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Abstract: This study presents a systematic literature review that maps the development
of digital marketing research and its influence on consumer behavior across Indonesia,
with an emphasis on the integration of Artificial Intelligence (Al) in future research design.
Using content analysis on 60 journal articles published between 2012 and 2025, the study
identifies five dominant variables—purchase decision, social media marketing, influencer
marketing, brand trust, and brand image—alongside prevailing analytical methods, including
Structural Equation Modeling (SEM) and Multiple Linear Regression. Bibliometric mapping
through VOSviewer reveals clusters of thematic focus such as consumer engagement,
digital branding, and e-commerce localization. The study also highlights trending topics over
time, showing a shift from traditional marketing elements to Al-enhanced strategies.
Furthermore, this paper proposes a conceptual framework linking Al applications with social
media marketing, influencer marketing, and brand trust to guide future empirical studies.
Findings underscore the growing academic and practical relevance of Al in digital marketing,
and offer a foundation for predictive, data-driven approaches to understanding Indonesian
consumer behavior.

Keywords: Systematic Literature Review, Brand Trust, Digital Marketing, Consumer
Behaviuor, Artificial Intelligence

INTRODUCTION

The rapid evolution of Artificial Intelligence (Al) has significantly transformed digital
marketing, reshaping strategies through automation, personalization, and data-driven
decision-making (Ziakis & Vlachopoulou, 2023). Al-powered technologies enable businesses
to analyze vast consumer data, optimizing marketing campaigns with precision and efficiency
(Saleh & Zeebaree, 2025). One of the most crucial aspects of Al in digital marketing is
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itsability to enhance customer segmentation and predictive analytics, allowing brands to tailor
their marketing strategies according to consumer preferences (GoOkerik & Aktas, 2024).
Furthermore, Al-driven automation reduces manual efforts in content creation and campaign
management, improving overall marketing effectiveness and user experience (Efendioglu,

2023).

Al has also played a transformative role in social media marketing and influencer
marketing, where it enhances customer engagement and refines brand strategies. Al-based
sentiment analysis allows businesses to assess consumer feedback, leading to more
targeted and effective marketing approaches (Kharis et al., 2024). The rise of Al-generated
influencers further revolutionizes influencer marketing by providing brands with reliable and
controlled promotional tools that enhance brand authenticity (Fu et al., 2023). However, ethical
considerations regarding Al implementation, such as data privacy and algorithmic biases,
remain critical challenges that businesses must address to maintain trust in Al-driven
marketing (Gokerik & Aktas, 2024).

Brand trust is another essential component influenced by Al in digital marketing. Al-
powered virtual assistants and recommendation systems improve brand-consumer
interactions, fostering stronger relationships through personalized experiences and seamless
interactions (Pillarisetty & Mishra, 2022). Consumers, particularly younger generations, are
increasingly inclined to trust Al-driven recommendations, leading to higher engagement and
purchase intentions (Guerra-Tamez et al., 2024). However, concerns related to Al transparency
and privacy require businesses to ensure responsible Al usage, emphasizing security and ethical
data management (Sun et al., 2022). Despite these challenges, Al continues to play a pivotal
role in shaping digital branding and consumer behavior.

This study aims to achieve two main objectives: (1) Using content analysis on several
digital marketing journals, this research collects information about key factors influencing
consumer behavior in digital marketing; and (2) Identifying how consumer buying
behavior is influenced by Al integration in digital marketing and how this supports better
marketing decisions. Unlike previous studies that primarily focus on evaluating consumer
behavior in Al-driven marketing, this research extends its scope by proposing a new research
design for future studies. This approach ensures a more comprehensive understanding of Al's
impact on digital marketing and provides a framework for further academic exploration and
practical implementation.

METHODS
Research design

This study used was a systematic analysis of the literature. Google Scholar databases
were used to compile article journal over ten years from 2012 to 2025. The research method
used was similar to those used by Fauzi & Pradipta (2018).

Data sources

The data utilized in this study were collected from journal articles that are publicly
accessible via Google Scholar. The search process employed specific search queries focusing
on purchase behavior in the context of digital marketing. From hundreds of retrieved articles,
a total of 60 journal articles were selected and analyzed for this research.

