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Abstract  

Artificial Intelligence (AI) is revolutionizing how marketers conduct themselves digitally. There is a lack of empirical research into how 

AI affects digital marketing. Hence, this study aims to explore how the prevalence of AI in businesses has enhanced digital marketing. 

We proposed a model containing AI and five digital marketing forms: content marketing, social media marketing, email marketing, pay-

per-click advertising, and search engine optimization. 252 responses were analyzed using the partial least square-structural equation 

modeling. The findings indicate artificial Intelligence has a positive and significant effect on content marketing, social media marketing, 

email marketing, pay-per-click advertising, and search engine optimization. Content marketing appeared to be hugely affected, and pay-

per-click appeared to be the least affected by AI. The study encourages marketers to deploy AI in every facet of marketing since it 

significantly affects digital marketing.  

 

Index Terms: Artificial Intelligence, content marketing, social media marketing, email marketing, pay-per-click advertisement, search 

engine optimization  

I. INTRODUCTION 

Artificial Intelligence (AI) has been rapidly transforming the digital landscape, and one of the areas where its impact has been 

particularly significant is digital marketing (Stone et al., 2020). Artificial Intelligence has become a powerful tool for digital marketers, 

enabling them to make informed decisions based on real-time data and insights (De Bruyn et al., 2020). The use of AI technologies such 

as machine learning, natural language processing, and predictive analytics has made it possible for marketers to create highly 

personalized and targeted campaigns that resonate with their audience (Chintalapati & Pandey, 2022; Saura et al., 2021). AI-powered 

technologies have enabled marketers to enhance their campaigns, improve targeting, and streamline their operations (Gkikas & 

Theodoridis, 2019; Luo et al., 2021). With the ability to analyze massive amounts of data, identify patterns, and generate insights, AI 

has opened up new avenues for customer engagement and experience (Anandvardhan, 2021; Mussa, 2020).  

One of the primary benefits of AI in digital marketing is its ability to improve customer segmentation and targeting. By 

analyzing customer data such as browsing behavior, purchase history, and social media activity, AI algorithms can identify patterns and 

preferences that allow marketers to deliver highly personalized content and offers (Dwivedi et al., 2021; Manjula, 2021; Prentice et al., 

2020). This not only enhances the customer experience but also increases the effectiveness of marketing campaigns, leading to higher 

conversion rates and revenue (Ameen et al., 2021). Another key area where AI is transforming digital marketing is in the automation of 

repetitive and time-consuming tasks. With AI-powered tools, marketers can automate processes such as lead scoring, email marketing, 

and social media posting, freeing up time for more strategic activities such as campaign planning and analysis (Albinali & Hamdan, 

2021; Design & Development, 2023). This not only improves efficiency but also reduces the risk of errors and allows marketers to focus 

on high-value tasks that have a greater impact on business outcomes (Bhan, 2023). 

Furthermore, AI is also enabling marketers to improve the accuracy and effectiveness of their advertising campaigns 

(Kavyashree, 2023). By analyzing customer data and behavior, AI algorithms can identify the most effective ad formats, channels, and 

messaging, resulting in higher click-through rates and engagement (Chung et al., 2020; Prentice et al., 2020). Additionally, AI-powered 

tools can monitor and optimize campaigns in real-time, making adjustments based on performance data to maximize results (Li et al., 

2019). Summarily, the impact of AI on digital marketing has been significant and transformative, and the technology is expected to play 

an increasingly important role in shaping the industry in the coming years (Yu, 2021). As businesses continue to adopt AI-powered tools 
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and technologies, they will be better equipped to meet the evolving needs and expectations of their customers, creating more personalized 

and engaging experiences that drive growth and revenue (Kessinger, 2022; Mussa, 2020). 

It is imperative to state that studies on artificial Intelligence's effect on digital marketing are rare in literature. In this context, 

it is crucial to understand AI's impact on digital marketing and how businesses can leverage this technology to stay ahead of the 

competition. This study delved into exploring the impact of AI on five key digital marketing methods: content marketing, social media 

marketing, email marketing, pay-per-click advertising, and search engine optimization marketing. The study poses the question that: 

does artificial Intelligence affect digital marketing?  

II. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

2.1 Artificial Intelligence  

Many definitions of AI have been put forth in the literature, all of which capture the essential ideas of non-human intellect that 

have been programmed to carry out particular tasks. A species of robots that was "rapidly evolving, a breed capable of seeing, reading, 

speaking, learning, and even feeling emotions"(Yu, 2021) was the definition of Artificial Intelligence when it first appeared. Later, as it 

gained popularity, more scholarly definitions were available. According to Murphy et al. (2019), artificial Intelligence (AI) is the theory 

and creation of computer systems that can carry out activities that typically require human Intelligence, like speech recognition, visual 

perception, decision-making, and language translation. Kaplan & Haenlein (2020) present a more extensive and possibly more elaborate 

explanation for AI in terms of its capacity to independently comprehend and learn from external data in order to attain particular results 

through flexible adaptation. 

