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Chapter 1: Introduction

The world is witnessing a rapid wave of digital transformation, which has become one of the most influential forces shaping modern business practices. This transformation plays a pivotal role in advancing digital marketing operations and enhancing the overall customer experience. In particular, marketers are increasingly relying on artificial intelligence tools especially for data analysis to better understand consumer behavior and preferences (Abdelwahab & Samir, 2025).
Despite the clear benefits that AI offers in digital marketing, its adoption remains limited in the hospitality and restaurant sector in Saudi Arabia. While AI provides advantages such as efficiency, personalization, and predictive analytics, it also presents challenges, notably the absence of human interaction and emotional intelligence (Al-Asdoudi, 2023) .



Research Background:

The research is organized into two primary dimensions

First: AI-powered digital marketing strategies

1. Abdelwahab and Samir (2025) conducted a study to explore the role of artificial intelligence in data analysis and its ability to deliver personalized marketing experiences that enhance customer loyalty and support the development of digital marketing strategies. The study also examined the main obstacles that hinder AI adoption in the marketing field. Using a descriptive-analytical approach, the researchers focused on a sample of well-known global companies such as Amazon and Netflix. The findings highlighted the effectiveness of AI in understanding consumer behavior, improving targeting, enhancing customer experiences, and building long-term loyalty.


2. Qasim and Khalifeh (2025) focused on how AI tools such as chatbots, automated content creation, and predictive analytics are being used in digital marketing. They found that these technologies help marketers personalize content, improve communication with customers, and increase overall campaign performance. Their study mainly relied on reviewing existing literature and practical case examples to highlight how AI is shaping modern marketing strategies.

3. [bookmark: _Hlk203881299]Al-Asdoudi (2023) conducted a field study to assess the effectiveness of artificial intelligence (AI) applications in digital marketing in achieving competitive advantage and supporting digital marketers. The study involved a sample of 60 participants, including marketing experts and academics. The findings showed that AI applications support the growth of Egyptian companies by enhancing content management, pricing strategies, marketing analytics, and data analysis, which collectively contribute to gaining a competitive edge.


4. Wasfi et al. (2023) conducted a study to evaluate the effectiveness of artificial intelligence applications in developing and advancing digital tourism in the city of NEOM. The research included a sample of 134 Saudi citizens and used a descriptive-analytical survey method. The study found that AI plays a key role in shaping an innovative future image of NEOM, improving user experience, strengthening the digital economy's innovation capacity, and contributing to Saudi Arabia’s Vision 2030 and economic diversification goals.


5. Basri (2020) examined the impact of AI on marketing through social media in Saudi Arabia, particularly on small and medium enterprises (SMEs). The study adopted an analytical approach based on 78 questionnaires distributed randomly to start-up business operators. The findings revealed that AI-assisted marketing is increasingly being adopted by companies, leading to a rise in customer numbers and contributing to improved profitability.


Second: The impact of artificial intelligence on digital marketing for hospitality services

1. Khoso and Hussain (2025) sought to enhance customer satisfaction and increase their engagement in Jeddah restaurants through personalized recommendations powered by artificial intelligence (AI). The study adopted a descriptive methodology using an online questionnaire administered to a sample of 300 customers from 10 restaurants in Jeddah. The findings indicated that while AI enhances service quality, the direct effect of AI personalization on customer loyalty is relatively weak.

2. Alotaibi (2024) conducted a study that aimed to explore the benefits of AI in digital marketing and identified the opportunities and challenges of implementing AI solutions. The study used a qualitative research method involving interviews with 15 experts in digital marketing. The results show a variety of perspectives regarding interaction with AI, privacy, technological characteristics, and the adoption of this technology. However, there is recognition of the potential of artificial intelligence to enhance efficiency.

3. Wagobera et al. (2023) conducted a study to examine the role of AI software in automating personalized marketing through the creation of targeted marketing campaigns. The study investigated how such technologies could improve customer experience and drive sales growth. Using an analytical review approach, the research focused on global small and medium-sized enterprises, including companies like Amazon and Netflix. The findings showed that AI significantly enhances customer experience, increases sales performance, and provides predictive analytics that support better decision-making and generate substantial business value.


