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Abstract

As technology continues to advance at an accelerated pace, the understanding
of Artificial Intelligence (Al) is no longer merely a beneficial asset; it is a
critical necessity. This paper offers a thorough examination of the present
state of Al-literacy research in education, marketing, and media sectors, with
a specific emphasis on the variety of studies in terms of language, timeframe,
and type of subject matter. The study applied the secondary-analysis approach
of 60 English-language studies and 3 Arabic-language studies published
between 2014 to 2024; these studies highlight significant topics like Al
literacy and Al technologies across various educational, marketing, and media
settings. Findings of this paper recommend that it’s crucial for educators,
marketing leaders, and media professionals to remain knowledgeable and to
adapt to the developments raised by new Al technologies. The objective of
this study is to offer suggestions for effectively integrating Al literacy and Al
technologies into their practices.

Keywords:Atrtificial Intelligence; Al Literacy; Al-technologies; Al in
Education; Educational Technology; Al in Marketing; Digital Marketing and
Al: Al in media; New Media and Al
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Introducation

Nowadays, Artificial Intelligence (Al) is widely developing and
revolutionising several sectors, retransforming the methods individuals
connect with technology in the fields of education, marketing, and media
environments. The idea of Al is grounded in the definition—of acquiring
computers to do a number of duties thatinvolve average
individuals’ intelligence (Van Duin & Bakhshi, 2018). Al is a combination of
several algorithms and technologies that can address vision, problem-solving,
learning, logical thinking, and/or language-comprehension. In fact, in this
modern world, Al can be adopted in a huge number of ways, ranging from
automated self-driving vehicles to personal intelligent assistants (Saleh, 2019;
Qing et al., 2024).

The literacy of artificial intelligence Al literacy, as research defined it,
requires cognitive and practical skills to utilize, adopt, and evaluate digital
Al-technologies. Such Al-literacy is needed to engage people with robust
advancements in many sectors. Due to this robust development, Al uses
education, marketing, and media, which underscores the demand for better Al
literacy to ensure that these Al-driven technologies are applied innovatively
and responsibly (Acar, 2024).

Al literacy in the educational environment is essential for educators and
students to integrate into the teaching and learning process. In fact, adaptive
learning systems are one of the Al-technologies that can improve educational
outcomes by filling the appropriate individual’s learning style. On the other
side, integrating Al-technologies into the educational background can offer
multipule ethical challenges, including Al decision-making and data privacy
concerns (Almohammadi et al., 2017; Ahmad and Wan Abdul Ghapar, 2019).
Furthermore, Al-technologies have revolutionised the marketing sector, as
these technologies have allowed several companies to provide more engaging,
efficient, and personalised customer experiences. The current Al-technologies
like chatbots, predictive analytics tools, and automated content creation
became an ordinary daily thing; however, these technologies demand the
proficiency of the marketers in Al-literacy to comprehend the
data appropriately and adopt ethical marketing strategies. In this regard,
marketers must utilize the limitations and capabilities of Al to balance
responsibility with technological innovation (Haleem et al., 2022; Acar,
2024).

In line with this transformation, Al-driven technologies have significantly
changed the media industry, applying new technologies and algorithms to
enhance audience engagement, collect media content, and even produce
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media and news stories. Consequently, Al-literacy in the media industry is
very essential for media practitioners and professionals to comprehend the
impact of Al-technologies on content generation and dissemination. That
combines media ethical concerns about misinformation, bias, and a possible
breakdown of journalistic integrity caused by algorithmic content gathering.
Accordingly, media practitioners and professionals must be knowledgeable in
Al-literacy to guarantee their ethical integrity while employing Al-
technologies (Gavurova et al., 2024; Khan, 2023).

Eventually, Al literacy is more than specialising in certain skills limited
to technological experts; it has turned into a mandatory requirement for all
individuals across multiple fields, including the educational, marketing, and
media fields. Since Al-technologies develop and become increasingly
integrated into people’s daily lives, advancing Al literacy will enable people
to effectively address the opportunities and challenges posed by Al-
technologies, resulting in more innovative, ethical, and informed practices
within these fields. Meanwhile, collaboration initiatives across educational
institutions, marketing leaders, and media entities are necessary to establish
Al literacy programs that cover both ethical and practical issues.
Methodology

Problem statement of the research

The Atrtificial Intelligence is widely spearheading, which makes most of the
science literature focus on Al-related features and technologies such as
“Machine Learning (ML)”, “Computer Vision (CV)”, and “Natural Language
Processing (NLP). These technologies are required to understand the potential
applications and implications of Al in different sectors. By enhancing Al
literacy, organizations can better leverage these technologies to drive
innovation and growth.

The study problem statement is on comprehending Artificial Intelligence
literacy across several domains, including education, marketing, and media,
using a secondary-analysis of article reviews. The research seeks to evaluate
the present state of Al literacy across several businesses and pinpoint any
existing gaps or trends. Researchers aim to get a thorough grasp of the
perception and utilisation of Al across many industries by doing a secondary-
analysis of publications from diverse domains. This study will provide
significant insights on the general understanding and awareness of artificial
intelligence across many businesses.

The research aims to identify frequent concepts and issues associated with Al-
literacy by the analysis of data and conclusions from multiple sources. The
objective is to provide ideas for enhancing Al literacy across diverse
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professionals and facilitating enhanced integration of Al technology in many
aspects.

Research Objectives

« Analyse the Al-literacy studies development patterns of research studies
from the years (2014 to 2024): to identify trends, emerging concepts, and
areas of interest in Al-literacy research throughout the period under
discussion.

« Identifying the theoretical frameworks and methodologies: through
analysing the studies’ theoretical frameworks on Al-literacy studies as well as
research’s methodological approaches in reviewed literature that are meant
for establishing their advantages, limitations, and possible challenges.