The unifying theme across the aforementioned notions is that machines are becoming increasingly capable of doing specific 

functions and duties that people currently perform in the workplace and society at large (Manjula, 2021). Individuals can train machines 

to behave like humans. We can give them sight, hearing, speech, movement, and writing abilities. Artificial Intelligence (AI) would be 

applied to these devices if they could teach themselves to improve their vision, hearing, speech, movement, and writing--all without 

human assistance (Dwivedi et al., 2021). That is precisely where we are now in terms of AI capabilities. Individuals experience an AI 

tool or AI model that uses speech recognition, computer vision, natural language processing, AI chatbot, or another AI capacity to see, 

hear, speak, move, and write. These tools then enhance themselves without being specifically trained (Qin & Jiang, 2019). 

2.2 Digital Marketing  

All marketing strategies and techniques that use an electronic device or the internet to display, advertise, or sell goods or 

services are considered part of digital marketing (Lopes et al., 2022). Businesses use online channels to further their goals through digital 

marketing. Websites, social media pages, targeted marketing, and email tend to attract more potential consumers and keep current ones 

(Rathore, 2021). It involves a series of procedures that engages with clients at every point of the purchasing cycle, rather than just 

posting a sponsored Instagram ad to boost sales (Stone et al., 2020). Email, social media, advertising, and multimedia messaging 

transmitted through mobile and the web are all examples of digital marketing (Piñeiro-Otero & Martínez-Rolán, 2016). The global 

population is online to some extent—over 60%—and more people are getting online daily (Piñeiro-Otero & Martínez-Rolán, 2016). 

Because of this, businesses are growing their digital marketing expenses by double-digit amounts while cutting down on traditional 

marketing (Coursera, 2023).  

An essential component of digital marketing is data. Real-time tracking of a customer's journey enables marketers to get 

valuable data (Rathore, 2021). Organizations may also target particular demographics by creating content specifically for their preferred 

digital platforms (Lopes et al., 2022). For instance, Starbucks has gathered information from its rewards mobile apps, for example, to 

assist spot seasonal trends and develop specialized promotions (Piñeiro-Otero & Martínez-Rolán, 2016). Some of the digital marketing 

methods include search engine optimization (SEO), social media marketing (SMM), content marketing, pay-per-click (PPC), affiliate 

marketing, native advertising, and email marketing (Gkikas & Theodoridis, 2019a; van Esch & Stewart Black, 2021; Zaiceva, 2022).  

2.3 Artificial Intelligence and Digital Marketing  

By automating routine operations, personalizing campaigns, and making decisions based on data, AI has proven to have the 

ability to completely transform the digital marketing space (De Bruyn et al., 2020). Ads can be more relevant to users by using AI to 

collect and analyze user data and forecast future behavior (Devang et al., 2019). AI also aids organizations in developing unique 

advertising strategies and making intricate marketing choices (Chintalapati & Pandey, 2022a). AI's ability to give customized product 

recommendations, ads, and pricing is helping to drive the personalization trend in digital marketing (Saura et al., 2021). McKinsey 

Global Institute predicts that during the next three years, the value created by the application of AI and machine language to issues in 

Marketing and Sales will be between $1.4 Trillion and $2.6 Trillion (van Esch & Stewart Black, 2021). 

Artificial Intelligence is replacing humans in spotting marketing trends because it is more efficient at doing so than humans 

and can react to new information more quickly (Gkikas & Theodoridis, 2019a). Automated digital marketing services are one way that 
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AI digital marketing helps brands and marketers save time and money (Nair & Gupta, 2021). With the right data, AI can accurately 

foresee how and when your ideal customers will make purchases. There are many mundane chores that can be automated with the help 

of AI algorithms (Reimers et al., 2016). Artificial Intelligence (AI) facilitates decision-making and aids in the production of high-

performing content. Organizations may more effectively target the correct customers with irresistible offers when they use AI-powered 

digital marketing methods (van Esch & Stewart Black, 2021). 

2.4 Artificial intelligence and content marketing 

AI is changing the digital world in more and more ways, and content marketing is no exception. When AI used in content 

marketing improves the planning, creation, and optimization of content in many ways (Lopes et al., 2022). Because of this, companies 

can improve their efficiency, offer more personalized experiences, and gain insights from data (Kaput, 2021). One of the primary uses 

of AI in content marketing is to automate repetitive chores so that marketers can focus on strategy and creativity at a higher level 

(Sitecentre, 2023). In addition, AI-powered content marketing tools help marketers make better choices and tailor their content to their 

target audience by analyzing vast amounts of data (Sitecentre, 2023). Deloitte (2022) indicates that AI can help with creating and 

optimizing content, making sure it is interesting, useful, and good for search engines. 