Research instrument

The research instrument employed in this study was a content analysis guideline
encompassing several observed aspects. The observed aspects include: (1) main input, (2)
author and affiliations, (3) keyword analysis, (4) variables, (5) data analysis methods. These
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categories were adapted and modified from the studies conducted by Fauzi & Pradipta
(2018).

Data analysis

The collected data will be analyzed using mapping and statistical analysis to determine
the trajectory of digital marketing research and how it interrelates with similar studies in
Indonesia. The findings will be presented in the form of tables, figures, and bar charts using
SPSS and VOSviewer.

RESULT AND DISCUSSION
Main input

The evolution of academic literature related to digital marketing and consumer
behavior across Indonesia has shown a steady increase over the past decade, as presented in
Figure 1 and Table 1. Figure 1 displays the number of articles published per year from 2012
to 2025, highlighting a visible surge in scholarly interest beginning in 2020. The highest output
was recorded in 2021 with 16 documents, followed by a consistent stream of publications in
subsequent years. The regression line, despite a low R2 value (-0.0606), suggests a general
upward trend in publication activity, albeit with some fluctuations over time.

Number of Articles per Year
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Number of Articles per Year

=
S

[
N

y = 0.000e"(0.174x)
R? = -0.0606

=
o

Number of Documents

2012 2014 2016 2018 2020 2022 2024 2026
Year of Publication

Figure 1 Growth of articles related digital marketing and cosumer behaviour in
Indonesia from 2012 to 2025

Complementing this, Table 1 summarizes the main bibliometric indicators derived from
the 60 selected documents. The annual growth rate of 5.48% signals a sustainable increase in
research activity. With an average of 17 citations per document, the field demonstrates
moderate scholarly influence and engagement. The total reference count of 1,869 reveals the
wide-ranging intellectual foundation supporting these studies, while the 255 keywords
indicate a diverse thematic exploration within the literature—ranging from consumer
psychology, online platforms, to artificial intelligence applications. The research also
showecases strong collaborative dynamics, with 176 authors contributing to the body of work,
although only three documents were authored individually.
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Table 1 Main bibliometric information on digital marketing and consumer behaviour in

Indonesia
Description Information
Document 60
Annual Growth Rate (%) 5.48
Average citation per doc 17
References 1869
Keywords 255
Number of Authors 176
Authors of single-authored docs 3

These patterns underline a promising yet evolving research landscape. The increasing
output and multidimensional focus emphasize the need for a more integrated and
intelligent approach in future studies—particularly by leveraging Al to better capture, predict,
and shape Indonesian consumer behavior in digital spaces. The current bibliometric profile
supports the argument that an Al-driven research design can offer a robust framework for
advancing theoretical and practical insights in digital marketing.

Authors and affiliations

The data from Table 2 presents the distribution of sources and their corresponding
frequencies. The "Journal of Distribution Science™ and "Jurnal Ilmiah Manajemen dan
Bisnis(JIMBI)" both rank first with 4 occurrences each, indicating a notable presence in the
dataset. Following them are "Cogent Business & Management” with 3 occurrences,
reflecting a significant but slightly lesser frequency. The "Journal of Accounting, Finance and
Management™ and "Jurnal Manajemen dan Sains (J-MAS)" both appear twice, suggesting
they are somewhat less prominent compared to the top sources. This distribution highlights
the varying levels of influence and representation of these journals in the dataset, with the top
two sources standing out more clearly in terms of frequency.

Table 2 The Journal’s number of publications ranked from the largest to the smallest.
Rank Sources N
1 Journal of Distribution Science
2 Jurnal limiah Manajemen dan Bisnis (JIMBI)
3  Cogent Business & Management
4 Journal of Accounting, Finance and Management
5 Jurnal Manajemen dan Sains (J-MAS)

