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Tracking the Lil Miquelas of our world: A systematic review of the 

influence of Artificial Intelligence on advertising and marketing 

communication 

As individuals, whether they're consumers, researchers, or industry practitioners, humans 

encounter numerous challenges, ranging from keeping up with virtual influencers like Lil 

Miquela to delving into research papers co-authored by language models such as 

ChatGPT. Artificial intelligence AI is rapidly transforming advertising and marketing 

communication and is increasingly linked to improved performance and customer 

engagement, loyalty, and retention. This systematic literature review examines the latest 

AI breakthroughs and trends in advertising and marketing communications. We used 

PRISMA to review 72 publications from 2004 to 2024. Descriptive analysis includes 

article, author, and journal citations, publication year, and names. The thematic analysis 

discusses current trends, research gaps, and future directions. 

Keywords: advertising; artificial intelligence; technology; marketing communication 

tools; artificial intelligence tools 

Introduction 

Artificial Intelligence (AI) has evolved from a speculative concept to a pervasive force 

reshaping industries across the globe. Originating in the 1950s with theoretical discussions and 

future-oriented explorations, AI has now become an integral part of various sectors, including 

advertising (Kaplan & Haenlein, 2019). The integration of AI in advertising has sparked 

significant transformations, leading to a paradigm shift from conventional methodologies to 

AI-driven approaches (Campbell et. al, 2022). 
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This systematic review aims to explore the dynamic shifts occurring within advertising, 

with a particular focus on the integration and impact of AI. As brands increasingly adopt AI-

powered tools and strategies, the relationship between advertisers and consumers undergoes 

fundamental changes, necessitating a reevaluation of traditional practices and principles 

(Kietzmann, Mills, & Plangger, 2021). 

One of the notable advancements facilitated by AI in advertising is the unparalleled 

level of personalization and targeting (Deng et. al, 2019). BMW has launched its newest iX2 

campaign, showcasing virtual influencer Lil Miquela, aiming to offer an engaging experience 

for its target demographic. The campaign portrays Lil Miquela venturing into reality alongside 

the new BMW iX2, as she gradually discovers and embraces the human existence (BMW 

Makes It Real With Virtual Creator Lil Miquela in Latest Campaign, 2023). AI algorithms 

enable advertisers to analyze extensive datasets with precision, resulting in highly tailored and 

contextually relevant advertisements. Moreover, AI-driven recommendation systems have 

revolutionized consumer decision-making processes, necessitating a deeper understanding of 

evolving consumer behaviors and preferences (Luo et. al, 2019). 

As the advertising industry navigates the AI era, it emphasizes real-time engagement 

and automated ad placements (Kaplan & Haenlein, 2019). However, alongside opportunities, 

the integration of AI poses ethical challenges, including concerns regarding transparency, 

authenticity, and the cultivation of parasocial relationships between consumers and AI entities 

(Lou et. al, 2023).  

While significant strides have been made in understanding the transformative effects of 

AI on advertising, numerous research gaps remain. This systematic review seeks to address 

these gaps by investigating the multifaceted impacts of AI on advertising practices and aims to 

contribute to a comprehensive understanding of the evolving dynamics of advertising in the 

digital age, providing insights into emerging trends, challenges, and opportunities. 
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The review is structured along and attempts to address the following questions: 

RQ1: What are the primary themes in current research on advertising and marketing 

communication in the context of artificial intelligence? 

RQ2: What are the primary AI marketing communication tools used by firms to engage 

customers?  

RQ3: How much attention has artificial intelligence in advertising garnered in current 

literature? 

RQ4: What are the under-researched areas that could highlight potential avenues for 

future research? 

Search Strategy 

To gather all pertinent data that align with predefined eligibility criteria and fulfill the research 

objectives, we undertook a comprehensive evaluation of the literature. This review adhered to 

the PRISMA methodology for systematic reviews and meta-analyses. The PRISMA technique 

ensures clear and transparent reporting of systematic literature reviews using an evidence-based 

checklist and a four-phase flow diagram. The PRISMA method reduces bias, decreases random 

variations, enhances the accuracy of data analysis, and improves the reliability and replicability 

of results.  

