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Purpose: The article aims to provide current insights into the use of artificial intelligence (Al)
in enhancing customer engagement on social media and to propose directions for future
research. It addresses a research gap by demonstrating how Al supports customer engagement
processes and the potential benefits for businesses.

Design/methodology/approach: The research objectives were met through a systematic
literature review of articles from the Scopus and EBSCO databases. This review analyzed
keywords related to Al, customer engagement, and social media, enabling a comprehensive
understanding of current research and the identification of existing gaps.

Findings: The literature review reveals that artificial intelligence (Al) plays a critical role in
customer engagement on social media by enabling content personalization, chatbot interactions,
audience segmentation, and marketing campaign optimization. Al tools allow for the creation
of personalized messages and advertisements tailored to individual customer preferences,
which enhances engagement and fosters brand loyalty. Furthermore, Al supports real-time data
analysis, enabling companies to continuously refine their marketing strategies, thereby
improving campaign effectiveness and increasing return on investment.

Research limitations/implications: The study’s limitations stem from a lack of research
focused on the European market, including Poland, and a limited number of studies examining
Al's direct impact on customer engagement in social media. The author recommends further
research across diverse regional and industry contexts to address these gaps.

Practical implications: The use of Al can significantly streamline marketing processes,
enhance campaign efficiency, and boost customer loyalty and engagement. By leveraging Al,
companies can tailor content to align with customer preferences, resulting in improved business
outcomes.

Originality/value: The article provides a fresh perspective on using Al for customer
engagement in social media, highlighting existing research gaps and proposing directions for
future studies.
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Introduction

The use of artificial intelligence in customer engagement-oriented marketing brings
multiple benefits to companies, helping them build stronger and more effective customer
relationships through personalized capabilities. Analyzing data on customer behavior enables
companies to tailor offers, messages, and recommendations to individual needs. Algorithms
process information based on previous interactions with the brand, leading to increased
customer engagement (Kumar, Rajan, 2019). By leveraging Al in marketing, companies report
significant time savings for their teams through the automation of processes such as chat
support, email dispatch, and marketing campaign management. This allows businesses to focus
on strategic planning (Murphy, 2021).

The use of artificial intelligence also enables precise customer analysis, allowing businesses
to tailor their offerings and reach audiences more effectively (Chaffey, Ellis-Chadwick, 2019).
Personalization, relevant recommendations, and real-time responses to customer inquiries
significantly enhance engagement. Satisfied customers are more likely to return for purchases
and maintain relationships with the brand (Zhou, Duan, 2020). Algorithms can analyze the tone
of customer feedback, such as comments on Facebook, enabling companies to better understand
the prevailing sentiments among their audience (Rust, Huang, 2021). Creating personalized
posts and ads that cater to individual preferences also boosts audience engagement (Fitzgerald,
2020). An essential benefit of Al application is improved security through the analysis of false
information and detection of undesirable behaviors and communications on social media
(Kietzmann, 2019).

Recognizing the potential of artificial intelligence in customer engagement, a systematic
literature review was conducted to examine whether businesses are indeed leveraging Al to
engage customers on social media. This article fills a research gap by presenting an analysis of
the relationships between artificial intelligence, customer engagement, and social media.

Literature Review: Customer Engagement, Social Media, Artificial
Intelligence

The term "customer engagement™ was introduced into marketing literature in 2001 as
a concept describing the active participation of the customer in the value creation process
(Zyminkowska, 2019). However, there are significant definitional discrepancies within the
literature. Customer engagement is considered from two perspectives: a multidimensional
approach, encompassing both the attitudes and behaviors of the customer, and a unidimensional
— behavioral approach, which focuses solely on customer behaviors. Within the behavioral
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approach, two perspectives are distinguished. The first includes all customer behaviors
excluding purchases, while the second includes both behaviors and purchases (Zyminkowska,
2019).

In the multidimensional interpretation, customer engagement is defined as a "voluntary
investment of specific customer resources in brand interaction, driven by motivation".
This investment includes intangible resources, such as knowledge, material resources,
and cognitive, emotional, behavioral, and social skills (Hollebeek, Srivastava, Chen, 2016).
In the unidimensional interpretation that includes purchase, customer engagement is viewed as
customer behavior toward a brand or company, resulting from motivational factors, including
the purchase itself.