NNW RS D>

Table 3 shows the top five authors ranked by the number of their publications, with all
five authors: Agus Purwanto, Gandhi Gumelar, Titi Rapini, Naning Kristiyana, and A.
Afriansyah, each contributing two publications. This equal distribution indicates that no
single author dominates the dataset, and instead, there is a balanced contribution among these
researchers. The uniformity in publication count suggests a diverse authorship landscape,
where multiple individuals have made comparable impacts in terms of publication output
within the analyzed sources.
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Table 3 Top 5 Authors Ranked by their number of publiction
Rank Sources N
1  Agus Purwanto
2  Gandhi Gumelar
3 Titi Rapini
4 Naning Kristiyana
5 A, Afriansyah

NNPNDDNDNDNDN

Table 4 presents the most relevant affiliations based on the number of documents
contributed. Universitas Pembangunan Nasional “Veteran” Jawa Timur ranks first with three
publications, indicating its relatively higher research output in the dataset. The remaining four
institutions—Universitas Negeri Jakarta, Universitas Muhammadiyah Ponorogo, Universitas
Dian Nuswantoro, and Bina Darma University—each contributed two documents. This
distribution suggests a competitive academic environment, with multiple institutions showing
consistent engagement in research, while Universitas Pembangunan Nasional “Veteran” Jawa
Timur stands out as the most prolific among them.

Table 4 Most Relevant Affiliations based on Number of Documents
Rank Affiliations N

Universitas Pembangunan Nasional “\eter an”

Jawa Timur

Universitas Negeri Jakarta

Universitas Muhammadiyah Ponorogo

Universitas Dian Nuswantoro

Bina Darma University

abrw NP
NDNDNDN DN

Keywords analysis

Table 5 highlights the most frequent keywords found in the dataset, with "Purchase
Decision™ emerging as the most dominant term, appearing 60 times—nearly three times more
than the second-ranked keyword. This indicates a strong research focus on consumer behavior
and decision-making processes. "Social media marketing” ranks second with 22 occurrences,
followed closely by both "Influencer marketing” and "Brand trust,” each with 20 mentions,
suggesting growing academic interest in digital marketing strategies and consumer-brand
relationships. "Brand image," appearing 17 times, also reflects its relevance in influencing
consumer perceptions. Overall, the data illustrates that marketing-related themes, particularly
those related to consumer decisions and digital influence, are central topics in the analyzed
literature.

Table 5 Most frequent keyword

Rank Keywords N
1 Purchase Decision 60
2  Social media marketing 22
3 Influencer marketing 20
4  Brand trust 20
5 Brand image 17

The visual representation in Figure 2 illustrates a co-occurrence network of keywords
that highlights the interconnectedness and thematic clustering of digital marketing and
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consumer behavior studies across Indonesia. Central keywords such as social media
marketing, purchase decision, brand trust, and consumer behavior occupy prominent
positions, indicating their frequent appearance and pivotal role in shaping the discourse within
the field. The network reveals distinct clusters, each representing thematic concentrations: one
focuses on consumer engagement and trust, another on service and product quality, while
others delve into influencer marketing, perceived ease of use, and digital content strategies.
Notably, terms like Shopee, Indonesia, and SMEs suggest a growing localization of research,
underlining the unique challenges and opportunities in Indonesia’s digital commerce landscape.
This structured relationship among keywords presents valuable potential for artificial
intelligence applications, particularly in training models to automatically classify literature,
detect thematic shifts, or forecast emerging research trends.
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Figure 2 Network of all keywords

Figure 3 offers a temporal dimension by mapping trending topics by year from 2012 to
2024. The data indicates a sustained and growing interest in core topics such as purchase
decision, social media marketing, product quality, and brand trust, especially from 2019
onwards. Emerging concepts like influencer marketing and brand loyalty have gained traction
more recently, reflecting evolving digital consumption patterns and marketing strategies. These
patterns align with external factors such as the rise of e-commerce platforms, increased internet
penetration, and socio-economic shifts prompted by the COVID-19 pandemic. The consistency
and rise of these topics over time present a clear opportunity to integrate Al- driven
methods, such as natural language processing, to capture dynamic trends and automate
literature synthesis. Together, these figures demonstrate not only the maturity and direction of
digital marketing research in Indonesia but also provide a foundation for designing future
studies that leverage artificial intelligence for deeper analytical insights and predictive
capabilities.
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Figure 3 Top 10 Trending topics based on keyword frequency

