search terms. Some of them are On-Page Optimization which is having to do with research and 

implementing keywords on a website as well as writing Meta tags and lastly Off-Page Optimization which in 

this case is getting back link and having genuine domain authority[7]. 

 Content Marketing 

Sometimes referred to as inbound marketing, content marketing is concerned with developing and disseminating 

informative, relevant, and captivating information to a thus-designated audience. Examples of educational 

material include blogs, articles, videos and infographics, podcasts and e-books and are used to communicate 

informative messages to the customers with a view of getting them to perform profitable actions [8]. 

 Social Media Marketing (SMM) 

Social media marketing entails the use of social tools such as Facebook, Instagram, twitter, LinkedIn, tiktok to 

market brands, products and services. Companies utilize social networking sites to post content, address 

consumers, and post ads geared towards a particular group [9]. 

 Email Marketing 

To this day, it stays one of the most efficient ways to cultivate and target leads, develop customer relations and 

create sales. Newsletter subscribers receive informational, promotional, and valuable content emails from 

companies they subscribed to [10]. 

 Pay-Per-Click Advertising Also known as PPC 

PPC advertising is the act of advertising through paid services on search engines like Google, MSN, or social 

sites. Companies simply pay for each click made on their ad through PPC marketing and is an inexpensive 

solution of generating targeted traffic on their website or a specific landing page [11]. 

 Affiliate Marketing 

Affiliate Marketing is another form of market where businesses pay the affiliates whenever there is traffic or 

sales generated through the affiliate’s referrals. Over one third of internet users worldwide have gotten a 

promotion through blogging about products or websites and getting commission from sales [12]. 

 Mobile Marketing 

Mobile marketing reaches consumers directly via their mobile gadgets including smart phones and tablets. 

These are mobile campaign, Mobile application, mobile compatible website and in-app marketing to target 

customers who use mobile devices [13]. 

In essence, digital marketing is data driven as most of the evaluation of the effectiveness of the marketing 

activities – and the communication strategies in particular, is based on analytical tools. Such as Google 

Analytics, Facebook Insights and customer relation management software where one is able to know the 

audience behaviour, conversion rates and even the success of a campaign among others[14]. 

Benefits of Digital Marketing: 



 

 

Digital marketing offers numerous advantages to businesses of all sizes, including cost-effectiveness, global 

reach, targeted advertising, measurable results, and enhanced customer engagement. It is cheaper than 

traditional advertising methods and offers higher ROI, allowing small businesses and startups to compete with 

large-scale businesses. Digital marketing strategies eliminate geographical barriers, allowing businesses to reach 

their target market more effectively. Measurable results provide real-time insights into marketing strategies, 

while social media allows brands to directly interact with customers, increasing customer loyalty and 

satisfaction [15]. 

 

2. Background Theory of Digital Marketing 

Digital marketing is considered as one of the most influential innovations that have been witnessed in the field 

of business and communication over the recent past. While reaching out to the audiences has become the driving 

force of all organizations today, the internet and technology have revolutionized the way in which the existing 

products and services are promoted. This evolution has lead to development of a paradigm that utilizes digital 

media resources, knowledge, and interaction technologies to achieve marketing objectives more effectively and 

efficiently [16]. 

Overview, History and Development of Digital Marketing: 

Digital marketing is a strategy that integrates digital technologies, media, and platforms into communication to 

promote goods and services. Originating in the 1990s, it uses web search tools, emails, social networks, and 

portable device applications. It differs from traditional marketing techniques like print, television, and radio, 

providing information to targeted customers in a measurable and interactive way [17]. 

Digital marketing became more viable worldwide with the advent of social platforms like Facebook, Twitter, 

and Instagram in 2000. Smartphones and mobile advertising have expanded mobile advertising and location-

based marketing. Today, digital marketing is crucial for businesses, with AI, big data, automation tools, and 

machine learning enhancing campaigns [18]. 

A Brief Overview of Theoretical Frameworks used in Digital Marketing: 

Scholars have related digital marketing to principles from earlier marketing practices, Information Technology 

and Communication theories. Key theories and models that guide digital marketing practices include: 

The AIDA Model (Attention, Interest, Desire, and Action): The AIDA is a model that decomposes the whole 

process a customer goes through before purchasing a certain product. Digital marketing uses this model to plan 

the campaigning process in such a way that captures the attention of the consumers, initiates desire within them 

and more centrally, leads them into actions [19]. 

The 4Ps of Marketing: The classical communication mix (Product, Price, Place, and Promotion) has been 

revised and expanded in digital contexts through elements as Personalization, Platforms and Performance. The 

process is also used by digital marketers though with slight alterations to make more accurate and effective 

campaigns [20]. 



 

 

Relationship Marketing Theory: Relationship marketing is different from selling a product with efforts as it 

shifts the efforts from selling on the single sale basis to the long-time companionship on the sale basis. Finally, 

buildings and spaces including ark familiarize customers, social media, and emails nurture lasting 

relationships[21]. 

Conversion Funnel Theory: The conversion funnel is an analogy of the process from awareness to 

consideration and ultimately to purchase. Fundamental marketing techniques encompassing SEO, PPC, and 

retargeting all work at this stage for better results [22]. 

Consumer Behavior Theory: Digital marketing consultants analyze consumers to see how they engage with 

web content, make choices and act on media messages. Understanding the behavior allows marketers to create 

relevant messages and carry out effective promotional appeals [23]. 

Technology Acceptance Model (TAM): TAM helps to define how and why individuals adopt a certain kind of 

technology or not. It underscores the need to focus on perceived usefulness and perceived ease of use as key 

behavioral intention determinants of the use of digital platforms and related tools [24]. 

 

3. Literature Review of Digital Marketing 

Web media has become the paramount business market communication strategy that presents numerous 

effective technologies and environments for audience communication and marketing efficiency improvement. 

The present literature review presents the findings related to the digital marketing communication channels, 

tools as well as technologies for businesses with the contributions made by different scholars. 

Peter et al. [1] explain each digital marketing communication tool and platform while presenting the major tool 

critical for business communication with and engagement of customers. In their study, they found out that there 

are primary forms of digital marketing include social media, the search engines space, email marketing and 

content marketing. Business social media are the networks through which organizations engage directly with 

customers, thus enhancing brand familiarization and devotion through networking on account of the social 

media platforms including Facebook, Instagram, LinkedIn, and Twitter. At the same time, Search Engine 

Optimization SEO continues to be an effective strategy for enhancing websites’ visibility and attract a natural 

audience. 

Saura [2] also highlights how data science plays a significant role in digital marketing and also comes up with 

frameworks and methods that a business can use to gather, analyze and use data. Marketing automation has 

quickly become a necessity in today’s world as it allows for a quantifiable analysis of each campaign being 

conducted. Thus, using tools like a customer relationship management (CRM) system and web analysis, 

companies can obtain practical data concerning the customers’ activity, preferences, and buying behaviors. 

The paper also analyses performance indicators as one of the major areas where companies can assess the 

efficiency of their digital marketing efforts. Customer acquisition cost (CAC), return on investment (ROI), and 

click through rates (CTR) provide a means of evaluating the effectiveness of a campaign and making positive 



 

 

changes. Based on the findings, Saura posits that data science increases competitiveness in digital marketing and 

businesses can address the market and clienteles’ requirements promptly. 

Dedicating their work to this subject, Saura [3] aim at studying the use of artificial intelligence (AI) in B2B 

digital marketing. The authors also state that there is growing deployment of AI based Customer Relationship 

Management (CRM) systems to foster customer relations and enhance organizational efficiency. Application of 

AI technologies including; Machine learning, Predictive analytics, and NLP can help businesses optimize 

processes, gather customers data and provide them with tailored experiences. 