[Figure 1 near here] 

Data Collection 

For the systematic review, we utilized the Scopus database owing to its extensive coverage and 

interdisciplinary nature. To locate pertinent articles, a diverse set of keywords associated with 

the core topics was employed using a specific algorithm. The search concentrated on articles 

featuring the terms "advertising" or "artificial intelligence" or "artificial" or "intelligence" 

within their titles or abstracts, alongside the inclusion of "marketing communication" or 
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"communication" or "artificial intelligence" or "artificial" or "intelligence" within the main text. 

This led to a total of 1292 publications being collected from Scopus. Prior to monitoring and 

screening the publications 128 duplicate research papers were removed. The screening process 

resulted in an additional 100 manuscripts being excluded as they were not included in the "ABS 

2021 Journal List" (Wang, 2022). Only peer reviewed studies authored in English were 

considered in the systematic literature review. Additionally, 360 articles were excluded as they 

did not pertain to the designated fields, while 208 articles were deemed beyond the scope of the 

review. Finally, 76 articles were eliminated for focusing on marketing rather than advertising 

or marketing communication. This process resulted in 72 publications being selected for 

thorough analysis to address the study’s research questions and pinpoint gaps and areas for 

future research. 

Data synthesis and analysis 

The pertinent papers were examined through both descriptive and thematic analysis. The 

production approach in descriptive analysis categorizes data based on year, journal of 

publication, country of publication, number of references, and methodology used. Descriptive 

analysis discusses information and analytics on the flow of articles and current research themes. 

The thematic analysis uses an inductive approach to examine the impact of artificial intelligence 

on advertising, and marketing communication. It integrates insights from previous studies, 

contemporary trends, and issues being investigated by journals, along with examples to 

elucidate definitions and offer more comprehensive explanations. 

Descriptive Analysis 

The 72 selected papers were assessed with respect to the year of publication, journal, field of 

study, country of publication, and citations. 
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Year, Journal, and Geographic Distribution of the Literature 

All analyzed papers were released between 2004 and 2024. Sixty-six studies on the topic were 

published between 2020 and 2024. Between 2004 and 2018 only 2 articles were retrieved. From 

2022, the interest in artificial intelligence and advertising skyrocketed as posts on the topic have 

reached double digits (Figure 2). 

[Figure 2 near here] 

Initially, the distribution of pertinent articles across multiple journals was analyzed to 

understand the circulation of knowledge among experts. Table 1 presents the journals according 

to the number of papers published, and their impact factor (data computed in January 2024). 

Only fourteen journals published two or more papers, suggesting significant fragmentation 

within the literature. The Journal of Advertising and the Journal of Retailing and Consumer 

Services had the highest circulation, with eleven and ten articles respectively. 

Table 2 summarizes the ten most-cited publications. Of them, the discussion of the 

impact of artificial intelligence chatbot disclosure on customer purchases by Luo X, Tong S, 

Fang Z., and Qu z, emerged as the most influential, with 369 citations. Kietzmann, Paschen and 

Treen’s study on how marketers can leverage artificial intelligence along the consumer journey 

followed with 152 citations. 

[Tables 1, 2 near here] 

The geographic origin of publications and their authors indicate the distribution of 

studies on AI in advertising and communication. Studies originate from twenty-three different 

nations (Figure 3), with the United States of America leading with (17 articles), followed by 

China with ten, and Australia with seven publications. 

[Figure 3 near here] 
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Thematic Analysis 

A bottom-up approach was used in the thematic analysis. The two principal thematic categories 

that emerged and are directing the thematic analysis are (a) AI Marketing Communication Tools 

and (b) AI Advertising (Figure 4). 

[Table 3, Figure 4 near here] 

The AI marketing communication tools encompass a range of solutions aiming to 

improve customer experience, lower customer acquisition expenses, and enable enterprises to 

automate their processes. A total of fifty-two (52) articles identified at least one of the 

following: chatbots, deepfake apps, virtual or AI influencers, AI agents/assistants, ChatGPT, 

and voice assistants. The second thematic area discusses advertising and artificial intelligence 

based on twenty articles. Digital advertising, AI advertising, Charity advertising, Transforming, 

and programmatic advertising seem to be the associated emerging trends in advertising 

research. 

