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Abstract. The adoption of various digital marketing strategies has grown with
the advent of new technologies and the awareness of its ever-increasing power.
Today, digital marketing has become the most dominant marketing strategy
within any company or organization, with social network marketing being the
most prominent. Developing a loyal and committed customer base always starts
with a good prospecting and acquisition strategy. In our review article, we'll focus
on the impact of digital marketing on customer acquisition using the PRISMA
method. The aim of this study is to offer a synthetic and relevant view of the use
of different digital marketing strategies for customer acquisition, and to present
the real impact of digital marketing on business performance today. The added
value of our review article is to offer a systematic and concise analysis of the
various studies that have been carried out in this direction, in order to study the
impact of digital marketing on customer acquisition.

Keywords: Impact, Digital Marketing, Social Media, customer acquisition
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1 Introduction

Customer acquisition is a real challenge for any company wishing to develop its
business on the market and ensure a business longevity. By implementing a variety of
marketing strategies, companies aim to reach as many customers as possible. Market
competition and the need to develop the skills of in-house teams are driving companies
to seek out new marketing strategies to acquire more customers. Digital marketing is
the most popular strategy, offering optimum results at minimum cost [1].

Today's customers are more connected and informed than ever before, and are also
addicted to online shopping. Social media marketing, for example, is among the most
widely adopted digital marketing strategies for acquiring new customers. Interactivity
and engagement with customers on social media make the relationship with the brand
more relevant and successful in terms of acquisition and also in terms of data that can
be collected to improve business performance [2].

Digital marketing as a new innovative strategy allows companies to attract new
customers by adopting different strategies including SEO, social media marketing,
UGC, email marketing...etc.

Using digital marketing in customer acquisition has a major advantage in reducing costs
and achieving results in an efficient and smoother way. Today's business will have the
opportunity to grow its customer base only if it adopts a well-defined digital marketing
strategy. Social media marketing is an effective strategy for interacting with the online
community and building a relationship of trust and enthusiasm in order to make more
sales [1].

Digital marketing as a new innovative strategy allows companies to attract new

© The Author(s) 2025

A. O. Abdellah et al. (eds.), Proceedings of the International Conference on Multidisciplinary Research in

®

Check for
updates

Management and Economics (ICMRME 2025), Advances in Economics, Business and Management Research

356,

https://doi.org/10.2991/978-94-6463-892-9_26


mailto:elmehdi.azhar-etu@etu.univh2c.ma
mailto:S.juidette@encgcasa.ma
https://doi.org/10.2991/978-94-6463-892-9_26
http://crossmark.crossref.org/dialog/?doi=10.2991/978-94-6463-892-9_26&domain=pdf

466 E.-M. Azhar and S. Juidette

customers by adopting different strategies including SEO, social media marketing,
UGC, email marketing...etc.

Using digital marketing in customer acquisition has a major advantage in reducing costs
and achieving results in an efficient and smoother way. Today's business will have the
opportunity to grow its customer base only if it adopts a well-defined digital marketing
strategy. Social media marketing is an effective strategy for interacting with the online
community and building a relationship of trust and enthusiasm in order to make more
sales [1].

Our study focuses on digital marketing and customer acquisition, we address this topic
through a systematic analysis according to the PRISMA method with the aim of
presenting an analysis of the studies that have focused on this topic and analyzing their
different angles of our subject, therefore our research question is: What is the impact of
digital marketing on customer acquisition?

2 Literature review

In today’s era digital marketing is one of the most preferred marketing strategies for
companies to achieve different business goals, it’s an important marketing strategy that
supports revenue growth. Digital marketing is considered the most effective marketing
strategy when it comes to cost effectiveness, whether it’s a big or small company this
marketing strategy is on top priority today. It provides a big amount of data that makes
progress and tracking growth easier than ever, this is one of the reasons why the
transition to digital marketing is very significant. Using a digital marketing strategy
today creates a strong sense of satisfaction because of the results it generates and the
efficiency it delivers[1].

With the advent and development of digital marketing in the past few years, the power
to acquire new customers every day has become possible, and at the lowest costs ever
[1]. Digital marketing with its different strategies offers a variety of targeting and
refinement options for digital communication optimized for the company's target
audience and these targeting options supports getting new customers and makes the
customer acquisition process more reliable [1].

Interactive communication channels such as SEO, WOM and other forms of digital
marketing allow Internet users to gather a great deal of information about what they are
looking for on the Internet, enabling them to decide to buy [3].