AI content marketing tools automate time-consuming tasks such as content ideation, data analysis, and content creation 

(Coursera, 2023). Given this, marketers can allocate more time to strategic planning and creative efforts, invariably improving the 

efficiency of content marketing processes. According to Gartner (2020), by 2024, AI will automate repetitive task and can handle 69% 

of the workload of marketers. In a study by Rodrigue (2023), AI-powered tools fasten content production by 75%. In the Salesforce 

(2022) report, 87% of marketing leaders indicate that AI has transformed their workflows. More so, AI algorithms evaluate huge volumes 

of data to identify trends, preferences, and patterns and provide marketers with relevant information to inform their content strategies. 

According to Deloitte (2022), firms that use AI for data analysis experienced a 10% rise in revenue. In addition, Econsultancy (2019) 

revealed that 61% of marketers use AI to improve audience targeting. Lastly, Accenture (2016) indicated that 75% of consumers are 

likelier to patronize firms that offer personalized content. Given this, we propose that:  

H1 – Artificial Intelligence is positively related to content marketing 

2.5 Artificial intelligence and social media marketing  

AI is the most important factor in how social media works in the 21st century. Research shows that the market for AI in social 

media is proliferating (Khan, 2022). The market is projected to reach $3,714.89 million by 2026, with a compound annual growth rate 

(CAGR) of 28.77% during the period 2021–2026 (Kessinger, 2022). This means that the use of AI in social media marketing is likely 

to grow a lot over the next few years and will be a big reason why businesses all over the world are growing. In the AI in the social 

media market, NLP technology is used to collect, analyze, and visualize customer-related data, such as responses to particular products 

and services. NLP technology is also used to understand human languages via virtual chatbots. The use of NLP technology in social 

media platforms has increased, which helps in offering 24/7 services to customers (MarketsandMarkets, 2023).  

Machine learning models are used by popular social networks like Facebook, LinkedIn, Instagram, and so on to suggest 

people/accounts to follow, jobs to apply for, spot visuals, track current engagements, and so on (Kaplan & Haenlein, 2010). The Gartner 

report says that 37% of companies use AI to manage and curate material (Gartner, 2019). By looking at how a brand has done over time, 

machine learning and natural language processing models can get social insights that can be used to make customer recommendations 

(Anandvardhan, 2021). AI is a crucial part of the social networks we use every day, like Facebook and Twitter. Facebook uses advanced 

machine learning applications of Artificial Intelligence to do things like show posts that are similar to those with which a user has already 

interacted, recognize faces in pictures that have been tagged, show ads, and send pop-ups (Anandvardhan, 2021). Instagram, a social 

networking site owned by Facebook, uses AI to find and delete fake posts. Computer vision is an AI technology that Snapchat uses to 

track users' faces and add effects that move with the user's face in real-time. AI is used by LinkedIn to do things like automate bidding, 

suggest jobs, suggest people a user might want to connect with, serve specific content in feeds, help marketers target audiences, and 

track conversions (Kaplan & Haenlein, 2010; Kessinger, 2022). Given the above, we propose that: 

H2 – Artificial intelligence is positively related to social media marketing  

2.6 Artificial Intelligence and Email Marketing  

AI enables companies to send highly personalized emails without manually creating email campaigns (EraInnovator, 2020). 

This technology can divide an organization's audience and offer targeted messaging. AI analyses client behavior, engagement, and 

purchase trends. Marketers use the data to produce dynamic content for each subscriber, guiding them along the customer journey 

(EraInnovator, 2020).  

Automated split-testing of many email versions is another advantage of AI-assisted email marketing. With the use of this level 

of automated testing, businesses can effortlessly identify the ideal combinations of subject lines, graphics, copy, calls-to-action, and 

sending times (Salesmate, 2023). Split testing was a labor-intensive, manual operation (Payani, 2023). Companies would have to 
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manually design many iterations of their email, send them, monitor the responses, and then publicize the victor (Huang & Rust, 2022). 

AI handles all of that. Different versions of a company's email can be sent to a tiny portion of its list using AI email marketing solutions 

(Johnson, 2020). The winning combination will then be sent to the remaining members of your subscriber base after tracking the 

outcomes (Salesmate, 2023). 

Companies use AI copywriting tools to generate ideas for their next email campaign. These tools use natural language 

generation (NLG) to generate human-like content. All companies do is enter a few parameters, such as the topic, tone, and style of your 

email, and AI will generate several copy variations for them (Hartemo, 2022). Most content generators are pre-trained on conversion 

copywriting principles, so they can be sure that the AI-created content will be high quality and persuasive (Chintalapati & Pandey, 

2022b). Companies still have to review the AI-generated email template before sending it, but it's usually a good starting point. Using 

content editing tools can help get this done faster (Chintalapati & Pandey, 2022b). 