Customer engagement encompasses the client's interactions with the company in
a comprehensive view (Kumar et al., 2010). In contrast, in the unidimensional behavioral
perspective, which excludes purchase, customer engagement refers to customer actions toward
the brand or company beyond transactions, such as blogging, writing reviews, or sharing
opinions (Verhoef et al., 2010).

Customer Engagement (CE) is defined as behaviors directed toward a company or brand
that go beyond the purchase itself, driven by customer motivation (Wang, Hall, 2023).
CE is considered a key marketing imperative, essential for building a positive brand image
(Yang et al., 2023; Gupta, Pandey, 2021). The literature also highlights the growing role of
artificial intelligence in personalizing CE, which strengthens the relationship between the
customer and the brand (Yang et al., 2023).

CE is seen as a process of actively engaging the customer in value creation, assuming that
the customer is not merely a recipient but a co-creator of brand value. Customer engagement
encompasses not only transactional interactions but also a value co-creation process, which
requires relationship management and an understanding of customer motivations
(Zyminkowska, 2019).

In the literature, Customer Engagement (CE) is addressed in both broad and narrow
perspectives. In the broad perspective, CE is defined as "the intensity of customer participation
in the organization’s offerings and activities and their connection with these offerings and
activities, initiated by both the customer and the organization" (Zyminkowska, 2019).
In the narrow perspective, CE is understood as Customer Engagement Behavior (CEB),
encompassing various forms of customer behavior focused on the brand or company that are
not directly related to purchase but arise from motivational factors (van Doorn et al., 2010).

Within the narrow perspective, two main types of behavior can be distinguished:

1. Behaviors related to communication between customers, and

2. Behaviors related to co-creation of products and innovations by the customer and the

company (Zyminkowska, 2018).
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In the digital domain, marketing communication has expanded with strategies that leverage
the internet and social media to connect with customers and build lasting relationships
(Varghese, Jenin, 2019; Kewat et al., 2023).

Social media are defined as a group of applications that utilize Web 2.0 technology,
enabling users to exchange content (Dorenda-Zaborowicz, 2012). Platforms like Meta,
Instagram, Twitter, and LinkedIn support businesses in connecting with customers, sharing
information, and fostering engagement (Bilgihana, Ricci, 2023).

Social media are among the most popular online spaces for information exchange between
users. As early as 2013, Schultz and Peltier explored their potential for customer engagement
(Schultz, Peltier, 2013). The 2014 Global C-Suite Study Insights report revealed that, at that
time, few companies used social media to connect with customers (IBM, 2014). Polish research
from the Digital 2022 report by Infomax Group shows that over 27 million Poles actively use
social media, spending an average of 1 hour and 49 minutes daily. The most popular platforms
are Facebook (88.1%) and Instagram (59.6%), with content about family and friends being most
frequently followed (nearly 50%), while brand-related information interests over 20% of users
(Digital, 2022).

In 2023, the number of active social media users in Poland rose to 27.5 million, with daily
time spent on platforms extending to 2 hours and 2 minutes. Instagram surpassed Facebook,
reaching 61.5% of users, while Facebook held 34.6%. Interest in brands and their content
increased by 6.8% compared to the previous year, reaching 26.8% (Digital, 2023).
These changes reflect the ongoing development of social media and growing user engagement.
The decline in Facebook activity may be linked to the emergence of new platforms and
Instagram’s rising popularity. The findings highlight that social media continues to be
a dynamic channel, enabling brands to maintain constant contact with customers.

With the development of social media, customers have gained the ability to quickly and
easily express opinions and interact with brands. They can share their feedback and experiences,
while companies, by utilizing social media, receive direct customer feedback (Bansal et al.,
2019).

The dynamic growth of online platforms has contributed to the increasing popularity of
social media as a channel for customer engagement. Customer engagement in social media can
be defined as a set of measurable actions that customers take in response to published content,
such as likes, comments, shares, or reactions like hearts (Barger, Peltier, 2016). Social media
are interactive and co-creative, allowing companies to engage users more effectively (Barger,
Labrecque, 2013). Research confirms that well-planned strategies can significantly boost
customer engagement on social media (Felix et al., 2017).

The COVID-19 pandemic accelerated the development of artificial intelligence,
also increasing the demand for customer engagement (So et al., 2019; Hentzen et al., 2022;
Hollebeek et al., 2022). Artificial intelligence, as a branch of computer science, encompasses
the creation of systems and algorithms that mimic human thinking. Its purpose is to perform
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tasks without human intervention, tasks that would typically require human intelligence
(Russell, Norvig, 2021). Al is also defined as software that mimics human cognition through
the automation and analysis of large datasets (Prentice et al., 2020) or as a technology or
machine (Perez-Vega et al., 2020).