Consumers who buy online have become more familiar with digital tools, and the use of
information on social networks has also become a crucial benchmark in the online
purchasing process [2].

Digital marketing has a considerable influence on Internet users' purchasing behavior
and attitude. Whether it's on social networks via content marketing or via paid
advertising, the choice and flexibility of products offered to consumers by digital
marketing has changed the way businesses operate. Today's consumers are more
demanding than ever, because of the awareness that has developed over time and with
the advent of digital marketing [1].

On the other hand, customer acquisition and sales have been studied by many
researchers, businesses that want to build a well-known brand and a solid company in
the market will need to integrate digital marketing to achieve significant results. In
addition, digital marketing includes various strategies that companies can include in
their global marketing vision to get new clients. SMM (social media marketing) is one
of the most utilized strategies for interacting with customers and building a trustworthy
relationship that can lead to a long-term business relationship [4].
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SMM is the most popular marketing method for acquiring new customers, the key to
this strategy lies in developing a targeted audience interested in the products or services
offered by the brand. It’s important to point out that this strategy requires you to be very
active on the various social networks, regularly publishing engaging and creative
visuals and videos, which will stimulate interest in the various products offered by the
company. In addition, several researchers have emphasized the importance of
publishing customer testimonials and reviews and its impact on customer acquisition

[5].

The aim of this study is to investigate the impact of digital marketing on customer
acquisition, the adoption of new technologies enables companies to present their
product or service in a more creative way and attract more customers. Which leads us to
point out the crucial role of digital marketing in today’s age.

3 Research methodology

To initiate this study, a systematic analysis was carried out using the PRISMA method.
This involved collecting references from databases such as Scopus, Science Direct and
Web of Science. A systematic literature review is based initially on the definition of the
keywords to be used in the search for references on the above-mentioned databases,
which will give us a clearer overall view of the studies that have been carried out on the
subject of our research. On the other hand, the systematic literature review is intended
to identify gaps and future avenues of research [6].

Indeed, this method aims to classify the references of studies found on databases and
then analyze and evaluate them to answer our research question and also provide a new
avenue of research for other researchers. The steps performed to conduct this study are
shown in Figure 1, which consists of finding references, removing duplicates, and
selecting studies according to the most appropriate inclusion and exclusion criteria [6].

The PRISMA flowchart is presented in Figure 1 as the following: identify studies that
have been conducted on the field of research determined by using different keywords
on different databases (systematic review); removing duplicates from the studies
collected; reading the title and the abstract and selection of the most relevant studies;
selecting of studies after reading the full text; include the last studies that will be subject
to a more detailed analysis to answer the research question [7].

To follow these steps and carry out our study, we proceeded to query several databases
including Scopus, Science Direct, and Web of science to identify the references with
which we will begin our work and export them to Zotero.

We used the keywords as follows for searching on Scopus database: "influence" OR
"effect"” OR "impact" AND "online advertising”" OR "content marketing" OR "SEO"
OR "ad*" OR "inbound marketing" OR "outbound marketing" OR "social media" OR
"marketing" OR "digital marketing" AND "customer acquisition" OR "lead generation"
OR "salespeople" OR "sales agent" OR "commercial agent*" OR "customer acquisition
specialists" OR "potential clients" OR “potential customers” OR “potential buyers” OR
“future customers” OR “qualified prospects” OR “client outreach” OR “Business
development” OR “Sales prospecting”.

The search parameters used are unique from a database to another, because the search
engine on each database works differently.
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Table 1. Research formula on each date base

Database

Research formula

Scopus

Science Direct

( "influence" OR "impact" OR "effect”
AND "mobile marketing” OR "affiliate
marketing” OR '"video marketing” OR
"podcast marketing" OR "web traffic" OR
"web marketing" OR "PPC" OR "email
marketing " OR "influencer marketing”
OR "online advertising” OR "online
marketing” OR "content marketing”" OR
"SEO" OR "ad*" OR "ads" OR '"social
media" OR "digital marketing” OR "SEM"
OR "SMM" ) AND ( ‘customer
acquisition”  OR "acquisition  of
customers")

("influence” OR "impact" OR "effect” AND
"content marketing" OR "advertising” OR
"web marketing” OR "social media" OR
"digital ~marketing") AND  ("customer
acquisition")