Variables Analysis

The frequency analysis of the most investigated variables in recent studies reveals
that Purchase Decision dominates as the most frequently examined variable, appearing in 60
studies—almost three times more than the second-ranked variable. This significant focus
reflects the central role of consumer decision-making in digital marketing research, especially
within the Indonesian context where online platforms are rapidly influencing buying
behavior. Social Media Marketing follows with 22 occurrences, highlighting its position as a
primary marketing strategy that impacts consumer engagement and brand interaction. Close
behind are Influencer Marketing and Brand Trust, each with 20 instances, suggesting a growing
interest in the persuasive power of online influencers and the importance of building consumer
confidence in digital environments. Finally, Brand Image appears in 17 studies, underlining
its relevance in shaping customer perception and loyalty. The distribution of these variables
suggests that current research is heavily centered on understanding how digital marketing
tools influence consumer behavior, particularly in terms of decision- making, trust-
building, and branding strategies. These insights also serve as a foundation for integrating
artificial intelligence models to predict consumer responses and optimize marketing efforts in
future research.

Table 5 Most frequent variables

Rank Variables N
1 Purchase Decision 60
2  Social media marketing 22
3 Influencer marketing 20
4 Brand trust 20
5 Brand image 17

Data analysis method
The methodological landscape of studies related to digital marketing and consumer
behavior is predominantly quantitative, with a strong preference for advanced statistical
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modeling. Structural Equation Modeling (SEM) is the most widely employed analysis
method, used in

30 studies, indicating its importance in examining complex relationships between
multiple latent variables such as brand trust, influencer marketing, and purchase decisions.
SEM’s ability to test theoretical models makes it highly suitable for consumer behavior
research, where mediating and moderating effects are common. Multiple Linear Regression
follows closely with 25 uses, reflecting its continued relevance in identifying the influence of
independent variables—such as digital marketing strategies—on consumer outcomes.
Meanwhile, traditional statistical techniques like ANOVA appear less frequently, with only 3
instances, and more specialized tools such as Multivariate Analysis and Importance
Performance Analysis (IPA) are each used just once. This distribution reveals a clear trend:
researchers are favoring robust, model-based approaches that offer deeper insights into variable
interrelations over simpler comparative techniques. The prominence of SEM and regression
also suggests a fertile ground for integrating Al and machine learning algorithms in future
research to complement or even enhance these analytical methods through predictive
modeling and automated pattern detection.

Table 6 Most frequent analysis methods

Rank Analysis method N
1  SEM (Structural Equation Modeling) 30
2 Multiple Linear Regression 25
3 ANOVA 3
4 Multivariate analysis 1
5 Importance Performance Analysis (IPA) 1

Discussion
The role of Social Media Marketing in Digital Marketing

Social Media Marketing (SMM) has emerged as a pivotal construct in contemporary
digital marketing discourse, particularly in the Indonesian context where consumer
engagement through digital platforms continues to rise. SMM is broadly defined as a form of
internet marketing that utilizes social networking platforms to deliver marketing messages
and promote brands, services, or products directly to targeted consumers (Dahnil et al.,
2014; Kim & Ko, 2012).

In the reviewed articles, SMM is predominantly framed as a strategic tool for brand
communication and customer relationship building. It encompasses various activities such as
content sharing, customer interaction, word-of-mouth facilitation, and real-time feedback
(Moslehpour et al., 2022; Tatar & Eren-Erdogmus, 2016). The interactivity, accessibility, and
personalization of social media platforms make SMM distinct from traditional marketing
techniques (Yadav & Rahman, 2017).

Social Media Marketing (SMM) plays a central role in the broader architecture of digital
marketing strategies, particularly in the Indonesian market, where internet and mobile
adoption rates continue to climb. Within the selected literature, SMM consistently appears as
a dominant subcomponent of digital marketing, often being the primary channel for brand
communication, consumer engagement, and purchase persuasion (Moslehpour et al., 2022).
Unlike traditional advertising formats, SMM offers interactive, cost-effective, and real-time
engagement mechanisms, making it highly effective in building brand equity and
consumerloyalty in digital ecosystems (Ginting et al., 2017; Tatar & Eren-Erdogmus, 2016;
Yadav & Rahman, 2017).