AI Marketing Communication Tools 

Recent literature highlights the surge in AI marketing tools, meeting the increased demand for 

digital customer service amidst e-commerce growth (Cheng & Jiang, 2020a; Chen et al., 2023). 

Brands adopted AI agents and bots to build engagement, prompting discussions on the uncanny 

valley theory regarding human-like interactions (Mori et al., 2012; Lu et al., 2019). Prior studies 

(Albogami, 2023; Alabed et. Al, 2024; Chen et. Al, 2023; Cheng & Jiang, 2022; Hu et. Al, 

2023) examine their capabilities, user interactions, impact on trust and social presence and 

highlight five main AI communication tools: AI influencers, AI agents, voice assistants, 

chatbots and ChatGPT. 
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AI influencers endorse products with decreased expenses increased success and 

minimized risks of scandals (Thomas & Fowler, 2021).  The influential AI personality Lil 

Miquela, who boasts over 3 million Instagram followers (Baklanov, 2019), underscores the 

significance of the tool. Despite consumers’ ambivalence, they attract brands like Nike and 

Prada (Balkanov, 2019), offering novel marketing avenues for niche branding and innovation 

(Franke et al., 2023). 

AI Agents/ Assistants emulate authentic personalities to efficiently endorse products, 

thereby reducing costs and mitigating scandal risks (Wang, 2021; Zarouali et al., 2018). They 

contribute to heightened satisfaction in finance and e-commerce, where their diverse 

appearances impact trust (Chattaraman, 2014). Despite their ability to enhance engagement, 

their effectiveness is debatable (Monteiro et al., 2018). Lingering concerns pertain to their 

limitations and their impact on decision-making processes (Crolic et al., 2022). 

Voice Assistants offer both functional and emotional advantages across professional 

and social spheres (Yang & Lee, 2019). Platforms such as Alexa and Siri enable e-commerce 

activities, notwithstanding apprehensions regarding user discomfort and privacy (Ortega & 

Lucia-Palacios, 2023). While perceived benefits might surpass risks for some, other users 

remain cautious (Wirtz, 2018). 

AI Chatbots emulating human dialogues have swiftly progressed, providing diverse 

functionalities within e-commerce (Ciechanowski et al., 2019). They enrich marketing 

interactions through automated customer service infused with humor and empathy, nurturing 

involvement, and brand loyalty (Yang Cheng & Hua Jiang, 2022). Despite challenges, they 

employ strategies to maintain consumer satisfaction, albeit occasional misunderstandings may 

necessitate emotional recalibration (Zhang et al., 2021; Huang & Dootson, 2022). 

Chat Generative Pre-Trained Transformer (Chat GPT), the most prominent AI natural 

language processing model, generates personalized responses to the benefit of both consumers 
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and businesses (Van Dis et al., 2023). It enhances consumer engagement and improves 

customer service through personalized recommendations and marketing messages (Atlas, 

2023). Yet, apprehensions regarding privacy and the potential spread of misinformation 

contribute to user hesitancy (Baird & Maruping, 2021; Paul, 2023). 

AI Advertising 

Recent research on AI’s influence in advertising has explored consumer behavior, the 

customization of experiences, and the attainment of desired outcomes. AI as a component of 

digital advertising, has supported advertising processes, streamlined manpower utilization, and 

facilitated programmatic advertising, thereby guiding customers towards greater acceptance of 

advertising via personalized brand encounters. Concurrently, it has propelled businesses 

towards increased conversions (Lee and Cho, 2020). 

AI has advanced the way advertisers understand and consult consumers (Kietzmann et 

al., 2018). Advertisers leverage AI-driven search capabilities to identify, target, and deliver 

accurate results, while also predicting customer potential across three distinct stages: (1) the 

pre-purchase phase, where active evaluation occurs with AI-powered persuasive techniques and 

affective AI software to comprehend customer emotions and thoughts, (2) the purchase phase, 

and (3) the post-purchase phase, utilizing chatbots to offer assistance in post-purchase service. 