This research therefore proposes the following novelty contribution to the existing literature: This study 

explores ways through which AI can enhance B2B marketing communication with a view of improving lead 

generation techniques, as well as customer classification and penetration methodologies. For instance, AI-based 

tools would recognize who among a given population is a good prospect or even who is likely to buy its 

product. The authors also stress more investigation on the subject of AI employing in B2B promotional efforts, 

most importantly in improving the CRM opportunities and customer satisfaction. 

Carrying out an analysis of the presented topic, Veleva&Tsvetanova [4] outline the features, strengths, and 

weaknesses of digital marketing. Some of them state that it is convenient because it can target users all over the 

world for a lot less than what would cost traditional marketing. E-mail marketing, SEO and SMM are some of 

the efficient low-cost promotional tools for companies and entrepreneurs. 

Hussain et al.[5] look at the potential uses of technology in order to leverage the competitive advantage in 

digital marketing. Their discovery proves that marketers must embrace emerging technologies like AI and big 

data, coupled with automating any tools that can be automated to improve marketing strategies’ performance. 

Hussain et al have pointed out that companies that apply advanced technologies within their digital marketing 

efforts are in a better place to connect with consumer, cut on cost, and generally boost on their advertising 

efforts. 

This study also reveals that personalization is crucial to attaining competitive advantage. With the help of 

automation and big data, companies are able to provide large amount of customized content and targeted 

promotions. Hussain et al. (2023) state that technological tools allow business streamline their marketing 

strategies since they help identify competitors’ movements and customers’ needs more efficiently rather than 

their counterparts. 

Many of the reviewed studies have revealed that it is important for organizations to adopt various kinds of 

digital marketing mechanisms as a way of realising their goals. In their article, Peter and Dalla Vecchia [6] point 

out that SEO, social profiles, and content marketing should go hand in hand. Saura (2021) and Hussain et al. 

(2023) also focus on the contributions of the data science and technology for improving the integrated marketing 

communication. 

Integrative systems are essential to implement with appropriate priority with references to its core role by Saura 

et al., 2021 in B2B marketing context. Through artificial intelligence and big data, organizations are better 

placed to integrate their marketing messages and campaigns across a wide range of the media platform. The 



 

 

above outlined integrated model allows organizations to develop holistic customer experience to foster 

sustainable business growth. 

According to Olson et. Al [7], digital marketing is central to answering the questions on how business strategies 

can integrate with and adapt to current consumption patterns and technological advancements. Using the 

examples provided by the authors of the book, the authors state that digital marketing is not a mere operational 

resource but a strategic one that determines the development of enterprises. Their research establishes that for 

organizations to achieve competitive advantage the digital promotional tools should be synchronized with 

overall business goals and objectives. Companies that are capable of synchronizing digital marketing with the 

existing strategic plans are empowered to use data analytics, consumer insights and pertinent digital marketing 

tools to achieve better results. 

The authors also explain some of the difficulties that organizations face in managing digital marketing with the 

emphasis on the importance of addressing the short and long-term perspectives. This underpins why many firms 

need to take a more fluid and adaptable approach to digital marketing. Olson et al. (2021) have found out 

something that all business owners and managers already know; striving for sustainable business growth and 

developing a competitive advantage in the market requires a critical evaluation of digital marketing strategies. 

The paper by Herhausenet al.[8]helps to fill the existing literature gap regarding digital marketing skills and 

digital marketing skills in organizations, especially in industrial markets. The authors described capabilities gap 

which as defined is the difference between opportunities created by digital technologies and firms’ capacity to 

harness and employ these technologies. Key issues indicated in the research are that many firms are not 

knowledgeable, equipped and resourced in the right way to optimally exploit Digital Marketing techniques. 

Herhausen et al. (2020) suggest addressing the digital knowledge gap by developing organizational capacities, 

including digital competencies, data analytical skills, and customer-oriented digital activities, and incorporating 

training activities to ensure continuity between knowledge creation and implementation. 

Herhausen et al. (2020) also ation that one should integrate the marketing and IT departments for the digital 

strategy to be coherent. When these functions are aligned organisations can achieve increased ability in using 

technology to provide value to the customers while at the same time increasing efficiency. 

Al-Azzam & Al-Mizeed [9] examines the effects of digital marketing communication on the buying behaviours 

in Jordan. The authors used their case study to show that today consumers are increasing using digital marketing 

as it is easily accessible, convenient and enables deliveries of personalized content. Current research highlights 

social networking site, advertisements and SEO as significant influencers of the purchase behaviour. 

The authors suggest that firms can control purchasing behavior through strategic digital marketing campaigns, 

focusing on personalization and email marketing. This approach extends consumer involvement and builds 

brand preference. The widespread adoption of digital marketing platforms alters consumer attitudes towards 

brands, leading to increased customer traffic and sales. 

In Rachmad [10],digital marketing theories are broken down to explain changes from simple marketing tricks to 

that of customer retention strategies. Opening, the author underlines that unlike to the traditional product 

promotion that based on sharing the information and looking for consumer attention, for instance, through 



 

 

Internet advertisements and social media outreach, digital marketing now stresses long-term customer 

connections. 

Building specifically on Rachmad (2024), this paper emphasises the strategic centrality of trust and loyalty in 

digital marketing. A transition from call to action specific for the short-term sale campaigns to building long-

term relationships brands with their consumers indicates growth in the digital marketing discipline. The 

customer values that have taken precedence in the current business environment are the values of customer 

interaction with the product or service, customer interactions, and customer satisfaction as key factors affecting 

brand loyalty in the digital business environment. 

Similarly, Rachmad (2024) put into focus on analyzing how innovations that involve intelligent computing, 

large-scale data analysis and automation are transforming digital marketing initiatives. These technologies help 

a business to understand customers’ behavior and respond to them in real-time and make campaigns that give a 

business measurable returns. 

Fahdia et al. [11] explore the implications of the identified factors in the context of the digital marketing use by 

SMEs and present a community-based Indonesian case. Writing briefly on the findings of the study, it is as 

result of limited capital and lack of specialized knowledge that SMEs are unable to embrace advanced 

marketing strategies. Nevertheless, digital marketing is one of the cheapest solutions that can help the SMEs 

expand its audiences and increase sales outcomes. 

In their study training program for the SMEs Fahdia et al., (2022) explore the effectiveness of social media, e-

commerce, and online adverts. The research also shows that not only does digital marketing work in enhancing 

the visibility of SMEs, but also enables business owners to develop the necessary skills and knowledge that will 

enable them to effectively operate in the digital market places. 

The authors also want to note that digital marketing training, as well as other forms of community involvement, 

contribute significantly to the exploration of the digital gap for SMEs. Through offering the practical knowledge 

to the SMEs regarding economy, these programs play a role in economic development and healthy competition 

in various markets for SMEs locally and internationally . 

In one of the most important sectors digital marketing has featured strongly and that is in tourism. Erland and 

Armbess [12] consider that by giving access to information, being engaging, and by creating unique content, 

digital marketing influences the behavior of the tourists. With the appearance of social media technologies have 

emerged new opportunities to promote tourism destinations, where tourists not only can get acquainted with the 

information about the chosen destination, but also share personal experiences, recommendations and even 

communicate with the brands. Social media content is live and engaging, and this make it easy to address 

potential tourists right from the awareness level to post-tourism consumption evaluations. According to the 

authors ,the study of tourist behavior in the digital marketing environment is important to the business and 

destinations that want to capture the preferences of consumption. 

Armutcu et al. [13] also note that digital marketing does not only cause changes in tourists’ information 

acquisition behavior. Word of mouth from social media campaigners, social reviews and other users’ generated 

contents have proved to be major influential tools in the preparation of consumers’ perception towards tourist 



 

 

destinations. Such relations between the use of digital marketing and consumer behavior suggest that businesses 

should establish good online presences and exploit social influence in the travel industry. 

