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ARTICLEINFO ABSTRACT

This study aims to examine artificial intelligence marketing research through bibliometric
Research Article analysis and thoroughly examine publications related to artificial intelligence marketing.

In line with this objective, 350 studies containing the terms “artificial intelligence
Received : market*" or "Al market*" in their keywords, titles, or abstracts were analyzed from the
17/07/2023 Web of Science (WoS). The data were analyzed using the R programming language, R
Accepted : Studio, and Bibliometrix package. The examined studies span the years 1983 to 2023.
10/10/2023 The analyses indicate that artificial intelligence marketing studies gained significance in

2015 and experienced a more rapid increase after 2018. The most prominent keywords in
the literature include artificial intelligence, technology, future, information, management,
performance, and big data concepts. The countries with the most significant volume of

Keyvyoyds. - research in artificial intelligence marketing are China and USA. In addition, the journals
Artificial Intelligence . L Y -

: with the most significant number of publications, authors, and countries that collaborated
Marketing, . . N . ;
Bibliometric are shown in the study. In addition, the publications' conceptual, social, and intellectual

- structure was examined. Finally, various suggestions have been made to researchers who
Analysis, Web of : e 2 :

Science want to work in artificial intelligence marketing.

Uluslararasi Iktisadi Ve Idari Akademik Arastirmalar Dergisi, ?(2), 2.023, 56-73 . .
YAPAY ZEKA PAZARLAMASINDA TRENDLER: BIBLIYOMETRIK BIR

ANALIZ
MAKALE BILGISI (074
Arastirma Makalesi Bu c¢alisma, yapay zeka pazarlama arastirmalarini bibliyometrik analiz yoluyla
incelemeyi ve yapay zeka pazarlamayla ilgili ¢alismalarin kapsamli bir genel bakisini
Gelis :17/07/2023 sunmay1 amaglamaktadir. Bu amag¢ dogrultusunda, anahtar kelimelerinde, basliklarinda
Kabul : 10/10/2023 veya Ozetlerinde "artificial intelligence market*" ve "Al market*" ifadesini igeren 350

¢alisma, Web of Science (WoS) veritabanindan analiz edilmistir. Elde edilen veri seti R
programlama dili, R Studio ve Bibliometrix paketi kullanilarak bibliyometrik analiz
yontemi esas almarak analiz edilmistir. Incelenen caligmalar 1983 — 2023 yillarm
kapsamaktadir. Analizler, yapay zeka pazarlama ¢aligmalarinin 2015 yilindan itibaren
onem kazandigi ve 2018 yilindan sonra daha hizl bir sekilde arttigin1 gostermektedir.
Literatiirde en fazla 6ne ¢ikan anahtar kelimeler; yapay zeka, teknoloji, gelecek, bilgi,
yonetim, performans ve biiyiik veri kavramlaridir. Yapay zeka pazarlama konusunda en
fazla calisma yapan iilkeler; Cin ve ABD’dir. Ayrica arastirmada en fazla c¢aligma
yayimlanan dergiler, yazarlar ve birlikte ¢aligma yapan iilkeler gosterilmistir. Bunun
yaninda literatiiriin, kavramsal, entelektiiel ve sosyal,yapist incelenmistir. Son olarak
yapay zeka pazarlamasinda ¢aligma yapmak isteyen arastirmacilara gesitli onerilerde
bulunulmustur.
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1. INTRODUCTION

This study aims to examine artificial intelligence marketing research through
bibliometric analysis and present a comprehensive investigation of these studies. Given the
need to utilize research methods suitable for evaluation and prediction purposes, bibliometric
analysis is one of the pertinent analyses in line with this objective. Bibliometrics is employed
as a systematic analysis of data sets, providing specific insights about the most frequently cited
articles and influential authors (Donthu et al., 2021). This analysis involves a systematic
literature review and structuring of a substantial dataset in meaningful ways. Bibliometric
analysis is an increasingly used method for analyzing studies conducted in specific fields (Han
et al., 2021). Considering the impact generated by artificial intelligence in recent years and its
growing popularity, this topic has become a necessity both in academia and in businesses. Feng
et al. (2021) analyzed other bibliometric metrics related to articles on artificial intelligence in
68 marketing journals using VOSViewer. Ekinci and Bilginer Ozsaatci (2023) conducted a
bibliometric analysis in artificial intelligence and marketing using the SCOPUS database.