Several Indonesian case studies highlight how businesses—from global brands like
Starbucks Indonesia to local cafes and SMEs—have integrated SMM into their digital
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marketing frameworks to boost customer engagement and strengthen market positioning. For
example, Yuma Cafe Bandung utilized SMM tactics such as Instagram promotions and
content curation to increase brand visibility and influence purchasing decisions. Similarly, GO-
JEK’s digital marketing strategy heavily relied on social media platforms to cultivate trust,
create emotional connections with users, and amplify its services’ reach, especially through
word- of-mouth and user-generated content (Moslehpour et al., 2022).

The reviewed literature reveals that SMM supports digital marketing by fulfilling
multiple roles: (1) as a platform for storytelling and brand humanization, (2) as a real-time
feedback loop where brands can adapt messaging based on consumer sentiment, and (3) as
a funnel - driving tool that transforms awareness into consideration and eventually into
purchase behavior (Godey et al., 2016; Seo & Park, 2018). Importantly, SMM also serves
as a data- rich environment where digital marketers can track engagement metrics, analyze
consumer behavior, and implement Al-driven personalization for future campaigns (Dahnil
et al.,2014).

Furthermore, the integration of SMM into overall digital marketing strategies has proven
especially vital in the Indonesian context, where consumers are highly active on platforms
like Instagram, Facebook, TikTok, and WhatsApp. This landscape provides brands with an
opportunity to localize content, foster community interaction, and elevate perceived value—
key determinants in shaping consumer preferences (Nylander, 2017). Thus, the literature
strongly supports the notion that SMM is not merely a promotional add-on but a core pillar of
digital marketing that drives customer acquisition, retention, and advocacy.

The role of Influencer Marketing in Digital Marketing

Influencer Marketing is commonly defined as a strategic marketing approach that
leverages the reach, credibility, and persuasion of individuals—often known as influencers—
who have built substantial followings on social media platforms. These influencers actively
promote brands or products through content that resonates emotionally and cognitively with
their audience (Cepeda-Carrién et al., 2015; Harbor & Hunt, 2021).

Influencer marketing has emerged as a dominant force within the digital marketing
ecosystem, particularly in Indonesia, where social media usage is exceptionally high among the
younger demographic. In essence, influencer marketing refers to a strategic promotion technique
that involves leveraging individuals with substantial online followings—commonly

referred to as influencers—to deliver persuasive brand messages and influence consumer
behavior. Rather than focusing solely on celebrities, this approach emphasizes authenticity,
expertise, and emotional connection. Influencers can be anyone with the ability to affect the
opinions and decisions of others through their content, which is often perceived as more relatable
and trustworthy compared to traditional advertising (Cepeda-Carrion et al., 2015; Kharis et al.,
2024).

The reviewed literature consistently highlights three core dimensions of influencer
marketing:

credibility, attractiveness, and power. Credibility involves the influencer’s perceived
expertise and trustworthiness, attractiveness encompasses personality traits and lifestyle
alignment with the audience, and power refers to the influencer's capacity to mobilize consumer
actions through their authority or charisma (Amalanathan & Reddy-Best, 2024; Liitjen et al.,
2019). These elements are central to understanding how influencers build persuasive
relationships with their followers and how these relationships translate into consumer
engagement and, ultimately, purchase behavior.Across the studies examined in this systematic
literature review, influencer marketing is shown to be both a standalone promotional strategy
and a complementary component of broader digital marketing campaigns. For instance,
Martynenko and Demchenko (2023) investigated the impact of influencer marketing, content
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marketing, and online advertising on TikTok users in Palembang and found that while influencer
marketing had a positive but statistically insignificant direct effect on purchase decisions, its
combined effect with other digital strategies was substantial—accounting for 84.1% of purchase
decision variance. This suggests that the role of influencer marketing may be more
synergistic, amplifying the effectiveness of digital content and advertising when integrated
within a holistic strategy.

The study, conducted using SEM analysis, showed that influencer marketing significantly
shaped buying intentions among Gen Z consumers who are highly active on platforms like
TikTok. These findings align with the broader consensus in the literature that younger
consumers are more likely to trust and be persuaded by influencers who reflect their identities
and values (Nawastuti, 2023).