4. Seo and Lee (2021) explored how customer trust, perceived risk, and satisfaction affect the intention to revisit restaurants that use service robots. Based on a survey of 338 participants, the study showed that when customers trust the robots, they feel more satisfied and less worried, which increases their willingness to return. It also found that if robots are seen as useful and easy to interact with, customers have a better overall experience. The authors recommend that restaurants focus on building customer trust when implementing robotic services.


5. [bookmark: _Hlk203675560]Blöcher & Alt (2021) investigated the opportunities for AI and robotics to enhance operations in European restaurants. The sample included 99 technological solutions. The findings were that replacing humans in mechanical tasks such as ordering and payment is possible. However, tasks that require emotional intelligence or social interaction remain dependent on humans.

Critical Review of Previous Studies:
Critical Review of Previous Studies
Previous studies agree on the significant role of artificial intelligence (AI) in improving digital marketing strategies through several key aspects, including:
1. Improving audience targeting, content creation, data analytics, supporting customer experience, and achieving competitive advantages.
2. Emerging challenges in the use of this technology are primarily related to privacy concerns. Additionally, some tasks that require social interaction and emotional intelligence still depend on human involvement.
3. The study by Abdelwahab and Samir differed from that of Khoso and Hussain regarding whether artificial intelligence applications effectively increase customer loyalty or whether their impact remains limited.


Research Problem:
According to Grand View Research (2024), the AI marketing market in Saudi Arabia was worth around $477.7 million in 2023 and is expected to grow by 27.5% annually until 2030. Despite this significant growth, SeoSandwitch (2024) reports that only 34% of hospitality and restaurant businesses worldwide currently utilize AI in their marketing strategies.
Although artificial intelligence is increasingly adopted in marketing, there is still a notable absence of local research that explores its impact on customer satisfaction, engagement, and loyalty within Saudi Arabia’s hospitality and restaurant sectors.

Significance of the Study:
This study is important as it aims to measure the role of artificial intelligence in enhancing digital marketing strategies within the hospitality and restaurant sectors in Saudi Arabia. It focuses on its impact on purchasing decisions, customer engagement, satisfaction, and brand loyalty.
Additionally, this study seeks to bridge the knowledge gap resulting from the limited number of local studies that have addressed this topic. 


Research Objectives:

1. Analyze the role of artificial intelligence applications in improving digital marketing strategies in hospitality and restaurant services in Saudi Arabia.
2. Assess the impact of artificial intelligence applications on customer purchasing decisions, engagement, satisfaction, and brand loyalty in this sector.
3. Identify the key challenges and barriers that may hinder the use of AI in marketing within the hospitality and restaurant industries.
4. Provide recommendations for this sector regarding the optimal utilization of artificial intelligence to improve marketing performance.

Research Questions:
This research aims to answer the main research question:
What is the role of artificial intelligence in enhancing digital strategies for promoting hospitality and restaurant services?
1. How does artificial intelligence contribute to increasing customer engagement, influencing purchasing decisions, improving satisfaction, and strengthening brand loyalty?
2. Which artificial intelligence tools are most commonly used to enhance digital marketing strategies in the hospitality and restaurant sectors?
3. What are the primary barriers that hinder the integration of artificial intelligence into digital marketing strategies?



[bookmark: _Hlk203872854]Key Concepts of the Study 
Artificial Intelligence:
The definitions of AI vary, but most revolve around the machine’s ability to act intelligently or in a human-like manner. AI can be defined as systems capable of collecting data and using it to make predictions, provide recommendations, make decisions, or select the best actions to achieve specific goals )SDAIA (

Digital marketing:
Improve marketing operations by using the internet, social media, and interactive channels to attract new customers, retain existing ones, enhance the brand, and increase sales. Belour et al.(2022)

Hospitality and Restaurant sector :
This refers to all service-based establishments offering accommodation or food services, including hotels and restaurants. Blöcher & Alt (2021)

[bookmark: _Hlk203872944]Research Hypotheses :

  There is a positive impact of using AI tools in marketing on enhancing customer purchasing decisions and engagement.
  There is a positive correlation between the use of AI tools and both customer satisfaction and brand loyalty.
  However, there are several challenges and barriers that hinder the effective adoption of AI in this sector.