However, in this study, a range of 350 articles containing the terms “artificial
intelligence market*" and "Al market*" in their keywords, abstracts, or titles published within
the timeframe of 1983 to 2023 and retrieved from the WoS database were analyzed using the
Bibliometrix package, R Studio, and R programming language.

The study initially provides an overview of artificial intelligence marketing. The
following section delves into the utilized dataset and elucidates the research methodology.
Subsequent sections address the analysis of acquired data and the resulting findings. The last
part presents the research conclusions and its limitations.

2. ARTIFICIAL INTELLIGENCE (Al) MARKETING

Al is acomputer technology with more human-specific abilities that can perform logical
reasoning tasks such as understanding, learning, and reasoning (Nabiyev, 2012). Furthermore,
artificial intelligence is expected to play a significant role in addressing future challenges. This
is because Al is prone to rapid problem solving using cutting-edge technologies. Al makes it
possible to make predictions by sampling human intelligence-related processes by machines
(Kaplan, 2021).

The rapid changes and advancements in Al have also impacted the science of marketing
(Wirtz, 2021). Al is predicted will have a very important place in marketing as it manages data
sources with advanced data analytics (Haleem et al., 2022). It provides personalization in
marketing scope using Al, virtual assistants, machine learning, and NLP. It is also expected to
have an important effect on the field due to its great content creation and optimization
capability. Therefore, it enables marketers to conduct analyses according to their needs. In the
coming years, Al marketing will take a more prominent role in fostering innovation and
enhancing productivity (Frank, 2021). In the marketing world, obtaining deeper consumer
insights using artificial intelligence is possible. This enables marketers to categorize customers
and provide them with a better experience. If marketers carefully analyze the data they gather
from consumers, they can enhance their profitability (Peyravi et al., 2020). In the future,
artificial intelligence is expected to be extensively utilized in marketing. It will be pivotal in
automating and optimizing various marketing processes, enabling more personalized and
targeted campaigns. Al-powered analytics will continue to provide deeper insights into
consumer behavior, helping marketers make data-driven decisions. Machine learning and big
data analysis will enhance customer interactions and enable brands to provide real-time tailored
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responses. Chatbots and virtual assistants will become even more sophisticated, handling
customer inquiries and providing seamless support.

In recent years, artificial intelligence has been recognized as a new technology that has
started to be used in fields such as business management, healthcare, automotive, and education.
Artificial intelligence, which has been the focus of professional groups such as engineers, IT
experts, and analysts until now, now finds a broader scope of application and usage that also
encompasses social sciences (Jarek & Mazurek, 2019).

Artificial intelligence offers a wide range of applications in various fields. Here are some
areas where artificial intelligence is utilized (Marr, 2023):

e Business Management and Industry: Artificial intelligence is used to automate
production processes, increase efficiency, and optimize operations in businesses.

e Healthcare and Medicine: Artificial intelligence is employed in medical diagnoses,
disease predictions, and treatment planning. It is particularly effective in areas like
image analysis and processing hospital data.

e Automotive: Artificial intelligence plays a crucial role in autonomous vehicles and
automotive manufacturing, addressing aspects such as safety, navigation, and
energy efficiency.

e Education: Artificial intelligence is used to monitor student performance, personalize
learning materials, and provide support to educators.

e Finance and Banking: Artificial intelligence is used in financial transactions and
services, including fraud detection, credit assessment, trading analysis, and customer
services.

e Service Sector: Industries like restaurants, hotels, and retail use artificial intelligence to
enhance customer experiences and optimize business processes.

e Natural Language Processing: Artificial intelligence is employed in the field of natural
language processing to understand human language, perform translations, analyze text,
and support language-based interactions.

e Energy and Environment: Artificial intelligence is used in optimizing energy production
and consumption, waste management, and environmental impact analysis.

e Security and Defense: By aiding in cybersecurity, threat analysis, and war strategies,
artificial intelligence contributes to security and defense systems.

e Entertainment and Art: Artificial intelligence supports creativity in game development,
content creation, music, and art.