Artificial intelligence undoubtedly improves the effectiveness of marketing activities, for
example, through precise audience segmentation in social media (Culotta et al., 2015).
It also serves as a tool subtly encouraging customers to make purchases (Dimitrieska et al.,
2018).

Artificial intelligence has become an integral part of marketing communication,
revolutionizing the way companies interact with customers (Hafiz, 2024). Al is identified as
a key area of research that will dominate trend exploration after 2024 (Nguyen, 2024).
Its significant potential for achieving market advantage is widely recognized, enabling
companies to leverage this technology for competitive gains.

The dynamic development of Al in marketing has increased interest in research on its
impact on various areas of this field (Mahabub, 2023). Al-based marketing is a strategy aimed
at maximizing the use of technology to enhance customer experiences (Jain, Aggarwal, 2020).
Al allows marketers to personalize content, which is particularly useful in communication on
platforms such as Facebook (Dimitrieska et al., 2018).

Analysis indicates that innovative technologies significantly increase customer engagement
(Bilgihana, Ricci, 2023). In the context of digital transformation, it is crucial to utilize AI’s
capabilities for engaging customers, as this enables companies to achieve success, especially in
online business (Kumar et al., 2024).

Interactivity is a unique feature of social media that influences consumer experiences
(Mollen, Wilson, 2010). It determines the level of customer engagement in interactions with
virtual content (Ho et al., 2022). Social media users share their experiences, review products
and brands, and express their opinions (Hollebeek, Chen, 2014). Customer engagement on
social media is measured by the number of likes, comments, shares, and clicks (Trunfio, Ross,
2021).

Methodology

To verify whether artificial intelligence is used in customer engagement processes on social
media, a systematic literature review was conducted in this field. A systematic literature review
allows for the development of a clear and repeatable procedure that leverages the current state
of knowledge (Siddaway et al., 2019). This study followed the literature review procedure
outlined by Czakon (2015).
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The aim of the study was to examine the current state of knowledge regarding the use of
artificial intelligence in customer engagement and to identify potential research gaps.
Two databases, Scopus and Ebsco, were selected for analysis due to their reputation for
reliability and wide usage in the academic community. The choice of these two databases
enabled a more comprehensive exploration of the topic. Scopus includes results from over
20,000 peer-reviewed journals (Verma et al.,, 2021). Following the review procedure,
the following research questions were formulated:

1. lIs artificial intelligence used for customer engagement on social media?

2. What Al tools are applied for engaging customers on social media?

3. What benefits do companies gain from using Al tools for customer engagement on

social media? (if they use them).

4. Do companies have a need to use Al tools for customer engagement on social media in

the future?

To address the research questions, the author selected the keywords: "artificial intelligence™,
"customer engagement”, and "social media". Given the topic of the article, these terms were
combined into pairs of concepts: "artificial intelligence™ and "customer engagement”, as well
as "artificial intelligence™ and "social media". The inclusion criteria involved searching within
the title, abstract, and keywords, specifying publication type as peer-reviewed articles, limiting
language to English, and focusing on the subject area of Business/Economics/Management.
The initial search yielded 197 articles, which were then filtered and assessed according to the
established procedure. After removing three duplicates, 17 relevant articles were obtained.
Additionally, 32 articles were identified as inspiring, while 145 results were deemed outside
the scope of the article’s subject. The outcomes of this procedure are presented in Table 1.

Table 1.

SLR Procedure

A priori selection process Results
Source of collected works: SCOPUS 50
Source of collected works: EBSCO 140
Total 197

A posteriori selection process Results
Articles marked as selected 17
Avrticles marked as inspiring 32
Articles marked as useless - outside the topic 145
Acrticles marked as useless - duplicate works 3

Final database of articles 17

Source: Own elaboration.
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Results

The literature emphasizes a growing need for research on the impact of artificial intelligence
(Al) on customer engagement to enhance this interaction (Bapat, Hollebeek, 2023). Analysis
of customer activity and engagement online reveals that these actions also influence companies’
social media strategies (Campbell et al., 2020; Li, 2019). Companies use Al to generate
marketing content ideas, which strengthens their campaigns (Kose, Sert, 2017).

