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Abstract 
The development of artificial intelligence (AI) has 

brought it to prominence as an integral part of 

modern socio-economic structures, ranging from 

areas of science, medicine, industry, and business 

through to marketing. Social media marketing can 

be considered as an area of the most vigorous 

application of AI to value creation, delivery, and 

appropriation in the context of the use of social 

media. Artificial intelligence works behind the 

scenes on social media, driving such operations as 

content ranking, personalized feed generation, 

advertising targeting, and customer interactions. 

Simultaneously, popular AI tools used for 

generation, such as ChatGPT and other similar 

solutions by OpenAI, have caused much discussion 

about authenticity and ethical governance in the 

context of digital communications. In such a 

situation, top social media providers and brands are 

becoming increasingly dependent on artificial 

intelligence to process huge amounts of content, 

recognize hashtags and trends, find emerging usage 

patterns, and develop entire end-to-end campaigns. 

This study is conducted using the literature-based 

approach to evaluate the importance of AI in social 

media marketing through a synthesis of existing 

research from the following perspectives: (1) 

benefits of AI in social media marketing, (2) 

challenges and threats to its application, and (3) 

future trends and research directions. This study 

uses a Systematic Literature Review (SLR) 

methodology, where explicit search strategy, 

selection criteria, and procedures are used to analyze 

scholarly papers and theoretical contributions 

published from 2018 to 2026. It is found that the use 

of AI allows hyper-personalized interaction, making 

decisions based on data analysis, and automation. 

However, it poses serious problems related to the 

protection of data privacy, algorithmic biases, loss 

of authenticity of human interaction, and inadequate 

organizational capabilities. Future trends can include 

further integration of generative and multimodal AI, 

creation of emotion-aware and immersive 

experiences, and development of appropriate 

frameworks. The conclusion is made that AI cannot 

be considered an additional feature for social media 

marketing but rather a strategic instrument of its 

success. 
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I. Introduction 
Artificial intelligence has come out as a 

technology that has found applications in various 

sectors, ranging from medical diagnosis, industrial 

automation, banking and finance, and marketing, 

among others. In all the above-listed fields, AI 

makes machines capable of analyzing vast amounts 

of data, recognizing trends and aiding or automating 

decision-making, which was not possible before. 

Social media marketing (SMM) is one sector that 

has not been spared in this revolution. Artificial 

intelligence has made its way into the algorithms 

responsible for news feeds, content 

recommendations, spam filtering, image 

recognition, and targeted advertisement on social 

media sites like Facebook, Instagram, TikTok, X 

(previously Twitter), YouTube, and LinkedIn 

(Strategic Peacock, 2025; Rest Publisher, 2026). 

In practice, the application of AI enables 

marketers to go beyond creating post descriptions 

and slogans and run entire social media funnels. 

Generative AI models can write post copy, create 

visual content, and recommend the best posting 

schedule. Machine learning algorithms analyze the 

engagement metrics to find out which creative is 

doing well, who are the best segments for targeting, 
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and what are the current trends or popular hashtags 

(Brillity Digital, 2025; DigitizeBrand, 2025). The 

social listening software uses NLP algorithms to 

determine sentiments and issues in real-time (IJERT, 

2025; IJSRCSEIT, 2024). Chatbots and 

conversational agents that are embedded into the 

messaging channel can provide ongoing customer 

assistance and recommendations. 

 Though it becomes an increasingly 

important tool in the field, AI in social media is not 

visible to end-users as it works "behind the scene" in 

recommendation engines, ranking algorithms, and 

bidding systems (Strategic Peacock, 2025; 

Gobubble, 2024). Even though many people are 

aware of the existence of headline-generation 

applications such as ChatGPT and other large 

language models, it might be unknown to them that 

the same AI technology powers their everyday 

social media activities. 

On the other hand, debate and 

disagreements regarding OpenAI's services as well 

as generative AI tools in general are becoming more 

prominent. The points of concern include the effects 

on human creativity, content generated by artificial 

intelligence, usage of human-generated material for 

training models without explicit permission, as well 

as issues with misinformation and deepfakes (ISB 

Executive Education, 2025; SG Analytics, 2026). 

All of these points are highly relevant to social 

media marketing and have influence on consumer 

response. 

