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Abstract: i
: This study aimed to analyze the transformative impact of artificial intelligence (Al) on digital
i marketing, focusing on its capacity to reshape marketing practices and improve the effectiveness of
i marketing strategies. To do so, the study adopted a descriptive method by reviewing relevant literature and '
showcasing leading practices in the field of Al-driven marketing. The study reached a number of results, the
i most prominent of which is the positive impact of artificial intelligence on digital marketing, particularly
i through its outstanding ability to intelligently analyze customers data, customize offers and improve :
i experiences. The study mainly recommended the development of chatbots capabilities, enabling them to :
offer deeper and more customized support to customers, and emphasized the importance of maintaining the
human side of the company and employing modern methods and techniques to complement traditional ones.

Keywords: Digital marketing, artificial intelligence; big data; algorithms, learning machine.
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