« Main concepts and perspectives identification: Identify the main concepts
and perspectives in the forefront of the research conducted in the field of both
Al-literacy and Al-technologies, including the approaches within the fields of
education, marketing, and media.

« Evaluate the present state of Al-literacy studies: determine how well
organisations and people presently understand, know, and can work with Al
technologies.

« Identify gaps and challenges in Al-literacy studies: Point out deficiencies
in existing technology education programs and curricula, as well as barriers to
Al literacy development.

« Analyse key findings and recommendations: Summarise the main results
and insights from the reviewed studies and propose recommendations for
improving Al literacy in the future research.

Research Questions

RQ1: What are the major trends and perspectives examined in Al-literacy
studies?

RQ2: What are the dominant theoretical frameworks used in Al-literacy
studies?

RQ3: What are the main methodologies applied in Al-literacy studies?

RQ4: What are the main findings and results from the reviewed studies on Al-
literacy studies?

RQ5: How has Al-literacy studies and development evolved from 2014-2024?
1. Research Methodology

The study employs a (Meta-analysis) research as a secondary level of
research, aiming to provide a comprehensive understanding of Al literacy in
different perspectives such as education, marketing, and media. In order to
synthesise information from previous studies, this paper is adopting the
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guantitative style method using the secondary-analysis review of studies as its
main methodological tool (da Costa & Hall, 2016).
This study provides an extensive review and assessment of the main Al-
literacy perspectives, theoretical frameworks, and methodological approaches
as well as the full provided findings and results generated from reviewed
research. Moreover, a secondary-analysis methodological approach can be
adopted to identify various research gaps, opportunities, and challenges in Al
literacy within the education, marketing, and media fields. This approach not
only demonstrates existing and previous knowledge but also recommends’
ideas for future initiatives.
The study focused on reviewing the literature (Full-Text) from 63 different
sources that examine Al literacy inamong the perspectives of education,
marketing, and media fields all over the world, including Egypt, particularly
those published in the recent ten years from 2014 to 2024 to capture recent
trends and technologies.

Table 1: Distribution of Al-literacy Studies by publication year

Publication Year Number of Studies
2024 13
2023 13
2022 8
2021 5
2020 3
2019 6
2018 3
2017 2
2016 6
2015 1
2014 3
Total 63

This study adopted certain inclusion criteria, such as specific years of
publications, certain keywords, particular categorisation of studies, selected
perspective types, and lastly, preferred search repositories for collecting the
reviewed studies. The above-mentioned table 1, shows the distribution of
studies by publication year. While the below Table 2 presents a summary of
studies primarily focusing on the chosen perspectives of Al literacy and its
effects on various sectors such as education, marketing, and media with a total
of 36 studies for Al literacy in Education, 11 studies for Al literacy in
Marketing, and 16 studies Al literacy in Media.
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Table 2: The number of Al-literacy Studies and Perspective

Perspective study type Number of Studies
Al literacy in Education 36
Al literacy in Marketing 11
Al literacy in Media 16
Total 63

The research includes certain categories of studies, such as academic journal
articles gathered from various journals, conference paper, and dissertations,
but excludes any books or other documents. The below-mentioned table 3
shows the number of studies per category and type with a total number of 56
academic journals, 3 conference papers, and 4 dissertations .

Table 3: The number of Al-literacy Studies categories and types

Category of the study

Perspective study type Academic Journals Conference papers Dissertations
Al literacy in Education 31 2 3

Al literacy in Marketing 11 0 0

Al literacy in Media 14 1 1

Total 56 3 4

Moreover, the inclusion criteria in this study include specific keywords
gathered from a previous literature to pinpoint particular perspectives and key
terms. According to the under-mentioned in Table 4, this paper has used over
ten keywords, such as “Artificial Intelligence; Al literacy; Al in
Education; AI in Media, Al in Marketing” to reach certain perspectives
related to the objectives of the research.

Table 4: Used keywords for searching Al-literacy Studies

Used Keywords Used Perspectives and Topics

o Al literacy Artificial Intelligence as defention and general information about
e Artificial Intelligence Al literacy and its technologies.

o Al-technologies

o Al Al literacy in Education and technologies applied in the
e Al in Education educational sector.

e FEducational Technology

o Al Al literacy in marketing and technologies applied in the marketing
e Al in Marketing sector.

e Digital Marketing and Al

o Al Al literacy in media and technologies applied in the media
e Al in media industry.

e New Media and Al

The reviewed studies in the provided reference list part are primarily divided
into English and Arabic studies related to the research’s main concept. These
studies are classified as follows:
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« 60 studies in the English language, covering various topics related to
artificial intelligence literacy or as it abbravited “Al literacy”, and its
implications and impact on various fields such as education, marketing, and
media sectors. These studies include journal articles, conference papers, and
dissertations.

« 3studies in the Arabic language, which focus on Al literacy in
journalism, the role of information literacy in promoting digital citizenship,
and the impact of Al on the labor market.

Lastly, this paper went through 5 main credible search repositories for
collecting and reviewing the academic literature using the abovementioned
keywords, and the websites are represented as follows (Google Scholar,
Science Direct, Egyptian Knowledge Bank (EKB), Academia, and Research
Gate).

Conversely, as a part of the exclusion criteria of this research, some
elimination procedures were related to the studies that didn’t directly address
Al literacy or were outdated; certain methods of collecting data were
excluded, thereby filtering for quality and relevancy. Similarly, the paper
eliminated any data collected prior to 2014 to ensure it remains current.

These selected sampling and filtering criteria were applied to ensure the
reachness of the objectives set by the author of this secondary-analysis paper.
This will result in three main beneficial aspects, which are (1) Relevance — to
limit the sample of the study to a certain time frame to Al-related topics
that secure its relevant and up-to-date information; and (2) Focus — to focus
on selected Al-related topics that specifically address the already mentioned
perspectives of education, marketing, and media. (3) Quality — to establish a
particular quality level of analysis and directly support the research main
objectives.

