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1. INTRODUCTION 
Digital transformation has changed the way Micro, Small, and Medium Enterprises (MSMEs) conduct mar-

keting activities, interact with consumers, and establish competitive positions in the market. The emergence 
of social media, e-commerce, and various digital platforms enables MSMEs to expand their market reach and 

communicate with consumers more quickly and interactively. However, easier access to digital channels has 

also intensified competition because consumers are confronted with an increasing number of product and 
brand choices. Under these conditions, MSMEs' ability to manage digital marketing is no longer limited to 
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A B S T R A C T  

The development of Artificial Intelligence (AI) and digital transformation has created 
new opportunities for Micro, Small, and Medium Enterprises (MSMEs) to enhance 
their marketing capabilities, content creativity, and brand building. This study aims 
to analyze the role of AI and content creativity in building brands and enhancing 
MSME competitiveness in the digital era. The study employs a qualitative literature 
review approach by analyzing 20 scholarly articles published between 2018 and 2026. 
The literature was obtained from Scopus, Web of Science, Google Scholar, and inter-
national journal publisher platforms, and was subsequently selected based on the 
PRISMA 2020 principles and analyzed using descriptive-thematic synthesis. The 
findings indicate that AI functions as an enabling capability that supports consumer 
analysis, personalization, automation, ideation, and content production. The integra-
tion of AI with human creativity can generate more relevant, engaging, and adaptive 
content, thereby strengthening brand awareness, brand image, brand association, and 
brand equity. Stronger brands subsequently contribute to MSME differentiation and 
competitive advantage. The findings emphasize the importance of human–AI collabo-
ration in developing sustainable competitiveness. 
 
 

A B S T R A K  

Perkembangan Artificial Intelligence (AI) dan transformasi digital telah menciptakan 
peluang baru bagi Usaha Mikro, Kecil, dan Menengah (UMKM) dalam meningkatkan 
kemampuan pemasaran, kreativitas konten, dan pembangunan merek. Penelitian ini 
bertujuan menganalisis peran AI dan kreativitas konten dalam membangun brand 
serta meningkatkan daya saing UMKM di era digital. Penelitian menggunakan pen-
dekatan qualitative literature review dengan menganalisis 20 artikel ilmiah yang 
diterbitkan pada periode 2018–2026. Literatur diperoleh melalui Scopus, Web of Sci-
ence, Google Scholar, dan platform penerbit jurnal internasional, kemudian diseleksi 
menggunakan prinsip PRISMA 2020 dan dianalisis melalui descriptive-thematic 
synthesis. Hasil kajian menunjukkan bahwa AI berperan sebagai enabling capability 
yang mendukung analisis konsumen, personalisasi, otomatisasi, ideasi, dan produksi 
konten. Integrasi AI dengan kreativitas manusia dapat menghasilkan konten yang 
lebih relevan, menarik, dan adaptif, sehingga memperkuat brand awareness, brand im-
age, brand association, dan brand equity. Penguatan brand selanjutnya berkontribusi 
terhadap diferensiasi dan competitive advantage UMKM. Temuan menegaskan pent-
ingnya kolaborasi manusia–AI dalam membangun daya saing berkelanjutan. 
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establishing a presence on digital platforms but also involves the ability to create relevant communication, 

build brand identity, and maintain consumer engagement. Ali Abbasi et al. (2022) found that social media 
marketing adoption among SMEs is influenced by perceived benefits, management support, competitive 

pressure, and environmental factors. These findings indicate that the utilization of digital technologies is 
increasingly associated with firms' ability to respond to competitive environments and develop marketing 

strategies that are appropriate to market characteristics. 
Within this digital environment, brands have become increasingly important because they serve as 

a means of differentiation when consumers encounter various products with relatively similar characteris-

tics. For MSMEs, brand building is not merely concerned with logos or visual identity but also encompasses 
the ability to create perceptions, experiences, trust, and consistent relationships with consumers. One im-

portant instrument in this process is content marketing, as content serves as a medium through whi ch 
MSMEs communicate product value, stories, character, and brand identity to their audiences. Research on 

digital marketing strategies for creative MSME products indicates that social media, content marketing, in-
fluencer marketing, search engine marketing, and other digital channels can be used to increase brand aware-

ness, attract consumers, and expand markets (Lubis et al., 2025). In this context, content quality has become 

increasingly important because consumers not only receive product information but also evaluate the crea-
tivity, relevance, uniqueness, and authenticity of the communication presented by a brand. 

Content creativity has therefore become an important capability in MSMEs' digital marketing. Crea-
tive content enables business actors to transform product information into messages that are more attractive, 

understandable, and distinctive from those of competitors. Creativity can be expressed through storytelling, 
product visualization, short-form videos, educational materials, entertainment, and other forms of commu-

nication that correspond to audience and digital platform characteristics. As the volume of content produced 
by businesses continues to increase, the challenge faced by MSMEs is no longer simply how to produce con-

tent but how to create content that is relevant, original, authentic, consistent with brand identity, and capable 

of generating engagement. Empirical evidence from SMEs in Indonesia also indicates that Instagram -based 
content strategies can strengthen brand awareness, particularly when MSMEs face limitations in developing 

a structured digital presence (Tania & Sugianto, 2026). Thus, content creativity can be viewed as a marketing 
resource that helps MSMEs translate product characteristics and business identity into digital communica-

tion that provides value to consumers. 
The development of Artificial Intelligence (AI) has subsequently created new opportunities in the 

creation and management of digital content. AI enables marketing activities to be supported by data analysis, 

automation, personalization, and content generation. The development of generative AI has further enabled 
firms to produce text, images, videos, and various forms of marketing communication materials in a shorter 

period. Grewal et al. (2025) explain that generative AI has the potential to transform how marketers interact 
and communicate with consumers while supporting the creation and delivery of marketing content in vari-

ous formats. Cillo & Rubera (2025) also position generative AI as an important development in innovation 
and marketing because of its ability to generate content and support various creative activities. For MSMEs 

with limited human resources, time, and marketing budgets, these developments provide opportunities to 

increase content production capacity without having to establish a large-scale marketing structure. 
Nevertheless, the use of AI in content creation does not mean that human creativity is no longer 

necessary. Instead, the literature indicates that the effectiveness of AI in marketing is closely related to how 
the technology is combined with human capabilities. AI can assist in generating alternative ideas, texts, vis-

uals, and market analyses, but humans remain necessary to determine creative direction, understand con-
sumer contexts, maintain brand identity, and ensure that generated messages are consistent with organiza-

tional values. Research on the use of generative AI for social media content creation shows that fully AI-

generated content can reduce perceptions of brand authenticity, whereas this negative effect can be mitigated 
when AI is used to support rather than completely replace humans in the content creation process (Brüns & 

Meißner, 2024). This finding indicates that the relationship between AI and creativity should be understood 
as human–AI collaboration, in which AI enhances production and analytical capabilities, while humans re-

tain their roles in creativity, interpretation, authenticity, and strategic decision-making. 
For MSMEs, the combination of AI and content creativity is particularly relevant because resource 

constraints represent one of the key characteristics of small-scale businesses. AI can help MSMEs overcome 

some of these limitations through automated content creation, promotional idea development, trend analy-
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sis, communication personalization, and digital marketing management. A study on AI utilization in Indo-

nesian MSME marketing indicates that limited financial resources, digital literacy, and strategic understand-
ing remain barriers to the effective utilization of AI (Laksmono & Rendro, 2025). At the same time, recent 

research on generative AI marketing in small businesses indicates that the technology has the potential to 
improve competitive marketing performance by reducing costs, enhancing customer experiences, personal-

izing interactions, producing high-quality content, and utilizing market analytics, although its benefits re-
main influenced by budget constraints, AI competencies, infrastructure, and ethical considerations 

(Abrokwah-Larbi, 2026). Therefore, AI should be understood by MSMEs as a capability that strengthens mar-

keting resources rather than merely as a tool for automating tasks. 
The combination of AI and content creativity is further connected to brand building and MSME com-

petitiveness. When AI is used to accelerate analysis, ideation, production, and personalization, while human 
creativity is employed to maintain brand differentiation, storytelling, and authenticity, MSMEs have greater 

opportunities to develop communication that is more consistent and responsive to market changes. This pro-
cess can strengthen brand visibility, brand awareness, brand engagement, and brand trust, ultimately sup-

porting MSMEs' ability to differentiate themselves from competitors. However, AI utilization also presents 

challenges, including content homogenization, reduced authenticity, transparency issues, intellectual prop-
erty concerns, and potential technological dependence. Consequently, the competitiveness generated 

through AI does not merely originate from the ability to produce large volumes of content but from MSMEs' 
ability to strategically combine technology capability, marketing knowledge, human creativity, and brand 

identity. This perspective is consistent with the literature indicating that the success of SME digital marketing 
is influenced by a combination of technological, organizational, and competitive environmental factors (Ali 

Abbasi et al., 2022). 
Although research on AI in marketing, content marketing, social media, and MSME digitalization 

continues to develop, the literature remains relatively fragmented. Some studies position AI primarily as an 

instrument for marketing automation and analysis, while others focus separately on content creativity, social 
media engagement, brand awareness, or MSME competitiveness. The development of generative AI also 

creates a need to understand how technological efficiency can be balanced with human creativity and brand 
authenticity. Therefore, a synthesis is needed that specifically explains how AI and content creativity can 

interact to build brands and strengthen MSME competitiveness in the digital era. This study addresses this 
gap through a qualitative literature review by synthesizing literature on AI, generative AI, content creativity, 

digital marketing, brand building, and MSME competitiveness. The synthesis aims to identify the role of AI 

in supporting creativity and marketing activities, explain the contribution of content creativity to brand 
building, identify supporting factors and barriers to AI adoption, and formulate a conceptual understanding 

of how AI capability and human creativity can be combined as strategic capabilities for building brands and 
enhancing MSME competitiveness. 