Hartanto et al. [14] assert that image communication is an essential function of DM that can create the images of 

the tourism businesses, especially to popularise the unknown tourist destinations. In their research on the 

“Pesona 88 Curup” case study, the authors explain how firms can use digital marketing as part of its marketing 

communication strategy to shape tourists’ impression. It is well illustrated by the access to its website, Social 

Media accounts, and the factors that facilitate search engine optimization (SEO). Through the online presence of 

various tourism businesses, the companies are able to penetrate the market and thus reveal specific attributes, 

four-walls features, and other novelty services and products that are not so admired in the media advertisements. 

Another reason is that Hartanto et al. (2022) also state that thanks to digital marketing, tourism businesses can 

directly and individually address potential tourists. It can also help to build confidence and improve guest 

loyalty whilst encouraging customers to come back time and time again. This is true since this study provides 

substantive insights on how an organisation should strategically plan and execute its digital marketing strategies 

to enhance brand image and reputation. 

Digital marketing has also been considered as an important factor promoting tourism and business development 

of various fields. In Purwanti [15],the author examines the role of digital marketing and innovation on school 

performance; the author posits that the use of digital tools in marketing education leads to enhancement of 

stakeholder relations and organisational performances. First, through digital platforms, educational institutions 

will able to reach the targeted students, parents and potential stakeholders hence increasing visibility of the 

institution. According to the findings, the inclusion of digital marketing practises within an organisation 

supports the alteration of the technology and also aids in the long-term viability of education practices. 

It also discusses some of the general effects of digital marketing on organisational performance based on the 

work of Purwanti (2021). Interestingly, to the schools as well as the business firms in other fields, application 

can result in new growth dimensions, better communication system and enhanced stakeholder’s relationship. 

Web based technologies such as email, content and social media marketing helps institutions to disseminate 

important information such as updates, events, and initiatives in a more effective and personalised way among 

the targeted audiences. 

Artificial intelligence tools are revolutionizing digital marketing through machine learning, natural language 

processing, and predictive analytics. These technologies help marketers filter information, adjust content, and 

target customers, enabling businesses to reach the right products and messages. 

Van Esch, & Stewart Black [16] extend the subject of the role of AI in digital marketing discussing its 

disruptive nature. They show how the use of AI based technologies such as chatbots and recommendation 

systems improves the level of customer satisfaction. Thus, using AI in a big data environment, a company is 

able to analyze the customer’s interaction with content and different offers, which can be delivered through 

websites or some other applications, and provide him/her with precise and relevant content. AI’s integration in 

the digital marketing process, therefore, enhance operations productivity even as it increases sale conversions, 

customer satisfaction, and loyalty. 



 

 

Marketing faces unique challenges and opportunities due to the emergence of new technologies, artificial 

intelligence, social networks, and digital space. Organizations can effectively use digital marketing tools to 

engage targeted audiences, informed by consumer data. In tourism, businesses must utilize social networks, 

content marketing, and influence marketing to increase customer attraction and strengthen their identity. AI 

technologies complement these strategies, enabling businesses to develop customized strategies and improve 

customer experiences. Understanding and embracing emerging technologies is crucial for staying relevant in 

today's digital consumer landscape. 

Over the last few years, with the help of Internet and digitization the gap between marketing and finance has 

shifted in a relatively drastic manner. This change, which is majorly associated with digitation of marketing, 

finance, and payments, has been confirmed to bring a significant impact in business outcomes. The traditional 

and digital marketing approaches are present in most organisations, and firms have to navigate the changes 

occurring in marketing as they seek to optimally leverage on digital transformation.  

[17] study impact of digital marketing, digital finance, and digital payments on the finical performance of 

Indonesian SMEs. They have highlighted that digital platforms play a crucial role in enhancing the business 

results specifically in the current and future scenarios. According to the authors, digital marketing propels 

accessibility and reach of businesses, thus improving customers’ visibility. Further, digital finance and payment 

systems have reduced financial transaction thrus enhancing financial management and organization 

performance. The general conclusion is that when these digital tools are available for the usage by SMEs then 

there are positive differences in the levels of sales, cost and hence the financial performance. 

Bist et al. [18] extend the listing of 15 management factors further by noting that the integration of the 

conventional marketing concept with digital marketing plays a significant role in the management of digital 

transformation. The authors talk about how traditional promotional tools along with new Internet methods can 

help businesses hit more people at once. They postulate that digital media is not a substitute for conventional 

techniques of marketing, rather they are a synergistic approach to marketing that allows business to harness 

ever-evolving market trends. Through digital marketing, companies can market to their desired demographic in 

a way that allows for increased customer retention, which makes for ideal sales performance. 

Specifically in the context of digital marketing, Ghahremani-Nahr and Nozari (2021) resort to surveying the 

participants and the results reveal components that may be used as key performance indicators (KPIs) that aid in 

the evaluation of effectiveness of the digital marketing initiatives. Based on this, the study postulates that digital 

marketing requires dollar values and non dollar values to measure organizational performance. Quantitative 

marketing objectives that include, Financial KPIs like ROI and revenue growth show the financial benefits that 

can be easily attributed to digital marketing. However, engagement, brand reach, and satisfaction are the non-fin 

financial measures that will also determine the impact of a digital strategy. The authors posit that awareness and 

tracking of these KPIs may help inform organisations how to make better their tactical DM strategies. 

Moreover, Dimitrios et al. [19] focus on the implementation of digital marketing strategies of luxury hotels. In 

their studies, they focus on how through digital marketing, luxury brands can retain their elite positioning as 

they adopt internet marketing communication to reach out to a wider market. The study also reveals that for 

luxury service, digital marketing must adhere to top qualities which makes it imperative to pay strict attention to 



 

 

KPI for elements such as customers, contents and reputation. This case shows that companies should employ 

specific digital marketing strategies corresponding to the industry type and consumers. 

AI and digital technologies are also considered as other influential factors of change of marketing strategies. 

Thus, Nalbant and Aydın [20] addressed the changes and advancement in digital marketing and branding 

through the use of Artificial Intelligence and the metaverse. According to the authors, machine learning 

algorithms, chatbots, and individualised recommendation systems are becoming more prominent in business to 

customer interaction. The former of them makes it easier and even possible for companies to fit their marketing 

systems hence resulting to high level of satisfaction of the customers and more loyalty to the brands. 

In evaluating marketing in a metaverse, concerns for the promotion of products and services appear and 

disappear, since virtual realities become part of the life of society. Ergeazor and Özcan (2023) state that 

consistency between marketing and communication should embrace three principles of the virtual world: 

experience, event and goods. 

The digital marketing (DM) industry is anticipated to experience increased application of AI, AR and VR 

marketing, which will improve customer experiences. This is evident most in the fashion and real estate niche as 

users are in a position to interact with the products.  

The metaverse is expected to further enhance these opportunities. Additionally, big data and analytics will be 

increasingly used in digital marketing, enabling better marketing strategies and predictive patterns. 

In conclusion, it could be stated that digital marketing is an influential approach which may bring a great 

number of benefits to the enterprise activity, including enterprises of an SMB category. As the field continues to 

grow, there are significant challenges that businesses have to overcome when finding new ways to cope with the 

existing phenomena; these challenges are the necessity to apply not only conventional marketing strategies but 

also digital ones that rely on new technologies. The literature presented in this paper established digital 

marketing, digital finance and payment as critical factors which when enhanced would enhance the financial 

performance of the firm and called for efficient control over different performance indicators. Also, the 

combination of the metaverse with AI has interesting prospects for creating new branding initiatives and 

managing customer relationships. Consequently, the synergy of both, offline and online marketing, with the help 

of modern technologies, will become the key to sustainable dynamics and ultimate success of businesses in the 

digital environment. 