  

Moreover, from a business point of view, 

the role of artificial intelligence becomes even more 

significant. Today most of the major social media 

companies and technology companies position AI as 

one of their main assets, which helps to engage 

users, monetize and innovate (DigitizeBrand, 2025; 

SG Analytics, 2026). For marketers, it poses both 

challenges and advantages. On one hand, AI tools 

allow to cope with the complexity of global 24/7 

social media presence, when there is a great amount 

of material to be processed, but not enough human 

resources to do it manually. On the other hand, there 

is a challenge with regulatory framework, changing 

public attitude and over-automation. 

In this regard, AI technology allows 

marketers to analyze huge data sets in order to find 

out hashtags, social media trends, and uses which 

will improve the customer service and engagement 

on their platforms (Rest Publisher, 2026; Strategic 

Peacock, 2025). Nevertheless, there is a gap in the 

body of knowledge since there is a lack of the 

integrated and literature-based research dedicated to 

examining the importance of using AI for social 

media marketing, including both possibilities and 

obstacles of its future development. 

  

1.1 Research Objectives and Questions 

This study is designed to examine the importance of 

artificial intelligence for social media marketing by 

means of conducting a systematic literature review. 

The goals of the research are: 

1. To define the main advantages of using artificial 

intelligence technology for social media marketing. 

2. To reveal the obstacles and risks connected with 

using AI for SMM. 

3. To identify the future perspectives of the use of 

AI for SMM. 

These research goals can be formulated into the 

following research questions: 

  

- RQ1: In which ways does AI increase effectiveness 

and strategic importance of social media marketing? 

- RQ2: What are the key obstacles, limitations and 

issues of using AI for social media marketing? 

- RQ3: How will the place of AI in social media 

marketing evolve in the future and what research 

directions are suggested by the literature? 

 

II. Methodological Approach: Systematic 

Literature Review 
 

2.1 The Need for a Systematic Literature Review 

The growing interdisciplinary character of the 

studies on AI in social media marketing makes SLR 

an effective tool to synthesize existing knowledge 

about the topic. While narrative reviews use 

subjective criteria for including and excluding 

sources, for defining research focus and for 

extracting data (Rest Publisher, 2026; Saheb et al., 

2024), SLR uses clear criteria that make the process 

less biased. 

 

2.2 Review Protocol and Scope 

The review protocol was established to ensure 

clarity and repeatability. The scope was delineated 

as follows: 

- Time frame: 2018–2026, representing the time 

period within which AI, particularly deep learning 

and generative AI models, became an integral part 

of social media platforms and marketing practice 

(Saheb et al., 2024; Rest Publisher, 2026). 

- Context: Research papers that specifically 

concentrate on AI in social media marketing or 

digital marketing context similar to social media 

marketing where social media is one of the most 

important channels of customer interaction. 

- Type of documents: Peer-reviewed journal articles, 

conference papers, and high-quality conceptual 

papers, as well as practitioner reports and white 
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papers when they contributed to conceptual clarity 

and empirical evidence beyond those available from 

academic literature. 

 

2.3 Search Strategy 

A multi-database search method was used to retrieve 

relevant studies. Major academic databases 

including Scopus, Web of Science, ScienceDirect, 

and Google Scholar were searched based on 

combinations of keywords: 

- "artificial intelligence" AND "social media 

marketing" AND "opportunities" 

- "AI" AND "social media" AND "challenges" OR 

"ethical" 

- "AI" AND "digital marketing" AND "future" OR 

"prospects" 

- "AI" AND "personalization" AND "social media" 

AND "engagement" 

Moreover, targeted searches were conducted to 

identify studies on AI in social media marketing that 

have explicitly studied opportunities and challenges 

(IJERT, 2024; IJSRCSEIT, 2024; DinamikaPublika 

Journal, 2025). The views of practitioner resources, 

including Brillity Digital (2025), Strategic Peacock 

(2025), and SG Analytics (2026), were considered to 

add depth to the knowledge on current practice and 

recent trends. 

 

2.4 Inclusion and Exclusion Criteria 

The following inclusion criteria were used: 

 1. The article explicitly dealt with AI within the 

framework of social media marketing, social media 

platforms, or digital customer engagement. 