 

2. THEORETICAL FRAMEWORK AND HYPOTHESES 
2.1 Artificial Intelligence in MSME Marketing Transformation 
Artificial Intelligence (AI) has evolved from a supporting technology into a capability that can strengthen 
marketing processes, decision-making, and value creation within firms. In the context of MSMEs, the devel-

opment of AI has become increasingly relevant because it enables business owners to access analytical, au-
tomation, personalization, and content production capabilities with relatively limited resources. A study by 

Ameen et al. (2022) indicates that AI has an increasingly close relationship with creativity in marketing and 
can influence various stages of the creative process. Meanwhile, Dwivedi et al. (2021) demonstrate that gen-

erative AI has the potential to transform how firms interact with consumers, produce marketing content, and 

develop products and services. Thus, AI functions not only as an efficiency-enhancing tool but also as a tech-
nology capable of expanding MSMEs' marketing capabilities. 

In the MSME context, the relevance of AI is particularly strong because resource constraints often 
hinder firms from conducting marketing activities consistently. Research on generative AI in SMEs suggests 

that the technology can democratize scalability and creativity capabilities, allowing firms with limited tech-
nical and financial resources to develop innovation and marketing activities (Rajaram & Tinguely, 2024). 

However, these benefits depend heavily on employee competencies, leadership, organizational culture, col-

laboration, and organizational readiness to integrate AI into business processes. Therefore, AI adoption in 
MSMEs should not be understood merely as a technology adoption decision but as a capability-development 
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process that connects technology with human resources and business strategy. 

 

2.2 AI and Marketing Content Creativity 
Content creativity is an important element of digital marketing because consumers are exposed to enormous 

volumes of information across various digital platforms. Under these conditions, MSMEs cannot simply pro-
duce content routinely; they need to create content that is attractive, relevant, distinctive, and capable of 

representing their brand identity. Kraus et al. (2019) demonstrate that content creation represents an im-
portant challenge for SMEs because small firms do not possess the same resources as large corporations. 

Therefore, the ability to produce content effectively constitutes an important component of MSMEs' digital 

marketing strategies. 
AI provides new opportunities to strengthen this creative process. Ameen et al. (2022), through a 

review of 156 articles, demonstrate that the relationship between AI and marketing creativity encompasses 
various capabilities, including AI's ability to support idea generation, production, evaluation, and creative 

development. Pagani & Wind (2025) further demonstrate that AI can function as an instrumental resource, a 
tool for exploring alternative creative possibilities, and a means of encouraging unconventional thinking. 

Accordingly, creativity in the context of AI should not necessarily be understood as the replacement of hu-

man creativity but rather as a collaborative process that enables humans to access a wider range of ideas and 
accelerate content development. 

The emergence of generative AI has further expanded these capabilities because the technology can 
generate text, images, videos, and various forms of multimodal content. Hartmann et al. (2025), for example, 

found that AI-generated marketing images can achieve very high levels of quality, realism, and aesthetics in 
consumer evaluations. This finding indicates that AI has the potential to reduce barriers to visual content 

production that previously required substantial technical expertise and financial investment. For MSMEs, 

this condition can enhance their ability to produce content more rapidly and diversely. Nevertheless, AI-
generated content still requires human curation to ensure alignment with brand identity, consumer charac-

teristics, cultural context, and the values that the business seeks to communicate. 
 

2.3 Content Creativity and MSME Brand Building 
In digital marketing, content does not merely function to communicate product information but also serves  
as an instrument for developing brand identity and relationships between brands and consumers. Consistent 

and relevant content can help consumers recognize a brand's characteristics, develop particular associations, 

and increase engagement with the brand. Hermaren & Achyar (2018) demonstrate that firm-created content 
and user-generated content on social media are associated with the development of customer-based brand 

equity, including brand awareness, brand association, perceived quality, and brand loyalty. 
In the MSME context, the relationship between social media activities and brand building has also 

become increasingly evident. Febrian et al. (2022) demonstrate that social media activities can contribute to 
improving MSME brand equity through dimensions such as brand awareness and brand image. Research 

involving SMEs in Indonesia also identifies a positive relationship between social media use and brand eq-

uity, indicating that social media can be employed as a strategy for strengthening brand value (Shandy et al., 
2023). These findings suggest that the quality and consistency of digital communication are important com-

ponents of the brand-building process, particularly for MSMEs that often face limitations in utilizing con-
ventional marketing media. 

Content creativity has consequently become increasingly important because brands compete not 
only based on their products but also on their ability to create distinctive experiences and communication. 

Chokpitakkul & Anantachart (2020), through an analysis of 3,147 Facebook posts from successful SMEs in 

Thailand, found that social media brand communication encompasses strategies for presenting brand iden-
tity, implementing brand-based marketing activities, and developing secondary associations. This finding 

demonstrates that digital content can serve as a strategic medium for translating business identity into com-
munication that is recognizable to consumers. 

 

2.4 AI, Brand Building, and Customer Engagement 
The integration of AI introduces a new dimension to brand-building processes because AI enables firms to 
analyze consumer data, understand behavioral patterns, personalize communication, and generate content 

that is more closely aligned with audience characteristics. Literature on AI-driven branding indicates that AI 
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can help establish dynamic relationships between consumers and brands while supporting the development 

of brand narratives that are more relevant to consumer needs (Deryl et al., 2023). From this perspective, AI 
functions not only as a content-generation tool but also as a capability that supports the management of 

relationships between brands and consumers. 
This relationship is particularly important for MSMEs because brand building in digital environ-

ments depends heavily on the ability of firms to establish continuous interactions with consumers. Research 
on the strategic use of social media among SMEs demonstrates that social media can strengthen market-

sensing capability and brand management capability, which subsequently contribute to marketing and fi-

nancial performance (Cao & Weerawardena, 2023). These findings demonstrate that social media is no longer 
merely a promotional channel but has evolved into an element of strategic marketing capability. In this con-

text, AI can strengthen these processes through data analysis, automation, persona lization, and content pro-
duction. 

Furthermore, the relationship between digital content, brand equity, and business performance is 
also evident among Indonesian MSMEs. A study of food and beverage SMEs in Indonesia found that social 

media richness positively affects brand equity and subsequently supports business performance (Shandy et 

al., 2023). The richer the information available through social media, the greater the opportunity for consum-
ers to obtain information and interact with brands. This finding reinforces the argument that content creativ-

ity and quality can constitute important mechanisms linking digital activities with brand building and busi-
ness performance. 

 

2.5 Brand and MSME Competitive Advantage 
The competitiveness of MSMEs in the digital era is determined not only by price or product quality but also 

by their ability to develop marketing capabilities that are difficult for competitors to imitate. The Resource-

Based View (RBV) considers valuable, rare, difficult-to-imitate, and non-substitutable resources and capabil-
ities as the foundation for creating competitive advantage. From this perspective, the ability to utilize AI, 

produce creative content, manage brands, and establish consumer relationships can be viewed as a combi-
nation of capabilities that strengthens the competitive position of MSMEs. 

Research on marketing capabilities among SMEs demonstrates that marketing capabilities are asso-
ciated with market orientation and sustained competitive advantage (Mainardes  et al., 2022). With stronger 

marketing capabilities, SMEs can understand market conditions, attract customers, and maintain their com-

petitive positions. This perspective is particularly relevant to AI utilization because technology can serve as 
a resource that strengthens marketing capabilities; however, its strategic value emerges when technology is 

combined with organizational capabilities and human resources. 
In the social media context, Chatterjee et al. (2024) found that social media marketing contributes  

positively to utilitarian value and hedonic value, which are subsequently associated with the strategic com-
petitive advantage of SMEs. This finding demonstrates that digital marketing activities can generate both 

functional value and consumer experiences, thereby helping firms establish competitive positions. Accord-

ingly, content creativity can be viewed not merely as a communication activity but as a source of value crea-
tion that helps MSMEs differentiate themselves from competitors. 

Research in Indonesia also demonstrates a positive relationship between social media use and SME 
performance. Wibawa et al. (2022) found that MSMEs use social media for branding, advertising and promo-

tion, community interaction, trust and relationship building, reaching potential consumers, and conducting 
relatively low-cost promotional activities with adaptable content. These findings demonstrate that social me-

dia can function as a strategic instrument for MSMEs to build brands while strengthening marketin g capa-

bilities despite limited resources. 
 

2.6 Integration of AI, Content Creativity, Brand, and Competitive Advantage  
Based on the literature, the relationships among AI, content creativity, brand building, and MSME competi-
tiveness can be understood as a set of interconnected capabilities. AI provides technological capabilities for 

generating ideas, analyzing consumers, personalizing communication, and accelerating content production. 
Content creativity then translates these capabilities into communication that is relevant, engaging, and con-

sistent with brand identity. Effective communication can strengthen brand awareness , brand image, brand 

association, and brand equity, which subsequently have the potential to strengthen customer relationships 
and the competitive position of MSMEs. Literature on AI and marketing creativity supports the view that AI 
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creates the greatest value when it is used to augment rather than simply replace human creative processes 

(Ameen et al., 2022). 
This relationship is also consistent with the development of literature on digital transformation and 

SME competitiveness. Meier et al. (2025) demonstrate that digital transformation can function both as an 
enabler and an outcome of competitive advantage among SMEs, while digital competitiveness depends on 

alignment among technical, organizational, and cultural dimensions. Therefore, AI adoption does not auto-
matically generate competitive advantage. Its benefits depend on MSMEs' ability to integrate AI with  mar-

keting strategy, human creativity, brand identity, and consumer needs. 

 

2.7 Theoretical Synthesis and Research Gap 
The overall literature indicates that research on AI, creativity, digital marketing, and MSMEs has expanded 

considerably. However, studies that specifically integrate AI and content creativity as mechanisms for brand 
building and enhancing MSME competitiveness remain relatively limited. Some studies examine AI and 

marketing creativity in general, whereas others focus on social media use, brand equity, or MSME perfor-
mance. Research on AI in SMEs has also frequently emphasized efficiency, innovation, and digi tal transfor-

mation, while the relationship between AI capabilities in generating or enhancing content creativity, brand 

building, and competitive advantage still requires a more comprehensive synthesis. 
Accordingly, this study positions AI capability as a technological capability that strengthens market-

ing processes, content creativity as a mechanism for creating attractive and relevant digital communication, 
brand building as a process involving the development of brand awareness, brand image, brand association, 

and brand equity, and competitive advantage as a strategic outcome of the combination of these capabilities. 
This perspective positions AI not as a replacement for human creativity but as an enabl ing capability that 

can expand the scope of creativity, improve content production efficiency, and help MSMEs establish more 

consistent brand communication. Ultimately, the combination of technological capability, human creativity, 
brand strength, and market-sensing capability constitutes an important foundation for enhancing MSME 

competitiveness in the digital era. 
 