The time an email hits a customer's inbox can be as important as the email itself. Analyzing past customer behavior, AI helps 

firms to find the optimum time to send their emails by analyzing past customer behavior (EraInnovator, 2020). It considers factors such 

as time zones, open rate, and engagement history to find the best time to ensure emails are seen. Time zone-based scheduling is especially 

useful if a firm has a global audience. More data points mean more accurate results (Hartemo, 2022; Payani, 2023). 

H3 – artificial Intelligence is positively related to email marketing 

2.7 Artificial Intelligence and pay-per-click advertisement  

One of the all-important relevance of artificial Intelligence in pay-per-click is that it has given firms the room to automate many 

processes that would otherwise take a long time to undertake manually (Designbeep, 2023). In the 21st century, artificial Intelligence 

has improved a firm's PPC ad strategy even in the absence of PPC experts. According to Maloney (2023), AI aids companies in managing 

their PPC bids and budgets by optimizing the bids and uncovering new keyword opportunities from various unstructured data sources. 

An automated bid strategy can effectively eliminate issues of the guesswork from setting bids and meeting desired goals (Khraim & 

Alkrableih, 2015).  

AI-powered analytics tools and call-tracking software can assist firms in determining the relationship between the leads 

generated by particular campaigns or keywords and their offline efforts (EraInnovator, 2020). Organizations can analyze the data 

pertaining to their offline conversions and adjust their retargeting strategies accordingly (EraInnovator, 2020). Targeting is crucial to 

the success of an organization's PPC advertising campaign. Given this, they should avoid annoying potential consumers with excessive 

marketing materials (Payani, 2023). More so, they do not need to allocate their PPC budget to one-time customers who are unlikely to 

return in the near future (Huang & Rust, 2022). 

Even though AI cannot replace designers and copywriters who create marketing materials, AI can make PPC ad copies more 

effective (Chintalapati & Pandey, 2022). For instance, in Google's Responsive Ads (RSAs), marketers can provide up to 15 headlines 

and four descriptions. Then Google, with the help of AI, serves up RSAs to users based on their search terms (Designbeep, 2023). 

Various brands already use chatbots to make their PPC campaigns more engaging (Chintalapati & Pandey, 2022). Fjell (2010) indicated 

firms use AI tools to increase engagement, reduce bounce rates, and improve conversions. According to Qin & Jiang (2019), combining 

AI and PPC aid in improving lead quality by letting marketers gather useful data about their users in a more conversational format. 

Lastly, through optimized advertising models, machine learning plays a significant part in scientific research for bidding and 

advertisement targeting (Accenture, 2016). It looks at metrics that make it possible to evaluate the impact of various variables on the 

likelihood of clicks and conversions. Regression models are created using machine learning and accessible data to provide new 

knowledge and hidden trends (Econsultancy, 2019). Given this, we propose that: 

H4 – artificial Intelligence is positively related to pay-per-click marketing 

2.8 Artificial intelligence and search engine optimization marketing  

In the same way that AI has gotten so interwoven in our daily lives — from shopping to travel, from fitness to eating — SEO 

is also becoming more and more dependent on it (van Esch & Stewart Black, 2021). AI is used to power algorithms like Google's 

Rankbrain and BERT. Additionally, Google employs AI to improve and deliver more pertinent results on its SERPs (search engine 

results pages) (Tinoco, 2023). Similar to how humans can read, understand, and store practically unlimited amounts of data, AI can 

assist firms in creating a successful SEO strategy (Olson et al., 2021). AI for SEO can help businesses find popular keywords and 

subjects. In a fraction of the time, they may better grasp target markets, consumer buying patterns, and consumer behavior (Martin, 

2019). 

Resorting to AI for a firm's SEO strategy enables them to be efficient, quicker, and more productive when managing their 

digital marketing (Gkikas & Theodoridis, 2019). With AI being automated, the element of lengthy and time-consuming tasks are 

eliminated (Khraim & Alkrableih, 2015). Given this, firms do not need to employ developers to code software but can be more strategic 

in planning and delivering their digital content creation (Olson et al., 2021). More so, the information that firms can dig out with AI for 
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SEO is also incredibly accurate and up-to-date, which in turn helps boost productivity and inform meaningful business decisions (Al-

Zyoud, 2018). In addition to this, AI for SEO will help organizations to lift their rankings because it enables them to discover and use 

exactly the right keywords, topics, and content that their audience is searching for (Omar & Atteya, 2020). To further the argument, 

artificial intelligence tools can spot patterns within huge data sets and provide organizations with suggestions on what keywords they 

should use to drive more traffic to their channels (Nair & Gupta, 2021). Lastly, AI-enabled voice search in the company's SEO strategy 

opens up its brand to a new customer segment that uses this search method increasingly more often (Tinoco, 2023; van Esch & Stewart 

Black, 2021). 