The increasing interest in artificial intelligence has led to the development of commercial
applications and demonstrated the potential for these technologies to be applied in the
marketing. Within marketing, artificial intelligence can be used to cater to individuals' desires
and needs, learning their behaviors and preferences to provide personalized products and
services. The essential resource required to achieve all this is customer data, and artificial
intelligence is used to process this large data for these purposes (Ercan, 2020). For example,
ChatGBT's recent specialization now allows him to write very successful marketing articles.
Thus, content marketing with ChatGBT is now under the control of artificial intelligence.
Businesses seem to be willing to use ChatGBT to produce desired outcomes in marketing more
efficiently. In this regard, agencies and brands will start working with prompt engineers.
Effective prompt engineering will utilize artificial intelligence tools like ChatGBT correctly
and facilitate idea generation. (Peres et al., 2023).

In artificial intelligence studies within the field of marketing, the following topics have
generally been emphasized: Better marketing tool (Alyoshina, 2019), Chatbots (Arsenijevic &
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Jovic, 2019), Personal Assistants (Bayuk & Demir, 2019), Customer Classification (Kiihl et al.,
2019), Shopping Assistant (Giilsen, 2019), Digital Marketing (Parvatiyar & Sisodia, 2019),
Increased Customer Satisfaction and Revenue (Tchelidze, 2019), Reduction of Human
Mistakes (Kitsios & Kamariotou, 2021), Learning about Customer Preferences (Chatterjee et
al., 2021), Analyse of Market Data (Rutskiy et al., 2021), Make Customer Choices (Feng et
al., 2021), Examine Data about Customer (Mustak et al., 2021), Digital Advertising (Alawaad,
2021), Better Customer Experience (Dwivedi et al., 2021), Customise Shopping Process
(Pedersen & Duin, 2022), Target Audience (Giroux et al., 2022). In marketing, the commonly
used methods of Artificial intelligence are described below:

e Personalized Content and Recommendations: Aurtificial intelligence can provide
personalized content and product recommendations by analyzing consumers' past
behaviors and preferences. This helps better cater to consumers' interests and needs
(Huang et al., 2023).

e Chatbots and Customer Service: Chatbots are used in marketing to provide 24/7
customer service. They answer consumer questions, provide assistance, and offer quick
solutions (Wang et al., 2022).

e Marketing Analytics and Prediction: Artificial intelligence is employed to analyze big
data, determining trends and predictions. This enables the development of more
effective marketing strategies (Hossain et al., 2022).

e Advertising Management: Artificial intelligence is used to manage and optimize
advertising campaigns. It determines which ads should be shown to which target
audiences and helps make the best use of budgets (Shah et al., 2020).

e Product Development and Design: Artificial intelligence supports the design and
development of new products by analyzing consumers' desires and needs (Soltani-
Fesaghandis & Pooya, 2018).

e Social Media Analysis: Artificial intelligence monitors and understands brand
reputation by analyzing consumers' opinions and feedback on social media platforms
(Capatina et al., 2020).

e Segmentation and Targeting: Artificial intelligence divides consumers into specific
segments, allowing for more precise and effective targeting (Raiter, 2021).

e Email Marketing and Automation: Artificial intelligence supports automation processes
by sending consumers personalized emails (Pavaloaia, 2020).

e SEO and Search Engine Advertising: Artificial intelligence is used to achieve better
results in search engine optimization (SEO) and search engine advertising (Schultz et
al., 2023).