3. RESEARCH METHOD 
3.1 Research Design 
This study employs a qualitative literature review approach to provide an in -depth analysis of the role of 

Artificial Intelligence (AI) and content creativity in building brands and enhancing the competitive ad-
vantage of MSMEs in the digital era. This approach was selected because the study does not aim to statisti-

cally test relationships among variables but rather to identify, compare, interpret, and synthesize findings 
from previous studies to develop a conceptual understanding of the relationships among AI, content crea-

tivity, brand building, and MSME competitive advantage. The review covers literature published during the 
period 2018–2026, with a final sample of 20 scholarly articles that met the inclusion criteria and were relevant 

to the research focus. This period was selected to capture the development of AI concepts in digital market-

ing, ranging from the use of AI for data analysis and marketing automation to the emergence of generative 
AI in content creation and brand building. 

In this study, AI is positioned as an enabling capability that can enhance MSMEs' ability to obtain 
consumer insights, implement personalization, automate marketing activities, and generate content. Content 

creativity is conceptualized as a value-creation mechanism that enables MSMEs to produce relevant, engag-
ing, and distinctive content. Brand building is understood as a process of strengthening brand awareness, 

brand image, brand association, and brand equity, whereas competitive advantage refers to the a bility of 

MSMEs to create superior value and differentiation compared with competitors. Accordingly, the research 
design is directed toward explaining how AI can support content creativity, how content creativity strength-

ens brand building, and how stronger brands contribute to the competitive advantage of MSMEs. 
 

3.2 Data Sources and Literature Search Strategy 
The data sources for this study consist of secondary literature obtained from several academic databases and 
scholarly publication platforms, namely Scopus, Web of Science, Google Scholar, and international academic 

journal publisher platforms. The literature search was limited to publications issued between 2018 and 2026. 

The search strategy employed combinations of keywords representing the core concepts of the study. The 
keywords included “artificial intelligence,” “generative AI,” “AI capability,” “content creativity,” “creative 
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content,” “digital content,” “brand building,” “brand equity,” “brand awareness,” “competitive advantage,” 

“SMEs,” and “MSMEs.” These keywords were combined using the Boolean operators AND and OR to obtain 
more relevant search results. Several search combinations were employed, including “artificial intelligence” 

AND “digital marketing” AND SMEs, “generative AI” AND “content creativity,” “AI capability” AND 
“brand building,” “creative content” AND “brand equity,” and “digital marketing” AND “competitive ad-

vantage” AND SMEs. The search process considered title, abstract, keywords, publication year, research con-
text, and relevance to the objectives of the review. The initial search identified 80 potentially relevant articles. 

All articles obtained from the various sources were subsequently compiled and examined to identify dupli-

cate records before proceeding to the subsequent selection stages. 
 

3.3 Literature Selection Criteria and Process 
The literature selection process followed the principles of PRISMA 2020, which comprise four main stages: 
identification, screening, eligibility, and inclusion (Page et al., 2021). Applying these stages ensured that the 

literature selection process was systematic, transparent, and accountable. Articles were included when they 
met the following criteria: (1) published between 2018 and 2026; (2) scholarly journal articles or credible aca-

demic sources; (3) addressed AI, generative AI, AI capability, content creativity, digital marketing, branding, 

brand equity, or competitive advantage; (4) relevant to MSMEs, SMEs, marketing, business, or digital trans-
formation; and (5) provided empirical, conceptual, or theoretical findings that could contribute to the litera-

ture synthesis. Articles were excluded when they: (1) focused exclusively on the technical aspects of AI with-
out relevance to marketing, creativity, branding, or competitiveness; (2) lacked sufficient relevance to busi-

ness or marketing contexts; (3) did not provide adequate information regarding the research focus and find-
ings; (4) were duplicate records; or (5) consisted of editorials, news articles, opinion pieces, or other non -

academic sources. 

The selection process was conducted in several stages. During the identification stage, 80 articles 
were obtained from all search sources. Following duplicate checking, 10 articles were removed because they 

represented the same publications identified across multiple databases. Consequently, 70 unique articles pro-
ceeded to the screening stage. During the screening stage, the 70 articles were assessed based on their titles, 

abstracts, keywords, publication years, and relevance to the research focus. Thirty articles were excluded 
because they did not adequately address AI, content creativity, digital marketing, branding, competitive ad-

vantage, or the relevant business context. Thus, 40 articles proceeded to the full-text assessment stage. During 

the eligibility stage, the 40 articles were examined in full based on their alignment with the research objec-
tives, source quality, research context, theoretical contribution, clarity of findings, and relevance to the review 

focus. At this stage, 20 articles were excluded because they did not provide sufficient conceptual or empirical 
contributions to the research focus. Consequently, 20 final articles met all selection criteria and were included 

in the literature analysis and synthesis. The literature selection process can be summarized as follows. 
 

Table 1. Literature Selection Process 
Selection Stage Number of Articles Calculation/Description 

Articles identified 80 Initial search results 
Duplicate articles removed 10 80 − 10 
Articles for screening 70 Unique articles 
Articles excluded during screening 30 Not relevant to the research focus 
Articles for full-text assessment 40 70 − 30 
Articles excluded during eligibility assessment 20 Did not meet the eligibility criteria 
Final articles analyzed 20 40 − 20 

 

Thus, from the 80 articles identified during the initial search, 20 articles met all selection criteria and 
were included in the review. The final inclusion rate was: 20 ÷ 80 × 100% = 25%. This indicates that 25% of 

the articles identified during the initial search ultimately met the selection criteria and were used as the basis 
for the qualitative literature review. 
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Figure 1. PRISMA 2020 Flow Diagram of Literature Selection 
 

The figure illustrates that the literature selection process was conducted systematically, beginning 

with 80 initially identified articles and resulting in 20 final articles included in the review. The PRISMA dia-
gram is positioned after the explanation of the literature selection process and before the discussion of the 

literature analysis technique. 
 

3.4 Literature Analysis and Synthesis Technique 
The 20 selected articles were analyzed using a descriptive-thematic synthesis technique. This technique was 
employed to identify patterns, similarities, differences, conceptual developments, and relationships among 

findings across the reviewed studies. The analysis did not involve statistical meta-analysis but relied on in-

terpretation and categorization of findings according to themes relevant to the research objectives. At the 
initial stage, information from each article was systematically extracted, including the authors and publica-

tion year, research focus, research context, research approach or method, key concepts or variables, main 
findings, and relevance to the present study. The extracted information was then compared across articles to 

identify recurring patterns and trends. The findings were subsequently organized into several major themes. 
The first theme is AI as a Digital Marketing Capability, which encompasses the use of AI for consumer data 

analysis, market segmentation, personalization, consumer behavior prediction, marketing automation, and 

improved marketing efficiency. 
The second theme is AI and Content Creativity, which examines the ability of AI and generative AI 

to support the creation of ideas, texts, images, videos, designs, and various forms of marketing content. This 
theme also considers how AI can improve the speed, variety, personalization, and adaptability of content 

production. The third theme is Content Creativity and Brand Building, which analyzes how creative, rele-
vant, consistent, and engaging content can support brand awareness, brand image, brand association, and 
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brand equity. The fourth theme is Brand Building and Competitive Advantage, which examines how 

stronger brands can create differentiation, increase consumer attachment, strengthen reputation, and im-
prove the competitive position of MSMEs. The fifth theme concerns the Integration of AI, Human Creativity, 

Brand Building, and Competitive Advantage. This theme synthesizes the findings to explain the conceptual 
mechanism underlying the study. Based on the synthesis, AI is viewed as an enabling capability that allows 

MSMEs to enhance their ability to generate and develop content. Content creativity can subsequently 
strengthen the brand-building process, while stronger brands can become a source of differentiation and 

competitive advantage. 

Conceptually, the literature synthesis can be represented as follows: AI Capability → Content Crea-
tivity → Brand Building → Competitive Advantage. However, this relationship is not automatic because the 

effectiveness of AI utilization is influenced by factors such as human creativity, digital skills, organizational 
capabilities, data quality, marketing strategy, and ethical and responsible AI use. Th erefore, this study posi-

tions AI not as a replacement for human creativity but as a technology capable of strengthening and expand-
ing MSMEs' creative and strategic capabilities. Through this descriptive-thematic synthesis, the study devel-

ops a conceptual understanding of how the integration of AI and content creativity can support brand build-

ing and ultimately contribute to the competitive advantage of MSMEs in the digital environ ment. 

 
4. DATA ANALYSIS AND DISCUSSION 
4.1 Literature Selection Results and Characteristics 
Based on the literature selection process described in the methodology section, this study identified 20 schol-

arly articles published between 2015 and 2026 that met all inclusion criteria. These 20 articles were used as 
the basis for analyzing the relationships among Artificial Intelligence (AI), content creativity, brand building, 

and competitive advantage in MSMEs/SMEs. The selected literature indicates that research on AI and mar-

keting has evolved from discussions of technology utilization for automation, data analysis, and marketing 
efficiency toward the use of generative AI to support creativity, content production, personalization, and 

consumer interaction. At the same time, literature on digital marketing and social media demonstrates that 
high-quality content and consistent brand communication play important roles in developing brand aware-

ness, brand image, brand association, and brand equity. The literature synthesis reveals a consistent concep-
tual pattern: AI can strengthen marketing capabilities and content creation processes; content creativity can 

strengthen brand building; and strong brands can become sources of differentiation and competitive ad-

vantage for MSMEs. However, several studies also indicate that AI utilization does not automatically gener-
ate competitive advantage because its effectiveness depends on human capabilities, digital competencies, 

organizational readiness, data quality, and the strategic use of technology. 
 

Table 2. Summary of the Selected Literature 
No. Authors Research Fo-

cus 

Context Main Findings Relevance 

1 Ali Abbasi et 
al. (2022) 

Social media 
marketing 
adoption 

SMEs Social media marketing adoption is 
influenced by perceived benefits, 
management support, competitive 
pressure, and environmental fac-
tors. 