H5 – artificial Intelligence is positively related to search engine optimization marketing 

 

 

 

Figure 1 Conceptual framework 

 

III. METHODS 

3.1 Sampling and data collection  

The study resorted to the random sampling approach to solicit responses from salespersons of three multinationals and four 

domestic brands that deal with personal care and beauty products in the Democratic Republic of Congo. These firms were engaged 

because of deploying several AIs, such as robots, to enhance their business. Data were collected using the questionnaire via online, 

specifically WhatsApp and mail. Participants were individuals who were exposed to artificial Intelligence, hence, are in the capacity to 

respond to the questions independently. 320 questionnaires were administered for three months. A valid 252 questionnaire was chosen 

as a sample representing a 78.8% response rate. 

3.2 Constructs measurement  

All the constructs were measured using the 5-point Likert scale (1 = strongly disagree t0 5 = strongly agree). Artificial 

Intelligence was measured with five (5) items from Khan (2022). Content marketing was evaluated with three (3) items from Lopes et 

al. (2022). Three (3) items were adapted from Khan & Jan (2019) to evaluate social media marketing. Three (3) items were employed 
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from Bawm & Deb Nath (2014) to evaluate email marketing. Two (2) items were adapted from Khraim & Alkrableih (2015) to measure 

pay-per-click advertising. Three (3) items were adapted from Kushwaha (2020) to measure search engine optimization. The items were 

modified to suit the focus of this study. Table 1 contains information on the measurement items.  

 

 

Table 1 Variables and measurement items 

Variables Measurement items 

 

 

Artificial Intelligence 

(AI) 

The adoption of AI has enhanced our engagement with customers. 

AI aids in better segmenting customers and targeting ads while measuring results. 

AI helps our firm to measure campaign or advertising success. 

AI helps our firm to personalize customer experiences. 

AI provides our firm with the right data and insights to make better and faster marketing 

decisions. 

 

Content marketing (CM) 

Our firm share news and approaches customers about testing products, and share stories 

about community involvement. 

Our firm discusses customer needs by tweeting about appropriate development to 

obtain feedback and ideas. 

Our firm showcases company offerings on online platforms and develops information 

channels. 

 

Social Media Marketing 

(SMM) 

Our firm reveals and updates company information through its social media platforms. 

Our firm answers queries and interacts with clients on our social media platforms. 

Our firm shares exciting pictures, videos, and links to products on its social media 

platforms. 

 

Email Marketing (EM) 

Our firm sends commercial messages to its clients often via mail. 

The rate at which customers open and respond to company emails is satisfactory. 

The delivery and forwarding of the content of our emails are reasonably encouraging. 

Pay-per-click advertising 

(PPC) 

Our firm's presence is at the top of the list when consumers look for our products. 

Our firm posts ads on affiliate sites which consumers access at a fee. 

 

Search engine 

optimization (SEO) 

marketing  

Our customers have access to our products on well-established search engines. 

Our firm can reach out to a larger audience via search engines. 

Our firm builds quality links that promote credibility and trust in the eyes of clients. 

 

3.3 Profile of Participants  

The gender information of participants indicates that the majority (181, 71.8%) were females, and 71 (28.2%) were males. 

More so, the participants were from different age brackets: 95 (37.7%) were 18-25 years old, 123 (48.8%) were 26-30 years old, 28 

(11.1%) were 31-40 years old, and 6 (2.4%) were 41 years and above. In terms of education, the majority of participants have an 

undergraduate degree (143, 56.75), 89 (35.3%) have a Higher National Diploma and only 20 (7.9%) have a postgraduate degree (see 

Table 2). 

Table 2 Descriptive statistics 

Item Profile Frequency Valid percentage (%) 

Gender Male 

Female 

71 

181 

28.2 

71.8 

Age 18-25 years 

26-30 years 

31-40 years 

41 years and above 

95 

123 

28 

6 

37.7 

48.8 

11.1 

2.4 

Education Higher National diploma 

Undergraduate degree 

Postgraduate degree 

89 

143 

20 

35.3 

56.7 

7.9 
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N=252 

Given that the study is on artificial Intelligence, which augments the prevalence of technologies, it opted to investigate the 

platforms for which the firms engage their customers. Participants were given the liberty of several options. Given the results in Figure 

2, Facebook appeared to be the most used digital platform (158, 31.35%), followed by Bing ads (100, 19.84), while the least LinkedIn 

(16, 3.17%).  