Creative advertising systems provide more resources, test high-quality transformational 

advertisements, improve their performance, and reduce human errors (Vakratsas and Wang, 

2020). AI-driven advertising is characterized by increased accuracy, synchronization, and 

efficiency and assists media planning and purchasing, ad creation, discovery, and ad impact 

assessment (Qin and Jiang, 2019). In their study of AI advertising posts on Twitter, Wu et al. 

(2021) underline AI advertising’s impact. Twitter users predominantly discussed AI-driven 
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advertising targeting, its integration in social media campaigns, its methodologies, and its 

application in business contexts. 

AI-enabled programmatic advertising enhances personalized services but also raises 

concerns due to big data utilization (Chen et al., 2019). Increased personalization raises 

customer privacy concerns or feelings of vulnerability (Campbell et al., 2021).  

Conclusion 

AI has evolved from a speculative concept in 2004 to a pervasive force reshaping industries 

across the globe, becoming an integral part of various sectors, including advertising. Despite 

studies being identified since 2004, there has been a more pronounced focus following the 

coronavirus era, particularly as businesses were compelled to adopt novel customer service 

techniques. This trend coincided with the heightened utilization of online stores, notably from 

2019 onwards. Our systematic review analysis confirms that the adoption of AI in marketing 

and advertising strategies has contributed to improved campaign performance and increased 

ROI. 

Two principal thematic categories emerge from the analysis of seventy-two publications 

and focus on Tools and AI Advertising approaches. The five primary AI communication tools 

identified; AI influencers, AI agents or assistants, voice assistants, chatbots, and ChatGPT seem 

to have enhanced customer behavior analysis, personalized experiences and result-driven 

campaigns. Personalized advertising has become standard practice, and programmatic 

advertising automates real-time auctions, optimizing placements and pricing. AI-driven 

chatbots and virtual assistants provide personalized recommendations, serving as advertising 

channels. Visual recognition technology allows targeted placements within relevant contexts. 

AI is transforming the advertising industry through content generation, dynamic pricing, and 

sentiment analysis. However, privacy concerns persist, and ethical issues must be addressed.  
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Research gaps, future research, and implications. 

Even though studies on the applications of AI in advertising are increasing, surveys on the 

implementation rates of companies would help identify their level of implementation and 

outcomes, shedding light on companies' readiness to update their content in alignment with new 

technologies. Exploring the social norms and cultural tendencies of countries regarding the 

adoption of new technologies, and especially AI, would be intriguing. This investigation could 

unveil whether specific cultures are more open and ready to embrace such advancements. 

Looking into customer preferences for AI advertising and identifying customer segments that 

embrace such communication approaches and delving into the social impact of AI advertising 

usage on target audiences, such as individuals with visual and auditory impairments, warrants 

further research. 

When considering the AI communication tools employed by companies to engage 

customers, it is important to examine the tools yet to be adopted and pinpoint potential obstacles 

to implementation in specific domains. Exploring the various categories of companies utilizing 

AI tools and scrutinizing any disparities they demonstrate in implementation and outcomes 

could also provide valuable insights. 

This systematic literature review has further identified references to the disadvantages 

and dangers of AI (Keranen and Joona, 2020; Keegan et al., 2023; Gaczek et al., 2023). 

Attention is drawn to the potential drawbacks stemming from the integration of artificial 

intelligence, which warrant further investigation, urging enterprises to mitigate risks and 

enhance AI utilization. However, there are no studies on the training, information and 

protection measures that firms should take to eliminate negative effects. Thus, future research 

could provide a useful guide for businesses wishing to adopt AI in marketing communication 

and advertising strategies. 
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Kowalkowski C., 2023; Paschen J. et al., 2019; Salminem J. et 

al., 2022; Puntoni S. et al., 2021; Yu J. et al., 2024) 

 

 

 

 

 

 

 

 

 



 

 

 

27 

Figure 1. Flow diagram for the selection of literature reviewed based on PRISMA. 
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Figure 2. Publication volume in the literature up to 2024. 

 

 

Figure 3. Geographic Distribution of research. 

 

 

 

 

 

 

N
u
m

b
er

 o
f 

ar
ti

cl
es

 

Year



 

 

 

29 

 

Figure 4. Relevant articles included in the review, classified per topic. 
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