Demonstrates the im-
portance of technologi-
cal, organizational, and 
environmental factors in 
developing MSME digi-
tal marketing capabili-
ties. 

2 Hermaren & 
Achyar (2018) 

Firm-created 
and user-gen-
erated con-
tent 

Social me-
dia and 
brands 

Firm-created content and user-gen-
erated content are associated with 
customer-based brand equity, in-
cluding brand awareness, brand 
association, perceived quality, and 
brand loyalty. 

Explains the role of dig-
ital content in develop-
ing brand value. 

3 Kraus et al. 
(2019) 

Content crea-
tion and digi-
tal marketing 

SMEs Content creation represents an im-
portant challenge for SMEs because 
of their resource limitations com-
pared with larger firms. 

Supports the im-
portance of efficiency 
and content production 
capabilities for MSMEs. 

4 Chokpitakkul 
& Anantachart 

Social media SMEs in 
Thailand 

Analysis of 3,147 Facebook posts Demonstrates that social 
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(2020) brand com-
munication 

indicates that SMEs use social me-
dia communication to present 
brand identity, conduct brand-
based marketing activities, and de-
velop secondary associations. 

media content is a stra-
tegic instrument for 
brand building. 

5 Dwivedi et al. 
(2021) 

Generative 
AI and mar-
keting 

Marketing 
and con-
sumer in-
teraction 

Generative AI has the potential to 
transform consumer interaction, 
marketing content production, and 
product and service development. 

Provides a conceptual 
foundation for the role 
of generative AI in mar-
keting transformation. 

6 Ameen et al. 
(2022) 

AI and mar-
keting crea-
tivity 

Marketing AI is associated with various stages 
of the marketing creativity process, 
including ideation, production, 
evaluation, and creative develop-
ment. 

Supports AI as a tech-
nology capable of ex-
panding marketing cre-
ativity. 

7 Febrian et al. 
(2022) 

Social media 
marketing 
and brand eq-
uity 

Indonesian 
SMEs 

Social media activities can enhance 
MSME brand equity through im-
provements in brand awareness 
and brand image. 

Demonstrates the rela-
tionship between digital 
activities and MSME 
brand building. 

8 Mainardes et 
al. (2022) 

Marketing ca-
pabilities and 
competitive 
advantage 

SMEs Marketing capabilities are associ-
ated with market orientation and 
sustained competitive advantage. 

Supports the view that 
marketing capabilities 
constitute a source of 
competitive advantage. 

9 Wibawa et al. 
(2022) 

Social media 
utilization 

Indonesian 
MSMEs 

Social media is used for branding, 
advertising and promotion, com-
munity interaction, trust building, 
consumer reach, and relatively 
low-cost promotional activities. 

Demonstrates the strate-
gic benefits of social me-
dia for MSME market-
ing and branding. 

10 Deryl et al. 
(2023) 

AI-driven 
branding 

Branding 
and con-
sumer re-
lationships 

AI can support dynamic relation-
ships between consumers and 
brands and help develop more rel-
evant brand narratives. 

Explains the role of AI in 
strengthening brand 
building and consumer 
relationships. 

11 Cao & We-
erawardena 
(2023) 

Strategic so-
cial media 
use 

SMEs Strategic social media use strength-
ens market-sensing capability and 
brand management capability, con-
tributing to marketing and finan-
cial performance. 

Demonstrates that social 
media has evolved into 
a strategic marketing ca-
pability. 

12 Shandy et al. 
(2023) 

Social media 
richness and 
brand equity 

Indonesian 
food and 
beverage 
SMEs 

Social media richness affects brand 
equity and subsequently supports 
business performance. 

Connects digital content 
quality, brand equity, 
and business perfor-
mance. 

13 Rajaram & Tin-
guely (2024) 

Generative 
AI and SMEs 

SMEs Generative AI can democratize 
scalability and creativity, but its 
benefits depend on employee com-
petence, leadership, organizational 
culture, and organizational readi-
ness. 

Explains both the op-
portunities and condi-
tions required for effec-
tive AI utilization by 
MSMEs. 

14 Chatterjee et 
al. (2024) 

Social media 
marketing 
and strategic 
competitive 
advantage 

SMEs Social media marketing contributes 
to utilitarian and hedonic value, 
which are subsequently associated 
with strategic competitive ad-
vantage. 

Demonstrates that digi-
tal marketing can create 
consumer value and 
strategic advantage. 

15 Brüns & 
Meißner (2024) 

Generative 
AI and social 
media con-
tent 

Brand 
communi-
cation 

Fully AI-generated content can re-
duce perceived brand authenticity, 
whereas using AI to support hu-
mans can mitigate this negative ef-
fect. 

Emphasizes the im-
portance of human–AI 
collaboration in main-
taining brand authentic-
ity. 

16 Grewal et al. 
(2025) 

Generative 
AI in market-
ing 

Marketing 
and con-
sumer in-
teraction 

Generative AI has the potential to 
transform how marketers interact 
and communicate with consumers 
and supports content creation and 

Strengthens the position 
of generative AI as a 
marketing-enabling 
technology. 
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delivery. 
17 Hartmann et 

al. (2025) 
AI-generated 
marketing 
images 

Marketing 
content 

AI-generated marketing images 
can achieve high levels of quality, 
realism, and aesthetics in consumer 
evaluations. 

Demonstrates AI's abil-
ity to enhance visual 
content production ca-
pabilities. 

18 Pagani & Wind 
(2025) 

AI and crea-
tive processes 

Creativity 
and inno-
vation 

AI can function as an instrumental 
resource for exploring creative pos-
sibilities and encouraging uncon-
ventional thinking. 

Supports AI as an aug-
mentation mechanism 
for human creativity. 

19 Laksmono & 
Rendro (2025) 

AI adoption 
in MSME 
marketing 

Indonesian 
MSMEs 

Financial constraints, digital liter-
acy, and strategic understanding 
represent barriers to effective AI 
utilization. 

Identifies major barriers 
to AI implementation 
among Indonesian 
MSMEs. 

20 Abrokwah-
Larbi (2026) 

Generative 
AI marketing 
and competi-
tive perfor-
mance 

Small busi-
nesses 

Generative AI can improve com-
petitive marketing performance 
through cost reduction, customer 
experience, personalization, con-
tent quality, and market analytics, 
but faces budget, AI competency, 
infrastructure, and ethical con-
straints. 

Supports the relation-
ship between AI and 
competitive advantage 
while highlighting the 
importance of enabling 
conditions. 

 

4.2 AI as a Digital Marketing Capability in MSMEs 
The literature synthesis indicates that Artificial Intelligence (AI) is increasingly evolving from a supporting 
digital technology into a strategic digital marketing capability that strengthens MSMEs' ability to identify, 

understand, reach, communicate with, and respond to consumers. This transformation is important because 
the strategic value of AI does not originate solely from the availability of sophisticated algorithms, but from 

the ability of firms to employ these technologies repeatedly within marketing activities. AI capabilities can 

support consumer-data processing, market segmentation, prediction of consumer behavior, personalization 
of marketing messages, automation of routine marketing activities, content generation, and evaluation of 

marketing responses. Dwivedi et al. (2021) demonstrate that the development of generative AI creates new 
possibilities for firms to interact with customers, produce marketing content, and support the development 

of products and services. Grewal et al. (2025) further indicate that generative AI has the potential to transform 
marketing communication by enabling firms to create, modify, and distribute content in multiple formats 

more rapidly. These capabilities are particularly relevant to MSMEs because small businesses generally op-

erate with limited marketing budgets, smaller teams, fewer specialized employees, and more restricted ana-
lytical resources than larger firms. AI therefore has the potential to reduce some of the disadvantages associ-

ated with limited scale by providing MSMEs with access to analytical and creative functions that previously 
required substantial human, financial, and technological resources. 

The contribution of AI becomes more significant when its functions are examined across the entire 
digital marketing process rather than merely at the content-production stage. MSMEs can potentially use AI 

to analyze customer interactions, identify emerging preferences, develop customer segments, generate alter-

native promotional messages, personalize communication, evaluate campaign performance, and identify op-
portunities for improving subsequent marketing activities. This means that AI can shorten the cycle between 

obtaining market information and converting that information into marketing action. Nevertheless, techno-
logical availability cannot be equated with organizational capability. Ali Abbasi et al. (2022) demonstrate that 

social media marketing adoption among SMEs is influenced not only by perceived technological benefits but 
also by management support, competitive pressure, and environmental factors. Rajaram & Tinguely (2024) 

similarly demonstrate that the organizational benefits of generative AI depend substantially on employee 

competence, leadership, organizational culture, and organizational readiness. These findings suggest that 
two MSMEs may have access to identical AI technologies yet obtain substantially different results because 

their abilities to interpret data, formulate prompts, assess outputs, align AI with marketing objectives, and 
integrate the technology into everyday routines differ. Therefore, AI access should be distinguished analyti-

cally from AI capability, because the former refers to possession or availability of technology, whereas the 
latter concerns the firm's ability to mobilize that technology systematically toward strategic marketing objec-

tives. 
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Accordingly, the synthesis suggests that AI should be conceptualized as an enabling digital market-

ing capability rather than an independent source of competitive advantage. AI creates strategic value when 
technological functionalities are combined with marketing knowledge, consumer understanding, human 

judgment, organizational routines, and clearly defined brand objectives. This distinction helps explain why 
adoption statistics alone provide an incomplete measure of digital transformation among MSMEs. An MS ME 

that occasionally uses generative AI to create promotional captions cannot necessarily be considered to pos-
sess a strong AI marketing capability. Capability development occurs when AI becomes integrated into re-

curring processes of market sensing, content development, personalization, customer interaction, perfor-

mance evaluation, and organizational learning. In this sense, AI potentially enables MSMEs to perform mar-
keting activities faster and at greater scale, but the quality and strategic relevance of those activities continue 

to depend on human and organizational capabilities. The synthesis therefore supports a progression from AI 
Access → AI Utilization → AI Integration → Digital Marketing Capability → Strategic Marketing Value, 

emphasizing that the transition from technology adoption to capability development represents the critical 
mechanism through which AI can generate meaningful benefits for MSMEs. 