In social media, Al supports A/B testing (e.g., on platforms like Meta), audience
segmentation, and streamlines marketing department processes (Peyravi et al., 2020).
Another advantage of Al is its ability to personalize offerings, allowing it to predict future
customer behaviors and preferences (Epk, Thilagavathy, 2021). Al is also used in chatbots—
online communication tools that enhance customer engagement (Arsenijevic, Jovic, 2019;
Tussyadiah et al., 2017). Al-powered ad optimization enables better targeting of engaged
audiences, translating to a higher return on investment. Al algorithms quickly analyze campaign
effectiveness, aiding marketing decision-making (Juska, 2021).

With technological advancements and personalized, interaction-based communication,
companies achieve higher results in customer engagement (Vlacic et al., 2021; Chen et al.,
2021; Mogaji et al., 2021). Companies are increasingly eager to leverage Al's potential,
appreciating its numerous benefits, such as improved customer engagement rates and
satisfaction. Personalized content, enabled by Al, enhances customer loyalty toward the brand
and supports effective audience segmentation (Cheng, Jiang, 2021). Al also allows for the rapid
optimization of marketing campaigns through advanced analytics (Nurgul, 2024). An additional
advantage of Al-based systems is the minimization of human errors (Logg, 2019).

Al opens new opportunities for more effective customer engagement (Wen et al., 2022).
One of the key applications of Al in marketing communication is message personalization.
By analyzing data on customer behaviors and engagement history, Al algorithms can tailor
messages to individual users while maintaining a universal appeal. Higher personalization
levels improve customer engagement by enhancing their experiences, translating into better
marketing campaign results (Sandy et al., 2021; Pearson, 2019).

With increasing competition and the dynamic growth of the hospitality industry, there is
a need for effective marketing strategies based on new technologies, including Al (Bilgihana,
Ricci, 2023). Hospitality companies in the USA utilize Al to engage guests on social media,
where chatbots facilitate customer interaction. Through quick responses and problem-solving
capabilities, chatbots boost engagement and convenience for users. For example, Facebook
Messenger supports communication, reservations, and personalized recommendations through
chatbots, addressing customer needs in real time. Hotels are going further by creating virtual
assistants, such as "Edward" at Edwardian Hotels London, which assists with booking and
check-in processes, enhancing customer satisfaction (Zhu et al., 2023).
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Among Al tools in the hospitality industry, ChatGPT is utilized to generate personalized
content and marketing communications, including emails, blog posts, and ads (Bilgihana, Ricci,
2023). An Al-driven strategy provides customers with personalized experiences, which is
crucial for maintaining competitiveness (Samara et al., 2020). Another popular tool, DALL-E,
works alongside ChatGPT to help hotels create distinctive social media posts, enhancing
audience interaction and increasing bookings. Al also facilitates daily customer communication
by responding to online reviews and publishing engaging blog entries.

Al supports the creation of ad campaigns with catchy headlines, boosting user reactions.
Content personalization through Al significantly enhances customer satisfaction, leading to
repeat bookings and revenue growth. The benefits of Al are evident not only in social media
advertising but also in traditional marketing content that engages users and attracts new guests
(Bilgihana, Ricci, 2023). Thus, Al contributes to both customer engagement and profitability
by increasing bookings and retaining existing customers.

In summary, an effective marketing strategy in the hospitality industry requires combining
traditional methods with innovations to achieve a competitive advantage (Bilgihana, Ricci,
2023). However, clear answers are still lacking on the optimal use of social media to engage
customers and how social media might reshape approaches to building customer relationships
(Al-Slehat, 2023; Kitsios et al., 2021; Shah et al., 2021).

The use of Al tools and capabilities has become essential for companies aiming to maintain
competitiveness. Artificial intelligence presents an opportunity that businesses should actively
leverage. However, it is crucial to understand the synergy between AI’s technological
capabilities and their alignment with organizational resources. Integrating employees with new
technologies is also essential—employees need to master the conveniences provided by
Al (Mahabub, 2023). The benefits of implementing Al are evident, as managers can more
effectively manage social media and personalize customer experiences (Sterne, 2017).