Influencer marketing serves multiple strategic functions within digital marketing
frameworks. It enhances brand visibility, facilitates emotional branding through storytelling,
and provides social proof that reduces perceived purchase risks. Moreover, influencers often act
as bridges between brands and online communities, enabling more organic and trustworthy
communication than corporate messaging alone. In the Indonesian context, where digital culture
is tightly woven into daily life, influencer-driven campaigns often outperform traditional
advertisements in generating engagement, particularly in visual-driven platforms like TikTok
and Instagram.

Thus, the role of influencer marketing in digital marketing is both dynamic and
foundational. It is not only an engagement tactic but also a behavioral trigger that drives
purchasing decisions by shaping perceptions, building trust, and creating aspirational brand
associations. The literature reviewed confirms that influencer marketing, when effectively
aligned with brand values and audience expectations, becomes a critical driver of digital
campaign success in Indonesia’s rapidly evolving online marketplace.

The role of Brand Trust in Digital Marketing

Brand trust is defined as the consumer’s confidence in a brand’s reliability and integrity.
It refers to a consumer's belief that a brand will deliver on its promises, behave consistently, and
act in the customer's best interests, especially in situations of uncertainty (Chaudhuri &
Holbrook, 2001; Delgado-Ballester et al., 2003). According to Cuong (2020), brand trust
emerges when consumers feel secure interacting with a brand, believing that the brand will
remain dependable and responsive to their needs. Trust in a brand plays a vital role in reducing
perceived risk and increasing customer confidence, which is essential for influencing
purchase intentions.

In digital contexts, brand trust becomes even more critical due to the intangibility of online
interactions and the high level of uncertainty involved. Hasan and Sohail (2021) emphasized
that digital consumers often base their trust not just on the product itself, but on the entire digital
experience—including consistency in messaging, customer service responsiveness, data
protection, and perceived brand integrity.

Brand trust is widely acknowledged as a fundamental component in building strong
consumer-brand relationships, particularly in digital environments. It is generally defined as the
confidence a consumer places in a brand’s reliability, integrity, and ability to fulfill its promises
(Chaudhuri & Holbrook, 2001). According to Delgado-Ballester et al. (2003), brand trust
reflects a psychological state in which consumers feel secure relying on a brand, even in
uncertain or competitive situations. This perception of reliability reduces perceived risk and
fosters long-term brand loyalty. Cuong (2020) elaborates that brand trust is shaped by
aconsumer’s belief that the brand will act in their best interest, maintaining consistent quality

and behavior across multiple interactions.
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In the context of digital marketing, trust takes on an even more critical role due to the
absence of physical interaction and the increasing reliance on online interfaces. Hasan and
Sohail (2021) assert that digital brand trust emerges from consistent communication,
transparency, personalization, and responsiveness. Brands that maintain ethical behavior,
protect customer data, and engage meaningfully through digital platforms can earn a higher
degree of consumer trust, which directly influences purchase intentions.

Systematic literature reviews further support the vital role of brand trust in shaping
consumer behavior. Cuong’s (2020) empirical study confirms that brand trust mediates the
relationship between brand satisfaction and purchase intention. Using structural equation
modeling, the study demonstrated that trust significantly strengthens the effect of satisfaction
on consumer intent to repurchase. This reinforces the idea that trust functions not only as an
outcome of positive brand experiences but also as a driving force behind consumer decision-
making.

The rise of artificial intelligence (Al) in digital marketing has added a new dimension to
brand trust. Guerra-Tamez et al. (2024) highlight that Al-driven personalization and
predictive services enhance perceived brand competence and credibility. Patrizi et al. (2024)
further suggest that Al features like voice assistants humanize brand interactions, increasing
emotional resonance and deepening trust. These technologies allow brands to communicate
consistently, respond empathetically, and deliver tailored experiences—all of which
contribute to greater consumer confidence.