3. METHODOLOGY

This research methodology involves using bibliometric analysis, a method employed to
ascertain a discipline's nature and developmental trajectory through the amalgamation,
interpretation, and analysis of existing sources and statistics (Pritchard & Groos, 1969).
Furthermore, bibliometric analysis is a versatile method that integrates various analytical
techniques like co-authorship, co-occurrence, and co-citation (Gao et al., 2021). Within this
spectrum, co-occurrence analysis is recognized as a potent technique for exploring and
delineating interactions across different scientific research domains (Mufioz-Leiva et al., 2013).
Bibliometric studies are valuable for offering a holistic view of relevant subjects or fields,
illustrating changes and developments over the years, and indicating gaps and emerging topics
to prospective researchers (Usdiken & Pasadeos, 1992). Furthermore, these studies enable
researchers to comprehensively understand the relevant subject matter (Hood & Wilson, 2001).
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In the scope of this research, data collection was performed across all indexes of the
Web of Science. Following the search strategy, research articles were examined without
imposing publication year constraints, utilizing the keyword "artificial intelligence market*
."The entirety of the articles was downloaded, and it was observed that in most of the analyzed
articles, the abbreviation "Al Market*" was used in subsequent paragraphs for the term
"artificial intelligence market*". As a result, the database was searched for the abbreviation,
and articles that did not use this abbreviation were excluded from the study. Specifically, this
research exclusively examined publications where the expression "Al Market*" appeared in the
title or keywords.

Web of Science is an internationally recognized digital bibliometric platform
acknowledged for its high-quality standards among researchers. It has become one of the
primary tools for exploring and evaluating various publication types and journals (Thelwall,
2008). Web of Science provides researchers interested in bibliometric analysis with a range of
metadata, including abstracts, references, citation counts, lists of authors, institutions, countries,
and journal impact factors. These data enable more robust analyses. Researchers can conduct
searches and retrieve data according to desired tags from the WoS Core Collection database.
Additionally, criteria such as publication year, language, document type, and citation index can
be applied during searches (Eren & Eren, 2020).

In the context of this research, an initial query was conducted within the WOS database
using the keywords "artificial intelligence market*" and "Al Market*" in the title, abstract, or
keywords fields, resulting in 350 records. Subsequently, these results were transferred to the R
programming language for bibliometric analysis. The "bibliometrix™ package was employed
for this analysis. Developed by Aria and Cuccurullo (2017), the "bibliometrix™ package is
designed for use within the R programming language, enabling comprehensive examination of
studies in the literature and providing researchers with insights into developments within
various fields.

4. RESULTS

The academic studies included in the research were examined in the following
categories: distribution of studies over the years, types of studies, most cited authors, most cited
studies, countries with the highest research output, journals with the highest publication count,
most frequently recurring keywords, and the social intellectual, and conceptual structures of the
studies.

4.1. Publication Trends

An overview of the distribution of studies over the years in the domain of Al marketing
(Figure 1) is presented. When a general overview of studies related to artificial intelligence
marketing is taken, a total of 350 articles authored by 935 authors in 257 journals across 54
countries were identified within 40 years (1983-2023). The number of studies between 1983
and 2015 remained close to zero. In these 32 years, 30 studies were published, with one study
each in 1983, 1986, 1991, 1995, 1997, 1998, 2001, 2004, 2009, 2012, and 2015. A significant
surge in studies related to artificial intelligence marketing was observed in 2015, marking the
onset of increased research activity in this area. Notably, the year 2022 alone witnessed the
publication of 102 studies. The annual growth rate of study counts was determined to be
10.54%.
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Figure 1. The Distribution of Studies over the Years

4.2. Types of Publications

The types of studies conducted in the scope of Al marketing are shown in Table 1. Out
of 350 studies conducted between 1983 and 2023, 254 have been published as articles, while
nine have been published as book chapters. The number of studies published as conference
papers is 68, and it is observed that 19 studies are prepared in other formats, such as editorials,
book reviews, and the like.