The perspectives and concepts of Al literacy

RQ1: What are the major trends and perspectives examined in Al-literacy
studies?

B. Al-literacy studies in education

Most of the reviewd studies agreed that Artificial intelligence (Al) literacy
has provided educators with new digital skills required for efficient
communication, evaluation, collaboration, as well as ethical use of Al in
almost everyplace, like home, workplace, and online settings (Ng et al., 2023;
Thornhill-Miller et al., 2023; Markauskaite et al., 2022).

Nowadays, Al is widely used in educational contexts; more prominently in
the case of e-learning, Potode & Manjare (2015) point out that such
technology has markedly improved interaction, cooperation, sharing of
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resources, engaging students and teaching them as well as conveying
instruction at a distance over the past twenty years. As distance education has
gained more adherents, the need for flexible, smart pedagogical help has only
increased. Ng et al. (2021), examines the concept of Al literacy, highlighting
the need of public comprehension of Al technologies and their practical uses.
Its objective is to provide a theoretical basis for identifying, instructing,
assessing, and resolving ethical issues related to Al.

The use of technologies in question aims to understand what teachers and
learners want from each other to improve their grasp and appreciation of that
specific context. The papers indicated that the aim of intelligent tutoring
systems is to adapt the teaching skills based on the multi-dimensional
structures of knowledge system which encompass domains, pedagogical
information, interactive processes, and users’ profiles (Beheshti & Pakfar,
2014; Mohammed Mahmoud Ghoneim & Elsayed Abdelsalam Elghotmy,
2021).

Also, Karal et al. (2014), aimed at the education process related understanding
of the Al domain by examining the performance of a novel distance learning
system named ARTIMAT. This is a system that focuses on more practical
means of helping learners acquire what is necessary for tackling mathematical
problems. In a similar manner, Nye (2014) examined the application and the
advancement of artificial intelligence on the network intuitive tutoring
system, whereby access is gained through the internet for educational
advances.

A side of the educational system, some studies like Tarek Noour (2024),
Moses (2024), Mousa (2024), Ali (2023), Sharawy (2023), and AlSamhori et
al. (2023) discussed the utlization of Al in education in countries like Egypt,
Nigeria, Jordan, and China; and how it improves learning techniques,
students, teaching, and overall educational equity and accessibility. Besides,
most of these articles agreed that nations all over the world are rapidly
developing Al into educational curriculums to improve educators’ skills for
their future careers and studies.
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DIRECT EFFECTS INDIRECT EFFECTS

High impact Medium impact High impact Minor impact

6 Itinion

Major ripple effects

Minor ripple effects

One study done by Setra (2021), highlighted the importance of Al in
Sustainable Development Goals (SDGs) and showed the asscoited impact on
education by providing remote Al teaching that can improve inclusivity and
equitable quality learning.

C. Al-literacy studies in marketing

Al is widely recognized as a highly potent instrument for facilitating
significant changes in the utilization of marketing tools, leveraging diverse
information produced inside the worldwide network. It has the potential to
influence marketing strategies from a multi-level global perspective,
considering the customer, company, and nation, with an emphasis on
economic disparity, cultural compatibility, and ethical factors (Ponomarenko
et al., 2024; Kopalle et al., 2022; Davenport et al., 2020).

The studies conducted by Labib (2024), Bulchand-Gidumal et al. (2024),
Haleem et al. (2022), explored several usages of Al in the marketing context;
such as predictive analytics, personalized content delivery, and customer
segmentation. These papers described the “Deep Learning (DL), Natural
Language Processing (NLP), and Machine Learning (ML)” are examples of
Al technologies that are revolutionizing marketing strategies by offering more
effective, focused, and data-driven methods. All of these technologies
changed the way businesses operate, speed-up growth, and revolutionized
marketing strategies.

In addition to the Al Mechanism to marketing, it was mentioned by Acar
(2024) and Soni (2023) that the application of "Generative Al," or "GenAl,"
could bring about a revolution in marketing education. The authors
highlighted the benefits of GenAl that could result in personalization,
fostering creativity, scalability, and cost efficiency.
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In other words, people nowadays are familiar with GenAl in marketing
presented in Al Chatbots and Al image/video generators, which can be used
to provide data and info at astonishing speed, and that is the great power of Al
when it comes to marketers (Deveau et al., 2023; Miikkulainen, 2021).

D. Al-literacy studies in media

Most of the reviewed studies like Henry (2019), Pinto et al. (2024), ( &) Alxe
Y+YY), and Aissani et al. (2023) agreed on the power of Al in proccessing
media data and generate content. Saleh (2023), stated that Al is taking a huge
step not only into human’s lifes and but also in the media industry as big
agences and organizations such as “Washington Post”, “AP”, and “New York
Times” are using Al to increase the research speed, refine data, automate
stories and news, apply image recognition in their data, and accumulate real-
time transcripts.

In the study done by Khan (2023), his research concluded that Al
technologies has transformed the way content considered and created within
the media context; as Al is able to produce numerous amount of data
effectively and rapdly. This affects creative writings, news reporting, and
creating videos; besides it can offer the latest technologies in improving
image editing, audio augmentation, and video producation for providing users
with relevant data and personalized materials that also boost users’ overall
engagement and satisfaction.

Likewise, Tiernan et al. (2023) mentioned that in order to reach users
engagement through Al in media large media platforms such as Spotify and
Netflix apply users’ trends and historical information to suggest certain
entertaining content to their consumers. In fact, this paper declared that Al has
widespread impact over social media apps and platforms.

Moreover, Sgrensen & Hutchinson (2018) described the way public service
media associations in Australian and European countries are using Al
algorithms to improve some digital services, such as content suggestion,
which is vital to apply the move of personalization and big data for media-
related topics.