Web of science

ALL=((  "influence"OR"impact”  OR
"effect" AND "mobile marketing" OR
"affiliate  marketing"  OR  "video
marketing” OR "podcast marketing” OR
"web traffic" OR "web marketing" OR
"PPC" OR "email marketing " OR
"influencer marketing” OR  "online
advertising" OR "online marketing" OR
"content marketing” OR "SEO" OR "ad"
OR "ads" OR "social media" OR "digital
marketing” OR "SEM" OR "SMM" ) AND
( "customer acquisition" OR "acquisition
of customers"))

As mentioned above, we searched several databases to identify scientific studies related
to our research topic, using the keywords mentioned above. The scientific studies
identified are mainly found in Scopus, Science direct and Web of Science, with a total
of 263 articles identified. After working through the various articles, a total of 12 articles
were included, applying the inclusion and exclusion criteria shown in Table 2 below.

Table 2. Inclusion and exclusion criteria

Inclusion criteria

Exclusion criteria

Studies on digital marketing and customer
acquisition or sales

1-Only Articles or reviews
2-Duplicates

3-Published Outside the period between
2015 and 2024

4-Languages other than English or
French articles

In order to conduct our systematic review, we applied the above-mentioned criteria. The
articles that excluded were mainly those written in a language other than French and
English, published outside the period from 2015 to 2024, and articles other than reviews

and research articles.
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Tdentific ation

Records identified through (n=263)

Scopus (n=96)
ScienceDirect (n=27)
Web Of Science (n=140)

Records limited to journal articles and
*  review articles written in english or
french between 2015 and 2024
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Records screened (n=178)

Deleting duplicates

y
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Records assessed for eligibility
(n=47)

»| Based on title and abstract reading
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Records included for analysis
(n=12)

Figure 1. PRISMA process for selecting documents

Table 3 below summarizes the number of articles selected by database. At the start of
our research, we searched three databases, namely Scopus, science direct and web of
science. The search on these three databases enabled us to select a total of 263 articles,

i.e. 96 articles from the Scopus database, 27 articles from science direct and 140
scientific articles from web of science. In fact, for Scopus we excluded 89 articles
according to the exclusion criteria indicated in Table 2 above, and 7 articles were
selected for the qualitative analysis. For science direct, 24 articles were excluded in the
same way and 3 were selected. Finally, for web of science 138 articles were excluded

and 2 selected.

Table 3. Records per database

Database Identified records | Excluded records | Included records
Scopus 96 89 7

Science Direct 27 24 3

Web Of science 140 138 2

Total 263 251 12
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4 Results

We now proceed to analyze the selected articles to address our research question more
effectively. Excel will be used to conduct our qualitative analysis for all the 12 articles
that we selected. Our research base is based on three databases as mentioned above,
namely Scopus, science direct and web of science (table 4). The articles selected for our
qualitative analysis mainly come from the Scopus database, with a total of 7 articles
selected, i.e. 58% of the total number of articles selected. Then, for science direct, 3
articles were selected, representing a percentage of 25% of the 12 articles selected. As
for web of science, only 2 articles were retained, with a percentage of 17%, the lowest
of the 3 databases used in our research.

Table 4. Records et percentage of article per data base

Database Included records Percentage
Scopus 7 58%
Science Direct 3 25%

Web Of science 2 17%

Total 12 100%

You will find below the chart 1 showing the distribution of selected references by year
of publication, we can notice that the publication of articles that are interested in our
research topic has seen an increase in 2022. This shows that the subject is beginning to
attract the interest of researchers.

Artricles published per year

2017 2019 2020 2021 2022 2023 2024

Chart 1. Records published per year

The keyword cloud below shows the most repeated keywords in our selected articles, it
shows three categories of keywords highlighted with three different colors with orange
represents the keywords with the highest frequency such as marketing, media, customer
acquisition, social data and the black color represents keywords with medium frequency
for example performance, sales, selling, and the grey colors gives us the lowest
frequency keywords.



Impact of Digital Marketing on Customer Acquisition: A Systematic ...

sior consumers unpooled
personal popularity udies

wo CONSUMEr management |
erformance ,
facebook 2012 P based 2

communication vol 2017 CuStOm?rS traditiona

nny PYOSPECtS '
analysis NEW use marketlng sales streaming ..