Research conducted among marketing experts in Indian companies indicates that businesses
implement Al due to competitive pressure. The primary benefits cited by respondents include
streamlined marketing processes, increased return on investment, and, most importantly,
improved customer service and satisfaction. However, respondents also highlighted challenges,
such as the lack of appropriate technical capabilities within marketing teams. Managers utilize
Al to create chatbots and enhance analytical capabilities, contributing to a better understanding
of business dynamics. Al integration in customer service has led to increased customer
satisfaction due to faster response times and higher efficiency. Al also enables companies to
expand their reach in social media activities (Mahabub, 2023).

In the airline sector, Al supports remarketing efforts aimed at re-engaging customers.
A study involving 500,000 customers used personalized headlines with names, resulting in
a 15% increase in conversion rates on the website (Guerrubi et al., 2023).
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Nurgul H. from the University of Graz recently conducted research on the role of artificial
intelligence in social media. Through Al capabilities, companies can analyze customer
behaviors in detail, enabling levels of personalization and engagement previously unattainable.
Every customer interaction with a brand, including those on social media, generates valuable
data. Al systems allow access to insights that would be challenging to detect with the naked
eye (Nurgul, 2024). Al mechanisms can predict which products may interest a customer based
on past data, such as in advertising. Enhanced communication relevance and improved
customer experiences boost engagement and loyalty metrics (Cheng, Jiang, 2021; Prez Vega
etal., 2021).

Al supports real-time interactions through chatbots, enabling companies to provide instant
support and 24/7 engagement. Customers receive recommendations, answers to inquiries,
and transaction assistance without delays, which significantly elevates service quality (Khrais,
2020; Song et al., 2022; Van Esch et al., 2021). By analyzing posts and opinions on social
media, Al helps companies understand what customers think of their brand or product,
facilitating the implementation and adjustment of communication strategies (Mustak et al.,
2021).

The power of Al is immense—it enables companies to deliver relevant content to audiences
effectively. It can also recommend visual content likely to attract specific audience segments,
suggesting color schemes or themes aligned with brand preferences. Through
Al functionalities, content personalization, and tailored strategies, customer engagement
deepens, strengthening bonds between the brand and its audience (Nurgul, 2024).
Chatbots, a key Al tool, go beyond standard customer service to foster brand engagement,
enhancing loyalty (Cheng, Jiang, 2021; Ho, 2021).

The implementation of artificial intelligence in social media has significantly impacted
audience engagement, content personalization, and the measurement of marketing activities
(Agniohotri, 2021; Benabdelouahed, Dakouan, 2020; Sadiku et al., 2021). Al algorithms can
determine optimal publication times for different audience segments and better align content
with their preferences by predicting trends. As a result, these tailored contents reach a broader
audience more effectively, engaging them through insights derived from behavioral and
preference analyses (Van Esch, Stewart Black, 2021; Capitana et al., 2020).

Artificial intelligence has also found application in influencer marketing. Al tools analyze
social media data to identify key influencers, evaluating engagement rates, demographics,
and content relevance, enabling precise influencer selection for targeted audiences (Albogami,
2023; Gerlich et al., 2023; Simay et al., 2022). By leveraging Al in social media, companies
can achieve higher user engagement—making Al adoption a necessity in today’s digital
landscape (Nurgul, 2024).

A similar trend is seen in India's banking sector. The growing customer base has led to
fewer in-branch visits, prompting banks to invest in chatbots that enhance customer experience
and enable convenient communication (Euart, Ferreria, 2020). Theoretical studies also indicate
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that Al can assist in attracting new customers, understanding their needs, and aligning with their
expectations, with chatbots playing a significant role in this process (Sinhy, 2022). Chatbots
not only support customers in their current needs but also facilitate payments, send reminders,
and help manage funds (Sinhy, 2022).

Despite the numerous benefits of implementing Al, such as streamlined decision-making,
event identification, increased rationality, and more effective project management (Behera
et al., 2024), challenges remain. High implementation costs, skill gaps among personnel, and
data privacy issues are notable obstacles (Sinhy, 2022).

In the food service sector, artificial intelligence can significantly enhance customer
satisfaction and influence purchasing decisions (Prentice et al., 2020). By meeting customer
expectations, Al can improve user experiences, potentially increasing interest in products and
brand engagement (Luo et al., 2019). However, to date, detailed research on the relationship
between Al-based service quality and customer engagement in the food service industry has
not been conducted (Supawat, Chompoonut, 2024).