Table 1. Types and Numbers of Publications

Types of Publications Number of Publications
Article 254

Book Chapter 9

Conference Paper 68

Other (such as editorials, book reviews, etc.) | 19

Total 350

4.3. Most Cited Publications

The most cited top 10 publications from the field of artificial intelligence in marketing
are presented in Table 2. Notably, all of these contributions fall under the category of articles.
Notably, the most highly referenced works are those published in 2019 and beyond.
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Table 2. Most Cited Publications
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Number | Annual
Title of Article Author Year ‘liloaurrrlzal of Average
Citations | Citation
How artificial
intelligence will Journal of
change the future of | DAVENPORT | 029 | the Academy | . 106.5
marketing T of Marketing
Science
A strategic Journal of
framework for HUANG MH | 2021 | the Academy |, o, 60,33
artificial intelligence of Marketing
in marketing Science
Understanding the
Role of Artificial e .
Intelligence in California
ger KUMARYV | 2019 | Management | 139 27,80
Personalized :
Review
Engagement
Marketing
Locational marginal
price forecasting in Generation,
deregulated HONG YY 2002 | Transmission |, o 4,95
electricity markets and
using artificial Distribution
intelligence
Machine learning International
and Al in marketing
— Connecting MA L 2020 | Journal of 4 27,25
computing power to Researgh In
n insiaht Marketing
uman insights
Artificial Journal of
intelligence (Al) and .
its implications for | PASCHENJ | 2019 Business & - | gq 19,80
. Industrial
market knowledge in Marketing
B2B marketing
The evolving role of
artificial intelligence Journal of
in marketing: A VLACIC B 2021 | Business 89 29,67
review and research Research
agenda
Artificial
intelligence in Journal of
marketing: Topic MUSTAK M | 2021 | Business 88 29,33
modeling, Research

scientometric
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analysis, and

research agenda

Artificial

Intelligence: The Journal OFf

Ambiguous Labor | \cp AwAL A | 2019 | Economic | 86 17,20

Market Impact of
Automating
Prediction

Artificial

intelligence-based
systems applied in i Industrial
industrial marketing: :\_/IC')A‘PRETZI EEZ 2013 | Marketing | 85 7,73
An historical Management
overview, current

and future insights

Perspectives

4.4. Countries with the Greatest Number of Publications

The ten countries that have published the highest number of studies on artificial
intelligence in marketing are presented in Table 3. While compiling the list, the countries of the
journals where the studies were published were not considered; instead, the focus was on the
countries of the authors who conducted the research. As observed, China leads the list with 53
studies, followed by the USA with 42 and the United Kingdom with 27. Furthermore, as
indicated in Table 3, the total number of studies conducted in the top 10 countries on the list is
218. This figure corresponds to approximately 62% of the total 350 studies in this research.

Table 3. Countries with the Greatest Number of Publications

Country Number of
Publications

CHINA 53

USA 42
UNITED KINGDOM 27

INDIA 22
GERMANY 17

SPAIN 13
FRANCE 13
CANADA 12
AUSTRALIA 10
RUSSIA 9

4.5. Journals with the Greatest Number of Article Publications

The top 10 journals with the greatest number of article publications in Al in marketing
are presented in Table 4. To construct this table, the beginning search results from the WOS
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database, which yielded a total of 350 studies, were narrowed down to focus solely on 60
articles published. The first two positions on the list are occupied by the journals "Industrial
Marketing Management” and "Journal of Business Research,” each with ten publications.
Subsequently, it is observed that the journals "Psychology & Marketing” and "Australasian
Marketing Journal™ follow with 6 and 5 publications, respectively.

Table 4. Journals with the Greatest Number of Article Publications

Journal Number of
Article

INDUSTRIAL MARKETING MANAGEMENT 10
JOURNAL OF BUSINESS RESEARCH

PSYCHOLOGY \& MARKETING

AUSTRALASIAN MARKETING JOURNAL
SUSTAINABILITY

ENERGIES

IEEE ACCESS

INTERNATIONAL JOURNAL OF BANK MARKETING
JOURNAL OF THE ACADEMY OF MARKETING SCIENCE
TECHNOLOGICAL FORECASTING AND SOCIAL CHANGE

[EEN
o

A~ |~ O|O O

4.6. Most Frequently Used Words in Title, Abstract, Keywords, and References

Within the scope of this study, the most frequently used words in the bibliometric
analysis of 350 examined studies are presented in Table 5. In this section, data initially display
the 25 most frequently used words in article titles, keywords, and abstracts. Examining the
words most commonly found in article titles reveals the prominence of terms such as
"technology" and "artificial intelligence" alongside "future," "knowledge," and "management."
This underscores that researchers prioritize artificial intelligence technology as a central theme
in marketing studies. Including terms like "big data™ and "Al" in the list further reinforces this
observation. Moreover, the remaining words on the list offer significant insights for marketing
researchers, signifying that these areas hold considerable importance within artificial
intelligence marketing research. These domains represent focal points of emphasis within
artificial intelligence marketing.