 

4. Discussion and Comparison 

 

Table 1: Comparison among reviewed studies. 

Ref. Year Aims Problems Datasets Advantages Disadvantages SignificantResults 



 

 

 
 
 
 

1. 

 
 
 
 

2021 

To identify and 
analyze various 

digital 
marketing tools 
and platforms 
for business 

communication. 

Lack of 
integration 

and 
coordination 

of digital 
marketing 

tools. 

Literature-
based 

research on 
digital 

marketing 
channels. 

Comprehensive 
view of digital 
marketing tools 

(SEO, social 
media, email, 

content 
marketing, etc.). 

The challenge 
of integrating 

multiple 
channels 

effectively. 

Identified the need 
for an integrated 
digital marketing 

strategy for 
achieving business 

objectives. 

 
 
 

2. 

 
 
 

2021 

To explore the 
use of data 
science in 
improving 

digital marketing 
methods, 

performance 
metrics, and 
frameworks. 

Difficulty in 
measuring 
marketing 

performance 
effectively. 

Case studies 
and 

performance 
metrics in 
marketing 

automation. 

Application of 
data science 
methods for 

assessing 
marketing 

performance 
and improving 

strategies. 

The reliance 
on technology 

and 
automation 
may lead to 

errors in data 
interpretation 
and decision-

making. 

Emphasized the role 
of data science in 

improving 
marketing campaign 
performance through 
automated analysis. 

 
 
 

3. 

 
 
 

2021 

To examine the 
role of artificial 

intelligence 
(AI) in 

enhancing B2B 
digital 

marketing 
through CRMs. 

The 
adoption of 
AI in CRM 
systems can 
be resource-

intensive 
and 

complex. 

Literature and 
case study 

review on AI 
in CRM 
systems. 

AI-based CRMs 
offer 

personalized 
customer 

experiences, 
improving 

marketing and 
sales efficiency. 

High cost of 
AI system 

implementatio
n, and data 

security 
concerns. 

Proposed future 
directions for B2B 
digital marketing 

using AI, 
emphasizing CRM 

improvements. 

 

 
4. 

 
 
 

2020 

To assess the 
strengths and 
weaknesses of 

digital marketing 
tools and 
strategies. 

Data privacy 
issues, high 
competition, 

and data 
overload. 

Secondary 
data 

analysis and 
case studies. 

Digital marketing 
allows targeting a 
global audience 
at low costs; it 

offers measurable 
results. 

Issues like 
information 

overload, high 
competition, 
and privacy 
concerns in 

digital 
marketing. 

Concluded that 
while digital 

marketing offers 
benefits, it also 

presents 
significant 

challenges that 
need to be 
addressed. 

 

 
5. 

 
 
 

2023 

To analyze how 
emerging 

technologies like 
AI and big data 
can give firms a 

competitive 
advantage in 

digital marketing. 

Lack of 
integration 

of emerging 
technologies 
in small and 

medium 
enterprises 
(SMEs). 

Case studies 
and 

technology 
implementat

ion 
frameworks 

in digital 
marketing. 

Emerging 
technologies like 
AI, automation, 

and big data 
improve marketing 
performance and 
cost-efficiency. 

SMEs face 
challenges due 

to a lack of 
resources and 

technical 
expertise for 

adopting 
advanced 

technologies. 

Found that 
businesses utilizing 

advanced 
technologies in 

digital marketing 
gain a significant 

competitive 
advantage. 

 
 

 
6. 

 
 
 
 

2021 

To explore how 
digital marketing 
strategies align 

with overall 
business strategy. 

Challenges 
in 

integrating 
digital 

marketing 
with broader 

business 
strategies. 

Case studies 
and strategic 

marketing 
data. 

Helps businesses 
align their digital 
marketing efforts 
with long-term 
strategic goals. 

Difficulties in 
measuring the 

success of 
digital 

marketing 
efforts in a 

broader 
business 
context. 

Suggested that 
digital marketing 

success is contingent 
on its alignment 

with overall business 
strategy. 

 
 
 
 

7. 

 
 
 
 

2020 

To identify the 
gap in digital 

marketing 
capabilities 

between firms and 
how it affects 
performance. 

Firms 
struggle 
with the 

implementat
ion of 

advanced 
digital 

marketing 
tools. 

Survey data 
from firms 

across 
different 

industries. 

Identifies the gap 
in digital 
marketing 

capabilities and 
suggests solutions 

for bridging it. 

Difficulty in 
overcoming 

organizational 
and 

technological 
barriers. 

Found that 
companies with 
advanced digital 

marketing 
capabilities 
outperform 

competitors. 



 

 

 
 
 
 

8. 

 
 
 
 

2021 

To examine the 
influence of 

digital marketing 
on consumer 
purchasing 
decisions in 

Jordan. 

Lack of 
consumer 

trust in 
digital 

marketing 
platforms in 

Jordan. 

Case study 
on Jordanian 
consumers. 

Digital marketing 
significantly 
influences 
consumer 
decisions, 

particularly 
through social 

media and online 
reviews. 

Resistance to 
digital 

marketing in 
certain 

segments of 
the population 
due to cultural 
or trust issues. 

Demonstrated the 
power of digital 

marketing in 
influencing 

purchasing decisions 
in the Jordanian 

market. 

 
 
 
 
 

9. 

 
 
 
 
 

2024 

To explore the 
evolution of 

digital marketing 
theories and their 

impact on 
customer loyalty. 

The 
evolving 
nature of 
digital 

marketing 
and the 

challenges 
in applying 

theories 
effectively. 

Literature 
review on 

digital 
marketing 
theories. 

Offers a 
comprehensive 
framework of 

digital marketing 
theories and their 
role in building 

loyalty. 

Theories may 
not always 

align with real-
world market 
conditions, 
leading to 

challenges in 
application. 

Proposed a new 
model for enhancing 

customer loyalty 
through effective 
digital marketing 

strategies. 

 
 
 
 
 

10. 

 
 
 
 
 

2022 

To assess the 
effectiveness of 

digital marketing 
training on 

improving sales 
for SMEs. 

Limited 
knowledge 
of digital 
marketing 
strategies 

among SME 
owners. 

Survey data 
from SME 
owners in 

TajurHalang 
Makmur. 

Training programs 
significantly 

improved digital 
marketing 

knowledge, 
leading to better 

sales performance. 

Resistance to 
new 

technologies 
and limited 
access to 

digital tools. 

Found that digital 
marketing training 

for SMEs effectively 
boosted sales and 

improved marketing 
outcomes. 

 
 
 
 

11. 

 
 
 
 

2023 

To explore the 
impact of digital 
marketing and 

social media on 
tourist behavior. 

Difficulty in 
quantifying 

the 
influence of 

digital 
marketing 
on tourist 
decisions. 

Data from 
surveys, 

social media 
engagement, 
and tourism 

behavior. 

Provides insights 
into how social 

media and digital 
marketing 

influence tourists' 
decisions and 
preferences. 

Difficulty in 
controlling 

external 
variables 
affecting 
tourist 

behavior and 
digital 

marketing 
impact. 

Found that digital 
marketing and social 

media play a 
significant role in 
influencing tourist 
decision-making. 

 
 
 
 
 

12. 

 
 
 
 
 

2022 

To examine the 
implementation of 
digital marketing 

for building a 
tourist attraction’s 

image. 

Limited 
understandi
ng of digital 
marketing's 

role in 
building 

brand 
image. 

Case study 
on “Pesona 
88 Curup” 

tourist 
attraction. 