2. The article covered at least one of the focal 

dimensions: opportunities, challenges/risks, or 

future directions. 

3. The article was written in English and published 

between 2018 and 2026. 

4. If the source is academic, the article is peer-

reviewed; if the source is practitioner, the document 

comes from a reputable organization or expert in 

digital marketing. 

 The exclusion criteria were as follows: 

 - Technical articles on AI without any connection to 

marketing/social media. 

- Opinion articles without proper arguments or 

empirical basis. 

- Articles considering only non-social digital 

channels without mentioning social media. 

 

2.5 Procedure for Screening and Selection 

Screening procedure was carried out following 

PRISMA protocol: (1) identification of relevant 

records using database searching techniques; (2) 

elimination of duplicate records; (3) screening of 

titles and abstracts for their relevance; and (4) full 

text evaluation of records according to inclusion 

criteria (Saheb et al., 2024; DinamikaPublika 

Journal, 2025). 

 

2.6 Data Extraction and Synthesis 

 The following information was extracted from each 

article: 

 - Capability or application of AI technology used in 

the study (e.g., personalization, chatbots, predictive 

analytics, content generation). 

- Context of the use of AI technology (e.g., social 

media or digital marketing context). 

- Methodology (e.g., survey, experimental, 

conceptual or bibliometric study). 

- Opportunities, advantages, and outcomes of the 

application of AI. 

- Challenges, drawbacks, and limitations. 

- Future prospects or further research 

recommendations. 

  

The extracted information was synthesized 

thematically into three main dimensions of AI in 

social media marketing: (1) opportunities; (2) 

challenges; and (3) future prospects. 

 

III. Importance of AI in Social Media 

Marketing: Conceptual Considerations 
3.1 AI Embedded in the Architecture of Social 

Media 

AI is deeply rooted within the architecture of social 

media. Machine learning algorithms decide what 

posts will be visible in your feed, detect and remove 

content which does not comply with community 

rules, recognize people from photographs, and even 

suggest advertisements based on one’s interests 

(Strategic Peacock, 2025; Gobubble, 2024). 

Recommendations take into account users’ 

interaction history with certain posts, whereas 

lookalike audiences and prediction algorithms allow 

advertisers to target people similar to their existing 

customers (DigitizeBrand, 2025; LinkedIn, 2025). 

 From the marketing standpoint, AI embedded in the 

social media architecture influences the basic 

circumstances of marketing communications in this 

channel. Notwithstanding whether the marketers use 

AI tools themselves, they have to deal with the 

platform algorithms that use AI. 

 

3.2 AI as Marketing Capability 

Apart from AI being part of the social media 

architecture, it becomes increasingly important as a 

strategic marketing capability because its integration 

into social media marketing enables businesses to: 

 - Process huge amounts of social data to draw 

valuable insights. 
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- Predict consumer behavior and create highly 

targeted audience segments. 

- Automate routine operations such as planning, 

oversight, and analysis. 

- Enable informed decision making with analytical 

advice (Rest Publisher, 2026; Brillity Digital, 2025; 

SG Analytics, 2026). 

  

Systematic review and theoretical framework claim 

that this kind of capabilities can become an asset to 

the organization and be a source of competitive 

advantage, if combined with proper organization 

competencies and governance (Rest Publisher, 2026; 

Saheb et al., 2024). In the context of social media 

marketing, it means better targeting, engagement 

and efficiency of the ad budget spendings. 

 

3.3 Consumer Perceptions and Experience 

On the other hand, in terms of consumer experience 

and perception, AI affects both the user indirectly 

and directly. Recommendations, personalized feed 

influence on what users see and how they interact; 

AI-driven content control influences users' 

perception of security and relevancy; generative AI 

tools affect the nature and amount of content 

appearing in users' feed (The Role of Artificial 

Intelligence in Personalizing Social Media 

Marketing Strategies, 2025; ScienceDirect, 2024). 

According to the literature, AI-based personalization 

can be considered useful and trustworthy, however, 

may raise privacy concerns and doubts due to 

intrusion (ScienceDirect, 2024; ACR Journal, 2025). 