 

4.3 AI and Content Creativity 
The second major theme emerging from the synthesis of the 20 selected articles concerns the relationship 
between AI and content creativity. The literature indicates that AI can expand the range, speed, and flexibility 

of the creative process by supporting ideation, alternative exploration, production, evaluation, adaptation, 
and content refinement. Ameen et al. (2022) demonstrate that the relationship between AI and marketing 

creativity encompasses multiple stages of the creative process, indicating that AI can participate not only in 
final content production but also in earlier processes of generating and developing ideas. Pagani & Wind 

(2025) reinforce this perspective by demonstrating that AI can function as an instrumental resource for ex-

ploring creative possibilities that may be difficult, costly, or time-consuming to generate manually. The de-
velopment of generative AI further expands these opportunities because text, images, audio, video, designs, 

and other multimodal materials can increasingly be produced within relatively short periods. Hartmann et 
al. (2025) demonstrate that AI-generated visual content can achieve substantial levels of quality, realism, and 

aesthetic performance. Collectively, these findings suggest that AI reduces several technical a nd resource 
barriers to content creation, allowing MSMEs with relatively limited creative teams to access a wider range 

of creative production possibilities. 

For MSMEs, this expansion of creative capacity is particularly important because digital marketing 
increasingly requires a continuous flow of content across multiple platforms, audiences, formats, and stages 

of the customer journey. MSME owners can potentially employ AI for brainstorming campaign themes, de-
veloping initial concepts, creating alternative headlines and captions, producing visual materials, adjusting 

tone and language, adapting messages to different consumer segments, and rapidly testing alternative com-
munication approaches. These capabilities enable MSMEs to increase both the quantity and variety of content 

without requiring a proportional increase in human resources. However, content quantity should not be 

confused with creativity itself. Generative AI can produce numerous alternatives, but those alternatives still 
require human evaluation regarding relevance, originality, cultural appropriateness, emotional resonance, 

strategic consistency, and fit with brand identity. Brüns & Meißner (2024) demonstrate that fully AI-gener-
ated social media content can negatively affect perceived brand authenticity, while the use of AI as a sup-

porting mechanism for human content creation can reduce this negative effect. This finding is critical because 
MSMEs frequently rely on authenticity, personal stories, local identity, owner presence, and close customer 

relationships as important sources of differentiation. Excessive automation may therefore increase produc-

tion efficiency while simultaneously weakening some of the relational attributes that make small brands dis-
tinctive. 

The synthesis consequently suggests that the most productive conceptual relationship is not AI ver-
sus human creativity, but rather human–AI collaborative creativity. AI contributes computational speed, idea 

variation, information processing, scalability, and technical production capacity, while humans contribute 
contextual understanding, lived experience, cultural sensitivity, emotion, intuition, storytelling ability, ethi-

cal judgment, and strategic interpretation. In this relationship, AI can expand the creative possibility space, 
whereas humans determine which possibilities are meaningful for the brand and its consumers. This distinc-

tion also suggests that MSMEs should not evaluate AI-supported creativity simply by asking whether AI can 

generate content comparable to human-produced materials. A more important managerial question is 
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whether AI helps human actors develop content that is more relevant, differentiated, engaging, and strategi-

cally aligned than they could produce using their existing resources alone. The creative process can therefore 
be conceptualized as Human Insight → AI-Assisted Ideation and Production → Human Selection and Re-

finement → Contextualized Creative Content. Such a collaborative model positions AI as an amplifier of 
human creativity rather than its substitute and explains why human oversight remains central to achieving 

authentic and strategically meaningful digital communication. 
 

4.4 Content Creativity as a Mechanism of Brand Building 
The synthesis further demonstrates that content creativity occupies a central position in the process through 

which digital marketing activities are translated into brand value. Digital content constitutes one of the pri-
mary interfaces between MSMEs and consumers because it communicates product attributes, business iden-

tity, values, stories, experiences, and distinctive brand characteristics. Hermaren & Achyar (2018) demon-
strate that both firm-created content and user-generated content are associated with dimensions of customer-

based brand equity, including brand awareness, brand association, perceived quality, and brand loyalty. This 
finding indicates that digital content performs more than an informational function; it also shapes how con-

sumers recognize, interpret, evaluate, and remember brands. Febrian et al. (2022) similarly demonstrate that 

social media activities can strengthen MSME brand equity through brand awareness and brand image, while 
Shandy et al. (2023) identify relationships among social media richness, brand equity, and business perfor-

mance in Indonesian food and beverage SMEs. Chokpitakkul & Anantachart (2020) further demonstrate that 
SMEs use social media communication to communicate brand identity, implement brand-related marketing 

activities, and construct secondary associations. Together, these studies show that content represents an im-
portant mechanism through which relatively small firms can build symbolic and relational market value 

despite limited physical and financial resources. 

The strategic importance of content creativity arises from its ability to transform ordinary product 
information into communication that attracts attention, creates meaning, and establishes recognizable asso-

ciations in consumers' minds. In increasingly crowded digital environments, MSMEs compete not only with 
businesses selling similar products but also with the enormous volume of information continuously appear-

ing in consumers' social media feeds. Creative content can therefore function as an attention mechanism that 
increases the probability that a brand will be noticed and remembered. However, attention represents only 

the first stage of the brand-building process. Consistent exposure to distinctive visual styles, narratives, tone 

of voice, product values, and brand stories can gradually strengthen recognition and create specific associa-
tions. When these associations are relevant and favorable, they contribute to a stronger brand image and 

subsequently to broader brand equity. Febrian et al. (2022) provide support for this relationship by demon-
strating the importance of brand awareness and brand image in the social media context, while Hermaren & 

Achyar (2018) show how content can be connected with multiple dimensions of customer-based brand eq-
uity. Thus, creative content becomes strategically meaningful when individual posts and campaigns accu-

mulate into coherent perceptions of what the brand represents. 

Based on these findings, content creativity can be conceptualized as an intermediate mechanism that 
translates digital marketing capability into brand-building outcomes through a cumulative cognitive and 

relational process. The sequence can be represented as Content Creativity → Consumer Attention and En-
gagement → Brand Awareness → Brand Image/Association → Brand Equity. This expanded sequence em-

phasizes that creative content is not the final objective of digital marketing but an instrument for developing 
meaningful consumer perceptions. The quality of this process also depends on consistency. Highly creative 

content that changes identity, tone, visual language, or core values continuously may attract temporary at-

tention without developing stable brand associations. Conversely, creativity anchored in a clear brand iden-
tity can simultaneously provide novelty and continuity, allowing MSMEs to remain interesting while retain-

ing recognizability. Therefore, the synthesis indicates that the strategic value of content creativity derives not 
simply from originality but from relevant, differentiated, authentic, and consistent creativity capable of 

strengthening consumer memory and meaning. This perspective is particularly important for AI-assisted 
marketing because the increased capacity to generate content should ultimately be directed toward coherent 

brand development rather than content volume alone. 
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4.5 AI, Brand Building, and Customer Engagement 
The literature synthesis also demonstrates that AI can contribute to brand building by improving MSMEs' 

capacity to understand consumers and develop more relevant forms of interaction. AI enables firms to ana-
lyze digital traces generated through social media engagement, search behavior, transactions, reviews, com-

ments, inquiries, and other customer interactions, thereby helping identify consumer preferences, behavioral 
patterns, segments, and emerging needs. Deryl et al. (2023) demonstrate that AI-driven branding can support 

more dynamic relationships between consumers and brands and contribute to the development of relevant 
brand narratives. This suggests that AI's role in branding extends beyond content production because ana-

lytical capabilities can inform how brands communicate, which themes they emphasize, and how communi-

cation is adapted to different customer groups. Cao & Weerawardena (2023) demonstrate that the strategic 
use of social media can strengthen market-sensing capability and brand management capability among 

SMEs. This finding is important because it positions digital platforms simultaneously as communication 
channels and sources of market intelligence. When combined with AI, social media information can poten-

tially create a continuous process in which firms observe consumer responses, interpret those responses, 
adapt marketing activities, and subsequently obtain new data from the resulting interactions. 

For MSMEs, this capability can contribute to more responsive and relevant consumer communica-

tion. Rather than distributing identical messages to all audiences, AI-assisted analysis can help identify which 
types of content are most attractive to specific consumer segments, what questions or concerns frequently 

emerge, which publication periods generate stronger responses, and which communication styles lead to 
higher engagement. Such knowledge can then be used to adapt content, offers, recommendations, and s er-

vice interactions. This personalization potentially strengthens customer engagement because consumers re-
ceive communication that appears more closely aligned with their needs and interests. However, personali-

zation should not be reduced to automated targeting. Brand relationships depend on perceptions of rele-

vance, trust, authenticity, and reciprocity, meaning that AI-generated recommendations need to remain con-
sistent with the broader character and values of the brand. Deryl et al. (2023) support the notion that AI can 

contribute to more dynamic consumer–brand relationships, while Cao & Weerawardena (2023) emphasize 
the strategic role of market sensing and brand management capability. Taken together, these findings indi-

cate that AI can strengthen both the informational side of branding—understanding consumers—and the 
relational side—responding to consumers through more meaningful interactions. 

Accordingly, the relationship between AI, customer engagement, and brand building can be under-

stood as a continuous learning cycle: Consumer Data → AI Analysis → Consumer Insight → Content Per-
sonalization → Customer Engagement → Brand Relationship → New Consumer Data. The final stage is par-

ticularly important because consumer responses generate additional information that can inform subsequent 
marketing activities. Brand building therefore becomes more dynamic and iterative than traditional one-way 

communication models. Nevertheless, the effectiveness of this cycle depends on whether MSMEs use con-
sumer data responsibly and whether personalized communication continues to feel authentic rather than 

excessively automated or intrusive. AI can improve the precision and responsiveness of consumer interac-

tion, but human judgment remains necessary to interpret context and maintain appropriate relational bound-
aries. The synthesis consequently suggests that the strongest contribution of AI to branding lies not in repla c-

ing interpersonal relationships but in providing MSMEs with better information and scalable tools for man-
aging those relationships. AI-enabled engagement can therefore create brand value when technological per-

sonalization is combined with authentic communication, customer understanding, and consistent brand 
identity. 

