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ABSTRACT

THIS RESEARCH EXPLORES IN DEPTH THE INTERACTIVE RELATIONSHIP BETWEEN THE DEVELOPMENT OF ARTIFICIAL INTELLIGENCE (AI) TECHNOLOGIES AND THE EFFECTIVENESS OF CORPORATE MARKETING STRATEGIES WITHIN THE CONTEXT OF THE ACCELERATING DIGITAL TRANSFORMATION. AS INTELLIGENT SYSTEMS BECOME INCREASINGLY INTEGRATED INTO MANAGEMENT AND DECISION- MAKING PROCESSES, DATA-DRIVEN MARKETING HAS EMERGED AS A KEY AREA OF COMPETITIVE ADVANTAGE FOR ORGANIZATIONS.
THE MAIN OBJECTIVE OF THIS STUDY IS TO ANALYZE THE CONTRIBUTION OF AI TECHNOLOGIES— INCLUDING MACHINE LEARNING, NATURAL LANGUAGE PROCESSING (NLP), BIG DATA ANALYTICS, AND RECOMMENDATION SYSTEMS—TO ENHANCING THE EFFICIENCY OF MARKETING CAMPAIGNS, IMPROVING CUSTOMER TARGETING ACCURACY, AND PERSONALIZING ADVERTISING MESSAGES IN ALIGNMENT WITH CONSUMER PREFERENCES AND BEHAVIORAL PATTERNS.
FURTHERMORE, THE RESEARCH AIMS TO ASSESS THE IMPACT OF AI ADOPTION ON MARKETING PERFORMANCE INDICATORS, SUCH AS RETURN ON INVESTMENT (ROI), CONVERSION RATES, AND CUSTOMER SATISFACTION, THROUGH A COMPARATIVE ANALYSIS BETWEEN ORGANIZATIONS THAT HAVE IMPLEMENTED AI TOOLS AND THOSE STILL RELYING ON TRADITIONAL MARKETING METHODS. THE STUDY ADOPTS A MIXED-METHODS APPROACH, COMBINING THEORETICAL ANALYSIS WITH EMPIRICAL INVESTIGATION. THE THEORETICAL FRAMEWORK PROVIDES A COMPREHENSIVE OVERVIEW OF KEY CONCEPTS AND SCIENTIFIC APPROACHES RELATED TO AI AND DIGITAL MARKETING, ALONGSIDE A CRITICAL REVIEW OF PREVIOUS STUDIES CONDUCTED IN BOTH LOCAL AND INTERNATIONAL CONTEXTS. THE EMPIRICAL PART INVOLVES A FIELD SURVEY CONDUCTED AMONG A SAMPLE OF ORGANIZATIONS OPERATING IN THE GOODS AND SERVICES SECTORS WITHIN THE CITY (TO BE SPECIFIED ACCORDING TO THE STUDY’S SCOPE), UTILIZING QUESTIONNAIRES AND SEMI- STRUCTURED INTERVIEWS FOR DATA COLLECTION.
IT IS ANTICIPATED THAT THE FINDINGS WILL OFFER VALUABLE INSIGHTS FOR MARKETING MANAGERS AND ACADEMIC RESEARCHERS BY DEMONSTRATING HOW AI CAN BE EFFECTIVELY INTEGRATED INTO MARKETING STRATEGIES TO ACHIEVE HIGHER PERFORMANCE AND SUSTAINABLE COMPETITIVE ADVANTAGE. ADDITIONALLY, THE STUDY SEEKS TO PROPOSE A PRACTICAL FRAMEWORK FOR THE IMPLEMENTATION OF INTELLIGENT MARKETING SYSTEMS WITHIN CORPORATE ENVIRONMENTS IN THE DIGITAL ERA.
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CHAPTER ONE: THE GENERAL FRAMEWORK OF THE STUDY

INTRODUCTION

[image: ]	OVER THE PAST TWO DECADES, THE WORLD HAS WITNESSED AN UNPRECEDENTED DIGITAL REVOLUTION THAT HAS TRANSFORMED THE GLOBAL ECONOMY AND RESHAPED PATTERNS OF CONSUMPTION AND HUMAN INTERACTION. THE WIDESPREAD ADOPTION OF DIGITAL TECHNOLOGIES, ALONG WITH THE INCREASING USE OF THE INTERNET AND SOCIAL MEDIA, HAS LED TO THE GENERATION OF VAST AMOUNTS OF DATA ABOUT CONSUMER BEHAVIOR, PREFERENCES, AND PURCHASING TRENDS. WITH THE REMARKABLE ADVANCEMENTS IN COMPUTING POWER AND THE EMERGENCE OF ARTIFICIAL INTELLIGENCE (AI) TECHNOLOGIES, IT HAS BECOME POSSIBLE TO ANALYZE THIS DATA WITH HIGH PRECISION, OPENING NEW HORIZONS FOR ORGANIZATIONS TO UNDERSTAND MARKETS AND MAKE MORE EFFECTIVE AND FLEXIBLE MARKETING DECISIONS.
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IN THIS CONTEXT, TRADITIONAL MARKETING PRACTICES BASED ON INTUITION AND PAST EXPERIENCE ARE NO LONGER SUFFICIENT TO ACHIEVE SUCCESS IN THE MODERN BUSINESS ENVIRONMENT. COMPANIES ARE NOW REQUIRED TO RELY ON INTELLIGENT ANALYSIS TOOLS AND DATA-DRIVEN BEHAVIORAL FORECASTING. ARTIFICIAL INTELLIGENCE ENABLES MARKETERS TO ANALYZE PURCHASING PATTERNS, PREDICT FUTURE CUSTOMER NEEDS, AND PERSONALIZE MARKETING MESSAGES ACCURATELY ACCORDING TO EACH TARGET SEGMENT. MOREOVER, TECHNOLOGIES SUCH AS MACHINE LEARNING, TEXT ANALYTICS, AND DEEP LEARNING HAVE CONTRIBUTED TO DEVELOPING MARKETING MODELS CAPABLE OF MAKING SEMI-AUTONOMOUS DECISIONS IN AREAS SUCH AS PRICING, ADVERTISING CAMPAIGN MANAGEMENT, AND CUSTOMER SERVICE.