Customer engagement has a notable impact on increasing interest in a company's products
and services, which in turn boosts brand loyalty (Chen et al., 2020; Bergel et al., 2010). Previous
studies by So et al. (2016) showed that customer engagement is crucial for building loyalty.
Research conducted by Supawat and Chompoonut (2024) in Thai restaurants demonstrated that
Al-driven services strongly influence customer engagement and loyalty. However, these studies
did not cover social media, indicating a need for further analysis in this area.

The literature review reveals that the integration of social media with artificial intelligence
has enabled more effective ad personalization (Li, 2019; Singh et al., 2023). Customer
engagement levels are assessed based on data analyzed using artificial intelligence, and the use
of chatbots can achieve outcomes comparable to human interaction—sometimes up to four
times more effective in building engagement (Luo et al., 2019; Proserpio et al., 2020).
Studies by Cheng and Jiang (2021) have shown that Al-managed chatbots significantly improve
customer engagement.

Rana et al. (2022) and Awan et al. (2021) developed frameworks for increasing customer
engagement through brand education. In recent years, companies such as Netflix have focused
on strengthening bonds and loyalty among customers (Surana-Sanchez, Aramendia-Muneta,
2024). In the medical sector, chatbots enhance patient experiences by scheduling appointments,
sending medication reminders, and providing information, all of which contribute to higher
patient engagement (Di Vaio et al., 2020; Targ et al., 2022).

Surana-Sanchez and Aramendia-Muneta (2024) recommend further research into the
relationship between social media and customer engagement, including an analysis of factors
that influence the effectiveness of social media in building engagement.
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Discussion

The analysis conducted through a systematic literature review provided answers to all four
research questions posed by the author. Companies recognize the potential of artificial
intelligence and actively leverage its capabilities, particularly in enhancing customer
engagement. In social media, Al is widely applied, especially in the hotel sector in the United
States. In response to increasing competition and rapid technological development, businesses
are adapting to new market demands.

The article highlights that artificial intelligence finds applications across various sectors.
In banking, chatbots help reduce customer visits to branches and increase satisfaction by
automating processes. In the food service industry, Al influences purchasing decisions and
enhances customer experiences, thus boosting engagement. In the healthcare sector,
Al aids in medication reminders and appointment scheduling, which improves the quality of
care and patient satisfaction. In the hotel industry, applications like "Edward" and chatbots used
by airlines enable fast and personalized customer service, leading to higher customer
satisfaction and conversion rates.

Chatbots not only engage customers but also support them in making purchasing decisions,
reinforce brand image, and simplify customer service. Tools like ChatGPT, based on
Al capabilities, generate engaging content tailored to specific target groups, and when
combined with DALL-E, help create attractive graphics and advertisements for social media.

In other industries, such as airlines and banking, Al supports the personalization of
advertising campaigns and customer service, which leads to higher conversion rates and
customer satisfaction. For example, personalized headlines increased conversion rates by
15% in the airline sector. In healthcare, Al assists patients by providing reminders for
appointments and medications, improving their experience and engagement.

The review results indicate the growing role of Al in building customer relationships and
enhancing their experiences across various sectors, which has become a key component of
modern marketing strategies. The main benefits that businesses gain from using Al tools
include increased customer engagement, which leads to higher sales, an increase in returning
customers, and an improved return on investment. With Al, companies can analyze campaign
data in real time, enabling faster and more accurate adjustments to marketing strategies.
Al-based content personalization positively affects customer engagement, directly translating
into increased sales. Additionally, Al tools allow precise scheduling of content publication for
specific audience segments, optimizing campaign reach and effectiveness.

Artificial intelligence also supports the development of influencer marketing by facilitating
the selection of influencers who are most aligned with a brand's advertising goals. Businesses
recognize the necessity of incorporating Al-driven solutions as an integral part of modern
marketing strategies.
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Although not all studies directly address social media, companies recognize the need to
follow new trends. However, the literature lacks research on the direct impact of Al activities
on social media, highlighting the need for continued studies in this area, especially within the
European market, including Poland. It is justified to conduct research focused on the benefits
of engaging customers through Al in social media across various industries. It is crucial to
determine whether these benefits are equally visible in all sectors and if the results are
comparable. In Poland, further studies are needed to understand the current level of
Al development and implementation, particularly in the context of social media. Additionally,
there is a lack of analyses on potential negative effects of customer engagement using Al,
as well as a comprehensive review of available tools that influence customer engagement.

