An overview of the importance of the effect of artificial intelligence on
marketing

In recent years, there have been tremendous developments in the subject of artificial intelligence and its
application in marketing. However, there are still unclear and unknown issues in the current process. The
key to solving these issues is to know more about these issues and especially the studies that have been
done in this field. Based on this, the current research aims to use the literature review, theoretical
foundations, and results in domestic and foreign articles in a systematic way and based on the prism
method, after screening in this field and reviewing studies, libraries, and methods. Vocabulary to discuss
artificial intelligence and marketing and predict its future based on previous studies. The findings showed
that the keywords artificial intelligence neural network and service robots are the most frequent words.
The lexical network includes 10 clusters. The codified findings based on previous research, according to
research, review, case, and theoretical studies, show that most of the articles are related to research
structures, and also the extent of external articles is more than internal; And the topic of artificial
intelligence in marketing is more popular in India and Indian researchers in other countries.
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