DESPITE THESE TREMENDOUS ADVANTAGES, THE USE OF ARTIFICIAL INTELLIGENCE IN MARKETING POSES COMPLEX ETHICAL AND REGULATORY CHALLENGES. ISSUES RELATED TO PRIVACY AND THE PROTECTION OF CONSUMERS’ PERSONAL DATA HAVE EMERGED, ALONG WITH THE POTENTIAL FOR ALGORITHMIC BIAS AGAINST CERTAIN GROUPS. MOREOVER, THERE ARE RISKS ASSOCIATED WITH EXCESSIVE RELIANCE ON INTELLIGENT SYSTEMS FOR DECISION-MAKING WITHOUT SUFFICIENT HUMAN OVERSIGHT. THEREFORE, STUDYING THE IMPACT OF ARTIFICIAL INTELLIGENCE ON MARKETING PRACTICES IS NOT LIMITED TO THE TECHNICAL ASPECTS ALONE BUT ALSO EXTENDS TO THE SOCIAL, LEGAL, AND REGULATORY DIMENSIONS THAT GOVERN THIS PROFOUND DIGITAL TRANSFORMATION.

P

INTRODUCTION ELEMENTS

1. GENERAL CONTEXT:

THE WORLD IS WITNESSING A COMPREHENSIVE DIGITAL TRANSFORMATION THAT HAS RESHAPED THE MODERN CONSUMER MARKET, WHERE CUSTOMERS HAVE BECOME MORE AWARE AND INTERACTIVE WITH BRANDS THROUGH DIGITAL PLATFORMS. IN THIS REALITY, ORGANIZATIONS ARE REQUIRED TO ADOPT NEW MARKETING STRATEGIES BASED ON DATA AND INTELLIGENT ANALYTICS TO UNDERSTAND CONSUMER BEHAVIOR AND ENGAGE WITH THEM IN A PERSONALIZED AND EFFECTIVE MANNER.


2. GENERAL PROBLEM:

THE PROBLEM LIES IN THE LIMITED ABILITY OF TRADITIONAL MARKETING STRATEGIES TO MEASURE EFFECTIVENESS AND ACHIEVE ACCURATE RESULTS IN AN ENVIRONMENT CHARACTERIZED BY DATA INFLATION AND RAPIDLY CHANGING CONSUMER BEHAVIOR. ALTHOUGH ARTIFICIAL INTELLIGENCE TOOLS OFFER VAST CAPABILITIES FOR ANALYSIS AND PREDICTION, THEIR USE STILL FACES CHALLENGES RELATED TO INTEGRATION, PRACTICAL UNDERSTANDING, AND REGULATORY AND ETHICAL FRAMEWORKS.
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3. IMPORTANCE OF THE STUDY:

THE IMPORTANCE OF THIS STUDY LIES IN ITS AIM TO CLARIFY THE TRUE ROLE OF ARTIFICIAL INTELLIGENCE (AI) IN DEVELOPING MARKETING STRATEGIES AND HOW ORGANIZATIONS CAN LEVERAGE IT TO ENHANCE THEIR COMPETITIVE ADVANTAGE. THE EXPECTED RESULTS WILL ALSO ASSIST DECISION-MAKERS IN THE FIELDS OF MARKETING AND MANAGEMENT IN ADOPTING AI TOOLS CONSCIOUSLY AND SUSTAINABLY, WHILE CONSIDERING ETHICAL ASPECTS AND ENSURING CUSTOMER PRIVACY PROTECTION.


BRIEF OVERVIEW OF THE RESEARCH METHODOLOGY AND CHAPTER STRUCTURE: THE RESEARCH ADOPTS A DESCRIPTIVE-ANALYTICAL APPROACH THAT COMBINES THEORETICAL ANALYSIS WITH A FIELD STUDY. IT REVIEWS THE CONCEPTUAL FRAMEWORK OF ARTIFICIAL INTELLIGENCE AND MARKETING, ANALYZES PREVIOUS RELATED STUDIES, AND THEN EXAMINES THE IMPACT OF AI IMPLEMENTATION IN A SPECIFIC MARKETING ENVIRONMENT (SUCH AS THE CITY OF RIYADH).

THE RESEARCH IS STRUCTURED AS FOLLOWS:

[image: ]  CHAPTER ONE: THE GENERAL FRAMEWORK OF THE STUDY, INCLUDING THE PROBLEM, OBJECTIVES, HYPOTHESES, AND METHODOLOGY.
[image: ]  CHAPTER TWO: THEORETICAL FRAMEWORK AND PREVIOUS STUDIES ON ARTIFICIAL INTELLIGENCE AND MODERN MARKETING.
[image: ] CHAPTER THREE: THE FIELD ASPECT, INCLUDING QUESTIONNAIRE DESIGN, SAMPLE, AND DATA COLLECTION TOOLS.
[image: ] CHAPTER FOUR: ANALYSIS AND DISCUSSION OF RESULTS IN LIGHT OF THE HYPOTHESES AND THEORIES.
[image: ]  CHAPTER FIVE: CONCLUSION, RECOMMENDATIONS, AND SUGGESTIONS FOR

FUTURE RESEARCH.
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RESEARCH PROBLEM:

THE WORLD IS CURRENTLY WITNESSING A RADICAL TRANSFORMATION IN MARKETING MANAGEMENT METHODS AS A RESULT OF RAPID DEVELOPMENTS IN ARTIFICIAL INTELLIGENCE (AI) TECHNOLOGIES AND BIG DATA ANALYTICS. ORGANIZATIONS HAVE BECOME CAPABLE OF COLLECTING AND ANALYZING MASSIVE AMOUNTS OF DATA ABOUT CONSUMER BEHAVIOR, PURCHASING TRENDS, AND INTERACTIONS WITH BRANDS
— OPENING NEW HORIZONS FOR DESIGNING MORE ACCURATE AND EFFECTIVE MARKETING STRATEGIES. HOWEVER, EMPLOYING THESE TECHNOLOGIES STILL RAISES MULTIPLE CHALLENGES REGARDING THEIR ACTUAL EFFECTIVENESS AND THE READINESS OF ORGANIZATIONS TO IMPLEMENT THEM EFFICIENTLY WITHIN THEIR OPERATIONAL ENVIRONMENTS.
ALTHOUGH AI IS CONSIDERED ONE OF THE MOST IMPORTANT MODERN TOOLS FOR SUPPORTING MARKETING DECISIONS, MEASURING ITS REAL IMPACT ON INSTITUTIONAL MARKETING PERFORMANCE REMAINS A MAJOR CHALLENGE. THE EXTENT TO WHICH ORGANIZATIONS BENEFIT FROM AI APPLICATIONS VARIES ACCORDING TO THEIR LEVEL OF TECHNOLOGICAL MATURITY, THE TYPE OF DATA AVAILABLE, AND THE QUALITY OF KNOWLEDGE MANAGEMENT WITHIN THEM. MOREOVER, THERE EXISTS A CLEAR GAP BETWEEN THE THEORETICAL POTENTIAL OF THESE TECHNOLOGIES AND THE PRACTICAL APPLICATIONS THAT YIELD TANGIBLE RESULTS IN REALITY.
THE PROBLEM IS FURTHER HIGHLIGHTED BY THE FACT THAT MANY ORGANIZATIONS RELY ON AI IN A PARTIAL OR EXPERIMENTAL MANNER, WITHOUT HAVING AN INTEGRATED STRATEGIC FRAMEWORK TO ENSURE ITS USE ACROSS ALL STAGES OF THE MARKETING PROCESS — STARTING FROM MARKET ANALYSIS AND TARGET AUDIENCE IDENTIFICATION, THROUGH THE PERSONALIZATION OF MARKETING MESSAGES AND OFFERS, TO PERFORMANCE EVALUATION AND OPTIMIZATION OF ADVERTISING EXPENDITURE EFFICIENCY. THIS GAP BETWEEN TECHNOLOGICAL CAPABILITIES AND ACTUAL MARKETING OUTCOMES REPRESENTS THE CORE OF THE RESEARCH PROBLEM.

12

FROM THIS STANDPOINT, THE MAIN RESEARCH PROBLEM REVOLVES AROUND THE FOLLOWING QUESTION:


TO WHAT EXTENT DOES THE APPLICATION OF ARTIFICIAL INTELLIGENCE (AI) TECHNOLOGIES AFFECT THE EFFECTIVENESS OF INSTITUTIONAL MARKETING STRATEGIES IN TERMS OF REACHING THE TARGET AUDIENCE, PERSONALIZING OFFERS, IMPROVING CUSTOMER ACQUISITION COSTS, AND INCREASING CUSTOMER LOYALTY?
THIS MAIN QUESTION BRANCHES INTO SEVERAL SUB-QUESTIONS AIMED AT ANALYZING THE DIMENSIONS OF THE PROBLEM IN GREATER DEPTH, AS FOLLOWS:
[image: ] TO WHAT EXTENT DOES THE USE OF AI TECHNOLOGIES CONTRIBUTE TO IMPROVING MARKETING PERFORMANCE INDICATORS (SUCH AS CONVERSION RATES, CUSTOMER SATISFACTION, AND RETURN ON ADVERTISING INVESTMENT)?
[image: ] WHAT ARE THE MOST PROMINENT AI TECHNOLOGIES USED IN INSTITUTIONAL MARKETING (SUCH AS RECOMMENDATION ALGORITHMS, SENTIMENT ANALYSIS, CAMPAIGN AUTOMATION, AND BEHAVIORAL PREDICTION), AND WHICH OF THEM HAS THE GREATEST IMPACT ON ENHANCING MARKETING EFFECTIVENESS?
[image: ] HOW DOES THE APPLICATION OF AI CONTRIBUTE TO ENHANCING CUSTOMER EXPERIENCE PERSONALIZATION AND IMPROVING CUSTOMER LOYALTY TO THE BRAND?
[image: ] WHAT CHALLENGES AND OBSTACLES DO ORGANIZATIONS FACE WHEN IMPLEMENTING AI IN THEIR MARKETING ACTIVITIES (SUCH AS WEAK DIGITAL INFRASTRUCTURE, SHORTAGE OF HUMAN EXPERTISE, OR ETHICAL AND LEGAL CONSIDERATIONS)?
[image: ]  TO WHAT EXTENT CAN ORGANIZATIONS ACHIEVE A BALANCE BETWEEN LEVERAGING AI CAPABILITIES AND ADHERING TO PRIVACY AND DATA PROTECTION PRINCIPLES?

[image: ] THE SIGNIFICANCE OF THIS PROBLEM STEMS FROM ITS CONNECTION TO THE VERY CORE OF DIGITAL TRANSFORMATION IN THE MODERN BUSINESS ENVIRONMENT. MARKETING IS NO LONGER MERELY A TRADITIONAL PROMOTIONAL ACTIVITY; IT HAS BECOME A DATA-DRIVEN PROCESS THAT RELIES ON BIG DATA ANALYSIS AND INTELLIGENT PREDICTIVE MODELS FOR DECISION-MAKING. THEREFORE, UNDERSTANDING THE EXTENT TO WHICH ARTIFICIAL INTELLIGENCE AFFECTS THE EFFECTIVENESS OF MARKETING STRATEGIES IS A CRUCIAL STEP IN HELPING ORGANIZATIONS IMPROVE THEIR PERFORMANCE AND ENHANCE THEIR COMPETITIVE ADVANTAGE IN THE MARKET.