It is also worth examining the risks associated with Al implementation that go beyond costs
and training, such as ethical concerns and the risk of excessive automation in interactions.
Research conducted among Indian marketing specialists shows positive effects of
Al implementation in marketing strategies, though they do not cover social media. Based on
this, further research that includes social media is recommended to better understand the
potential and challenges of this technology. Despite enthusiasm for new technologies,
it is essential to maintain proper oversight and a critical approach to their use.

Challenges and limitations include high implementation costs, lack of skilled personnel,
and data security requirements. To ensure optimal Al effectiveness, continuous monitoring and
employee education on effective Al management are necessary.

In summary, artificial intelligence is now an indispensable part of effective marketing
strategies, enabling personalized and engaging communication. However, due to the rapid
development of this technology, further research is recommended on its impact across different
sectors and regional contexts, especially in Europe and Poland.

Managerial implications

The use of artificial intelligence tools, such as chatbots, ChatGPT, and Al-driven graphic
programs, enhances customer engagement. Managers should leverage artificial intelligence
(Al) to create personalized content that boosts customer engagement and loyalty. They should
also stay abreast of trends, invest in employee training, and implement new solutions available
in the market. Effectively utilizing ChatGPT functions enables companies to create engaging
content, positively influencing brand image and customer loyalty. The measurable benefits
motivate companies to embrace new challenges and develop marketing strategies that blend
traditional methods with modern tools. Chatbots not only increase customer engagement but
also contribute to higher sales.
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To gain a competitive edge, companies must keep up with new technologies and experiment
with solutions across various sectors.

Al allows for deep segmentation and personalization of content, enabling companies to
tailor their marketing campaigns precisely to individual customer preferences. Managers should
harness these capabilities to optimize ad reach and enhance campaign effectiveness.
Personalization leads to increased customer satisfaction and repeat purchases, which directly
impact revenue.

In sectors such as hospitality, banking, gastronomy, and healthcare, Al-powered chatbots
can significantly enhance service quality by providing 24/7 availability. They facilitate instant
responses to customer inquiries and assist in transactions, positively impacting customer
experiences. Managers should consider investing in Al to automate interactions and reduce
service costs, ultimately boosting customer satisfaction and loyalty.

Al supports real-time campaign effectiveness analysis, enabling swift adjustments to
marketing strategies. Through Al algorithms, companies can identify optimal posting times,
increasing the reach of their content. Managers should leverage this data to refine campaigns,
leading to a higher return on investment.

Al aids in identifying the most suitable influencers, increasing the effectiveness of
marketing activities. Managers should use Al algorithms to select influencers whose content
resonates best with the target audience, enhancing audience engagement and improving
campaign outcomes.

Implementing Al requires a skilled workforce; therefore, companies must invest in training
to fully harness Al tools. Equipping employees with the right skills allows for the maximization
of Al potential, enhancing marketing and customer service effectiveness. Managers in Europe,
including Poland, should pay attention to cultural differences and customer expectations
regarding personalization and automation. Al implementation should be tailored to local
conditions to improve customer acceptance of the technology.

Managers should collaborate with firms specializing in Al technology implementation.
Combining their experience with AI’s potential can foster organizational growth and strengthen
competitive advantage. Given the rapid development of Al, companies should regularly update
their systems and strategies to stay competitive. Adopting innovative Al-driven solutions is
crucial for boosting customer engagement and enhancing a company's financial performance.
n summary, artificial intelligence is now an indispensable part of effective marketing strategies,
enabling personalized and engaging communication. However, due to the rapid development
of this technology, further research is recommended on its impact across different sectors and
regional contexts, especially in Europe and Poland.
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Limitations

The systematic literature review was based on studies conducted outside the European
market. Conclusions were drawn from available research without replication across a broader
range of enterprises. Despite the growing use of artificial intelligence in digital marketing,
especially on social media, there is a limited body of research thoroughly examining its impact
on customer engagement and loyalty. Studies on Al application in various sectors have
primarily focused on developed markets, such as the USA. In the European context, particularly
in Poland, there is insufficient research on Al implementation and its effects on marketing
strategies. Current research focuses on select industries like hospitality, banking, and airlines,
which limits the generalizability of findings to other sectors. Further studies are needed to
encompass a wider variety of industries and address the specific needs of different sectors.
Existing research mainly highlights the benefits of Al utilization, with limited focus on potential
negative effects, such as customer fatigue from excessive personalization or over-monitoring
of user preferences, which could lead to a loss of trust in the brand.
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