: i €5 UgC taple s
.. content model media  selling ;"

g im‘pa;t also T_Oblle social data online 2016 o
’’’’’’’ Intformation using 2%
“ value journal customer research " 7¢ ~.

systems 2014 Study live company

s brand bUsiness vaUiSition J may

cntext channels t igita! i
ebsite engagement aqyertising

e interactive relationship number wy
behaviors product effect variables

poli

€ results ..

Figure 2. Records published per year, source: Nvivo

471

The table below summarizes the top 10 most frequent keywords in the selected articles.
Based on the ranking and the number of times each keyword is repeated, we see that the
words social and media are the most frequent, followed by the keywords customer,
marketing and acquisition. This shows the focus of our articles on the subject of digital
marketing and customer acquisition.

Table 5. Top 10 Keywords ranking, source: Nvivo

Word Length Count Weighted
Percentage (%)

social 6 1311 1,57
media 5 1135 1,36
customer 8 933 1,11
marketing 9 651 0,78
acquisition 11 468 0,56
data 4 450 0,54
mobile 6 423 0,51
customers 9 413 049
research 8 380 0,45
information 11 362 043

The analysis of our selected studies has enabled us to highlight the journals with the
highest number of publications. This step consists in giving a clearer visibility to the
journals most interested in our research topic. The table below summarizes the number
of publications by journal, noting that the industrial marketing journal is the most
popular for publications in this field with 2 publications in our case.



472

E.-M. Azhar and S. Juidette

Table 6. Records published per review

Review Number of publications
Journal Decision Support Systems 1
Journal Marketing Science 1
Journal Internet Research 1
Journal Industrial Marketing 2
Management
Journal of Advertising 1
Journal of Services Marketing 1
Journal Digital Business 1
Journal of Personal Selling & Sales 1
Management
Journal of Retailing and Consumer 1
Services
Journal of Economic Affairs (New 1
Delhi)
International Journal of Engineering, 1

Transactions A: Basics

The distribution of references by country where the research was carried out is very
important to give an idea of which countries are most interested in this type of subject
for future scientific research. In our research, we find that the United States is the most
interested in this research topic with a number of 3 published studies, followed by China

and Germany with 2 publications.

Table 7. Distribution by country

Country Number of studies
Belgium 1
USA 3
China 2
Ttaly 1
Germany 2
Ghana 1
Ukraine 1
Total 12

We analyzed the 12 articles selected to see what research methodologies were adopted
in each study. We found that 9 studies used quantitative methods on specific markets
which represents 75% from the 12 studies selected while for qualitative methods and

literature reviews we found 2 and 1 studies respectively.
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Figure 3. Type of research
Table 8. Thematic analysis
Title Author results
Advancing social media | (Ancillai et This study was
driven sales research: | al.,2019) conducted by
Establishing conceptual combining a
foundations for B-to-B systematic review and
social selling an empirical study to
conceptualize social
selling, the author
specifies that this
concept focuses on
building an engaging
relationship on social
networks in the first
place and then drive
sales in a smooth way.
Social media in B2B | (Bowen et al.,2021) According to the

sales: Why and when
does salesperson social
media usage affect
salesperson
performance?

results of this study,
organization should
encourage
salespeople to use
social media in their
day to day selling
activities to get better
performance and
enhance

customer acquisition

results.
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Achieving mobile social
media popularity to
enhance customer
acquisition: Cases from
P2P lending firms

A Model for Analysis of
Social Media in Adoption
of Mobile Banking

Effect of interactive
marketing channels on
service customer
acquisition

The added value of
social media data in
B2B customer
acquisition systems: A

(Du et al.,2019)

(Hamidi and
Mohammadi,2024)

(Majid,2023)

(Meire et al.,2017)

Based on SET (social
exchange theory) and
HSM (heuristic
system model), the
relationship between
mobile social media
popularity and
customer acquisition
in the context of P2P
lending firms is
confirmed.

The main focus of this
article is

to study the impact of
social

media on customers
usage of

mobile banking. The
study tested

various hypothesis to
see the

relationship between
social

media performance
and mobile

banking, and results
state that

banks can utilize
social media to
engage with their
customers and
encourage

This study was
conducted in two
different sectors to
see the impact of
interactive marketing
on customer
acquisition. The first
study focuses on a
home improvement
marketplace and the
second study focuses
on the real estate
sector. The result
confirms the main
hypothesis which
postulates that the
acquisition rate of
customers exposed to
interactive marketing

is higher than those
exposed to marketing
that is not interactive.
This study contributes
through the analysis of
the use of social
networks in B2B, more
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real-life experiment