 

4.6 Brand Building as a Source of MSME Competitive Advantage 
The synthesis of the 20 selected articles indicates that brand building can function as an important source of 
competitive advantage for MSMEs because strong brands enable firms to compete through differentiation 

that extends beyond functional product attributes and price. In markets where competing MSMEs may offer 
products with similar characteristics and where technological tools increasingly become accessible to many 

businesses, intangible dimensions such as recognition, trust, perceived value, emotional  association, and cus-
tomer relationships become increasingly significant. Mainardes et al. (2022) demonstrate that marketing ca-

pabilities are associated with market orientation and sustained competitive advantage among SMEs, sup-

porting the argument that competitive advantage is influenced by firms' capacity to interpret market needs 
and manage marketing activities effectively. Chatterjee et al. (2024) further demonstrate that social media 
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marketing can generate both utilitarian and hedonic value that subsequently contributes to strategic compet-

itive advantage among SMEs. These findings suggest that competitive advantage is created not only when a 
product performs effectively but also when customers perceive functional, symbolic, emotional, or experien-

tial reasons to prefer one business over another. Brand building provides a mechanism through which these 
forms of value become attached to a recognizable market identity. 

The role of branding becomes particularly significant for MSMEs because many small businesses 
face structural difficulties in competing through scale, extensive distribution networks, large advertising ex-

penditures, or sustained price reductions. Wibawa et al. (2022) demonstrate that Indonesian MSMEs use so-

cial media for branding, advertising and promotion, community interaction, trust building, and reaching 
potential customers at relatively low cost. Digital platforms therefore provide MSMEs with opportuni ties to 

develop visibility and customer relationships without necessarily reproducing the resource-intensive mar-
keting approaches of large corporations. When these activities successfully create brand awareness, positive 

associations, and trust, consumers may become more willing to recognize, consider, recommend, or repeat-
edly purchase from the MSME. A strong brand can consequently reduce the degree to which competition is 

determined exclusively by price and enable MSMEs to develop differentiated market pos itions based on 

identity, reputation, authenticity, community, service experience, or product meaning. In this sense, brand 
equity can operate as an intangible strategic asset that accumulates through repeated interactions and be-

comes increasingly difficult for competitors to reproduce exactly. 
Accordingly, competitive advantage in this synthesis should be understood as the MSME's ability to 

create and sustain superior perceived value, differentiation, customer relationships, and a distinctive brand 
position relative to competitors, rather than simply achieving lower costs or temporary sales increases. The 

relationship can be expressed as Brand Awareness and Positive Associations → Brand Trust and Equity → 
Customer Preference and Relationship → Differentiation → Competitive Advantage. The significance of this 

sequence is that marketing outcomes become strategically valuable when they contribute to durable cus-

tomer perceptions and behaviors. Mainardes et al. (2022) emphasize the importance of marketing capabilities 
for sustained competitive advantage, while Chatterjee et al. (2024) demonstrate how digital marketing can 

create different forms of customer value. Therefore, the synthesis supports the argument that brand building 
constitutes an important bridge between digital marketing activities and strategic market outcomes. For 

MSMEs, the ultimate value of AI-supported marketing should consequently not be evaluated solely through 
faster content creation or increased posting frequency, but through whether those activities strengthen a 

brand position that enables the firm to be recognized, trusted, preferred, and differentiated in increasingly 

competitive digital markets. 
 

4.7 Barriers and Enabling Conditions for AI Utilization in MSMEs 
Although much of the literature highlights the potential benefits of AI, the synthesis identifies significant 
technological, human, organizational, financial, and ethical barriers that may prevent MSMEs from realizing 

these benefits. Laksmono & Rendro (2025) indicate that financial constraints, digital literacy, and strategic 

understanding constitute important barriers to AI utilization among Indonesian MSMEs. Abrokwah -Larbi 
(2026) similarly demonstrates that the marketing benefits of generative AI in small businesses are influenced 

by budget constraints, AI competencies, infrastructure, and ethical considerations. These findings indicate 
that technology access does not automatically translate into effective technology utilization. An MSME may 

have access to inexpensive or even free generative AI applications while lacking the knowledge required to 
select appropriate tools, formulate effective instructions, validate outputs, protect customer information, or 

integrate AI with existing marketing processes. Resource scarcity can also make experimentation difficult 

because MSME owners frequently perform multiple managerial and operational roles simultaneously. Con-
sequently, even technologies designed to reduce workload may initially require time, training, organizational 

adaptation, and learning before their productivity benefits become visible. This gap between technological 
accessibility and organizational absorptive capacity represents an important limitation in assumptions that 

generative AI inherently democratizes sophisticated marketing capabilities. 
The synthesis also identifies risks arising from the way AI is used rather than merely from whether 

it is adopted. Brüns & Meißner (2024) demonstrate that fully AI-generated social media content may reduce 
perceived brand authenticity, indicating that extensive automation can produce negative consequences for 

brand relationships. This challenge is especially relevant to MSMEs because personal identity, local 

knowledge, owner narratives, cultural characteristics, and direct customer relationships often constitute 
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meaningful sources of differentiation. Excessive reliance on generative AI may also contribute to content 

homogenization when many businesses use similar platforms, prompts, templates, visual styles, or algorith-
mically generated language. Furthermore, inaccurate AI outputs, inappropriate cultural representations, pri-

vacy concerns, copyright uncertainties, and insufficient disclosure may introduce reputational and ethical 
risks. Therefore, the relevant managerial question is not simply whether MSMEs should use AI, but which 

activities should be supported by AI, which require stronger human control, and how the balance between 
efficiency and authenticity should be managed. These considerations reinforce the need to distinguish stra-

tegic AI integration from indiscriminate automation. 

Based on the overall literature, effective AI utilization among MSMEs depends on an interconnected 
set of enabling conditions comprising digital literacy, AI competence, human creativity, organizational read-

iness, data quality, marketing knowledge, brand identity, and ethical AI use. Digital literacy provides the 
basic capacity to interact with digital technologies, while AI competence supports more advanced under-

standing of how AI can be selected, instructed, evaluated, and strategically applied. Human creativity en-
sures that AI-generated outputs remain differentiated and contextually meaningful, whereas organizational 

readiness allows new technologies to be embedded within routines and responsibilities. Data quality 

strengthens the relevance of analysis and personalization, while marketing knowledge ensures that AI activ-
ities correspond to consumer and strategic objectives rather than technological novelty. Clear brand identity 

provides boundaries and direction for content generation, and ethical AI use helps address authenticity, pri-
vacy, transparency, and responsible content practices. Importantly, these factors operate as an interconnected 

capability system rather than independently. Consequently, AI effectiveness can be expressed as AI Technol-
ogy × Human Capability × Organizational Capability × Marketing Capability × Responsible Governance, 

emphasizing that weaknesses in one component may limit the benefits generated by others. This explains 
why AI adoption alone cannot guarantee superior marketing outcomes. 

 

4.8 Integration of AI, Content Creativity, Brand Building, and Competitive Advantage  
Based on the overall synthesis, a clear conceptual pattern emerges in which AI capability, content creativity, 
brand building, and competitive advantage form a sequential but interconnected value-creation mechanism. 

AI initially provides digital capabilities that enable MSMEs to process consumer information, identify pat-
terns, explore ideas, automate repetitive activities, produce multiple content alternatives, and personalize 

communication more efficiently. These functions expand the resources available to MSMEs for content de-

velopment, particularly under conditions of constrained budgets and limited specialized personnel. How-
ever, AI-generated outputs do not automatically possess strategic value. Human actors remain responsible 

for interpreting consumer context, selecting communication themes, defining brand values, determining ap-
propriate narratives, and deciding whether generated materials accurately represent the business. Content 

creativity therefore functions as the first transformation mechanism through which technological capability 
is converted into communicative value. AI expands the space of possible ideas and formats, while human 

creativity and marketing judgment determine which of those possibilities become meaningful content. In this 

sense, the relationship between AI capability and content creativity is enabling rather than substitutive. 
Creative content subsequently contributes to brand building by increasing the visibility, recogniza-

bility, meaning, and distinctiveness of MSMEs within digital markets. Attractive content can capture atten-
tion and strengthen brand awareness, while consistent, relevant, and authentic communication can influence 

brand image and the associations consumers attach to the business. Over time, accumulated positive percep-
tions and experiences can strengthen brand equity. A stronger brand subsequently creates opportunities for 

competitive advantage because consumers become more capable of identifying and distinguishing the 

MSME from competing alternatives. Recognition, positive associations, trust, and emotional or functional 
value can strengthen consumer preference, engagement, recommendation, and retention. The conceptual 

mechanism can therefore be expressed as AI Capability → Content Creativity → Brand Awareness/Im-
age/Association → Brand Equity → Competitive Advantage. Importantly, this sequence demonstrates why 

AI should not be expected to create competitive advantage directly merely because a firm adopts the tech-
nology. Its strategic contribution occurs through intermediate marketing capabilities and consumer percep-

tions that convert technological inputs into differentiated market value. 
The effectiveness of this sequential relationship is strengthened or constrained by Human Creativity, 

Digital Skills, Organizational Capability, Marketing Knowledge, Data Quality, Brand Identity, and Ethical 

AI Use. These factors explain the heterogeneity of outcomes among MSMEs that may have access to similar 
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technological tools. Two firms using the same generative AI application can develop substantially different 

content and brand outcomes because their customer knowledge, creativity, ability to evaluate outputs, stra-
tegic orientation, and brand identities differ. This insight also provides a more nuanced understanding of 

digital competitive advantage. When AI technologies become widely accessible, competitive advantage is 
unlikely to result from the technology itself because competitors can acquire similar tools. Differentiation 

instead emerges from the unique ways in which AI is combined with firm-specific human and organizational 
resources. Therefore, the synthesis supports a capability-conversion logic: Technology is converted into Cre-

ative Capability; Creative Capability is converted into Brand Value; Brand Value is converted into Competi-

tive Advantage. This mechanism constitutes the central integrative explanation of how AI may create strate-
gic marketing value for MSMEs. 

