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Abstract: This research compilation examines how artificial intelligence (Al) intersects with social media across domains such
as healthcare, crisis response, marketing, cybersecurity, and public opinion analysis. The studies reviewed demonstrate how Al
assists in identifying fake news, detecting social engineering threats, and monitoring online sentiment on issues like
humanitarian emergencies and NFTs. They also highlight Al’s use in areas such as semantic search, multimedia content
retrieval, and strategies for digital crisis communication. At the same time, the papers raise concerns over ethical challenges,
misinformation, and the authenticity of Al-generated content. In business contexts, Al-driven tools contribute to targeted
marketing, customer engagement, and B2B sales technologies. Collectively, the works underline both the advantages and
limitations of applying Al within social media, stressing the importance of responsible usage, transparency, and future-oriented
applications.
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L. INTRODUCTION
A. Definition
Acrtificial Intelligence (Al) in the context of social media involves the use of advanced computational techniques such as deep
learning, natural language processing (NLP), and machine learning. These tools enable platforms and researchers to analyze user-
generated content and trends. Common applications include audience engagement, crisis management, misinformation filtering,
recommendation systems, and sentiment analysis.

B. Needs

The integration of Al into social platforms is increasingly important due to multiple global and social challenges. In disaster
management, Al-enabled tools provide authorities with near real-time updates that aid in decision-making. In cybersecurity, Al
helps detect scams, online manipulation, and the spread of fake news. Within healthcare, Al supports the delivery of accurate
information during crises, while also enhancing communication channels. Businesses further adopt Al to strengthen brand
engagement, predict consumer behavior, and optimize marketing campaigns.

C. Importance

The significance of Al in social media lies in its wide-ranging impact. In emergencies, it accelerates coordination and allocation of
resources. In security, Al-powered detection mechanisms protect users from fraudulent and manipulative practices, creating a safer
online ecosystem. For healthcare, it enables timely communication and remote health assistance. From a business perspective, Al-
powered insights improve efficiency, sharpen marketing strategies, and build stronger consumer relationships.
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1. LITERATURE REVIEW
Research indicates that Al is transforming social media through applications in healthcare, disaster relief, cybersecurity, and digital
marketing. For example, Imran et al. explore Al-based natural language processing (NLP) methods for crisis management but also
highlight challenges with noisy datasets. Cheng Qian and Kikon & Bania evaluate A
I’s effectiveness in assessing online sentiment, particularly around NFTs and COVID-19, while Ayers et al. investigate Al-
generated responses in healthcare discussions, noting benefits in accuracy and empathy. In the marketing space, Fan and
Almazrouei & Alshurideh discuss how Al-driven strategies empower businesses, especially for minority entrepreneurs. However, as
Gass, Salah & Abdelfattah emphasize, issues of misinformation, algorithmic bias, and privacy remain critical barriers to adoption.
Other studies underline Al’s mixed outcomes. Ozbay and Alatas propose an Al-based method for fake news detection, though
limited datasets restrict its generalization. Dwivedi et al. emphasize the potential of Al in marketing, yet also stress the lack of
empirical validation. Salah and Abdelfattah address ChatGPT’s emerging role in social sciences, highlighting bias as a major
concern. Giombini and Stemle use Al to examine cultural ecosystem services, but representational bias persists. Raza and
Paranthaman propose Al-assisted communication systems for disaster scenarios, though their effectiveness is tied to the reliability
of social media data.
Similarly, Aljohani et al. present the KAU Pandemic Framework for education-related crisis management, while Bunde integrates
human input with Al to enhance hate speech detection. Pop & Lazar investigate skepticism in online media and identify Al,
technology, and influencers as drivers of perception, whereas Ljubenkov & Serrano examine ethical risks tied to Al-generated
content. Agnihotri explores Al’s role in sales technologies, calling for a stronger theoretical framework.
Further contributions stress the need for responsible Al. Liu et al. recommend fairness and transparency in healthcare applications
but acknowledge data limitations. Sathvik et al. introduce SEAD, an LSTM-based system for detecting social engineering threats,
but it is narrowly tested on Facebook. Helberger et al. discuss how Al tools can both support freedom of expression and threaten
media pluralism. Wagenpfeil et al. highlight improvements in multimedia indexing but restrict their study to smartphone and social
media contexts. Finally, sentiment analysis studies show Al’s varied impact on communication. Qian finds positive attitudes toward
NFTs, while Kikon & Bania observe negativity in COVID-19 discussions. Saadioui shows how Al-generated content changes
online engagement, and Gass demonstrates differences in how people communicate with Al versus humans. These findings
reinforce Al’s transformative role in digital interactions while stressing the importance of ethical safeguards and stronger data
practices.

1. COMPARISON OF FIVE KEY RESEARCH PAPERS

S.No Title Author(s) Year Objectives Key Findings Limitations & Future
Scope
1 Al-Enhanced Social Media Imran et al. 2023 To evaluate Al’s role in real-time Demonstrated accurate Dataset restricted to
Analysis for Flood flood tracking through social detection of different Hurricane Harvey. Future
Management Al-Enhanced media disaster phases and scope: Extend to diverse
Social Media Analysis for emergencies disaster events
Flood Management
2 Evaluating Al-Generated Ayers et al. 2023 To compare Al-generated Al responses showed strong | Study based only on
Responses in Virtual responses with those of physicians | empathy and high accuracy Reddit data. Future
Healthcare in online health communities To scope: Apply in real-
examine the use of Al in business world clinical settings.
operations
3 Al Integration in Operations Dwivedi et al. 2023 To examine the use of Al in Al found to improve Based largely on expert
Management. 4 business operations. efficiency and strategic opinion. Future scope:
planning. Industry-specific
adoption frameworks.
4 The Role of Al in Analyzing Cheng Qian 2023 To explore online sentiment trends | Most NFT-related Relies only on social
Public Sentiment on NFTs on NFTs using Al tools discussions reflected media data. Future scope:
positive sentiment Expand to financial
datasets.
5 The Impact of Al-Generated Saadioui 2023 To study how Al-generated Found that Al strongly Study limited to Pixiv
Content on Social Media content shapes user engagement influences engagement data. Future scope:
on platforms patterns and reshapes Extend across multiple
interactions social platforms.
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V. CONCLUSION & FUTURE DIRECTIONS
The reviewed studies clearly establish Al as a transformative force in the social media landscape. Whether in disaster relief,
healthcare communication, marketing, or digital content creation, Al has shown measurable improvements in efficiency, user
engagement, and data-driven decision-making. However, the benefits come with challenges such as dataset reliability, biases,
misinformation risks, and ethical concerns surrounding authenticity.

Moving forward, research should prioritize:

- Ethical Al adoption with transparency and accountability.

- Cross-platform validation to ensure findings are broadly applicable.

- Integration with real-world applications, particularly in healthcare and disaster management.

- Stronger frameworks for balancing innovation with privacy and misinformation control.

By addressing these gaps, Al can be positioned as a responsible enabler of social good rather than just a technological trend.
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