The importance of AI in social media marketing, 

thus, extends beyond the realm of efficiency into a 

deeper reconfiguration of how consumers engage 

with brands, and how those brands have to earn the 

attention and trust of consumers in AI environments. 

 

IV. Opportunities of AI in Social Media 

Marketing 
4.1 Hyper-Personalization and Increased 

Engagement 

Among the most commonly mentioned 

opportunities of AI in social media marketing is 

hyper-personalization, in which AI algorithms use 

browsing history, social interaction data, 

demographic characteristics, and real-time 

behavioral cues to customize the content, 

recommendation, and advertising messages to 

individual consumers (The Role of Artificial 

Intelligence in Personalizing Social Media 

Marketing Strategies, 2025; DigitizeBrand, 2025). 

Research shows that such personalization increases 

the sense of relevancy on the part of consumers, and 

consequently increases their level of engagement, 

satisfaction, and intent to purchase. 

In social media marketing contexts, such 

personalization is realized via customized news 

feeds, dynamic creative ads, and personalized offers 

triggered by behavioral micro-moments (Rest 

Publisher, 2026). Generative AI further supports 

personalization through allowing marketers to 

develop a variety of different versions of copy and 

images that target certain segments or individuals 

specifically. 

 

4.2 Data-driven Decision Making and Predictive 

Analytics 

The ability of AI makes marketers move 

forward to predictive and prescriptive analytics. 

Through machine learning algorithms, marketers 

can predict what content will be successful, what 

segments will become customers prone to churn, 

what users will convert after getting certain offers 

(Rest Publisher, 2026; SG Analytics, 2026). 

Predictive models provide information that helps to 

make decisions about budget, bids, and creative 

optimization on social platforms. 

For instance, it is possible to automate spending 

depending on conversion potential, define optimal 

hours to post something, and understand early 

campaign fatigue using AI-powered tools. 

 

4.3 Automation of Routine Activities and 

Workflow Optimization 

There are many opportunities in 

automation of routine and time-consuming activities 

of social media marketing using AI. AI-based tools 

help to schedule posts, automatically generate 

reports, classify and tag content, and prioritize 

messages that need to be addressed by human 

employees (Brillity Digital, 2025; IJSRCSEIT, 

2024). Chatbots and virtual assistants answer 

frequently asked questions and service inquiries 

leaving human employees more valuable work. 

Not only does automation cut down 

operating costs, but it also increases consistency and 

reaction rate. For example, using AI-based customer 

support enables one to provide assistance around-

the-clock and gives an immediate reply to the 

customers regardless of their location. Thus, the 

quality of customer experience is improved, and it 

may impact satisfaction and loyalty positively. 

 

4.4 Social Listening, Sentiment Analysis, and 

Insights Generation 

Using AI-based social listening, one can 

analyze vast amounts of unstructured social data to 

extract trends, analyze sentiments, and spot 

emerging issues (Strategic Peacock, 2025; Saheb et 

al., 2024). With NLP and sentiment analysis 

algorithms, all mentions will be categorized by 
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topics and tone to track brand reputation, customer 

needs, and benchmark competitors in real-time. 

 All the above-listed features enable a 

company to react immediately to any crisis 

situations, develop content strategy according to the 

reactions of the audience, and find niche 

communities or influencers. For innovations and 

product development, social listening powered by 

AI gives constant insight on user behavior which 

can guide design and feature decisions. 

 

4.5 Assistance for SMEs and Resource-Limited 

Organizations 

While AI implementation is typically thought of as 

being characteristic of big companies, recent 

research shows that AI-based tools integrated into 

social media platforms as well as third-party SaaS 

services are also useful for SMEs. Native AI 

features like automatic targeting, simple chatbots, 

and optimization recommendations allow SMEs to 

gain advanced functionalities without needing in-

depth knowledge and skills (IJERT, 2024; Brillity 

Digital, 2025). 

 For firms that lack resources, AI makes social 

media management more efficient and increases 

competitiveness against other companies through 

equalization of targeting accuracy and metrics. 