IMPORTANCE OF THE RESEARCH
[image: ]		THE IMPORTANCE OF THIS RESEARCH STEMS FROM ITS FOCUS ON ONE OF THE MOST MODERN AND INFLUENTIAL TOPICS IN THE FIELDS OF BUSINESS ADMINISTRATION AND MARKETING — THE IMPACT OF APPLYING ARTIFICIAL INTELLIGENCE (AI) TECHNOLOGIES ON THE EFFECTIVENESS OF INSTITUTIONAL MARKETING STRATEGIES. IN LIGHT OF GLOBAL DIGITAL TRANSFORMATION AND THE INCREASING RELIANCE ON DATA, ORGANIZATIONS ARE IN URGENT NEED OF UNDERSTANDING HOW TO UTILIZE AI TOOLS TO ACHIEVE THEIR MARKETING OBJECTIVES AND ENHANCE THEIR COMPETITIVE EFFICIENCY.
[image: ] THE SIGNIFICANCE OF THIS RESEARCH CAN BE DEFINED ACROSS THREE MAIN DIMENSIONS: SCIENTIFIC, PRACTICAL, AND ECONOMIC/SOCIAL, AS FOLLOWS:

FIRST: THEORETICAL / ACADEMIC IMPORTANCE
[image: ]		FROM A SCIENTIFIC PERSPECTIVE, THIS RESEARCH AIMS TO FILL AN EXISTING KNOWLEDGE GAP IN CONTEMPORARY MARKETING LITERATURE RELATED TO SYSTEMATICALLY AND ACCURATELY MEASURING THE IMPACT OF ARTIFICIAL INTELLIGENCE (AI) TECHNOLOGIES ON MARKETING PERFORMANCE INDICATORS. ALTHOUGH NUMEROUS STUDIES HAVE ADDRESSED THE CONCEPT OF AI IN GENERAL CONTEXTS,
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HOWEVER, MOST OF THESE STUDIES HAVE FOCUSED ON THE TECHNICAL ASPECTS WITHOUT PROVIDING AN IN-DEPTH ANALYSIS OF THE RELATIONSHIP BETWEEN AI APPLICATIONS AND MARKETING PERFORMANCE OUTCOMES WITHIN ORGANIZATIONS. THIS RESEARCH CONTRIBUTES TO ENRICHING SCIENTIFIC KNOWLEDGE BY:
[image: ] DEVELOPING AN INTEGRATED THEORETICAL FRAMEWORK THAT CONNECTS THE CONCEPTS OF ARTIFICIAL INTELLIGENCE, DATA-DRIVEN MARKETING, AND INSTITUTIONAL PERFORMANCE INDICATORS.
[image: ] PRESENTING AN ANALYTICAL MODEL THAT HELPS RESEARCHERS MEASURE THE EXTENT TO WHICH AI TECHNOLOGIES (SUCH AS MACHINE LEARNING, PREDICTIVE ANALYTICS, AND CAMPAIGN AUTOMATION) IMPROVE MARKETING EFFICIENCY.
[image: ] HIGHLIGHTING THE DIFFERENCES AMONG SECTORS OR ORGANIZATIONAL ENVIRONMENTS IN THEIR LEVEL OF BENEFIT FROM AI, THEREBY OPENING AVENUES FOR FUTURE COMPARATIVE STUDIES.
[image: ] ENRICHING ACADEMIC DISCUSSION ON THE ETHICAL AND REGULATORY ASPECTS ASSOCIATED WITH THE USE OF AI TECHNOLOGIES IN MARKETING.


SECOND: PRACTICAL / MANAGERIAL IMPORTANCE

FROM A PRACTICAL PERSPECTIVE, THIS RESEARCH PROVIDES DIRECT VALUE TO MARKETING AND MANAGEMENT INSTITUTIONS, AS IT AIMS TO EQUIP DECISION- MAKERS AND MANAGERS WITH REALISTIC AND ACTIONABLE RECOMMENDATIONS ON HOW TO ADOPT ARTIFICIAL INTELLIGENCE (AI) TECHNOLOGIES EFFECTIVELY AND SUSTAINABLY.
THE PRACTICAL IMPORTANCE LIES IN THE FOLLOWING POINTS:

[image: ] IDENTIFYING THE MOST EFFECTIVE AI TOOLS FOR SUPPORTING VARIOUS MARKETING DECISIONS (SUCH AS MARKET ANALYSIS, CUSTOMER SEGMENTATION, DYNAMIC PRICING, AND AUTOMATED CUSTOMER SERVICE).

[image: ] PROVIDING A PROCEDURAL GUIDE TO HELP ORGANIZATIONS BUILD INTELLIGENT MARKETING STRATEGIES BASED ON DATA AND PREDICTIVE ANALYTICS RATHER THAN RELYING SOLELY ON EXPERIENCE OR INTUITION.
[image: ] PROPOSING MECHANISMS FOR MEASURING PERFORMANCE AFTER IMPLEMENTING AI SOLUTIONS, WHICH ASSIST IN EVALUATING THE RETURN ON MARKETING INVESTMENT (ROI).
[image: ] HIGHLIGHTING THE PRACTICAL CHALLENGES ORGANIZATIONS FACE WHEN INTEGRATING AI, SUCH AS WEAK DIGITAL INFRASTRUCTURE OR THE NEED TO TRAIN HUMAN RESOURCES TO USE MODERN TOOLS EFFECTIVELY.