 
Figure 2 Digital platforms firms engage their customers. 

Additionally, the study explored some emerging technologies that participants believe have the potential to alter marketing 

activities in the future. Given that, participants were privileged to choose several options. From the list provided in Figure 3, data 

consolidation emerged as one that can hugely affect the future of marketing (114, 22.44%). Additionally, artificial Intelligence appeared 

as the next emerging technology that would affect marketing (86, 16.93%). Voice search and analytics came next with 52, 10.24%. The 

least technology considered by participants to influence the future of marketing is programmatic (26, 5.12).  
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Figure 3 Emerging technologies that could influence marketing in the future 

 

IV. RESULTS PRESENTATION 

The study used partial least squares structural equation modelling (PLS-SEM) to analyze the collated data (Hair, 2021). The 

PLS-SEM is an appropriate approach when dealing with a small sample size (Hair et al., 2019). The model was evaluated using the 

SmartPLS 4.0 with a bootstrap re-sampling approach (5000 sub-samples randomly generated) (Shmueli et al., 2019).  

3.4 Common method variance (CMV) bias  

The CMV bias occurs when data gathered is influenced by a single source, which mostly leads to over-representing certain 

factors. It overestimates the relationships in a measurement model. To minimize the possibility of CMV bias, the study followed the 

recommendations provided by Podsakoff et al. (2012) during the questionnaire design and administration. The single factor test 

developed by Harman was used to evaluate the CMB. A multi-factor structure was found using the exploratory factor analysis (EFA), 

with the first factor responsible for 18% of the sample's variation. The argument on CMV was extended, relying on the SmartPLS inner 

collinearity appraisal function. Table 3 revealed that the inner variance inflation factor (VIF) values were below the 3.3-point cutoff 

(Petter 2007). These findings collectively imply that CMV is not a widespread problem in the data.  

3.5 Measurement Model Assessment  

We evaluated the reliability, convergent validity, and discriminant validity of the model's main variables (Hair Jr et al., 2014). 

All the factor loadings in Table 3 are greater than the threshold of 0.7 (Hair Jr et al., 2014), so they were all maintained. Table 3 shows 

the evaluation of Composite reliability, Cronbach alpha, and AVE. The composite reliability and Cronbach alpha values exceeded the 

threshold of 0.7 (Hair et al., 2011; Hooper et al., 2008). Relative to the convergent validity, the average variance extracted (AVE) values 

exceeded the threshold of 0.5 (Fornell & Larcker, 1981) 

Table 3 Convergent reliability 

Constructs Notations Factor 

loadings 

(λ) 

Composite 

reliability 

(CR) 

Cronbach 

Alpha (α) 

Average Variance 

Extracted (AVE) 

VIF 

 AI1 0.914    2.362 
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Artificial 

Intelligence (A1) 

AI2 0.810  

0.909 

 

0.874 

 

0.667 

2.146 

AI3 0.781 1.842 

AI4 0.811 1.995 

AI5 0.759 1.782 

Content 

Marketing (CM) 

CM1 0.828  

0.820 

 

0.784 

 

0.603 

1.233 

CM2 0.738 1.410 

CM3 0.760 1.420 

Social Media 

Marketing 

(SMM) 

SMM1 0.822  

0.845 

 

0.725 

 

0.645 

1.496 

SMM2 0.780 1.398 

SMM3 0.806 1.399 

Email Marketing 

(EM) 

EM1 0.778  

0.851 

 

0.737 

0.656 1.376 

EM2 0.830 1.532 

EM3 0.820 1.511 

Pay-Per-Click 

Advertising 

(PPC) 

PPC1 0.871  

0.853 

 

0.755 

 

0.743 

1.311 

PPC2 0.853 1.311 

Search Engine 

Optimization 

Marketing (SEO) 

SEO1 0.824  

0.841 

 

0.717 

0.638 1.462 

SEO2 0.796 1.443 

SEO3 0.776 1.334 

 

Additionally, the discriminant validity was ascertained by comparing the square root of the AVE for each construct with 

correlations among the latent variables (Fornell & Larcker, 1981). From Table 4, the output indicates strong evidence of discriminant 

validity.  

