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Introduction: In the era of digital transformation, organizations are increasingly
confronted with vast and heterogeneous streams of customer data and behavioral
cues across multifaceted touchpoints. Despite substantial advancements in
analytical artificial intelligence (Al), a persistent and critical gap remains between
“raw customer data” and “deep, actionable marketing insights.” Generative Al—
endowed with the capabilities to generate, synthesize, rewrite, and contextually
comprehend data—is fundamentally reshaping the customer information
management paradigm. Nonetheless, the prevailing literature remains fragmented
and lacks an integrative theoretical framework. The foundational questions of this
study focus on how generative Al is deployed within customer information
management, how these applications can be conceptually categorized, and how
the systemic relationships among generative capabilities, information processes,
marketing outcomes, and information governance mandates are configured.
Accordingly, this study aims to identify and systematically categorize these
applications, evaluate emergent challenges, and propose a comprehensive
conceptual framework in this evolving domain.

Methodology: This descriptive-analytical study was conducted through a
systematic literature review (SLR) guided by the PRISMA 2020 framework. The
research corpus comprised scholarly articles indexed in leading international
databases (Scopus and between 2018 and 2026. Data collection was executed
using a Boolean search string that integrated core terms across generative
artificial intelligence, customer information management, and marketing. An
initial retrieval yielded 428 records, core terms across generative artificial
intelligence, customer information management, and marketing. An initial
retrieval yielded 428 records, from which 74 duplicates were removed, leaving
354 titles and abstracts for preliminary screening. Subsequently, 126 full-text
articles were rigorously assessed against predefined inclusion/exclusion criteria
and methodological quality appraisal indicators, culminating in a final synthesis
sample of 45 eligible studies. Data analysis was conducted via a three-tiered
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thematic analysis protocol, encompassing initial open coding, thematic clustering
across the customer information lifecycle, and higher-order theoretical synthesis.

Main findings: The systematic synthesis of the literature revealed that generative
Al applications in customer information management converged into six core
clusters: (1) customer content generation and enrichment; (2) feedback analysis,
summarization, and the transformation of narratives into semantic profiles; (3)
dynamic personalization of interactions and messaging; (4) intelligent
conversational engagement and intermediary agency; (5) advanced marketing
decision support; and (6) information governance, data quality, and ethics.
Accordingly, the developed conceptual framework delineated a dynamic four-
tiered cycle wherein multifaceted customer inputs, comprising behavioral,
transactional, and semantic signals, were transformed through generative
processing capabilities into distinct behavioral, relational, and financial
marketing outcomes. Furthermore, the findings indicated that governance
mechanisms and “human-in-the-loop” oversight played a pivotal moderating role
in mitigating model hallucinations, curbing algorithmic biases, and safeguarding
customer trust.

Discussion and conclusions: The research findings demonstrate that generative
artificial intelligence extends beyond a mere operational automation tool, serving
as a transformative platform at the intersection of information management,
customer relationship management (CRM), and marketing intelligence. The
primary novelty of this study lies in transcending siloed perspectives to introduce
a systemic framework, which underscores that sustainable value creation
demands synergistic alignment among high-quality inputs, generative processing
mechanisms, and robust information governance oversight. By structuring
fragmented literature, this study contributes significantly to the advancement of
information management theory and advises marketing executives to align
generative Al deployment with comprehensive data architectures, workforce
capabilities, and rigorous validation protocols. For future inquiry, empirical
validation of the proposed framework across diverse service sectors and
systematic evaluations of human oversight in mitigating ethical vulnerabilities
and shaping customer perceptions are recommended.
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Marketing; Information Governance; Dynamic Personalization; Human-Al
Interaction.