On the other hand, Trattner et al. (2021) and Gavurova et al. (2024) in their
papers illustrates the issues and challenges posed by Al and digital
technologies in the media industry, particularly in maintaining public trust.
These challenges include the shift in media consumption towards the internet
and the proliferation of false information and data. In parallel, Robinson
(2020), identied a number of challenges utlizing Al technolgies within media
settings; these challenges contains code of ethics like Al language algorithms’
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fairness and bias, data security and privacy, as well as the notion of
transparency of Al.

The theories and models examined in the evaluated studies

RQ2: What are the dominant theoretical frameworks used in Al-literacy
studies?

The reviewed studies concluded that the main theories and models utilized
were focusing on the integration of Al in education, media, marketing, and
other interdisciplinary areas. Moreover, the reviewed studies applied different
theoritical frameworks according to the topic; however, most of them focus
were applied as follows (Technology Adoption and Integration Theories in
relation to Educational and marketing context; Behavioral Theories;
Diffusion of Innovations Theory; and lastly Theories of Media Influence)

For instance, in the Technology Adoption and Integration Theories; Ali
(2023) utilizes a combination of technology acceptance models (TAM) and
Al conceptual framework to evaluate the readiness levels of Egyptian higher
education universities to adopt Al in their educational systems and called it
“AIED - Artificial Intelligence in Education” as mention in the figure below.
Besides, Beheshti and Pakfar (2014) applied an intelligent educational
technology model to assess the effectiveness of Al tools in enhancing learning
outcomes in computer network courses. Gyasi et al. (2019) utlized the
technological innovation theory to understand how Al technologies can
revolutionize individuals in some fields by enhancing education, quality,

efficiency, and safety.

Al
Readiness

. Artificial

Parception on AIED o Intelligence in
Usefulness Education

(AIED)

Willingness 1o adopt
ANED

Perception of
Anbicipated
Challenges of AIED

Technological
Literacy

Source: Constructed by the researcher
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As for the educational based models and theories, Alzahrani (2022)
emphasised Al technologies by focussing on their integration and application
to improve the educational environment by highlighting the framework of
adaptive learning and educational echnology. This framework is grounded in
individualising the learning settings based on the observer’s preferences,
behaviours, and needs. Following the same pattern (Ng et al., 2023), created
their model as mentioned below to assess learning outcomes using the four
main education pliers, which include affective, behavioral, cognitive, and
ethical learning.

* Hardware
* Software

(e.g., project/problem-
based learning,

collaborative learning,
experiential learning)

for lower and
' upper secondary
Al literacy schools
education
for
secondary
schools

*  Affective

* Behavioral
* Cognitive
* Ethical

*  Quantitative
* Qualitative

Bizami et al. (2023) in their paper discussed the application of Al in the
fascinating blended learning settings, designing technological pedagogical
framework based on “Technology-Enhanced Learning - (TEL)” and
“Constructivism” theories. Equally, Karal et al. (2014) used constructivism
learning theory to understand the students’ experiences in using educational
systems, especially the one they developed to engage the students abilities in
their education.

The authors How & Hung (2019) and Burgsteiner et al. (2016) used in their
papers a theory called STEAM—Science, Technology, Engineering, Arts, and
Mathematics Education, which is an Al-assisted educational system designed
to explore and understand all the dimensions of Al-technologies in relation to
education. Moreover, the authors Markauskaite et al. (2022) and Kandlhofer
et al. (2016) applied theoretical frameworks focused on the abilities and skills
that people need to use in an Al- integrated ecosystem, providing educational
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models that underline critical thinking, Al literacy, and adjustable problem-
solving proficiencies. Kandlhofer et al. (2016) went to the same path by
constructing the educational theories to build a syllabus that integrates Al-
technologies from the preschool to the university stages.

As for the marketing and Al-related theoretical frameworks; most of the
articles like Haleem et al. (2022), Labib (2024), Miikkulainen (2021), and
Davenport et al. (2020) built frameworks grounded on theories and models
like Al-literacy models, constructivism theories, and diffusion of innovation
theories. Soni (2023), for example, integrated concepts such as complexity,
compatibility, and trialability from the Diffusion of Innovations theory to
evaluate the rate of adoption of Al-technologies such as generative Al among
marketing institutions.

Taecharungroj and Karnchanapoo (2023) designed a multidimensional
framework named “Six E’s Model of AI Literacy”. This framework is
intended to promote an extensive understanding of Al-technologies over
several societal aspects, underscoring not only the functional and
technological domains of Al literacy but also its wider ethical and societal
implications. As below-mentioned, the model consists of six main elements:
“Essentials, Engineering, Enabling, Evaluation, Effects, and Ethics”.

Essentials

To understand S

Literacy

In the Era of N\
Generative Al / Ay
ffects / Enabling
(4
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In the same path, Deveau et al. (2023) and Ponomarenko et al. (2024)
presented a framework that combines factors of strategic marketing and
management, data science, and technology adoption theories, as this
framework utilises the revolutionising role of generative Al or GenAl in sales
and marketing by emphasising the way Al-technologies improve productivity,
customer engagement, and efficiency, throughout the Al data-driven and
automation insights. In fact, Ponomarenko et al. (2024) built a framework
with a focus on the connection between machine learning (ML) algorithms
and big data to explore the developmental consequences of Al in marketing.
Likewise, Acar (2024) adopted a structured model to understand GenAl in
marketing by utlizing three main dimensions —1. “Cost Efficiency and
Scalability” which represent the GenAl's cabibility to minimize cost and
maximize scalability; 2. “Personalization and Accessibility” represent
the GenAl's cabibility to be cusomizemble and personalized based on needs
as well as the ability to improve effectiveness and accessibility; 3. “Creativity
and Inovation” represent the GenAl's cabibility to improve creativity and
promote innovation.