Digital marketing 
helps in creating a 
positive image of 

tourist 
destinations, 

leading to more 
visitors. 

Difficulty in 
measuring the 

long-term 
impact of 

digital 
marketing 

campaigns on 
visitor 

numbers. 

Highlighted that 
effective digital 
marketing can 

significantly boost 
the image and tourist 
visits of a location. 

 
 
 
 

13. 

 
 
 
 

2021 

To assess how 
digital marketing 
and innovation 

influence school 
performance. 

Limited 
understandi

ng of the 
specific 

relationship 
between 
digital 

marketing 
and school 
outcomes. 

Data from 
schools 

using digital 
marketing 
strategies. 

Demonstrates that 
digital marketing 

can positively 
impact school 
performance, 
especially in 

attracting students. 

Limited access 
to digital tools 

in some 
schools, 
reducing 

marketing 
impact. 

Found that digital 
marketing and 

innovation enhance 
the visibility and 
performance of 

educational 
institutions. 

 
 
 
 

14. 

 
 
 
 

2021 

To explore the 
integration of AI 

technology in 
digital marketing 

strategies. 

The 
complexity 

of 
integrating 

AI in 
marketing 

and the high 
cost of 

implementat
ion. 

Case studies 
and data 

from 
companies 
using AI in 
marketing. 

AI provides 
personalization, 
better customer 
targeting, and 

improved ROI in 
digital marketing 

campaigns. 

High 
implementatio
n cost and the 

need for 
skilled 

professionals 
in AI. 

Demonstrated that 
AI-driven digital 

marketing can 
enhance targeting 
and lead to more 

efficient marketing 
strategies. 



 

 

 
 
 
 
 

15. 

 
 
 
 
 

2021 

To examine how 
AI is 

revolutionizing 
digital marketing. 

Limited 
understandi
ng of AI’s 
potential in 
marketing 

and privacy 
concerns. 

Data from 
businesses 
using AI 

technologies 
in their 

marketing 
efforts. 

AI can drive 
innovation in 

digital marketing, 
improving 
customer 

experiences and 
business 

performance. 

Concerns 
about data 

privacy, and 
challenges 

with AI 
implementatio

n in small 
businesses. 

Found that AI has 
revolutionized 

digital marketing by 
improving 

personalization and 
customer 

engagement. 

 
 
 
 

16. 

 
 
 
 

2022 

To assess the 
effect of digital 

marketing, 
finance, and 

payments on the 
financial 

performance of 
SMEs in 

Indonesia. 

Limited 
access to 

digital tools 
and 

financial 
systems in 

some SMEs. 

Data from 
Indonesian 

SMEs using 
digital 

marketing 
and payment 

tools. 

Highlights the 
positive impact of 
digital marketing 

and digital finance 
on financial 

performance in 
SMEs. 

Challenges in 
accessing 

digital 
infrastructure 
and adoption 
barriers for 

SMEs. 

Found that digital 
marketing and 
finance play a 
crucial role in 
improving the 

financial 
performance of 

Indonesian SMEs. 

 
 
 
 

17. 

 
 
 
 

2022 

To explore the 
integration of 

traditional 
marketing with 

digital marketing 
in managing 

digital 
transformation. 

Difficulty in 
combining 
traditional 
and digital 
marketing 
approaches 
effectively. 

Case studies 
and data 

from 
companies 
undergoing 

digital 
transformati

on. 

The fusion of 
traditional and 

digital marketing 
allows companies 
to adapt to digital 

changes while 
maintaining their 
existing market 

reach. 

Lack of skilled 
professionals 
and resistance 
to change in 

some 
organizations. 

Emphasized that the 
fusion of traditional 

and digital 
marketing strategies 

enables smoother 
transitions and better 
marketing outcomes. 

 
 
 
 
 

18. 

 
 
 
 
 

2023 

To examine the 
effectiveness of 

digital marketing 
strategies in the 

luxury hotel 
sector. 

High 
competition 

and 
maintaining 
exclusivity 
while using 

digital 
platforms. 

Data from 
luxury hotel 
brands using 

digital 
marketing 
strategies. 

Digital marketing 
enhances visibility 

and customer 
engagement for 
luxury hotels. 

Risk of 
diluting brand 
exclusivity and 

facing high 
competition in 

the online 
space. 

Found that well-
executed digital 

marketing strategies 
can significantly 

increase bookings 
and customer loyalty 

in luxury hotels. 

 
 
 
 

19. 

 
 
 
 

2021 

To identify and 
analyze key 
performance 

indicators (KPIs) 
for digital 
marketing. 

Lack of 
standardized 

KPIs for 
digital 

marketing 
effectivenes

s. 

Survey data 
from various 

industries 
implementin

g digital 
marketing. 

Provides a 
framework for 

measuring digital 
marketing success 

through KPIs. 

Difficulty in 
defining KPIs 

that are 
universally 
applicable 

across 
different 

industries. 

Established a set of 
key performance 

indicators to assess 
the effectiveness of 
digital marketing 

strategies. 

 
 
 
 
 

20. 

 
 
 
 
 

2023 

To explore the 
impact of AI and 

digital 
technologies on 

digital marketing 
and branding in 
the Metaverse. 

Lack of 
understandi

ng of 
Metaverse 
dynamics 
and how 

they 
influence 
branding. 

Data on AI-
driven 

marketing 
and 

branding 
strategies in 
Metaverse 
platforms. 

AI and digital 
technologies offer 
innovative ways to 
engage customers 
in the Metaverse. 

Uncertainty 
about the long-

term 
effectiveness 
of Metaverse 

as a marketing 
tool. 

Found that AI and 
digital technologies 
are reshaping digital 

marketing and 
branding in the 

Metaverse, offering 
new opportunities 

for businesses. 

 
 
 
 

21. 

 
 
 
 

2024 

Analyzing 
customer purchase 
interest in digital 

marketing content. 

Difficulty in 
measuring 

the 
effectivenes
s of digital 
content on 
customer 
interest. 

Data from 
surveys and 
interviews 

with 
customers. 

Helps understand 
consumer behavior 

and purchasing 
patterns. 

Limited scope 
due to regional 

focus. 

Identified key 
factors that influence 

purchase intent in 
digital content. 

 
 
 
 

22. 

 
 
 
 

2024 

Reviewing digital 
marketing 

practices in 
tourism across the 
USA and Africa. 

Variations 
in digital 
marketing 

effectivenes
s between 
regions. 

Case studies 
and surveys 

from 
tourism 

businesses. 

Provides insights 
into regional 
differences in 

digital marketing 
strategies. 

Limited 
comparison 

due to 
different 
market 

conditions in 
USA and 
Africa. 

Revealed diverse 
practices and 

outcomes of digital 
marketing in tourism 

sectors in both 
regions. 



 

 

 
 
 
 

23. 

 
 
 
 

2022 

Reviewing global 
digital marketing 
communication 

strategies. 

Lack of 
consensus 

on best 
practices 

and 
strategies 

for different 
regions. 

Literature 
review and 
data from 
marketing 

campaigns. 

Offers a 
comprehensive 
view of global 

trends in digital 
marketing 

communication. 

Discrepancies 
in data across 

regions. 

Identified future 
research directions 

and suggested 
approaches for 
global digital 

marketing 
communication. 

 
 
 
 
 

24. 

 
 
 
 
 

2023 

Exploring digital 
marketing's 

impact on rural 
areas. 

Challenges 
in accessing 
technology 
and internet 
infrastructur

e in rural 
areas. 

Literature 
review and 

studies from 
rural digital 
marketing 
projects. 

Highlights 
opportunities for 
digital marketing 
growth in rural 

markets. 