THIRD: SOCIAL AND ECONOMIC IMPORTANCE

AT THE SOCIAL AND ECONOMIC LEVEL, THE IMPACT OF THIS RESEARCH EXTENDS BEYOND THE BOUNDARIES OF INDIVIDUAL ORGANIZATIONS, AS IT CONTRIBUTES TO IMPROVING THE OVERALL EFFICIENCY OF THE MARKETING SECTOR AND, CONSEQUENTLY, PROMOTES ECONOMIC DEVELOPMENT THROUGH THE OPTIMAL USE OF RESOURCES.
THIS IMPORTANCE IS REFLECTED IN SEVERAL DIMENSIONS:

[image: ] ENHANCING ECONOMIC COMPETITIVENESS: BY INCREASING MARKETING EFFICIENCY AND PRODUCTIVITY THROUGH INTELLIGENT AUTOMATION, THEREBY STRENGTHENING THE COMPETITIVENESS OF NATIONAL INSTITUTIONS IN BOTH LOCAL AND GLOBAL MARKETS.
[image: ] IMPROVING THE CONSUMER EXPERIENCE: BY PROVIDING PERSONALIZED OFFERS AND SERVICES THAT ALIGN WITH CUSTOMERS’ ACTUAL NEEDS, WHICH ENHANCES SATISFACTION, LOYALTY, AND TRUST BETWEEN THE CONSUMER AND THE ORGANIZATION.
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[image: ] OPTIMIZING MARKETING EXPENDITURE: THROUGH INTELLIGENT DATA ANALYTICS THAT IDENTIFY THE MOST EFFECTIVE CHANNELS FOR REACHING CUSTOMERS AND REDUCING ACQUISITION COSTS.
[image: ] SUPPORTING PUBLIC POLICYMAKERS: BY PROVIDING RELIABLE RESEARCH FINDINGS THAT CAN INFORM THE DEVELOPMENT OF REGULATIONS AND POLICIES BALANCING TECHNOLOGICAL INNOVATION WITH PRIVACY PROTECTION AND CONSUMER RIGHTS.
[image: ] CONTRIBUTING TO NATIONAL DIGITAL TRANSFORMATION: BY ENCOURAGING ORGANIZATIONS TO ADOPT MODERN TECHNOLOGIES IN ALIGNMENT WITH SUSTAINABLE DEVELOPMENT VISIONS—SUCH AS SAUDI VISION 2030, WHICH EMPHASIZES THE KNOWLEDGE ECONOMY AND DIGITAL TRANSFORMATION.
[image: ] BASED ON THE ABOVE, THIS RESEARCH INTEGRATES THEORETICAL SCIENTIFIC VALUE THAT ENRICHES ACADEMIC KNOWLEDGE, PRACTICAL VALUE THAT OFFERS ACTIONABLE SOLUTIONS FOR ORGANIZATIONS, AND SOCIAL AND ECONOMIC VALUE THAT ENHANCES MARKET EFFICIENCY AND PROMOTES SUSTAINABLE GROWTH WITHIN AN INNOVATION-DRIVEN COMPETITIVE ENVIRONMENT.



RESEARCH OBJECTIVES

[image: ]		IN LIGHT OF THE RAPID ADVANCEMENT OF ARTIFICIAL INTELLIGENCE (AI) TECHNOLOGIES AND THEIR GROWING IMPACT ON THE MODERN BUSINESS ENVIRONMENT, THIS RESEARCH SEEKS TO ANALYZE AND MEASURE THE EFFECT OF AI APPLICATIONS ON THE EFFECTIVENESS OF INSTITUTIONAL MARKETING STRATEGIES FROM VARIOUS PERSPECTIVES — ORGANIZATIONAL, TECHNICAL, AND BEHAVIORAL.
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GENERAL OBJECTIVE

[image: ]	THE MAIN OBJECTIVE OF THIS RESEARCH IS TO:

MEASURE THE EXTENT TO WHICH ARTIFICIAL INTELLIGENCE (AI) TECHNOLOGIES INFLUENCE THE EFFECTIVENESS OF MARKETING STRATEGIES WITHIN ORGANIZATIONS AND ANALYZE THE ROLE THESE TECHNOLOGIES PLAY IN ENHANCING MARKETING PERFORMANCE IN TERMS OF REACHING THE TARGET AUDIENCE, PERSONALIZING OFFERS, IMPROVING ACQUISITION COSTS, AND INCREASING CUSTOMER LOYALTY.

DETAILED (SUB) OBJECTIVES:

[image: ] ANALYZE AND MEASURE THE IMPACT OF AI TECHNOLOGIES ON THE EFFECTIVENESS OF INSTITUTIONAL MARKETING STRATEGIES.
THIS OBJECTIVE AIMS TO DETERMINE THE RELATIONSHIP BETWEEN THE USE OF AI TOOLS AND MARKETING PERFORMANCE INDICATORS SUCH AS CONVERSION RATES, CUSTOMER SATISFACTION, MARKETING RETURN ON INVESTMENT (ROI), AND CUSTOMER RETENTION RATES. IT ALSO SEEKS TO IDENTIFY THE EXTENT TO WHICH AI CONTRIBUTES TO ENHANCING MARKETING EFFICIENCY THROUGH AUTOMATION, PREDICTIVE ANALYTICS, AND INTELLIGENT DECISION-MAKING.
[image: ] IDENTIFY THE MOST IMPORTANT AI TECHNOLOGIES USED IN INSTITUTIONAL MARKETING AND EVALUATE THEIR EFFECTIVENESS.
THIS OBJECTIVE FOCUSES ON IDENTIFYING AND ASSESSING THE KEY TECHNOLOGIES AND TOOLS ADOPTED BY ORGANIZATIONS IN MARKETING, SUCH AS RECOMMENDATION SYSTEMS, SENTIMENT ANALYSIS, INTELLIGENT CHATBOTS, PERSONALIZATION ENGINES, AND PREDICTIVE ANALYTICS OF CONSUMER BEHAVIOR.
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IT ALSO AIMS TO ASSESS THE SUCCESS LEVEL OF EACH TECHNOLOGY IN ACHIEVING SPECIFIC GOALS SUCH AS INCREASING SALES, IMPROVING USER EXPERIENCE, AND REDUCING ADVERTISING CAMPAIGN COSTS.