Integration of Artificial Intelligence on Research Design For Future Research

Al Centred Social
Media Marketing

AI-Empowered

Al Application " Influencer Marketing > Costumer Behaviour

» Al Building Brand
Trust

Artificial Intelligence Centred Social Media Marketing
H: . Artificial intelligence can provide superior social media marketing and influence
consumer behaviour to purchase goods and services

Social Media Marketing (SMM) has evolved into a critical pillar of digital marketing
strategies, enabling real-time, bidirectional communication between brands and consumers.
However, its true transformational power is unleashed when integrated with
Acrtificiallntelligence (Al), which brings personalization, automation, and predictive
capabilities into marketing practice (Ali Abbasi et al., 2022; Basha, 2023). Al-enhanced SMM
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allows businesses to deliver tailored content, dynamically respond to user interactions, and
analyze massive datasets to understand consumer preferences and predict future behaviors
(Ziakis & Vlachopoulou, 2023).

Previous studies identified five core SMM components—interactivity, entertainment,
trendiness, customization, and word-of-mouth—that shape consumer attitudes and behavior.
Al amplifies these components by enabling real-time content customization, emotion
recognition, and conversational engagement via chatbots and virtual agents (Ameen et al.,

2022). For instance, sentiment analysis tools empowered by Al can dissect customer
responses on social platforms and adapt brand messaging accordingly, thus fostering deeper
engagement and trust (Ziakis & Vlachopoulou, 2023).

Basha (2023) emphasizes that Al facilitates a hyper-personalized marketing
environment,

where platforms such as Facebook, Instagram, and YouTube deliver individually curated
messages to millions simultaneously. This capability is rooted in AI’s ability to synthesize
structured and unstructured data, enabling marketers to assess customer preferences, behaviors,
and even emotional states, thereby creating more resonant experiences. Moreover, Al-driven
SMM systems can recommend products, automate ad targeting, and track consumer
journeys with far greater accuracy than traditional methods (Sterne, 2017).

The literature also highlights AI’s role in improving marketing productivity and decision-
making. For example, Abbasi et al. (Ali Abbasi et al., 2022) employed a deep artificial neural
network (ANN) model to predict the success of SMM adoption among SMEs, demonstrating
Al's value in optimizing strategic execution. Furthermore, studies have shown that Al-
enabled social media systems not only reduce marketing costs but also improve ROI through
better targeting and engagement metrics (Ibrahim et al., 2020; Ziakis & Vlachopoulou, 2023).
Therefore, the integration of Al into SMM is not merely a technological enhancement; it
represents a fundamental shift in how brands interact with consumers, increasing message
relevance, fostering emotional connection, and ultimately, influencing purchasing behavior.

Artificial Intelligence Empowered Influencer Marketing
H: . Artificial intelligence in digital marketing improves influencer marketing and
influence consumer behaviour to purchase goods and services

Influencer marketing has become a key strategy within digital marketing, particularly on
platforms like Instagram, TikTok, and YouTube, where influencers leverage their perceived

authenticity and credibility to promote products to highly engaged audiences (Belanche
etal.,

2022; Koay et al., 2021). The effectiveness of influencer marketing often hinges on
psychological congruence between the influencer, the product, and the consumer—when
these elements align, consumers demonstrate more favorable attitudes and increased
purchasing intentions (Belanche et al., 2022).

Acrtificial Intelligence (Al) now plays a transformative role in this domain. Al
technologies, including sentiment analysis, facial recognition, and predictive analytics, allow
marketers to enhance influencer selection, audience targeting, and content personalization.
For instance, Al-generated virtual influencers, such as Lil Miquela and Shudu, have shown
the ability to

trigger emotional engagement comparable to real influencers through well-calibrated
facial expressions and narrative consistency. These Al-driven personas operate under
the Computers Are Social Actors (CASA) framework, where users interact with them as if they
were human, leading to increased emotional resonance and behavioural impact (Martynenko

& Demchenko, 2023).
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Furthermore, Al enables dynamic content optimization and audience segmentation,
allowing influencers and brands to deliver hyper-personalized messages at scale. According
to Jhawaret al. (2023), the use of virtual influencers—designed and managed entirely through
Al— enhances brand safety, ensures consistency in messaging, and boosts consumer trust
through parasocial interactions. This elevates the influencer’s perceived credibility, a key
driver of consumer engagement and conversion (Koay et al., 2021).