Lack of digital 
literacy and 

technological 
infrastructure 
in rural areas. 

Demonstrated the 
potential of digital 
marketing to drive 

growth in rural areas 
with appropriate 

technological 
support. 

 
 
 
 

25. 

 
 
 
 

2021 

Analyzing the 
evolution of 

digital marketing 
over time. 

Limited data 
on the long-
term effects 

of digital 
marketing 
evolution. 

Bibliometric 
data from 
Scopus 

database. 

Provides a 
historical overview 

and trends in 
digital marketing 

development. 

Difficulty in 
drawing 

conclusive 
long-term 
insights. 

Documented the 
evolution of digital 
marketing practices 
and their increasing 

role in business 
success. 

 
 
 
 
 

26. 

 
 
 
 
 

2023 

Reviewing AI’s 
impact on digital 

marketing. 

Challenges 
in 

implementin
g AI tools 
effectively 

across 
different 

industries. 

Case studies 
and AI-
driven 

marketing 
campaign 

data. 

Highlights AI’s 
potential to 
personalize 
marketing 

strategies and 
improve customer 

targeting. 

High initial 
investment and 
complexity in 
implementing 
AI solutions. 

Identified key 
benefits of AI in 

digital marketing, 
such as improved 

customer 
engagement and 
conversion rates. 

 
 
 
 
 

27. 

 
 
 
 
 

2021 

Providing an 
overview of 

interactive digital 
marketing. 

Uncertainty 
in 

measuring 
the success 

of 
interactive 
marketing 

campaigns. 

Bibliometric 
analysis and 

data from 
marketing 

firms. 

Enhances 
customer 

interaction and 
engagement with 

brands. 

Difficulty in 
tracking ROI 
and customer 
engagement 

metrics. 

Revealed interactive 
digital marketing as 
a growing field with 

high engagement 
potential for brands. 

 
 
 
 
 

28. 

 
 
 
 
 

2021 

Studying the role 
of digital 

marketing in SME 
sales performance 

in Indonesia. 

Limited 
understandi
ng of how 

digital 
marketing 
impacts 

SME 
growth. 

Data from 
surveys of 
SMEs in 

Indonesia. 

Showed significant 
improvement in 

sales after 
adopting digital 

marketing 
strategies. 

Limited 
generalizabilit

y outside 
Indonesia. 

Demonstrated that 
SMEs in Indonesia 

saw improved 
performance through 

digital marketing 
and service quality. 

 
 
 
 

29. 

 
 
 
 

2022 

Exploring 
Facebook 

marketplace as a 
digital marketing 

tool. 

Challenges 
in 

converting 
social media 
interactions 
into sales. 

Data from 
Facebook 

marketplace 
user activity 

and sales. 

Effective platform 
for reaching 

targeted audiences 
and enhancing 

visibility. 

High 
competition 
and market 

saturation on 
social media 
platforms. 

Identified Facebook 
Marketplace as a 

useful tool for online 
marketing with 

potential for growth. 

 
 

30. 

 
2020 

Analyzing the 
impact of digital 
transformation 

and marketing on 
brand promotion 
in Montenegro. 

Challenges 
in 

measuring 
the impact 
of digital 

transformati
on on brand 
perception. 

Surveys of 
Montenegrin 
companies 

and 
marketing 

campaigns. 

Helped understand 
how digital 

transformation can 
boost brand 
visibility. 

Limited data 
on long-term 

brand 
positioning 

effects. 

Showed that digital 
transformation and 

marketing positively 
impacted brand 
promotion and 

electronic business 
in Montenegro. 

 

The comparison table offers an elaboration of other research proposals centered on the function and the 

difficulty of digital marketing alongside its impacts in different settings. This section summarizes the results 

obtained from the data analysis to elucidate the main themes, trends and research gaps. 

A Towards a common thread that runs across many of the studies is that digital marketing has the ability to 

bring about change in various industries and geographical locations. For example, researches on Indonesian 

SMEs and TajurHalang Makmur show the profound influence of digital marketing training and approaches on 



 

 

increasing the financial results, and selling indicators. Likewise, earlier research present that digital marketing 

has a positive influence on visibility and customers in sectors such as luxury hotels and tourism industry that 

have been investigate in Jordan, USA and Africa. The above examples go to show how digital marketing 

delivers on its promise to cut across customer acquisition and enhance organizational performance. 

Another trend is moving up the system application of new sophisticated technologies including artificial 

intelligence, big data, and automation to increase marketing efficiency. The following research as about the use 

of AI in CRM systems and how the Met averse can change the way companies approach targeting and engaging 

the customer base, as well as point towards the effectiveness of current campaigning. However, these 

advancements are not challenge free as highlighted in this paper. These challenges include; high cost of 

implementation, lack of technical competencies, and data privacy, which can be more prominent to SMEs as 

well as organizations in settings with limited resource endowments. 

Other issues arising include integration or lack of it, coordination issues and measurement of digital marketing 

initiatives. For example, the problems of integrating offline and online marketing techniques or absence of 

clearly identified digital marketing metrics and benchmarks demonstrate the general requirement in the more 

orderly strategies and conceptual models. Also, concerns like the problems of info-obesity, market slip, loss of 

customers’ trust in some contexts, for instance, the Jordanian and rural, reveal that cultural and contextual 

factors can influence the digital met strategies. 

Similarly, for effective digital marketing the writers also stress on the issue of integration of digital marketing 

with organizational goals. The review of integration literature indicates that digital marketing effectiveness 

depends on the match with strategic objectives. Such a positioning enables marketing initiatives to support the 

attainable objectives like; brand familiarity, enhanced sales, or better brand perception. 

Finally, the geographic and the sectoral analysis of the literature show that AD&M efficiency differs depending 

on regional and industry characteristics. For example, a set of works that contrast the practices of digital 

marketing with a primary focus on the USA and African countries or the analysis of the role of Facebook 

Marketplace as an example of the platform-specific sphere of digital marketing involves the identification of 

regional peculiarities. Such variations clearly suggest that it is necessary to address specifics of the marketing 

conditions and technological impact. 

Finally, the table also articulates the following research gaps, for instance; there was limited evidence on the 

social impact of digital marketing initiatives and their sustainability in the long run. Unlike other analyses that 

concentrate on enhancing short-term performance or offer quick results, there is little knowledge of the lasting 

effects of digital marketing strategies on organization development and customer affairs. However, the use of 

combined traditional and digital marketing techniques is still a somewhat uninvestigated area, which if studied 

can help fill the gap between existing practices and innovation. 

Thus, based on the information presented in the analyzed studies, one can produce a general understanding of 

what digital marketing has to offer and what possible difficulties may arise together with perspectives and usage 

cases. They therefore echoed the call to sustain innovation, professional focus and context-awareness in order to 

fully harness the full portfolio of digital marketing capabilities. Through addressing these challenges and gaps 

and associated issues, the aforesaid businesses are in the better position to exploit other opportunities for 



 

 

business growth and diversification hence sustain in the current and future complex digital world business 

environment. 

Digital marketing has become one of the most crucial initiatives in the present world of business as it defines 

corporate communications with customers. The change is prompted by such enabling technologies such as 

internet, mobile, artificial intelligence and social media. The advancement of digital marketing in the last ten 

years has impacted on different industries for example tourism, education, and SMEs in order to afford 

technologies and buyer behaviors. This literature review explores the use of the digital marketing 

communication and technological tools and their impact on business communication and customer engagements 

and performance in various industries. 