It is considered a crucial step because it clarifies the scientific foundation on which the research is based and reveals the relationships between the variables.

[bookmark: _Hlk203873004]Theoretical Framework: 
It is considered a crucial step because it clarifies the scientific foundation on which the research is based and reveals the relationships between the variables.
This research explores the role of artificial intelligence (AI) and its impact on digital marketing, particularly on purchase decisions, customer engagement, satisfaction, and brand loyalty in the hospitality and restaurant sector. It also aims to identify the challenges and barriers that hinder the use of AI, such as privacy issues, which may lead to a loss of customer trust  .
Methodological Framework : 
This study adopted a descriptive analytical and field-based methodology.
It combined the analysis of previous research and theoretical concepts related to artificial intelligence in digital marketing, with a practical field study using a questionnaire. The survey targeted both marketers and customers in the hospitality and restaurant sectors in Saudi Arabia to assess the impact of AI applications on purchasing decisions, engagement, satisfaction, and brand loyalty. The collected data was analyzed using SPSS to draw conclusions and support the research objectives.

The methodological framework of the study:
"The research methodology is considered one of the fundamental pillars upon which scientific research is based, as it ensures accuracy and objectivity and provides a comprehensive analysis."
This study targeted digital marketing specialists in the hospitality and restaurant sector, as they are aware of the extent to which AI tools can have an impact. It also targeted customers in this sector to assess how AI applications  influence their purchase decisions when used by brands.

Fields of the Study 

Geographical Scope:
This study is conducted in the Kingdom of Saudi Arabia, specifically in the hospitality and restaurant  sector.

Time Scope :
This study is conducted within the time frame from August to October 2025.
Study Population :
This study targets marketers and customers who are engaged in or interested in the hospitality and restaurant sector within the Kingdom of Saudi Arabia.

The study used appropriate statistical tools and methods to analyze the data through the Statistical Package for the Social Sciences (SPSS).

ضعي الاستبيان ضمن فصل: "المنهجية البحثية" أو "المنهجية"
وفيه تكتبين:
1. أداة الدراسة (الاستبيان):
في هذا القسم، تصفين الاستبيان بدقة من حيث:
· نوعه: مغلق (أسئلة اختيار من متعدد وليكرت)
· عدد المحاور: 2
· عدد الفقرات: 14 سؤالًا لكل فئة (مسوقين – متسوقين)
· الفئة المستهدفة: متسوقين في السعودية، ومسوقين في قطاع الضيافة
· طريقة التوزيع: إلكتروني عبر Google Forms أو يدوي
مثال على الصياغة:
"تم تصميم أداة الدراسة على شكل استبيانين موجهين للفئتين المستهدفتين (المتسوقين والمسوقين)، ويتكون كل استبيان من محورين رئيسيين:
● المحور الأول: يقيس استخدام أو أثر الذكاء الاصطناعي في التسويق الرقمي.
● المحور الثاني: يتناول رضا العملاء أو تحديات استخدام AI والولاء.
صُمم كل محور باستخدام مقياس ليكرت الخماسي، لسهولة التحليل الإحصائي."

2. صدق وثبات الاستبيان (اختياري لكن مهم):
· إذا عرضتِ الاستبيان على محكمين (أساتذة أو مختصين)، اكتبي:
"تم عرض الاستبيان على عدد من المحكمين المتخصصين في التسويق الرقمي والذكاء الاصطناعي، للتأكد من صدقه الظاهري وسلامة صياغة الفقرات."
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