Table 4 Discriminant validity (Fornell-Larcker criterion) 

Constructs AI CM EM PPC SEO SMM 

Artificial Intelligence (AI) 0.817      

Content marketing (CM) 0.418 0.777 

Email marketing (EM) 0.338 0.511 0.810 

Pay-per-click advertising (PPC) 0.303 0.236 0.372 0.826 

Search engine optimization marketing (SEO) 0.236 0.117 0.259 0.422 0.799 

Social media marketing (SMM) 0.108 0.207 0.348 0.324 0.470 0.803 

 

3.6 Structural Model Assessment and Hypotheses Testing  

The structural model was assessed using the standardized path coefficients (β), in this case, the original sample (Table 5), 

significance level (t-statistics), and R-squared estimates. The path loadings, which are considered standardized regression coefficients, 

show how strongly the independent and dependent variables are related (Shmueli et al., 2019). As shown in Table 5 and Figure 4, all 

hypothesized relationships are supported and accepted (H1-H5). Artificial intelligence -> Content Marketing: β-value = 0.718, and t-

value = 24.054. Artificial Intelligence -> Social Media Marketing: β-value = 0.608, and t-value = 11.053. Artificial Intelligence -> Email 

Marketing: β-value = 0.638, and t-value = 12.264. Artificial intelligence -> Pay-per-click advertising: β-value = 0.503, and t-value = 

8.486. Artificial Intelligence -> Search Engine Optimization Marketing: β-value = 0.636, and t-value = 12.492. 

Furthermore, to establish the R2 of endogenous constructs, researchers postulate estimating the size of each path, i.e., (f2) 

(Henseler 2015). If an exogenous variable has a large impact on the endogenous variable, it is determined by the f2 value. According to 

Cohen (1988), an f2 value between 0.05-0.15 indicates a minor influence, 0.15-0.35 indicates a medium effect and more than 0.35 

indicates a bigger effect. According to the results in Figure 4, artificial Intelligence has a stronger effect on content marketing (0.515), 
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social media marketing (0.369), email marketing (0.407), and search engine optimization marketing (0.404) but a medium effect on pay-

per-click advertising (0.253), respectively.  

Table 5 Paths coefficients 

Paths Original 

sample (O) 

Sample 

Mean 

(M) 

Standard 

deviation 

(STDEV) 

T-statistics 

(IO/STDEV) 

P-values  

Artificial intelligence -> Content 

Marketing 

0.718 0.719 0.030 24.045 0.000 

Artificial Intelligence -> Social Media 

Marketing 

0.608 0.608 0.055 11.053 0.000 

Artificial Intelligence -> Email 

Marketing 

0.638 0.639 0.052 12.264 0.000 

Artificial intelligence -> Pay-per-click 

advertising 

0.503 0.504 0.059 8.486 0.000 

Artificial Intelligence -> Search Engine 

Optimization Marketing 

0.636 0.636 0.051 12.492 0.000 

***Path coefficient bootstrapping. T Statistic > 1.96 for 5%; p<.005 

 

 

Figure 4 PLS analysis 

V. DISCUSSIONS 

This study aims to ascertain the effect of artificial Intelligence on digital marketing. Given that methods such as content 

marketing, social media marketing, email marketing, pay-per-click advertising, and search engine optimization marketing broadly 

constitute digital marketing, the study opted to determine the effect of artificial Intelligence on the mentioned methods of digital 

marketing.  

Content marketing has emerged as one important strategic marketing where firms create and distribute valuable, relevant, 

consistent content to attract an audience. With the advent of artificial Intelligence, Sitecentre (2023) believes AI has revolutionized 

content marketing. The outcome of this study postulates artificial Intelligence significantly and positively influences content marketing 

(β = 0.718, t = 24.054, p = 0.000). According to Mazzini (2023), AI marketing tools are software or platforms that assist in creating 

automated content, building content strategy, and personalizing content. Staff (2020) indicates that AI is in to remove the need for 

content marketers as it makes progress towards undertaking certain marketing tasks better than humans undertake. 
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AI has been determined to be crucial as marketers leverage AI in social media to create content for social media distribution, 

manage the distribution and engage across different channels (Albinali & Hamdan, 2021). The outcome of this study indicates that AI 

positively and significantly influences social media marketing (β = 0.608, t = 11.053, p = 0.000). This result is consistent with Albinali 

& Hamdan (2021), which ascertained the implementation of AI in social media marketing and its retrospective effect on consumer 

behavior. Given the billions of people using social media every day, it is believed that they use a verity of platforms, making it 

challenging to process large volumes of data (Coursera, 2023). Given that social media sites such as Facebook, Instagram, and Twitter 

use artificial Intelligence to help process volumes of data to improve marketing content through their understanding of the data processed 

by AI (Kaput, 2021).  

Additionally, Kimp (2023) indicates that companies make consumers on their email lists aware of their new products, discounts, 

and other essential services. Since the inception of artificial Intelligence, Kenton et al. (2023) indicate that it has unleashed the potential 

of email marketing through email personalization, email segmentation, email content creation, and scheduling emails. The study touts 

the potential positive effect of AI on email marketing. The outcome of this study is in tandem with this observation, as artificial 

Intelligence positively and significantly influences email marketing (β = 0.638, t = 12.264, p = 0.000). AI has been discovered to create 

mail contents that convert and makes company emails noticed by their audience. This reinforces the positive effects of AI on digital 

marketing, specifically email marketing (Ameen et al., 2021).  