On the other side, Kopalle et al. (2022) utilised a new marketing framework
to explore the impact of Al-technologies among three dimensions: consumer,
company, and country. These 3-level frameworks offer an inclusive
understanding of the way Al-technologies are expanded globally in the
marketing industry, involving consumer, corporate, and economic
perspectives.

As for the media and Al-related theoretical frameworks; most of the articles
such as Saleh (2023), Henry (2019), Khan (2023), Gavurova et al. (2024),
(Y+YY) &) Mae, Gouda (2022), and Trattner et al. (2021) built frameworks
grounded on theories and frameworks related to Al-technologies in
journalism and media, testing dimenisons like Al-literacy, ethical implication,
Al Readiness and Al Adoption Models.

The study of Saleh (2023) utilized an extensive theoretical framework point
on the ethical implications of Al-technologies in media in general and
journalism in specific. Notably, this framework is grounded on a
comprehensive review of the Al-ethics studies, which was structured to
discover both the Al-ethical challenges and opportunities that Al-technologies
offer. Equally, Sgrensen & Hutchinson (2018) and Pinto et al. (2024) in their
papers used a framework that investigates the Al-ethical implications that
could occur specially in media. The authors highlited the main ethical
elements such as accountability, fairness , and transparency to test the
decision-making and practices using Al-technologies.
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The reviewed paper of Elaasser et al. (2024) suggested the Al readiness and
Al adoption framework to assess and explore the adoption and combination of
Al-technologies in institutions, particularly those who are Egyptian
newsrooms. This framework illustrates as mentioned-below three steps of Al-
adoption, which are  “initiation," “adoption  decision," and
“implementation." As for the Al-readiness, the model focusses on five
aspects that could influence Al-adoption and they are “Knowledge”,
“Resources”, “Strategic Alignment”, “Data”, and “Culture”.
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On the other side, Tiernan et al. (2023) have implemented a multi-phased
model that examines the necessity of acquiring new skills through technology
in the media workplace; this model integrates theories from the fields of
technology adoption, educational psychology, and technology adoption.
Robinson (2020) and Sharawy (2023) adoped in their papers a cross-cultural
frameworks to assess the effectiveness as well as the adoption of Al-
technologies in different regional settings. The adopted theories underscore
the need for customized Al-driven tools adaptable to diverse cultural contexts.
The study of Robinson (2020) used Hofstede’s Cultural model to compare
and analyse the cultural values grounded in the international Al-technologies
and strategies, as these dimensions assist in utilising the cultural elements
such as openness, influence, trust, and transparency in relation to Al-
technologies.
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The methods examined in the research being evaluated

RQ3: What are the main methodologies applied in Al-literacy studies?

The reviewed papers showed different applications of the methodolocigal
approaches from qualitaitve to quantitative techniques depending on the topic
and the used theoretical model or framework. Starting with studies related to
Al literacy in education, most of the following papers Alzahrani (2022),
Almohammadi et al. (2017), Setra (2021), Ng et al., (2021), Ng et al. (2023),
Wang et al. (2024), Chassignol et al. (2018), Sywelem & Mahklouf (2024),
Marwan (2020), Luckin & Holmes (2016), Nye (2014), and Gyasi et al.
(2019) adopted the literature review approach to utilize the Al in the
educational backgroud. As an example, Wang et al. (2024) and Chassignol et
al. (2018) reviewed the literature to explore the key themes and trends of Al
in educational settings.

The methodological approach of practical applications were done by
Kandlhofer et al. (2016), Thornhill-Miller et al. (2023), Vazhayil et al. (2019),
Burgsteiner et al. (2016), Goel & Joyner (2017), Markauskaite et al. (2022),
and Beheshti & Pakfar (2014) to employ and evaluate the Al technologies in
education. For instance, Burgsteiner et al. (2016) created a practical course
divided into seven sessions a week to offer to high school students, and it is
designed to cover main topics related to Al such as planning, searching,
problem solving, graphs, machine learning, and automation systems within
the educational context.

The third methodological approach in educational-related articles was the
mixed-methods approach, some of the reveiwed literature Ali (2023), Luckin
& Cukurova (2019), How & Hung (2019), Karal et al. (2014), and Ahmad &
Wan Abdul Ghapar (2019) prefered this type of approach in their papers to
clearfy the use of Al in education. Ali (2023) focused on the adoption of Al in
the higher education and its challenges by using the mixed-methods approach
by conducting in-depth interviews with 46 university staff members from ten
distinctive universities as a primary data and reviewing the literature as a
secondary data collected to this research.

Furthermore, Moses (2024), Sangapu (2018), Mousa (2024), Tarek Noour
(2024), and AlSamhori et al. (2023) adopted the questionnaire design
approach to explore the users’ perceptions of using Al in the educational
process. Sharma et al. (2016) and Roll & Wylie (2016) employed the content
analysis method as their primary means of gathering data to evaluate and
assess the integration of education and technology.

Lastly, one revised paper done by Sharawy (2023), utilised the one-on-one
interviews with fifteen selected participants to analyse the perspectives from

70



five diverse universities in Egypt. On the other side, a revised study by
Mohammed Mahmoud Ghoneim and Elsayed Abdelsalam Elghotmy (2021)
has done the quasi-experimental design to study the use of Al-based programs
for educational systems and compare it to other groups that received
traditional educational systems.

The methodological approaches used among the Al literacy in marketing-
related studies were mostly using the literature review approach, as papers
like Taecharungroj and Karnchanapoo (2023), Haleem et al. (2022) Labib
(2024), Kopalle et al. (2022), and Davenport et al. (2020) perefered to use this
approach to explore and understand the use, effects, and challenges of Al in
the marketing field. For instance, Kopalle et al. (2022) focused on exploring
Al technologies used over the marketing field from three different
perspectives’ levels: customer, company, and country.