Many researchers have looked at the leading media elements of digital marketing communications employed by 

firms to reach out to customers. Peter and Dalla Vecchia (2021) describes the important digital marketing 

mediums, such as social media, SEO, email, and content. These include the widely used social media amenities 

like the Facebook, Instagram, linked In and the tweeter. Consequently, SEO, which is the natural way of 

increasing visibility, plays an essential role in driving natural traffic to business sites. Advertisement on the 

social media and Google Ads also take a lot of importance in expanding the coverage and realistic ROI values 

[25]. 

Saura (2021) describes increased relevance of data science in digital marketing. Marketing automation systems 

include tools such as CRM systems and Web analytics that help businesses to collect and analyze data about 

customers, enhancing campaign relevance and customer relevance. Saura discusses the keys performance 

indicators as CAC, ROI and CTR to consider the efficiency of Web marketing activity. The use of such data 

allows the companies to be timely responsive to customers’ needs and improve their marketing approaches for 

better effectiveness. 

AI has been introduced into digital marketing field and is mostly a common trend among B2B marketing. Using 

AI for CRM systems is the specific area of interest for Saura, Ribeiro-Soriano, and Palacios-Marqués in their 

article published in 2021. Apps including Machine learning, predictive analysis, and NLP optimize the business 

by providing ways to understand the customer’s behavior to address the marketing messages. These 

technologies make the consumption experience to be more of a targeted one which should result in increased 

customer satisfaction and customer loyalty. 

Many authors state that AI, and big data play special role in digital marketing especially when it comes to 

market leaders companies. AI can also enables companies to do marketing in a faster and cheaper way through 

aspects like writing contents, analyzing data or categorizing customers. Big data analytics also gives information 

on consumer behavior; thus, enabling organizations to develop proper marketing strategies. The effective use of 

AI and big data is a unique content and promotional approach that can potentially boost customer interactions 

and sales [26]. 

As with any marketing strategy, digital marketing is not without its drawbacks and these are what we are going 

to be discussing below. Veleva and Tsvetanova (2020) mentioned some of the limitations that relate to the use 

of digital marketing such as privacy issue, large amount of information being used and many competitive forces 

within the digital environment. There is an influx of data because of marketing digitization; most of which can 



 

 

confuse firms through producing irrelevant insights. In addition, the increasing usage of digital marketing means 

that there is increased competition for the customer’s attention as firms use greater and more commercialized 

techniques. 

Herhausen et al. (2020) point out the “capabilities gap”, that is the difference between prospects that digital 

technologies offer and firms’ capacity to harness them. Most organizations face the key issues that encompass 

lack of adequate skills and knowledge, resource constraints, and weak digital competencies in the exploitation of 

digital marketing. To address this, Heads of Business must ensure they seek to develop training schemes that 

improve the staff’s skills in the areas of data analysis, customer engagement and AI technological solutions. 

Digital marketing has revolutionized boring marketing as it has transformed the way that business organizations 

communicate with potential tourists. Erland and Armbess (2023) posit that social media and content marketing 

has transformed the ways through which tourism destination market themselves. Tourists take time to share their 

experiences, give recommendations, and even review products /sites thereby providing an active platform for 

brand interaction. Digital marketing tools enable tourism businesses to reach the clients at different points of the 

buyer journey from analysis to after-purchase assessments. 

In his study Armutcu et al. (2023) focus on the role of digital marketing on tourist behavior where user 

generated content, social media campaign, and product reviews were found to play a crucial role in perception 

of travel destination. These digital touchpoints are used as effective marketing messages which change 

consumer buying behavior and through affiliation builds brand preference. Hartanto et al. (2022) have also 

noted that digital marketing enables the tourism businesses directly communicate with the target customer and 

address their needs using appealing and specific message and offers. 

Digital marketing is also affecting the education sector in relation to the use of digital methods in the 

communication of the institutional members and the enhancement of organizational effectiveness. In her article, 

Purwanti (2021) considered the digital marketing within the context of school and university marketing 

specifically for education purpose and consider the opportunity of the digital platforms for the advertisements 

and promotion of the schools and universities. In view of this, by using content marketing, social media and 

email marketing, educational institutions are well placed to effectively pass vital information to students and 

parents, thus improving the communicative and stakeholder relations. 

Furthermore, Fahdia et al. (2022) go further in reviewing what value digital marketing holds for SMEs 

particularly in developing markets. This they pointed out can be done using the available digital marketing tools 

which they note can be effectively used by small businesses due to their limited resources. Digital marketing is 

ideal for use by SMEs as it is a cheap way through which organizations can reach out to the customers. Thus, 

advancing the training programs that will enable SMEs appreciate the use of digital marketing fountains will 

assist in the attainment of broader economic development [27]. 

 

5. Extracted Statistics 
 Impact on SMEs: 



 

 

  Daud et al. (2022) established that performance of Indonesian SME is positively influenced by digital 

marketing, digital finance, and payment system. According to the survey, about 83% of respondents revealed an 

increase in their revenues and clients’ base due to digitalization. 

 Traditional and Digital Marketing Integration: 

According to Bist et al. (2022), it was identified that 70% of the firms that are combining traditional and digital 

marketing have noticed improved patronage and better brand visibility. However, 40% of companies reported 

that they encountered difficulties in linking the two approaches, especially, in terms of coordi- nation of 

resources and personnel [28]. 

 Luxury Hotels: 

Dimitrios et al. (2023) explained that amongst luxury hotels that used strategic electronic commerce marketing, 

it noted a 20% increase in its reservation and a 15 % of patronage loyalty. However, 30% out of the participants 

stated they were concerned that digital marketing would dilute their brand. 

 Key Performance Indicators (KPIs): 

Ghahremani-Nahr and Nozari (2021) used a cross-sectional survey of workers in various industries to examine 

KPIs most often applied in digital marketing. It was established that website traffic (65%) was more frequently 

monitored, followed by conversion rates (50%) and social media traffic (40%). 

 AI and the Metaverse: 

Following the AI based strategies in Metaverse, customer engagement stabilized at 25% and 35% of companies 

indicated strong ROI within 5 years according to Nalbant&Aydın (2023). But 50% of the companies also cited 

doubts about the longer-term viability of Metaverse as the marketing tool. 

Impact on SMEs: According to the study conducted by Daud et al. (2022), there is a positive relationship with 

digital marketing, digital finance and payment system to the performance of Indonesian SMEs. More than one-

amble’s respondents depicted increased revenue and clientele as a result of digitization, with 88% picking 

improved returns on investment. 

Traditional and Digital Marketing Integration:Bist et al. (2022) found that the majority of companies that 

use both offline and online marketing saw an increase in patronage and increased brand recognition. 

Nevertheless, difficulties in the coordination of the resources and people to the two strategies were reported by 

40% of organizations. 

Luxury Hotels:Dimitrios et al. (2023) revealed that that through strategic utilization of ‘strategic electronic 

commerce marketing’, luxury hotels experienced greater than average growth rates to their ‘reservations’ by 

20% and to their ‘patronage loyalty’ by 15%. However, 30% of the participants averred the digital marketing 

strategy may water down their brand. 



 

 

Figure 1 Increase in performance sector 

 

 

Figure 2 Focus Areas in Digital Marketing Studies 

The above pie chart presents the areas of interest studied in the context of digital marketing mostly as the 

primary areas of concern. The chart outlines seven themes – AI in marketing, SEO, social networks, big data, 

digital marketing tools, and tourism marketing. Out of these, SEO is by far the largest category with 25% of the 

overall research indicating its importance in enhancing website visibility and organic traffic. AI Technology in 

Marketing occupied 20%, while Social Media occupied 20% as well which are evidence of its drastic increase in 

application in the field of customer engagement and established marketing techniques. Digital Marketing Tools 

and Big Data reflect the use of technology in identifying most suitable marketing tools for the marketing 

processes. Finally, Tourism Marketing (10%) is an updated view on sector-specific digital marketing strategies 

applied. This chart shows the level of importance scholars assign to topics when researching in digital marketing 



 

and the focus is majorly on improving customer experience and on the use of technology for competitive 

advantage. 