Digital Marketing and
its Role in Customer
Acquisition

The impact of

salespeople’s social
media adoption on
customer acquisition
performance — a
contextual perspective

Customer acquisition
via display advertising
using multi-armed
bandit experiments

Exploring social media
affordance in
relationship marketing
practices in SMEs

(Melinevskyi et
al.,2023)

(Schendzielarz
al.,2022)

(Schwartz et
al.,2017)

(Sedalo et al.,2020)

et

precisely by adopting
a data-based
approach on social
media which will
allow the
identification of

the best prospects in
B2B and improve

customer acquisition.
Various digital
marketing strategies
influences customer
acquisition according
to this study, the
author specify that
SEO,RTB,SMO, and
SEM are

the most strategies to
drive sales.

In this study the author
examines the impact of
the use of social
networks by
salespeople on
customer acquisition,
the empirical study
carried out by

the author showed
that adoption of
social media impacts
customer acquisition
if this communication
is personalized
according to the
target audience,
which means that the
results of social
media adoption is
related

with the personalization
effort done by
salespeople.

Display advertising is
very effective to
enhance customer
acquisition when
adopting MAB
approach, which
consists of optimizing
display campaigns in
the testing phase
using machine
learning and dynamic
optimization.

The study focuses on
the use of social
networks in small and
medium-sized

475
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Based on our qualitative analysis of the articles selected using the Prisma method, the
topic of the impact of digital marketing on customer acquisition was researched from
different perspectives. That said, the selected scientific articles address our topic both
directly and indirectly, meaning that several studies examine the impact of a specific
digital marketing strategy on sales, customer acquisition, or on salespeople. The results
of the studies selected in the table above show that each author studied the topic in a
different context and from different perspectives, with valuable empirical studies.
Throughout this literature review, we analyzed the studies conducted on our research
topic with the aim of answering our initial question: "Does digital marketing impact

The Impact of User-
Generated Content and
Traditional Media on
Customer Acquisition
and Retention

E.-M. Azhar and S. Juidette

(You and Joshi,2020)

enterprises, adopting
a case study the
author conducted his
study to arrive at a
result indicating that
social media
affordances such as
brand visibility,
sharing, and the
relational aspect on
social media
influences customer
acquisition.

The study was
conducted in two
different sectors, the
automative sector and
the mobile gaming
sector, with the aim of
studying the impact of
UGC and traditional
media on customer
acquisition and
retention. The result
of this study shows
that UGC impacts
customer acquisition
while customer
retention is more
influenced by
traditional media.

How customer
engagement in the
live-streaming affects
purchase intention
and customer
acquisition, E-tailer's
perspective

Discussion

customer acquisition?"

(Zheng et al.,2022)

This study showed that
customer engagement
in live streaming for
online ecommerce
marketplace affect
customer acquisition,
more specifically the
author mentioned
visits and comments
are the most that drive

sales.
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Looking at the study conducted by [8] he concluded that the use of social networks
banks could acquire more customers, also because of the competition in the banking
sector and the need of adoption of social media marketing could help banks penetrate
new markets to introduce their products and services. Also, monitoring information and
data on social networks banks can analyze customer reactions in order to optimize their
strategy and increase customer acquisition and also a tool to differentiate themselves
from the increased competition in this sector.

On the other hand, [4] studied the topic from another angle focusing on the popularity
of social media and how it influences customer acquisition based on tow theoretical
blocs SET (social exchange theory) and HSM (heuristic system model), which indicates
that the relationship between heuristic cues (soured credibility and content freshness)
and systematic cue (transaction relevance) affect social media popularity and then
customer acquisition.

According to [2], the use of social networks and content marketing impacts purchasing
behavior in BtoB the author proceeded with a different study by combining a systematic
review and an empirical study to conceptualize the sale using social networks, he
specifies in his study that the adoption of social networks is not another channel to
generate sales only but a way to engage, inform customers using social networks in their
purchasing decisions. In the same track,[9] emphasizes the influence of the use of social
networks by sales agents on sales performance. The study concluded that the use of
social networks by sales agents positively influences customer acquisition and sales,
sales agents must be able to use social networks in an effective way and offer service,
also note that the entire sales team must use social networks for optimal results and not
a certain number of them.

The other study by [10] also shows that the use of social media is a crucial lever for
commercial performance and the acquisition of new customers, but on condition that
communication via its digital channels is personalized to have a satisfactory result.