The mixed method approach was the second methodological approach used
between the researchers in the marketing context; Studies like Ponomarenko
et al. (2024), Bulchand-Gidumal et al. (2024), and Acar (2024) used different
mixed methods to ensure that they understood the use of Al in marketing
settings. As a matter of fact, Bulchand-Gidumal et al. (2024) used three
interlinked phases to investigate the impact of Al technologies on marketing
elements of hotels. This study conducted a series of focus groups, in-depth
interviews, and distributed a questionnaire).

Deveau et al. (2023) and Miikkulainen (2021) used the practical
implementation method to explore the challenges and outcomes
associated with Al-powered content marketing and sales with generative Al
functions.

One study done by Soni (2023), used the survey as its main methodological
approach to understand the aspects shaping the adoption of generative Al
technologies over the current digital marketing campaigns. This paper
distributed a questionnaire among 411 marketing professionals among three
main roles: Social Media Managers, Digital Marketing Managers, and
Content Managers or Strategists.

As for the Al literacy in media related studies, most of the researchers like
(Y+Y¢) 2l Saleh (2023), Tiernan et al. (2023), Khan (2023), Sancanin &
Penjisevic (2022), (Y+YY) Jdik, Trattner et al. (2021), Henry (2019), Aissani
et al. (2023), and Sgrensen & Hutchinson (2018) chose to apply the
methodological approach of reviewing the relevant literature. For
example, Saleh (2023) focused on reviewing the literature from 2016 to 2023
by studying data from case studies, academic journals, and industry reports to
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understand the Al technologies and the ethical challenges provided in
journalism and media.

Online survey was the second methodological approach used between the
researchers; particarlly by Gouda (2022), who tried to exploring the effects of
Al technology in the field and the learning abilities as well as the changes and
skills required for the future by distribute an online survey.

Nevertheless, Elaasser et al. (2024), conducted in-depth interviews covering
the perspectives of Al awareness in newsrooms by searching Al adoption and
integration among media specialists and journalists.

Finally, Pinto et al. (2024) and (Y+YY) &) lwe used a mixed two-step
approach by selection and implementation of certain working corpus and
conducting a content analysis to understand Al media and information literacy
offered in the academic libraries. While &) llae (Y« YY) used to understand Al
in media by a mixed two-step approach using questionaries and interviews
with media representatives.

The main results and key findings of the reviewed studies

RQ4: What are the main findings and results from the reviewed studies on Al-
literacy studies?

Most of the reviewed studies have pointed out the great power and potential
of Al in revolutionising the overall educational experience and improving the
users’ engagement; research has mentioned that Al technologies can tailor
challenges and customise the system based on users’ needs, guiding to
enhanced outcomes, engagement, and motivation. The research reviewed
studies of Ng et al. (2021),Alzahrani (2022), Kandlhofer et al. (2016),
Thornhill-Miller et al. (2023), Sangapu (2018), Chassignol et al. (2018), Ali
(2023), AlSamhori et al. (2023), Karal et al. (2014), Roll & Wylie (2016), and
Luckin & Cukurova (2019) agreed that Al-driven powerful tools can be used
to reconstruct the educational environment over students and teachers. For
instance, the studies done by Ng et al. (2023) and Moses (2024) pointed to the
significant relevance of Al literacy for both learners and educators, as it
includes the capability to understand, practice, and create with Al
technologies.

Ahmad and Wan Abdul Ghapar (2019) have discovered that tangible systems
of mixed-reality educational systems can improve self-exploration learning
and bring personalised educational experiences for teachers and students.
Additionally, Bizami et al. (2023) and Sangapu (2018) exemplified that
immersive blended education, which offers traditional face-to-face learning
settings with online learning experiences, can improve students’ motivations,
learning outcomes, and engagements. Moreover, Wang et al. (2024) have
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stated that there is a significant positive impact of Al-technologies on learning
outcomes, including 30% improvement in the overall learner performance and
62% enhancement in the assessment grades. The study also highlighted the
strong engagement of instructors and students using Al-technologies in the
educational context.

The studies of Almohammadi et al. (2017), Beheshti & Pakfar (2014), and
Potode & Manjare (2015) have emphasised the role of Al-tools in assessing,
analysing, and evaluating the skills and knowledge of the instructors and
students in an e-learning environment system. These learning systems can
provide personalised educational experiences by managing content reachness
based on the instructors’ and students’ performance. Additionally, the use of
Al-tools in e-learning can enhance the users’ optimisation, decision-making,
and instruction of the educational operation, making it more efficient and
robust. Furthermore, Goel & Joyner (2017), have determined that, notably, 7
out of 14 online students’ results presented higher statistically significant
performance compared to offline assessments. And above 75% of
the observers admit that the Al-tools-offering exercises have improved their
overall understanding of Al-technologies and Al-concepts.

While Al-technologies provide several benefits, it is vital to count the ethical
implications of their employment within the educational systems. Concerns
consist of bias, privacy, and the possibility for Al-technologies to substitute
human interaction. The papers of Ng et al. (2021), Sharawy (2023), and
Sywelem & Mahklouf (2024) emphasised the significance of ethical
dilemmas of critical thinking and reasoning in Al literacy. It is essential to
ensure that Al-technologies are applied ethically and responsibly to prevent
unexpected negative outcomes.