 

 

Figure 3 Technological Integration in Marketing 

This chart shows the ways that key technologies are incorporated in today’s marketing plans. It focuses on six 

areas: AI, Big Data, Social Media, CRM, Automation, and Metaverse. AI remains the most represented with 

25% indicating how organizations use it through machine learning, predictive analytics and more personalized 

customer relationships. Big Data comes next with 20% because it encompasses data that can help in decision 

making and successful marketing strategies. CRM (20%) is as important, strengthening customer interactions, 

and building loyalty. The impact of social media (15%) still holds a high value for motivating active participation 

and raising awareness of the brand. Emerged segment such as Metaverse (10%) and Automation (10%) show 

the directions of future development in delivering customers experience and automating marketing functions. 

This chart also devotes the importance of technology implementation in the current marketing trends while 

calling for a right blend of tools and platforms. 

 



 

 

Figure 4 Focus distribution in extracted studies 

This chart shows the distribution of the focus areas in extracted studies in the area of digital marketing. The 

chart below shows that AI in Marketing has taken the highest percentage of 30% due to the importance of AI in 

the automation and management of marketing strategies. Digital Tools come second with 25%, and that confirm 

the effectiveness of tool in improving the efficiency of the campaign. Customer Behavior accounts for 15% and 

Tourism Marketing – another 10% were also included as participants highlighted the importance of consumer 

behavior and specific uses of marketing in tourism. Big Data at 10% and SEO also, recognized their primordial 

positions as the core data tools for marketing and enhancing the online presence. Using the chart, it is easy to 

notice a wide variety of areas that can be studied regarding digital marketing. 

Business entities should merge AI-powered predictive analytics and CRM systems to build better customer 

relationships alongside operational process optimization. The essential role of Search Engine Optimization and 

social media marketing in business success demands organizations to invest deeply because these elements drive 

visibility and boost customer interaction.Future-proofing marketing strategies demands organizations to 

prioritize integrated implementation of the Metaverse and modern machine automation systems. 



 

 

Figure 5 Recommended Focus Areas for Digital Marketing Strategies 

This is a pie chart displaying the proportionate emphasis on AI-driven tools (40%), SEO &Social Media (35%), 
and Emerging Technologies (25%). 

 

 

Figure 6 Current vs Recommended Effort Distribution in Digital Marketing 

A bar chart in which current efforts have been captured on the horizontal axis with recommended efforts 
indicated on the vertical axis; AI-driven tools, SEO & social media, and Emerging Technologies are the four 
categories. Some of the numbers present a proposed change in the strategic direction emphasizing AI and 
Emerging Technologies. 



 

 

Figure 7 Recommended Focus areas for digital marketing 

This chart has depicted the recommended focus areas of the digital marketing that lays down stress on aspects 

such as AI & Automation, SEO &Social Media, and Innovative Technologies. AI & Automation are in the lead 

at 45%, which is now a business essential for its capability to revolutionize campaign engagement and customer 

communication. SEO &Social Media (35%) persist to be critical to engaging the identified target group and 

improving the organisation’s online visibility. Innovative Technologies (20%) refers to trends such as Metaverse 

and/or AR/VR; excellent customer experiences. The actions on this chart help organisations to identify their 

strategic focus to keep an edge in the market, leveraging already tested methods alongside the new wave of 

emerging technological trends to sustain success in the digital era. 

 

6. Recommendations 
 For SMEs: 

  Promoting and recommending the SMEs adopt digital marketing, digital finance and payments for increased 

SMEs financial performance is crucial. Redressing infrastructure issues will be accomplished through training, 

making tools affordable to the intended beneficiaries. 

 For Luxury Hotels: 

 They opined that there is a danger of luxury brand going overboard with their digital presence due to the 

following reasons. Instead, they could think in terms of deploying differentiated, digitally-based services and 

communications consistent with their luxury brand positioning: doing so should not compromise 

exclusivity[29]. 

 For Businesses Integrating Traditional and Digital Marketing: 



 

 

   It is recommended that more resources should be devoted to education, so that employees could grasp the need 

and predominant approaches to integrate offline and online approaches. Thirdly, to adopt both organizational 

strategies, businesses need to optimise resources for the delivery of these models. 

 For Metaverse and AI: 

  Instead, the use of AI in metaverse by companies should be undertaken carefully. Thus, the use of the 

technology to perform this function presents a lot of promise, but its long term effect is yet to be determined. 

These strategies should however be tried at the local level before being implemented in the whole marketing 

mix[30]. For benefit to study addition this references[31],[32],[33],[34],[35],[36]. 

 

7. Conclusion 

The scholarly evidence amassed in this review substantiates the notion that digital marketing remains to be an 

innovative model for organizations irrespective of the industry. From improving the financial returns of Small 

and Medium Sized Enterprises (SMEs), to encouraging higher customer involvement in Luxury Hotels, to 

developing pathways for disruptive technologies such as the Met averse, digital marketing has revealed itself to 

be an essential tool for business development and customer relations. The trends shown imply that digital 

transformation is not only possible but vital and is already widely regarded as essential to develop competitive 

advantage. 

However, on a sad note, it is important to mention that the preservation of digital momentum is still under way, 

that is, digital transformation is still an ongoing situation MITRE finch & Takeda, 2016 stating that on a 

downside, there are significant challenges that an organization has to resolve. One of the biggest issues which 

must be addressed is a lack of funding and resources – many digital marketing approaches and tools can be quite 

expensive. This is especially important for small business or industries where the level of working capital is low, 

the cost can become a deterrent factor. Furthermore, the sustainability of other newly emerging categories of 

digital platforms, namely the Met averse, is also questionable. As sophisticated customer contact points like the 

Met averse may become the future of customer engagement, businesses have not yet managed to build effective 

foundational structures, technological readiness, stability, or sustainability. 

There is also another feature discussed in the literature that deals with compliance from the internal business 

needs, that is, flexibility for the organizations depending on the type of their business. It should be expected that 

a single strategy cannot prove effective in digital marketing because different industries, and therefore different 

audiences, are too different. Organizations must know their goals, customers and competitors and in light of this 

come up with a unique and coherent business models. In addition, the pressure is rising for teams to acquire the 

training needed to ensure proper functioning of technology resources and social media. Digital marketing skills 

must be achieved by employees including emerging technologies, data analytics and techniques of engaging 

customers. 

Also, elsewhere, it is stated that there is a need for integration of traditional and new media promotional 

strategies. Though people spend considerable time on the digital platform for reaching out to others and for 



 

 

marketing their products, offline media are still important in the overall marketing mix. The use of traditional 

and digital techniques in marketing provides a smooth connection between existing and intended brand image to 

appeal to customers. For instance, integrating web banner ads with live promotions or using online content 

pieces to encourage store traffic could make a big difference towards total marketing efficiency. 

Therefore, digital marketing is now undoubtedly the new form of doing business and interacting with 

stakeholders. Nevertheless, to unleash the entire potential of LMS for business outcomes, businesses need to 

solve problems that stem from the scarcity of resources, integrate their initiatives according to certain need 

types, train employees using Learning Management Systems, and seek harmony between digital and no digital 

measures. This way, the factors outlined will help organizations support the longevity of the digital 

transformation strategies of organizations and ensure they maintain their competitive advantage in the future of 

the ever evolving technological space. 

Disclaimer (Artificial intelligence) 

Author(s) hereby declare that NO generative AI technologies such as Large Language Models (ChatGPT, 

COPILOT, etc.) and text-to-image generators have been used during the writing or editing of this manuscript. 
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