T. EVALUATE THE BENEFITS AND CHALLENGES ASSOCIATED WITH THE APPLICATION OF AI IN MARKETING.
THIS OBJECTIVE FOCUSES ON EXAMINING THE ADVANTAGES ORGANIZATIONS GAIN FROM USING AI, SUCH AS IMPROVING THE QUALITY OF MARKETING DECISIONS, ENHANCING CUSTOMER ENGAGEMENT, AND INCREASING THE ACCURACY OF MARKET TARGETING.
CONVERSELY, IT ALSO DISCUSSES THE CHALLENGES ORGANIZATIONS FACE DURING IMPLEMENTATION, SUCH AS:
[image: ] SHORTAGE OF SKILLED PROFESSIONALS SPECIALIZED IN DATA ANALYSIS. [image: ] HIGH INVESTMENT COSTS IN ADVANCED TECHNOLOGIES.
[image: ]  RISKS OF ALGORITHMIC BIAS OR BREACHES OF USER PRIVACY.

[image: ] LACK OF CLEAR LEGAL AND ETHICAL FRAMEWORKS REGULATING THE USE OF AI IN MARKETING.


2. PROPOSE A MODEL FOR INTEGRATING AI INTO INSTITUTIONAL MARKETING PLANS.
[image: ]		THIS OBJECTIVE SEEKS TO DEVELOP A PRACTICAL STRATEGIC MODEL THAT ILLUSTRATES HOW AI CAN BE INTEGRATED INTO DIFFERENT STAGES OF THE MARKETING PROCESS — STARTING FROM DATA ANALYSIS AND MARKET SEGMENTATION, THROUGH DESIGNING TARGETED ADVERTISING MESSAGES, TO EVALUATING RESULTS AND CONTINUOUSLY IMPROVING PERFORMANCE.

TP

THE PROPOSED MODEL AIMS TO HELP ORGANIZATIONS TRANSITION FROM EXPERIMENTAL USE OF ARTIFICIAL INTELLIGENCE TO A SYSTEMATIC RELIANCE ON IT AS A FUNDAMENTAL TOOL IN MARKETING DECISION-MAKING.
[image: ] PROPOSE PRACTICAL RECOMMENDATIONS AND REGULATORY POLICIES FOR ETHICAL AND LEGAL COMPLIANCE IN THE USE OF AI IN MARKETING.
[image: ]		THIS OBJECTIVE FOCUSES ON FORMULATING A SET OF RECOMMENDATIONS DIRECTED TOWARD:
[image: ] ORGANIZATIONS: TO ADOPT ETHICAL STANDARDS IN DATA COLLECTION AND USAGE, AND TO ENSURE TRANSPARENCY IN RECOMMENDATION ALGORITHMS.
[image: ] LEGISLATORS AND POLICYMAKERS: TO DEVELOP LEGAL FRAMEWORKS THAT PROTECT CONSUMER PRIVACY AND PREVENT THE MISUSE OF AI.
[image: ] ACADEMICS AND RESEARCHERS: TO GUIDE FUTURE STUDIES TOWARD DEVELOPING PRECISE EVALUATION STANDARDS FOR MEASURING THE IMPACT OF AI ON MARKETING PERFORMANCE.
THESE RECOMMENDATIONS AIM TO ACHIEVE A BALANCE BETWEEN INNOVATION AND RESPONSIBILITY, ENSURING THAT AI APPLICATIONS CONTRIBUTE TO SERVING ECONOMIC AND SOCIAL GOALS IN A SUSTAINABLE AND ETHICAL MANNER.
BASED ON THE ABOVE, THESE OBJECTIVES FORM A COMPREHENSIVE FRAMEWORK THAT CONNECTS THE THEORETICAL ASPECT OF THE RESEARCH (UNDERSTANDING AND INTERPRETING THE PHENOMENON) WITH THE PRACTICAL ASPECT (PROVIDING APPLICABLE SOLUTIONS AND STRATEGIES), THEREBY ENHANCING THE ACADEMIC AND PROFESSIONAL VALUE OF THE STUDY AND CONTRIBUTING TO A DEEPER UNDERSTANDING OF HOW AI CAN BE UTILIZED  TO  ACHIEVE  SUSTAINABLE  MARKETING  EFFECTIVENESS  WITHIN
ORGANIZATIONS.
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RESEARCH QUESTIONS AND HYPOTHESES:

THIS RESEARCH AIMS TO ANALYZE THE IMPACT OF EMPLOYING ARTIFICIAL INTELLIGENCE (AI) TECHNOLOGIES IN DEVELOPING AND ENHANCING THE EFFICIENCY OF INSTITUTIONAL MARKETING STRATEGIES. THIS IS ACHIEVED BY ADDRESSING A SET OF RESEARCH QUESTIONS AND FORMULATING HYPOTHESES THAT CAN BE TESTED STATISTICALLY.
THIS APPROACH IS BASED ON FIELD OBSERVATIONS AND PREVIOUS STUDIES INDICATING THAT ORGANIZATIONS ADOPTING AI TOOLS EXPERIENCE NOTICEABLE IMPROVEMENTS IN THEIR MARKETING PERFORMANCE; HOWEVER, THE NATURE AND EXTENT OF THIS IMPACT VARY DEPENDING ON ORGANIZATIONAL AND TECHNOLOGICAL CONTEXTS.