 

V. Challenges and Risks Related to AI in 

Social Media Marketing 
5.1 Data Privacy and Compliance with Laws 

 One of the main challenges raised by researchers is 

data privacy. Social media marketing based on AI 

technology requires the collection and analysis of 

vast amounts of personal and behavioral data. This 

creates a number of risks related to surveillance, 

consent, and misuse of collected information 

(Brillity Digital, 2025; IJERT, 2024). There are such 

strict regulatory standards for handling data as the 

General Data Protection Regulation (GDPR). 

It is important for marketers to work within the 

complex regulatory environments while making use 

of data to enable personalization and targeting. This 

will avoid financial penalties, damage to reputation 

and loss of consumer trust in addition to compliance 

issues. Finding the balance between personalization 

and privacy becomes a crucial challenge in the field 

of AI-enabled SMM (Saheb et al., 2024; Strategic 

Peacock, 2025). 

 

5.2 Algorithmic Bias and Fairness 

AI technologies have the tendency to 

reproduce biases that exist in the training data. This 

may translate into skewed advertising on the part of 

the company (e.g. denying some demographic 

groups of opportunities), unfair visibility of the 

content and stereotype perpetuation (Rest Publisher, 

2026; IJERT, 2024). These actions carry ethical and 

legal implications and may not align with the goals 

of diversity and inclusion. 

 Auditing the AI models, using diverse 

training data sets and employing fairness-aware 

algorithms have been suggested as a way to prevent 

bias in AI. However, the implementation of these 

solutions poses a problem for many organizations 

due to resource limitations. 

 

5.3 Authenticity, Trust, and the Human Touch 

AI capability of creating content and 

automating social media interactions raises concerns 

regarding authenticity and human touch in social 

media marketing. Over-reliance on AI-generated 

posts, stock responses, and automated engagement 

can create perceptions of inauthenticity, reducing the 

emotional connection between brands and audiences 

(Infinity Marketing, 2025; Strategic Peacock, 2025). 

Additionally, where users do not know that they are 

dealing with AI systems or where AI-generated 

contents are not clearly indicated, there might be 

trust problems in case users feel like being misled at 

some point in time. In this regard, literature stresses 

the need for transparent communication regarding 

any AI usage and finding a balance between 

automation and human touch (Gobubble, 2024; ISB 

Executive Education, 2025). 

 

5.4 Technological Complexity and Capability 

Gaps 

The use of AI in social media marketing requires 

technological complexities associated with data 

integration, model development, and system 

maintenance. There exist many firms (especially 

SMEs), which experience capability gaps as far as 

data scientists, IT infrastructures, and change 

management processes are concerned (Brillity 

Digital, 2025; IJERT, 2024). The high upfront costs 

and frequent updates further hinder adoption. 

In the absence of proper skills and governance, it 

will be difficult to make full use of AI solutions, 

misinterpretations, and wrong decisions based on 

inappropriate models. 

 

5.5 Ethical Governance and Accountability 

Apart from privacy issues and potential for bias, 

other ethical concerns pertain to the role of AI in 

influencing public discussion, attention 

manipulation, and misinformation. AI-optimized 

content and ads can play into users' cognitive biases, 

resulting in addictive consumption or dissemination 

of polarizing material (Gobubble, 2024; Saheb et al., 

2024). 
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Ethical frameworks for AI in social media marketing 

governance are proposed in literature, including 

codes of conduct, algorithmic transparency efforts, 

stakeholders’ oversight, and user-driven dispute 

mechanisms. 

 

VI. Future Prospects of AI in Social Media 

Marketing 
6.1 Generative and Multimodal AI 

Further development of AI in the field of 

social media marketing is predicted to revolve 

around advancements in generative and multimodal 

AI. Generative models that allow creation of 

coherent texts, realistic images, audio and video 

content at large scales will contribute further to 

automation of creative processes (ISB Executive 

Education, 2025; SG Analytics, 2026). Multimodal 

models that analyze text, image, and behavioral data 

together will facilitate context understanding and 

advanced content recommendation. 

These capabilities will enable marketers to 

craft more engaging stories and dynamic campaigns 

based on user feedback through different mediums. 

In parallel, there will be greater apprehension about 

deepfakes and the challenges posed by authenticity 

and IP protection. 