Table 5. Most Frequently Used Words in Title, Abstract, Keywords, and References

Word Frequency | Word Frequency
technology 26 internet 12
artificial-intelligence 21 systems 12
future 20 consumer 11
knowledge 20 framework 11
management 20 social media 11
performance 20 analytics 10
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big data 18 innovation 9
impact 18 acceptance 8
ai 17 strategy 8
model 15 engagement 7
information 14 neural-network | 7
decision-making 12 neural-networks | 7

The 25 most frequently recurring words in the keywords, titles, and abstract sections of
the examined studies within the research scope are depicted in Word Cloud format in Figure 2.
As discernible from the figure, following the words "technology" and "artificial intelligence,”
the most frequently recurring terms are "future,” "knowledge,"” "management,” "performance,"
and "big data." The visualization option of presenting the most common words using a Word
Cloud in R programming, facilitated by the "bibliometrix™ package, offers readers a visual
convenience. The increase in the size of a word in the cloud indicates its higher frequency of
occurrence.

decision-making
inmoyationiNfOrmation,. ... ...

“manicsknowledygemodel
"ameeﬂlflﬂlal I“lﬂlllgﬂg&lﬁw
SN technnlogMMemet

engagement

bl!l alat“t“ feimpac nlrl:::l;lal-networl(
Pemsmanagement

periormance

Figure 2. Most Frequently Used Words in Publications

Figure 3, on the other hand, illustrates the 25-year developmental trend of the most
frequently utilized terms in the studies examined within this research. As observed, the studies
featuring the terms ‘technology," ‘artificial intelligence," "future,’ 'knowledge," 'management,’
‘performance,’ and 'big data’ have increased since 2017.
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Figure 3. Words Frequency over Time

The three domain graphs resulting from the analysis based on keywords, authors, and
universities are presented in Figure 4 below. Accordingly, the universities with the highest
publication rates among authors are the University of Toronto and the University of Twente.
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Figure 4. The Three-Domain Graph of Keywords, Authors, and Universities

The clustering of the studies examined in bibliometric analyses according to their
common characteristics aids readers in gaining a holistic understanding of the field. Referred
to as science mapping, this process aims to analyze and visualize the works within a discipline
(Kurutkan & Orhan, 2018: 3). In science mapping, the analysis of conceptual, intellectual, and
social structures of the investigated studies aim to reveal their interconnections (Cobo et al.,
2011). Within the scope of co-citation and co-occurrence analysis of the keywords used in
articles was carried out to explore the conceptual structures of the examined 350 studies (Aria
& Cuccurullo, 2017). When examining the results indicated in Figure 4, it can be observed that
the research topics are clustered under the following main themes: technology, artificial
intelligence, Al, decision-making, performance, big data, knowledge, management, and future.
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The thickness of the lines between the words in the figure indicates the strength of the
relationship between the words.

technology 4
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Figure 4. Conceptual Structure of Research Topics Based on Keywords

To display the intellectual structure of the examined articles within the scope of the
research, co-citation analysis was employed. The method of co-citation analysis aims to
uncover the intellectual structure and scientific communication patterns of the researched field
(Aria & Cuccurullo, 2017). This analysis measures the frequency of co-occurrence of citation
between any two references cited in a single work across other works' citations. As illustrated
in Figure 5, the studies are grouped into two distinct clusters. The frequency of the lines
connecting the studies indicates the strength of the link between the studies.
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Figure 5. Co-Citation Analysis

Lastly, the social structure of the studies addressed within the research has been
examined. The social structure aims to uncover the relationships between individuals or
organizations engaged in scholarly activities within a given field. Social structure can be
analyzed based on authors engaged in collaborative work; the institutions and organizations
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authors are affiliated with, or the countries where authors conduct their research. This method,
known as co-authorship analysis, provides valuable insights for identifying influential research
groups within a field (Aria & Cuccurullo, 2017). This study examined the international
collaborative authorship endeavors to determine the countries involved in such partnerships.
Table 7 displays the connections, and Figure 6 depicts a world map showcasing the international
collaborative authors identified through bibliometric analysis across the 350 studies. The
connections in the figure indicate countries that have engaged in at least two or more
collaborative works.