FIRST: RESEARCH QUESTIONS

THE RESEARCH QUESTIONS AIM TO GUIDE THE DIRECTION OF THE STUDY AND EXPLORE THE RELATIONSHIPS BETWEEN THE INDEPENDENT VARIABLES (AI APPLICATIONS) AND THE DEPENDENT VARIABLES (MARKETING PERFORMANCE EFFECTIVENESS), AS WELL AS TO IDENTIFY THE MEDIATING OR INHIBITING FACTORS. THE QUESTIONS CAN BE SUMMARIZED AS FOLLOWS:
[image: ] WHAT ARE THE MOST COMMONLY USED AI TECHNOLOGIES IN INSTITUTIONAL MARKETING?
THIS QUESTION AIMS TO EXPLORE THE CURRENT STATE OF AI APPLICATIONS IN MARKETING ORGANIZATIONS AND IDENTIFY THE MOST WIDELY USED AND INFLUENTIAL TOOLS, SUCH AS RECOMMENDATION SYSTEMS, CHATBOTS, PREDICTIVE ANALYTICS, AND CAMPAIGN AUTOMATION.
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IT	ALSO	SEEKS	TO	DETERMINE	THE	LEVEL	OF	DIGITAL	MATURITY	OF ORGANIZATIONS IN ADOPTING THESE TOOLS.
1. HOW  DO  THESE  TECHNOLOGIES  AFFECT  MARKETING  PERFORMANCE
INDICATORS?
2. 	THIS QUESTION FOCUSES ON ANALYZING THE RELATIONSHIP BETWEEN THE USE OF AI TECHNOLOGIES AND A SET OF QUANTITATIVE MARKETING PERFORMANCE INDICATORS, INCLUDING:
[image: ] REACH TO THE TARGET AUDIENCE. [image: ] CLICK-THROUGH RATE (CTR).
[image: ] CONVERSION RATE.

[image: ] CUSTOMER ACQUISITION COST (CAC). [image: ] CUSTOMER LIFETIME VALUE (LTV).
[image: ]THE GOAL OF THIS QUESTION IS TO ASSESS WHETHER THESE TECHNOLOGIES TRULY CONTRIBUTE TO IMPROVING THESE INDICATORS COMPARED TO TRADITIONAL MARKETING METHODS.
3. WHAT ORGANIZATIONAL AND TECHNICAL OBSTACLES DO ORGANIZATIONS
FACE WHEN APPLYING AI TECHNOLOGIES IN MARKETING?
4. 	THIS QUESTION ADDRESSES THE CHALLENGES THAT MAY HINDER THE SUCCESSFUL IMPLEMENTATION OF AI, WHETHER ORGANIZATIONAL (SUCH AS LACK OF INTERNAL POLICIES, WEAK DIGITAL GOVERNANCE, OR ABSENCE OF STRATEGIC VISION) OR TECHNICAL (SUCH AS LIMITED DATA AVAILABILITY, WEAK INFRASTRUCTURE, OR SHORTAGE OF HUMAN EXPERTISE IN DATA ANALYSIS AND MACHINE LEARNING).
5. 	IT ALSO EXPLORES ETHICAL CHALLENGES RELATED TO PRIVACY AND ALGORITHMIC BIAS.

1. DOES	THE	IMPACT	OF	APPLYING	AI	TECHNOLOGIES	ON	MARKETING
PERFORMANCE VARY ACCORDING TO INDUSTRY TYPE OR ORGANIZATION SIZE?
2. THIS QUESTION SEEKS TO EXAMINE WHETHER THE RELATIONSHIP BETWEEN
ARTIFICIAL INTELLIGENCE AND MARKETING EFFECTIVENESS IS INFLUENCED BY MEDIATING FACTORS SUCH AS THE TYPE OF SECTOR (SERVICE, INDUSTRIAL, OR COMMERCIAL) OR THE SIZE OF THE ORGANIZATION (LARGE, MEDIUM, OR SMALL).
3. THE AIM IS TO IDENTIFY PRACTICAL VARIATIONS THAT HELP EXPLAIN THE
DIFFERENCES IN HOW ORGANIZATIONS BENEFIT FROM AI IN THEIR MARKETING ACTIVITIES.


1. DOES THE IMPACT OF APPLYING AI TECHNOLOGIES ON MARKETING PERFORMANCE VARY ACCORDING TO INDUSTRY TYPE OR ORGANIZATION SIZE?
2. 	THIS QUESTION SEEKS TO EXAMINE WHETHER THE RELATIONSHIP BETWEEN ARTIFICIAL INTELLIGENCE AND MARKETING EFFECTIVENESS IS INFLUENCED BY MEDIATING FACTORS SUCH AS THE TYPE OF SECTOR (SERVICE, INDUSTRIAL, OR COMMERCIAL) OR THE SIZE OF THE ORGANIZATION (LARGE, MEDIUM, OR SMALL).
3. 	THE AIM IS TO IDENTIFY PRACTICAL VARIATIONS THAT HELP EXPLAIN THE DIFFERENCES IN HOW ORGANIZATIONS BENEFIT FROM AI IN THEIR MARKETING ACTIVITIES.
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SECOND: RESEARCH HYPOTHESES
1. 	BASED ON THE PREVIOUS QUESTIONS AND THE THEORETICAL LITERATURE, A SET OF HYPOTHESES HAS BEEN FORMULATED THAT CAN BE STATISTICALLY TESTED THROUGH QUANTITATIVE DATA ANALYSIS. THESE INCLUDE THE MAIN HYPOTHESIS AND SEVERAL SUB-HYPOTHESES, AS FOLLOWS:





MAIN HYPOTHESIS (H1):

THERE IS A STATISTICALLY SIGNIFICANT POSITIVE RELATIONSHIP BETWEEN THE USE OF ARTIFICIAL INTELLIGENCE (AI) TECHNOLOGIES AND THE EFFECTIVENESS OF INSTITUTIONAL MARKETING STRATEGIES.
THIS HYPOTHESIS IS BASED ON THE ASSUMPTION THAT ORGANIZATIONS’ ADOPTION OF AI TOOLS (SUCH AS PREDICTIVE ANALYTICS AND CAMPAIGN AUTOMATION) LEADS TO IMPROVED MARKETING PERFORMANCE OUTCOMES THROUGH MORE PRECISE TARGETING, REDUCED ADVERTISING EXPENDITURE WASTE, AND ENHANCED CUSTOMER LOYALTY.
THIS RELATIONSHIP WILL BE TESTED USING STATISTICAL ANALYSIS METHODS (SUCH AS CORRELATION AND MULTIPLE REGRESSION) TO MEASURE THE STRENGTH AND DIRECTION OF THE RELATIONSHIP BETWEEN THE VARIABLES.