 

6.2 Emotional Awareness and Contextual 

Experience 

Recent studies have revealed that the use of 

affective computing and emotion recognition will 

enable social media marketing systems to customize 

communication according to users’ emotions (Rest 

Publisher, 2026; SG Analytics, 2026). Such systems 

can vary their tone, message format, and frequency 

of interaction with users based on their current state 

of emotions. 

 Nevertheless, such advancements raise serious 

ethical issues regarding manipulation, consent, and 

mental health of users. Future development of 

emotion-aware SMM platforms, therefore, will 

depend on ethical considerations and user-centric 

approaches. 

 

6.3 Integration of Immersive and Social 

Commerce Experiences 

Lastly, AI technology will also help to facilitate the 

convergence between SMM platforms and 

immersive technologies (AR/VR) as well as 

shopping functionality. Personalized product 

recommendations within shoppable posts and live 

video commerce powered by AI is anticipated in the 

future (Rest Publisher, 2026; DigitizeBrand, 2025). 

In such contexts, AI will aid in coordinating an 

efficient process from discovery to purchase in 

social media platforms, adding to the strategic 

significance of AI for generating income and 

maximizing customer lifetime value. 

 

6.4 Regulatory Development and Responsible AI 

Practices 

AI and data-related regulatory environments for 

marketing activities in social media are likely to 

become stricter and more advanced. Talks about AI-

related regulations, accountability, and transparency 

in algorithms are currently ongoing in various 

locations (Saheb et al., 2024; Gobubble, 2024). 

 Thus, future opportunities will depend on firms’ 

capability to comply with regulatory environments 

and adopt responsible AI practices. The 

establishment of standards and auditing procedures 

for AI solutions used in marketing will probably be 

one of the features of this environment. 

 

6.5 Research Agenda 

According to literature, there are several directions 

for further study: 

 - Longitudinal studies assessing the impact of AI-

empowered SMM on brand equity and customer 

trust in the long term. 

- Cross-cultural analysis of consumer reactions to 

AI-driven personalization and automation. 

- Experimental research on the design of explainable 

AI in social media context. 

- Research focused on SMEs' adoption paths and 

models of building capabilities for using AI in 

SMM. 

- Cross-disciplinary research combining 

perspectives from marketing, ethics, law, and 

human-computer interaction towards the 

construction of a framework of responsible use of 

AI. 

 

VII. Discussion 
The results of this literature-based study 

clearly indicate the importance of AI for social 

media marketing operations. On the operational 

level, it improves the capacity of marketers to 

handle complexity, personalization, and 

optimization in real time. On the strategic level, it 

changes the nature of competition by providing 

means of value creation and differentiation through 

data, algorithms, and customer insights. 

 At the same time, it is important to 

understand that the identified opportunities go hand-

in-hand with the mentioned problems. In this regard, 

the further development of the role of AI in social 

media marketing will largely depend on the capacity 

of organizations and regulatory institutions to 

address these challenges. The main takeaway from 

the results is the need to think about AI not only as a 
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tool for improving efficiency but also as a socio-

technical system. 

For professionals, one lesson from this 

paper is that a balanced approach is required, using 

AI for what it is best at – processing data, detecting 

patterns, and automating – while leaving space for 

human creativity, empathy, and ethical reasoning in 

brand communications. For researchers, the 

interaction of AI and social media marketing is an 

emerging research field which can yield fruitful 

multidisciplinary investigations. 

 

VIII. Conclusion 
AI has emerged as a substantial factor in 

social media marketing, driving the workings of 

social media platforms as well as strategies 

developed by brands. With a thorough literature-

based analysis, this paper has provided a summary 

of the current state of knowledge regarding AI in 

SMM. From the findings of this paper, it is clear that 

AI has enormous potential for personalization, data-

driven decision-making, automation, and generating 

insights which could lead to better marketing 

results. At the same time, the use of AI in social 

media marketing raises numerous issues. 

In the coming years, the importance of AI 

within the realm of social media marketing is bound 

to increase as we see the further adoption of 

generative, multimodal, and emotion-aware 

algorithms. The ability to harness the revolutionary 

power of AI in a manner which does not undermine 

consumer trust and society’s values calls for 

governance mechanisms and continued development 

of human skills. As far as marketing professionals 

are concerned, AI should not be seen as an 

alternative to human insight but rather as an ally. 
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