 

4.9 Discussion from the Resource-Based View Perspective 
The findings can be further interpreted through the Resource-Based View (RBV), which explains competitive 

advantage in terms of heterogeneous resources and capabilities possessed and deployed by firms. From this 
perspective, AI technology alone is unlikely to constitute a sustainable source of competitive advantage be-

cause many AI platforms are increasingly accessible to large numbers of businesses. When competing 

MSMEs can use similar generative AI systems for content creation, analysis, translation, personalization, or 
automation, possession of the technology becomes relatively easy to imitate and therefore provides only lim-

ited differentiation. This does not mean that AI lacks strategic importance. Instead, AI should be understood 
as a potentially valuable technological resource whose contribution depends on the complementary re-

sources with which it is combined. The literature synthesis demonstrates that human creativity, marketing 
knowledge, consumer understanding, brand identity, digital skills, and orga nizational capability substan-

tially influence how MSMEs utilize AI. Consequently, two firms with access to identical technological re-

sources can achieve very different marketing outcomes because they differ in their ability to configure, inter-
pret, and deploy these technologies within specific business contexts. 

From an RBV perspective, the strategically significant resource is therefore not AI technology in iso-
lation, but the unique configuration created by combining AI with firm-specific intangible capabilities. Hu-

man creativity can make generated outputs more original and contextually meaningful; customer knowledge 
can improve the relevance of personalized communication; marketing capability enables AI outputs to be 

aligned with segmentation, positioning, and communication objectives; and brand capability ensures that 

content contributes consistently to recognizable identity and brand value. These complementary resources 
may be more difficult to imitate because they are accumulated through experience, organizational learning, 

customer interaction, and the historical development of each MSME. The synthesis can therefore be repre-
sented as AI Technology + Human Creativity + Marketing Capability + Consumer Knowledge + Brand Ca-

pability + Organizational Capability → Strategic Competitive Advantage. The importance of the  combination 
is that the same AI output can produce different strategic consequences depending on the organizational 

context in which it is interpreted and used. Technology creates possibilities, but capabilities determine 

whether those possibilities are converted into superior market value. 
This interpretation extends the RBV discussion by positioning AI as a complementary and enabling 

resource within a broader capability bundle rather than automatically categorizing AI itself as a rare or in-
imitable resource. As AI becomes more standardized and widely available, sustainable differentiation may 

increasingly depend on how firms orchestrate common technologies with uncommon organizational 
knowledge and identities. For MSMEs, this is particularly important because they may not possess the finan-

cial capacity to develop proprietary AI systems; nevertheless, they can potentially develop distinctive ways 

of applying shared technologies based on local knowledge, customer relationships, entrepreneurial intuition, 
storytelling, cultural understanding, and differentiated brand identities. Thus, the strategic question shifts 

from “Does the MSME possess AI?” to “Does the MSME possess a distinctive capability for combining AI 
with its existing resources?”. This distinction strengthens the theoretical argument that competitive ad-

vantage originates from capability configuration rather than technology possession. AI can consequently en-
hance competitive advantage when it complements resources that are valuable and relatively difficult for 

competitors to reproduce, thereby allowing MSMEs to transform broadly accessible digital technology into 
firm-specific marketing and brand capabilities. 
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4.10 Research Gap and Conceptual Contribution 
The synthesis of the 20 selected articles demonstrates that previous research has generated substantial 

knowledge concerning individual relationships among AI, digital marketing, creativity, branding, and SME 
competitive outcomes, yet these streams remain insufficiently integrated. Research on AI and generative AI 

frequently emphasizes technological functionality, automation, efficiency, analytics, personalization, or con-
tent production, while creativity research tends to focus on ideation and human–AI collaboration. Branding 

studies primarily examine social media activities, brand awareness, brand image, brand associations, or 
brand equity, whereas competitive advantage studies commonly emphasize broader marketing capability, 

market orientation, digital capabilities, or business performance. Consequently, existing knowledge provides  

strong explanations of individual components but a comparatively weaker understanding of the complete 
mechanism through which AI is converted into strategic value for MSMEs. In particular, the literature does 

not sufficiently explain why firms with access to similar AI technologies may achieve different brand and 
competitive outcomes. This fragmentation creates an important theoretical gap because technological adop-

tion cannot be assumed to translate automatically into superior performance without identifying the inter-
mediate processes through which that translation occurs. 

A second research gap concerns the limited integration of human and organizational conditions into 

explanations of AI-enabled marketing outcomes. Existing studies demonstrate that AI can improve efficiency 
and content generation, while other studies show that creativity and social media communication contribute 

to brand development. However, there remains a need to explain how human creativity, digital competence, 
organizational readiness, marketing knowledge, data quality, brand identity, and ethical AI us e shape the 

transition from AI utilization to meaningful marketing outcomes. This issue becomes increasingly important 
as generative AI tools become widely accessible. If technological access becomes relatively homogeneous, 

variation in outcomes is likely to originate from differences in complementary capabilities rather than from 

access itself. Furthermore, the risk identified by Brüns & Meißner (2024) regarding reduced authenticity in 
fully AI-generated content indicates that more automation does not necessarily produce better branding out-

comes. This suggests a need for future empirical studies to examine the conditions under which human –AI 
collaboration produces stronger creative, brand, and competitive outcomes than AI-intensive automation. 

Such investigation could clarify which forms of AI utilization augment strategic marketing capabilities and 
which merely increase content-production efficiency without creating differentiated customer value. 

Based on these gaps, the principal conceptual contribution of this study lies in integrating the four 

previously fragmented perspectives into a single capability-conversion mechanism: AI as an enabling digital 
marketing capability, content creativity as the mechanism for creating communication value, brand building 

as the mechanism for accumulating consumer-based brand value, and competitive advantage as the strategic 
outcome. The proposed relationship therefore extends beyond the conventional assumption th at AI adoption 

directly improves business performance. Instead, this study argues that technological capability must pass 
through intermediate creative and branding processes before it can generate meaningful competitive differ-

entiation. In conceptual terms, the mechanism can be summarized as AI Capability → Content Creativity → 

Brand Building → Competitive Advantage, with its effectiveness supported by complementary human, or-
ganizational, data, and marketing capabilities. This perspective contributes to the literature by shifting atten-

tion from technology adoption toward technology-to-value conversion. Consequently, the success of AI 
among MSMEs should not be evaluated only through productivity indicators such as faster content produc-

tion or lower marketing costs, but by whether MSMEs can transform AI capability into distinctive creative 
communication, transform that communication into stronger brand equity, and ultimately transform brand 

equity into a more sustainable competitive position. 

 

4.11 Conceptual Model Derived from the Literature Synthesis 
Based on the analysis and discussion of the 20 selected articles, the conceptual model derived from the liter-

ature synthesis positions AI capability as the initial enabling capability that expands MSMEs' ability to collect 
and interpret consumer information, explore creative alternatives, automate selected marketing activities, 

personalize communication, and increase content-production capacity. However, the model deliberately 
does not position AI as a direct determinant of competitive advantage because the literature indicates that 

technological accessibility alone does not ensure superior strategic outcomes. Instead, AI capability first in-

fluences Content Creativity, which represents the mechanism through which technological possibilities are 
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converted into relevant, differentiated, and engaging marketing communication. Content creativity subse-

quently contributes to Brand Building, encompassing the progressive development of brand awareness, 
brand image, brand associations, and ultimately brand equity. Brand building then serves as the principal 

mechanism through which creative digital communication is converted into Competitive Advantage, mani-
fested in stronger differentiation, consumer preference, trust, relationships, and superior perceived value. 

Thus, the primary sequential relationship proposed by the model is AI Capability → Content Creativity → 
Brand Building → Competitive Advantage. 

The model also recognizes that this relationship depends on a set of complementary enabling condi-

tions, particularly Human Creativity, Digital Skills, Organizational Capability, Marketing Knowledge, Data 
Quality, Brand Identity, and Ethical AI Use. Human creativity provides contextual judgment, storytelling, 

emotion, cultural sensitivity, and originality that prevent AI-supported content from becoming generic or 
inauthentic. Digital skills and AI competence determine whether MSMEs can operate, evaluate, and refine 

technological outputs effectively, while organizational capability determines whether AI can be incorporated 
into recurring marketing routines rather than used sporadically. Marketing knowledge ensures that techno-

logical use remains aligned with segmentation, positioning, customer needs, and communication objectives , 

whereas data quality influences the reliability of consumer insight and personalization. Brand identity pro-
vides strategic boundaries that ensure consistency between AI-generated content and the values represented 

by the business. Finally, ethical AI use becomes increasingly important for protecting authenticity, privacy, 
transparency, and responsible consumer interaction. These factors therefore do not simply function as addi-

tional variables but constitute the capability environment within which AI-generated marketing value is pro-
duced. 

Overall, the model demonstrates that the combination of technological and human capabilities pro-
vides a stronger foundation for MSME competitiveness than either element independently. AI increases an-

alytical capacity, production speed, personalization, and idea exploration, while human actors retain respon-

sibility for interpreting context, establishing strategic priorities, protecting authenticity, and determining the 
direction of the brand. Content creativity then converts these combined capabilities into communication 

value, while brand building accumulates that communication value into consumer perceptions and relation-
ships capable of supporting competitive differentiation. The model consequently explains why the adoption 

of identical AI technologies may generate different strategic outcomes across MSMEs. Competitive ad-
vantage emerges not from the technology itself but from the effectiveness with which AI is integrated with 

human creativity, marketing capability, organizational processes, consumer understa nding, and a distinctive 

brand identity. In this sense, the conceptual model represents a technology-to-creativity-to-brand-to-ad-
vantage pathway, positioning AI as an enabling capability whose ultimate strategic contribution is realized 

through complementary firm-specific resources and capabilities. 
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Figure 2. Conceptual Model 

 

5. CONCLUSION, IMPLICATION, SUGGESTION, AND LIMITATIONS 
This study aimed to analyze the role of Artificial Intelligence (AI) and content creativity in building brands 

and enhancing the competitive advantage of MSMEs in the digital era through a qualitative literature review 
of 20 scientific articles published between 2018 and 2026. The results of the descriptive-thematic synthesis 

indicate that AI has evolved from merely a supporting technology into an enabling capability that can 

strengthen MSMEs’ marketing capabilities through data analysis, personalization, a utomation, ideation, and 
content production. AI also contributes to enhancing content creativity by enabling MSMEs to generate var-

ious alternatives of text, images, videos, designs, and marketing materials more quickly and efficiently. How-
ever, the effectiveness of AI remains dependent on human creativity, as human involvement is still essential 

in determining creative direction, storytelling, context, authenticity, and brand identity. Furthermore, crea-
tive, relevant, consistent, and authentic content can strengthen brand awareness, brand image, brand associ-

ation, and brand equity, ultimately supporting differentiation and competitive advantage among MSMEs. 