The integration of Al in influencer marketing also aligns with the Stimulus-Organism-
Response (S-O-R) theory, where Al-enhanced stimuli (e.g., personalized, emotionally
engaging content) affect consumers' internal evaluations, resulting in measurable behavioural
responses such as impulse buying or brand advocacy (Koay et al., 2021).

Findings suggest that the strategic use of Al in influencer marketing enhances
congruence, improves targeting precision, and amplifies emotional impact, which in turn
positively shapes consumer attitudes and increases the likelihood of purchase.

Artificial Intelligence Built Brand Trust
Hs > Artificial intelligence helps to build brand trust in digital platforms

In the evolving landscape of digital commerce, trust has become a critical factor for brand
survival and growth. With the exponential rise in virtual interactions and Al-powered
services, building and maintaining brand trust requires more than traditional strategies.
Acrtificial Intelligence (Al), through its capacity to enable personalized, responsive, and
consistent consumer engagement, has emerged as a transformative tool in fostering consumer
trust (Guerra-Tamez et al., 2024).

Brand trust encompasses a consumer's willingness to rely on a brand’s ability to perform
itsstated functions, fulfill promises, and protect personal data. Al contributes to this by
enhancing the cognitive (through accurate recommendations), emotional (via conversational
chatbots), social (by enabling brand anthropomorphism), and sensory (via voice-based
interactions) dimensions of customer experience (Patrizi et al., 2024; Pillarisetty & Mishra,

2022).

For instance, the use of voice-based Al assistants like Google Assistant or Siri introduces
anthropomorphic traits into brand identity—where consumers perceive Al agents as extensions
of the brand with human-like characteristics. This "brand vocal physique" strengthens
emotional and behavioral engagement and increases brand trust, particularly under
conditions of perceived privacy risk (Patrizi et al., 2024). Similarly, Al systems that provide
real-time, tailored recommendations signal competence and reliability, which enhances
trustworthiness in consumer perception (Guerra-Tamez et al., 2024).

Moreover, Al’s ability to analyze behavior, predict needs, and communicate proactively
across digital platforms contributes to a feeling of security and confidence among users. When
customers perceive the Al interface as accurate, intelligent, and ethically aligned, this
perception directly translates into brand trust and ultimately affects purchase decisions (R.
Hasan et al., 2021; Sun et al., 2022).

Findings indicate that Al can create trustworthy brand-consumer relationships by
enhancing personalization, facilitating secure and seamless communication, and
humanizing digital brand interactions. This results in increased customer confidence and
loyalty in digital platforms

CONCLUSION

This study has mapped the evolving landscape of digital marketing research and its
impact on consumer behavior in Indonesia by conducting a systematic literature review of 60
relevant journal articles. The findings indicate that purchase decision is the most frequently
studied variable, while social media marketing, influencer marketing, and brand trust emerge
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as central themes shaping digital engagement. Advanced statistical methods,
particularlyStructural Equation Modeling (SEM) and Multiple Linear Regression, are the
preferred analytical tools used by researchers, demonstrating the field’s emphasis on
quantitative rigor. Through bibliometric and co-occurrence analyses, this study highlights
the increasing integration of Artificial Intelligence (Al) in digital marketing strategies,
including the use of Al-powered personalization, sentiment analysis, and virtual influencers.
These innovations not only enhance marketing effectiveness but also contribute to building
brand trust and influencing consumer decisions. The temporal analysis of trending topics
shows a clear trajectory toward more Al-driven, consumer-centric research themes.

The proposed conceptual framework offers a future research direction that integrates Al
into social media marketing, influencer marketing, and brand trust mechanisms. This Al-
centered approach is expected to enrich the methodological landscape by enabling
predictive modeling, automated engagement strategies, and dynamic personalization.

In conclusion, the intersection of Al and digital marketing presents a critical opportunity
for advancing both academic inquiry and practical application. Future research should focus
on refining Al-based models, addressing ethical concerns, and contextualizing Al applications
within the unique behavioral patterns of Indonesian consumers. By embracing intelligent
systems, researchers and practitioners can better understand, anticipate, and influence
consumer behavior in the digital era.
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