Over the years, companies have adopted pay-per-click digital advertising, where the advertiser pays a feed each time one of 

their ads is clicked (Design & Development, 2023). It is believed that when PPC is working appropriately, the fee is trivial, given that a 

click is worth more than what a firm pay for (Bhan, 2023). With the emergence of artificial Intelligence, it has been determined that 

various brands use Chatbots to make their PPC campaigns more engaging, minimize bounce rates, and enhance conversations (Marr, 

2022). The outcome of this study reinforces the argument on the positive effect of artificial Intelligence on pay-per-click advertising 

(0.638, t = 12.264, p = 0.000). The study's conclusion is in line with Localiq (2022), which defined the primary benefits of AI to PPC 

as including exceptional data processing power, the ability to accurately predict quality scores and click-through rates; identify bids that 

are likely to get the highest amount of traffic; saving time and manpower in managing PPC campaigns. 

As a digital marketing strategy, search engine optimization has been determined to be a tool to optimize websites and webpages, 

thereby improving the visibility of organizations where customers find the product or service of a firm on a search engine (such as 

Google or Bing) (Kavyashree, 2023). Presently, digital marketers have leveraged AI for search engine optimization success (Ameen et 

al., 2021). This study determined the positive effect of artificial Intelligence on SEO marketing (0.636, t = 12.492, p = 0.000), giving 

credence to the initial position on the positive effects of AI on search engine optimization marketing. According to Kavyashree (2023), 

AI has become a core aspect of major search engine algorithms, which means if appreciate AI and its impact on search engines; they 

can boost their SEO using AI. More so, AI serves as a tool for excellent data analysis, which is key to designing an effective SEO 

strategy (Prentice et al., 2020).  

VI. CONCLUSIONS AND IMPLICATIONS 

Summarily, the study has proved that artificial Intelligence significantly influences digital marketing after establishing the 

positive effect of AI on six dimensions of digital marketing. Given the outcome, the study positions that AI affects content marketing, 

social media marketing, email marketing, pay-per-click advertising, and search engine optimization marketing.  

This study contributes to the existing literature in the following ways. First, the study developed a model that determines AI as 

an antecedent of the dimensions of digital marketing. This study pioneer considering the effect of AI on the dimensions of digital 

marketing in a single study. More so, it has empirically proven that artificial Intelligence is a positive determinant of content marketing, 

social media marketing, email marketing, pay-per-click advertising, and search engine optimization marketing. Second, the study 

maximizes the `accumulated knowledge in the area of research and the field of artificial intelligence-marketing relationship. The study 

is also rare in that it explored the Artificial Intelligence effect on digital marketing components from a developing perspective. In the 

current business atmosphere that is saturated with artificial Intelligence, our results show that content marketing is hugely affected by 

artificial Intelligence among the components of digital marketing, and pay-per-click advertising is the least affected by Artificial 

Intelligence.    

Given the relevance of artificial Intelligence, marketers must incorporate artificial Intelligence to analyze and optimize their 

marketing campaigns with a greater level of accuracy and efficiency. Marketers can rely on AI to personalize marketing messages based 

on customers' behavior, preferences, and past purchases. This would also enable digital marketers to offer personalized recommendations, 

content, and promotions to the right audience at the right time. This personalized approach can improve customer engagement and lead 

to higher conversion rates. More so, AI algorithms can help marketers analyze a large amount of data to identify patterns, trends, and 

insights. This allows digital marketers to predict customer behavior, anticipate their needs, and create more effective marketing strategies. 

Additionally, AI can automate routine tasks such as email marketing, social media posts, and ad optimization. This reduces the 

workload on digital marketers and frees up time for more creative and strategic work. Furthermore, an AI-powered Chatbot can handle 

customer queries and provide personalized recommendations in real-time. This helps to improve customer satisfaction and reduce 
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response times. Lastly, AI can help to generate content such as product descriptions, blog posts, and social media posts. While not yet 

at a level where it can replace human-created content, AI can assist with tasks such as generating headlines, summaries, and captions.  

VII. LIMITATIONS AND SUGGESTIONS FOR FUTURE STUDIES 

This study, like any other, has some limitations. First, the sample size of the study is small to be able to generalize the outcome. 

An expansion of the sample size may produce a different result. Given that, future researchers can adopt the model and expand the 

sample size to encourage generalizability. Our study focused on AI-digital marketing methods. We encourage future researchers to 

conduct a study on the impact of Artificial Intelligence impact on consumer buying behavior using digital marketing as a mediating 

construct. Our study relied on salespersons to unravel the effect of AI on digital marketing. Future studies could investigate retailers and 

industries.  
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