On the other side, Chassignol et al. (2018) mention that Al-powered
technologies can improve efficacy and interactivity throughout the learning
processes; eventually, they can encourage more effective and engaging
educational settings. Al-powered technologies can also enlighten and assist
in several educational challenges, as AlSamhori et al. (2023) and Vazhayil et
al. (2019) explored the need for increased awareness of Al education and
improved infrastructural, specifically internet access, as well as difficulties in
applying new pedagogical methods within the current educational context.
Nye (2014), discovered the ability of Al-powered technologies in developing
nations to offer accessible and personalised education in low-resource
settings, specifically in the developing countries of the world. Tarek Noour
(2024) and Ali (2023), have utilised the demand for educational institutions in

(]
o
c
=
>
o
o
—
@D
2
jsH
a8
=
o
=1
-
@D
=
=
7
Q.
=2
=
QD
=
<
192]
—
c
2
D
7
|
7y
1%}
c
D
(I
?
O
@D
Q
@D
3
o
@D
=
|
N
o
N
N




Journal of Media and Interdisciplinary Studies — Issue 10— December-2024

Egypt to focus on facilitating involvement and autonomy to improve students'
motivation in Al-technologies educational environments.

The future of Al-technologies in the educational background is promising,
with continuous development and research in aspects like machine learning,
natural language processing, and smart teaching systems. As Al technologies
continue to develop, people can expect to see more effective and innovative
applications and tools in the learning context. For instance, Al
technologies based on smart teaching systems can offer more personalised
assistance to students, adjusted to their individual pacing and demands
(Marwan, 2020; Markauskaite et al., 2022; Luckin and Holmes, 2016;
Burgsteiner et al., 2016). Simultaneously, Setra (2021) has emphasised the
role of Al-technologies in the global “Sustainable Development Goals”
(SDGs) providing educational equalities and sustainability.

Overall, by synthesising all these revised studies, it is essential to understand
that Al-technologies have the potential to revolutionise and transform
educational circumstances across multiple learning levels, from primary
education systems to higher education systems as well as technical training
systems, by offering more custimizable, efficient, and adaptive educational
environments.

In marketing related studies, papers like Labib (2024), Haleem et al. (2022),
Taecharungroj and Karnchanapoo (2023), and Davenport et al. (2020) agreed
on the robust impact of Al-technologies on several marketing sectors. In fact,
Labib (2024) predicted organisations using Al-technologies in presenting data
analysis reports will receive 75% enhancements in consumer experience and
gain within the next 5 years almost 99% ROI—"return on investment,” as
well as 187% ROI with the next 10 years

Al-technologies like Generative-Al (GenAl) have emerged as a technological
game changer in the marketing environment. In the paper of Deveau et al.
(2023), GenAl has significantly and effectively improved the automation
sales by 20%. Moreover, the research has stated that marketing institutions
have invested in Al-technologies with revenue increases of between 3% to
15% and between 10% to 20% breakthroughs in the sales ROI. Remarkably,
Deveau et al. (2023) mentioned that 90% of the marketing leaders have
predicted to adopt and integrate Al-technologies into their systems within the
upcoming 2 years, suggesting the Al-tools to improve individual consumer
experiences. Similarly, Soni (2023) surveyed more than four hundred digital
marketing professionals, emphasizing the concept of GenAl in marketing and
focusing on “Scalability”, “Efficiency”, “Personalization”, and “Content
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Generation”. In terms of GenAl adoption patterns, the results were
significantly positive, with AI’s adoption at 83%.

Similarly, Ponomarenko et al. (2024) discovered that Al-technologies in
digital marketing particularly personalised content delivery, can lead to robust
expansion in consumer loyalty and engagement. Companies can develop their
marketing plans and better take care of their customers by generating instant
sentiment assessments and automating customer service, according to the
paper. In the respect of marketing education, Acar (2024) demonstrated how
GenAl can transform marketing education by providing real-time
personalised response experience; as GenAl’s response on marketing tasks
was shown to be 93% further cost-effective than humans’s assessments while
preserving the exact quality of constructive and detailed responses. The paper
also suggests that GenAl also enables educators to generate immediate
instructional materials and case studies customised to personal students'
needs, allowing customisable educational experiences on a wide scale; as this
method considerably enhances both engagement and accessibility in
marketing education (Acar, 2024).

The research of Miikkulainen (2021) noted that website interfaces designed
by Al-tools can enhance conversion rates by 45% compared to human-
designed website interfaces, which indicates AIl’s marketing competence in
establishing more efficient results that may dodge the traditional solution
processes. Bulchand-Gidumal et al. (2024) found that marketing for sectors
like the tourism and hospitality industry had great impact and advancement
thanks to Al technologies. Furthermore, the paper showed how Al can
simplify and assist in automating marketing activities, optimize consumer
support systems, and enhance personalization. However, the paper also
highlighted the ethical implications concerns associated with the Al-
technologies, specifically with regards to information management and data
privacy.

On the same pathway, Kopalle et al. (2022) underlined the AI’s global
impact on the marketing manner, showing that AI’s marketing competence
can worsen and eliminate economic differences between nations. The research
emphasised the necessity for Al-technologies apps that can assess cultural,
market-certain elements, and ethical implications to target the privacy issues
that occur from the huge data collection.

In the journy of exploring the Al in media, reviewed research revealed a range
of advantages and challenges facing Al-technologies across multiplue media
sectors and jobs including journalism. Khan's (2023) research, for example,
found that Al-based technology suggestion platforms personalise user
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experiences, thereby positively impacting how people perceive media. It
could alter advertising strategies by allowing hyper-targeted topics that are
highly likely to convert and engage certain audiences, thereby increasing the
effectiveness and efficiency of advertising campaigns.

Sanc¢anin & Penjisevic (2022) mentioned that from content creation and
collection to delivery and utilisation, Al-technologies are playing a vital duty
in shaping all media production levels. As it may assist in forecasting the
trending topics, personalising generated content, and linking diverse media
channels through automated tagging. The adoption of Al-technologies in the
media has been presented as a more smart technology able to mimic
humans’cognitive behaviors. This counts the representation and filtering of
sophisticated information and improving the communication between the
audience and the digital content by enhanced media machine learning capable
of leading more complex methods of generating, personalizating,
communicating, and exchanging media data (Henry, 2019).