Table 7. Countries with the Greatest Number of Collaborative Publications

Country Country Number of Publications
UNITED KINGDOM | AUSTRALIA 9
USA UNITED KINGDOM | 8
UNITED KINGDOM | ITALY 7
CHINA USA 6
UNITED KINGDOM | CANADA 6
USA AUSTRALIA 6
UNITED KINGDOM | FRANCE 5
UNITED KINGDOM | IRELAND 4
USA NETHERLANDS 4
AUSTRALIA NETHERLANDS 3

Figure 6. International Collaborative Authors Map

5. CONCLUSION

Al will have a significant impact on shaping forthcoming developments in the field of
marketing. Marketing processes are automated with advanced data analytics, personalization
and customer segmentation, chatbots and virtual assistants. Thus, marketers driven by Al
technologies will have the opportunity to create a significant and sustainable competitive
advantage for their businesses and themselves. In this direction, marketers will be able to
optimize their strategies and improve campaign performance by utilizing artificial intelligence
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technologies. Accordingly, marketing costs will decrease significantly and the income of
businesses will increase by using the ability to make comprehensive forecasts. Therefore,
marketers must adapt to these trends and explore new opportunities using artificial intelligence.

The objective of this study was to investigate the realm of marketing through the lens
of artificial intelligence and contribute to researchers interested in this area. For this purpose, a
systematic search was conducted on the WOS database, yielding 350 studies with titles,
abstracts, or keywords containing ‘artificial intelligence market*," or “Al market*” subsequently
analyzed across various categories.

An overview of the literature reveals that researchers predominantly disseminate their
findings through articles. A notable point regarding artificial intelligence marketing pertains to
the increasing number of studies in this domain since 2015, accelerating notably from 2018
onwards. This upsurge in research could be attributed to various factors, including technological
advancements, data analytics, enhancement of customer experience, and optimization of
marketing strategies.

Notably, researchers such as Davenport et al. (2020) and Huang & Roland (2021) have
garnered substantial citations, suggesting their significant contributions to the field of artificial
intelligence marketing. Furthermore, China and the USA have the highest publication rates in
this domain. The journals ‘Industrial Marketing Management' and ‘Journal of Business
Research' also stand out as the most active publishers in the Al marketing domain.

Artificial intelligence marketing is a dynamic realm shaped by the amalgamation of
elements such as artificial intelligence, technological advancements, future expectations,
knowledge analytics, and Al applications. Consequently, the titles of the studies often
prominently feature words like ‘technology," ‘artificial intelligence,’ and 'future." Artificial
intelligence marketing, grounded in the essence of technology, often accentuates the concept of
technology due to its integral role. In this process, marketers and researchers explore and share
technological approaches to integrate artificial intelligence into marketing strategies. The term
‘future’ emphasizes artificial intelligence marketing studies' potential development and
implementation. Given the continuously evolving nature of artificial intelligence marketing,
focusing on future trends, expectations, and potential scenarios is imperative.

Lastly, within the context of this research, the conceptual, intellectual, and social
structures of the examined studies have been elucidated. The analyses that cluster existing
studies based on their topics, citations, and the countries of collaborative authors provide a
snapshot of the digital marketing landscape, serving as a resource for future researchers in the
field. Future scholars can contribute to the eight main clusters that have emerged (‘artificial
intelligence,’ 'Al,’ 'big data," 'decision-making," 'knowledge,' ‘performance,’ ‘management,’ and
‘future’) and may also create new clusters based on keywords.

While this study offers a significant resource for researchers in artificial intelligence
marketing, the results should be considered within certain limitations. The sources examined in
the study were restricted to the WOS database. Future researchers can perform a similar
bibliometric analysis using different databases. Another constraint of the study arises from the
number of examined works. As the volume of research in artificial intelligence marketing
increases, so will the number of sources available for analysis. Consequently, future researchers
can conduct more comprehensive studies.
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