Accordingly, the synthesis generates the conceptual relationship AI Capability → Content Creativity → 
Brand Building → Competitive Advantage, with the effectiveness of this relationship influenced by human 

creativity, digital skills, organizational capability, marketing knowledge, data quality, and the ethical and 
responsible use of AI. 

This study provides theoretical and practical implications for understanding the use of AI in MSME 
marketing. Theoretically, the findings extend the Resource-Based View (RBV) perspective by demonstrating 

that AI does not automatically constitute a source of competitive advantage. Instead, its strategic value 
emerges when AI is combined with valuable and difficult-to-imitate resources and capabilities, such as hu-

man creativity, marketing knowledge, consumer understanding, and brand identity. Practically, MSMEs 

should utilize AI not only for content production automation but also for consumer analysis, idea develop-
ment, communication personalization, and evaluation of marketing activities, while maintaining human 

oversight to ensure that generated content remains consistent with the brand’s characteristics and values. For 
governments and other stakeholders, these findings highlight the importance of developing AI literacy, dig-

ital marketing skills, and creative content development programs that are not limited to technical competence 
in using AI, but also emphasize the integration of technology with marketing strategy, branding, creativity, 
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ethics, and consumer needs. 

This study has several limitations, particularly because it employed a qualitative literature review 
approach. Consequently, the synthesis depends on the quality, characteristics, and perspectives of previous  

studies and does not statistically test the relationships among the concepts examined. The review included 
20 final articles from 80 articles initially identified, meaning that some relevant perspectives or findings may 

not have been comprehensively captured. In addition, the analyzed literature covered the period from 2018 
to 2026 and included SMEs or MSMEs from various countries with different business environments, levels 

of digitalization, cultures, and infrastructure. Therefore, the findings cannot necessarily be generalized di-

rectly to all MSMEs. The rapid development of generative AI may also cause some findings to become less 
relevant as new technologies and practices emerge. Furthermore, the conceptual relationship AI Capability 

→ Content Creativity → Brand Building → Competitive Advantage proposed in this study has not yet been 
empirically tested within a specific MSME population and therefore requires validation through field-based 

research. 
Future research is recommended to empirically examine the relationships among AI capability, con-

tent creativity, brand building, and competitive advantage using quantitative approaches such as Structural 

Equation Modeling–Partial Least Squares (SEM-PLS). Future studies may specifically examine the mediating 
roles of content creativity and brand building, as well as the moderating or supporting roles of AI literacy, 

digital skills, organizational readiness, and marketing capability. Further research could al so employ a 
mixed-methods approach to obtain a more comprehensive understanding of MSMEs’ experiences in using 

AI to create content and build brands. For MSME practitioners, AI adoption should be implemented strate-
gically while maintaining human creativity and control throughout the content creation and branding pro-

cesses. Meanwhile, governments and relevant stakeholders are encouraged to strengthen training programs 
in AI, digital marketing, content creation, and branding, while also providing adequate digital infrastructure 

and organizational support. Thus, AI utilization should not be directed merely toward technology adoption, 

but toward the development of technology-enabled human capability that can sustainably strengthen crea-
tivity, brand building, and the competitive advantage of MSMEs. 

 

REFERENCES 
Abrokwah-Larbi, K. (2026). The role of generative artificial intelligence marketing in small business compet-

itive marketing performance: theoretical and research propositions. Marketing Intelligence & Planning, 

1–37. https://doi.org/10.1108/MIP-05-2025-0419 
Ali Abbasi, G., Abdul Rahim, N. F., Wu, H., Iranmanesh, M., & Keong, B. N. C. (2022). Determinants of SME’s 

Social Media Marketing Adoption: Competitive Industry as a Moderator. Sage Open, 12(1). 
https://doi.org/10.1177/21582440211067220 

Ameen, N., Sharma, G. D., Tarba, S., Rao, A., & Chopra, R. (2022). Toward advancing theory on creativity in 
marketing and artificial intelligence. Psychology & Marketing, 39(9), 1802–1825. 

https://doi.org/10.1002/mar.21699 

Brüns, J. D., & Meißner, M. (2024). Do you create your content yourself? Using generative artificial intelli-
gence for social media content creation diminishes perceived brand authenticity. Journal of Retailing and 

Consumer Services, 79, 103790. https://doi.org/10.1016/j.jretconser.2024.103790 
Cao, G., & Weerawardena, J. (2023). Strategic use of social media in marketing and financial performance: 

The B2B SME context. Industrial Marketing Management, 111, 41–54. https://doi.org/10.1016/j.indmar-
man.2023.03.007 

Chatterjee, S., Chaudhuri, R., & Vrontis, D. (2024). Antecedents and consequence of social media marketing 

for strategic competitive advantage of small and medium enterprises: mediating role of utilitarian and 
hedonic value. Journal of Strategic Marketing, 32(8), 1106–1125. 

https://doi.org/10.1080/0965254X.2021.1954070 
Chokpitakkul, N., & Anantachart, S. (2020). Small but Smart: Qualitative Content Analysis of Successful Thai 

Small and Medium Enterprises’ Brand Communication on Social Media. Journal of Communication Stud-
ies, 38(1), 39–51. 

Cillo, P., & Rubera, G. (2025). Generative AI in innovation and marketing processes: A roadmap of research 
opportunities. Journal of the Academy of Marketing Science, 53(3), 684–701. 

https://doi.org/10.1007/s11747-024-01044-7 



ISSN 3025-5104 NS. Wisnujati et al: The Role of AI and Content Creativity in Building … 

 

Deryl, M. Ds., Verma, S., & Srivastava, V. (2023). How does AI drive branding? Towards an integrated theo-

retical framework for AI-driven branding. International Journal of Information Management Data Insights, 
3(2), 100205. https://doi.org/10.1016/j.jjimei.2023.100205  

Febrian, A., Nani, D. A., Lina, L. F., & Husna, N. (2022). The Role of Social Media Activities to Enhance Brand 
Equity. Journal of Economics, Business, & Accountancy Ventura, 25(1), 20–30. 

https://doi.org/10.14414/jebav.v25i1.2881 
Grewal, D., Satornino, C. B., Davenport, T., & Guha, A. (2025). How generative AI Is shaping the future of 

marketing. Journal of the Academy of Marketing Science, 53(3), 702–722. https://doi.org/10.1007/s11747-

024-01064-3 
Hartmann, J., Exner, Y., & Domdey, S. (2025). The power of generative marketing: Can generative AI create 

superhuman visual marketing content? International Journal of Research in Marketing , 42(1), 13–31. 
https://doi.org/10.1016/j.ijresmar.2024.09.002 

Hermaren, V., & Achyar, A. (2018). The effect of firm created content and user generated content evaluation 
on customer-based brand equity. INOBIS: Jurnal Inovasi Bisnis Dan Manajemen Indonesia, 2(1), 86–100. 

https://doi.org/10.31842/jurnal-inobis.v2i1.63 

Kraus, S., Gast, J., Schleich, M., Jones, P., & Ritter, M. (2019). Content is King: How SMEs Create Content for 
Social Media Marketing Under Limited Resources. Journal of Macromarketing, 39(4), 415–430. 

https://doi.org/10.1177/0276146719882746 
Lubis, U. S., Wulandari, N., Wahyudi, I., Widiyanto, A., Wibowo, E. A., Hakim, L., Apriyansyah, B., Hardiati, 

N., Swastika, A. Y., & Meyzia, B. (2025). Digital marketing strategies in expanding the market for MSME 
creative products in Indonesia—state of art. Frontiers in Communication, 10. 

https://doi.org/10.3389/fcomm.2025.1647391 
Mainardes, E. W., Cisneiros, G. P. de O., Macedo, C. J. T., & Durans, A. de A. (2022). Marketing capabilities 

for small and medium enterprises that supply large companies. Journal of Business & Industrial Market-

ing, 37(1), 47–64. https://doi.org/10.1108/JBIM-07-2020-0360 
Meier, A., Eller, R., & Peters, M. (2025). Creating competitiveness in incumbent small- and medium-sized 

enterprises: A revised perspective on digital transformation. Journal of Business Research, 186, 115028. 
https://doi.org/10.1016/j.jbusres.2024.115028 

Pagani, M., & Wind, Y. (2025). Unlocking Marketing Creativity Using Artificial Intelligence. Journal of Inter-
active Marketing, 60(1), 1–24. https://doi.org/10.1177/10949968241265855 

Rajaram, K., & Tinguely, P. N. (2024). Generative artificial intelligence in small and medium enterprises: 

Navigating its promises and challenges. Business Horizons, 67(5), 629–648. 
https://doi.org/10.1016/j.bushor.2024.05.008 

Shandy, V. M., Mulyana, A., & Harsanto, B. (2023). Social media richness, brand equity, and business perfor-
mance: An empirical analysis of food and beverage SMEs. Cogent Business & Management, 10(2). 

https://doi.org/10.1080/23311975.2023.2244211  
Tania, A., & Sugianto. (2026). Content-Driven Instagram Marketing and Brand Awareness: Evidence from 

SMEs in Indonesia’s Ornamental Fish Industry. International Journal of Business and Innovation Manage-

ment, 1(1), 1–15. 
Wibawa, B. M., Imam Baihaqi, Ninditya Nareswari, Rachma Rizqina  Mardhotillah, & Faras Pramesti. (2022). 

Utilization of Social Media and Its Impact on Marketing Performance: A Case Study of SMEs in Indo-
nesia. International Journal of Business and Society, 23(1), 19–34. https://doi.org/10.33736/ijbs.4596.2022 

 