Equivalently, the paper of Trattner et al. (2021) agreed that Al-technologies,
GenAl, and other technological advancements have a notable influence on the
media industry, alongside the trend transition towards more automated media
content creation and personalised media experiences. While this technological
trend presents opportunities for improving media content delivery, it also
presents challenges such as accelerating the dissemination of misinformation
and preserving intellectual integrity. The findings of Sgrensen & Hutchinson
(2018) showed that (PSM) - Public service media instiutions are rapidly
integrated Al-driven algorithmic suggester technologies to improve content
personalization; however, this increases the concerns towards  user
sovereignty, transparency, and dependency on profitable intermediaries.

The papers of Saleh (2023), Elaasser et al. (2024); Gouda (2022), Tiernan et
al. (2023), Aissani et al. (2023), (Y*YY) &Jllllae, Pinto et al. (2024), (Ji
Y+«¥¢) and Robinson (2020) agreed that Al-technologies are facing huge
ethical concerns, specifically regarding information privacy, bias, societal
issues, and decision-making issues; as Al-technologies frequently depend on
vast databases that might include inherent flaws. Elaasser et al. (2024) and
(Y+Y¢) 2l | for instance, have discovered a remarkable shortage of Al
awareness within the media newsrooms, which blocks the effective
integration and adoption of Al-technologies. The papers also examined the
multiple ethical dilemmas, like the well-known issues of bias and data
privacy, but also the possibility of replacing human jobs by Al, highlighting
the demand for stringent ethical guidelines over journalistic practices when
using Al-technologies.
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Conclusion and Discussion

RQ5: How has Al-literacy studies and development evolved from 2014-20247?
The current study attempted to understand artificial intelligence (Al) and
particularly Al-literacy across multiple industries and perspectives, including
education, marketing, and media, by demonstrating a comprehensive research
review to underline its revolutionised potential and its complexity of
challenges. Most studies in the field of education, such as those by Sangapu
(2018), Cassignol et al. (2018), Ali (2023), AlSamhori et al. (2023), Karal et
al. (2014), Thornhill-Miller et al. (2023), Luckin & Cukurova (2019), and
Roll & Wylie (2016), suggested the potential of Al technologies to
revolutionise the educational environment for both students and teachers.
However, almost all of them didn’t mention the method or elaboration
approach on how to evaluate the exposure to Al-technologies and concepts in
early stages, as well as the lack of defining the preparation of educators and
learners for a future dominated by Al-technologies.

In the Al-marketing perspective, most of the studies, like Acar (2024), Gyasi
et al. (2019), Miikkulainen (2021), and Soni (2023), demonstrated the core
concept of how Al-technologies can reshape customer engagement and
interactions, as well as the development of generative Al-technologies
(GenAl), which allowed the users to receive more personalised content and
innovative marketing campaigns. However, this study found a shortage in
presenting real cases of brands or organisations applying GenAl in their
marketing or advertising campaigns; most of the studies highlight only the
concepts of GenAl and generative technologies.

As from the Al-media perspective, it was explored by this paper that most of
the studies focused only on the news media and journalism, noting the only
article talked about digital and new media. Without a doubt, the majority of
studies such as Saleh (2023), Elaasser et al. (2024), Trattner et al. (2021), and
Sananin & Penjisevic (2022) have utilized core Al-driven technologies in
media, particularly journalism, and have presented their findings regarding
the ethical implications of Al in the future.

Overall, the adoption and integration of Al-technologies had presented
notable transformations across different sectors, particularly the perspectives
of education, marketing, and media. In fact, most of the studies agreed that
Al-technologies not only improve operational effectiveness but also propose
new ways of personalisation and creativity.

Furthermore, this study found a number of discussable areas, such as the
availability of sources related to the topic, as the overall reviewed studies had
shown a lack in mentioning Al-literacy in specific industries and sectors; plus
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the lack of how to highlight core skills needed for each segiment. Similarly,
compared to the low literature collected on marketing and media, the majority
of the articles gathered were related to education, indicating the significant
advancements in Al and education over the past few years.

Additionally, according to reviewed studies, this study have discovered that
majority of the research uses theoritcil and secodnary review of literture as
their main methodolical approaches in all the three different perspectives of
this study with only few minor studies applied diversative approaches from
questionaries and practical implementations to mix-methods. Furthermore, the
theoretical frameworks used in most studies faced different Al-related models
that could not fit most of the topics, and methodological approaches with
more explanations and operational definitions are needed in the upcoming
research.

Lastly, there is no doubt that this paper aimed to write and search in English
language, but it was worth noting that most of the academic research was
written in English language, with only two studies written in Arabic language.
Recommendations for future research topics

Future research in Al should present a wider range of applicable perspectives,
as this paper specifically focused on articles related to Al-literacy studies in
the certain fields. However, the majority of academic work has only briefly
mentioned the concept of literacy. Accordingly, this paper suggests the
increase of Al-literacy related topics to ensure the development of the
scientific research.

As a secondary recommendation, this paper only focused on educational,
marketing, and media perspectives. Therefore, the next generation of research
should cover more wide topics related to Al- technologies and “New Media/
Digital Media”; “Branding”; “Advertising”; “Public Opinion”; also, it might
be interested in the fields of “Hospitality and Tourism”; “Development and
Real Estate”.

Furthermore, this paper suggests also developing more primary and paractical
methodological approaches, as most of the previous studies were emphasising
the Al-technologies in only a systematic review of a literature. In fact,
questionnaires, interviews, focusgroups, practical experiments, and more
should be done in the near future to have more developed findings and results.
Finally, as mentioned previously, only limited research was done in the
Arabic language, and that needs development not only on the language scale
but also on the country and regional scale. Thus, the future research should
include more Arabic literature and Arab or Egyptian studies.
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