On the other hand, several studies have focused on other digital marketing strategies for
example [3] in his study which focuses on the impact of interactive marketing channels
on acquisition in service companies, concluded that interactive communication
channels allow customers to identify the most suitable companies with their needs, and
therefore impacting customer acquisition.

A research angle is different from what was said, [5] explored how the use of social
networks and big data and its impact on the sales process, the author according to his
study which focused on a real case of the Coca-Cola company concluded that the sales
process in B2B can be enhanced by utilizing data in social media which helps to identify
good prospects.

[1] in his study on digital marketing and customer acquisition found that different digital
marketing strategies, including SEO, RTB (real-time bidding), SMO and SEM,
significantly impact customer acquisition. Digital marketing is one of the most adopted
strategies for acquiring new customers.

After discussing all the studies exploring customer acquisition from the marketing
perspective on networks, [11] studies customer acquisition from a completely more in-
depth and precise angle. His study focuses on a digital marketing strategy widely used
today, display advertising, by studying how to optimize A/B testing with a more
innovative approach using machine learning called MAB (multi- armed bandit). This
strategy consists of finding what percentage of impression to allocate for which
advertisement, the study concluded that customer acquisition can be more efficient
when adopting a dynamic optimization of ads using MAB.

In a study conducted by [12] about social media affordance in SEMes in the context of

477
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relationship marketing, the author found that the adoption of social media in their
activity results in affordances (brand visibility, sharing, relationship), thus customer
acquisition is also impacted positively. On the other hand [13] emphasized the impact
of UGC on customer acquisition, he concluded from the study that they conducted that
customer acquisition is positively impacted by UGC more than by traditional
advertising.

Focused on another digital marketing strategy, [14] they show the relationship between
customer engagement in live streaming and purchase intention on the one hand and
customer acquisition on the other hand. They found that visits and comments in a live
streaming have a positive impact on customer acquisition.

6 Conclusion

Today, competition has become more intense than ever, and businesses are constantly
striving to improve their results and performance. Digital Marketing is a crucial lever
for any company wishing to expand its customer base and acquire more customers at a
more attractive cost. Various digital marketing strategies are now preferred by
businesses to engage and communicate with customers. Social media marketing is
among the most popular strategies for creating a valuable relationship with customers

[1].

As a result, customer acquisition has become a focus for every company with the
emergence of digital marketing and new technology. Developing new customers has
become possible only with digital marketing to achieve satisfactory and optimal results

(11.

The objective of our study was to present the impact of digital marketing on customer
acquisition through the analysis of scientific studies previously conducted on this topic,
using a systematic review using the PRISMA method. We were able to select a total of
12 articles that directly or indirectly studied our research topic. Our work was based on
the use of several inclusion and exclusion criteria to identify the best scientific articles
on which to base our study.

After analyzing the selected studies and following the analysis of these articles, the
researchers each developed their own perspective on the topic studied. Several
researchers focused on social media marketing and its impact on customer acquisition,
while others focused on more specific digital marketing strategies. In the end, the result
we concluded is that digital marketing has a positive impact on customer acquisition
and sales for companies, whether we adopt social media marketing, UGC, or even live
streaming. Each strategy has its own particularities, but the common result is the
improvement of organizations sales and the increase in the customer base.

Our study concluded a very interesting result: digital marketing remains a powerful and
effective strategy for improving sales and customer acquisition for companies and
organizations. As well explained and observed through our descriptive analysis and
thematic analysis of this systematic literature review, marketing on social media is a
dominant strategy when it comes to customer acquisition with the lowest possible cost,
user-generated content is also proven to be effective in attracting more customers by
creating organic content and with a very low cost compared to paid advertising on social
media, and this too has a higher conversion rate. Today's digital marketers could benefit
from adopting similar strategies to attract more customers and increase sales, as social
network marketing is a strategy that has proven its results in the past.

Our study focused on the impact of digital marketing on customer acquisition, analyzing
a limited number of articles in French and English and only three solicited databases,
which represents a limitation to our study. We could measure the impact of digital
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marketing by analyzing a well-defined and specific strategy on customer acquisition to
have a more pointed and specific angle of study, the emergence of artificial intelligence
could also be interesting, in the sense that the use of artificial intelligence tools in
marketing and its impact on customer acquisition. On the other hand, the limited number
of studies retained is also a limitation that could be improved by broadening the search
databases and using other keywords to identify a more interesting number of studies.
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