SUB-HYPOTHESIS (H2):

ORGANIZATIONS THAT USE PREDICTIVE ANALYTICS ACHIEVE HIGHER CONVERSION RATES THAN THOSE THAT DO NOT.
THIS HYPOTHESIS IS BASED ON THE IDEA THAT THE ABILITY TO ANTICIPATE CUSTOMER BEHAVIOR AND FUTURE NEEDS PROVIDES ORGANIZATIONS WITH A COMPETITIVE ADVANTAGE IN DESIGNING MORE ACCURATELY TARGETED MARKETING CAMPAIGNS.
IT IS EXPECTED THAT THE USE OF PREDICTIVE ANALYTICS WILL RESULT IN HIGHER CONVERSION RATES AND LOWER CUSTOMER ACQUISITION COSTS.


SUB-HYPOTHESIS (H3):

THE PRESENCE OF AN INTERNAL SPECIALIZED TECHNICAL TEAM REDUCES THE COST OF IMPLEMENTING ARTIFICIAL INTELLIGENCE SOLUTIONS COMPARED TO OUTSOURCING.
THIS HYPOTHESIS SUGGESTS THAT INTERNAL TECHNICAL READINESS IS A CRITICAL FACTOR IN THE SUCCESSFUL ADOPTION OF AI APPLICATIONS. HAVING QUALIFIED IN-HOUSE PERSONNEL SKILLED IN DATA ANALYSIS AND PROGRAMMING CAN REDUCE DEPENDENCE ON EXTERNAL SERVICE PROVIDERS, THEREBY LOWERING OPERATIONAL COSTS AND INCREASING IMPLEMENTATION FLEXIBILITY AND SUSTAINABILITY.

SUB-HYPOTHESIS (H4):

THE IMPACT OF ARTIFICIAL INTELLIGENCE TECHNOLOGIES ON MARKETING EFFECTIVENESS VARIES ACCORDING TO THE TYPE OF INDUSTRY (SERVICE, INDUSTRIAL, OR COMMERCIAL).
THIS RELATIONSHIP IS ASSUMED BASED ON THE NOTION THAT EACH SECTOR HAS DISTINCT CHARACTERISTICS IN TERMS OF CUSTOMER INTERACTION, DATA VOLUME, AND MARKETING OBJECTIVES.


SUB-HYPOTHESIS (H5):

THE EFFECTIVENESS OF USING ARTIFICIAL INTELLIGENCE IN MARKETING INCREASES WITH THE SIZE OF THE ORGANIZATION AND ITS LEVEL OF DIGITAL MATURITY.
THIS HYPOTHESIS IS BASED ON THE ASSUMPTION THAT LARGER ORGANIZATIONS OFTEN POSSESS GREATER FINANCIAL AND TECHNOLOGICAL RESOURCES THAT ENABLE THEM TO INVEST IN ADVANCED AI SOLUTIONS. ADDITIONALLY, THEY HAVE ACCESS TO LARGER DATASETS THAT ALLOW FOR MORE ACCURATE MODEL TRAINING, WHICH IN TURN POSITIVELY IMPACTS THE EFFECTIVENESS OF THEIR MARKETING STRATEGIES.

RESEARCH DELIMITATIONS

DELIMITATIONS ARE AMONG THE ESSENTIAL COMPONENTS OF ANY SCIENTIFIC STUDY, AS THEY DEFINE THE FRAMEWORK WITHIN WHICH THE RESEARCH OPERATES. THEY CLARIFY FOR THE READER THE NATURE OF THE FIELD BEING EXAMINED, AS WELL AS THE SCOPE AND GENERALIZABILITY OF THE RESULTS.
IN THIS STUDY, A SET OF DELIMITATIONS HAS BEEN ESTABLISHED TO OUTLINE THE BOUNDARIES OF THE RESEARCH. THESE INCLUDE THEMATIC, SPATIAL, TEMPORAL, AND HUMAN DELIMITATIONS, AS FOLLOWS:



FIRST: SUBJECT BOUNDARIES

THIS STUDY FOCUSES ON ANALYZING THE IMPACT OF ARTIFICIAL INTELLIGENCE (AI) APPLICATIONS IN CORPORATE MARKETING, PARTICULARLY ON HOW THESE TECHNOLOGIES ARE EMPLOYED TO ENHANCE THE EFFECTIVENESS OF MARKETING STRATEGIES AND IMPROVE KEY MARKETING PERFORMANCE INDICATORS—SUCH AS AUDIENCE REACH, CONVERSION RATE, CUSTOMER ACQUISITION COST, AND CUSTOMER LIFETIME VALUE.
THE RESEARCH CONCENTRATES ON THE MARKETING APPLICATIONS OF AI, INCLUDING:
[image: ] RECOMMENDATION ALGORITHMS [image: ] PREDICTIVE ANALYTICS
[image: ] CAMPAIGN AUTOMATION [image: ] INTELLIGENT CHATBOTS
[image: ]  SENTIMENT AND TEXT ANALYSIS

THE STUDY DOES NOT EXTEND TO OTHER FIELDS OF ARTIFICIAL INTELLIGENCE APPLICATIONS—SUCH AS THE MEDICAL, INDUSTRIAL, SECURITY, OR EDUCATIONAL SECTORS—EXCEPT PARTIALLY AND ONLY FOR ILLUSTRATIVE PURPOSES WHEN PROVIDING COMPARATIVE EXAMPLES OR THEORETICAL BACKGROUND.
FURTHERMORE, THE STUDY IS LIMITED TO ANALYZING THE RELATIONSHIP BETWEEN ARTIFICIAL INTELLIGENCE AND MARKETING PERFORMANCE, WITHOUT DELVING INTO THE PURELY TECHNICAL ASPECTS OF ALGORITHM DESIGN OR SOFTWARE DEVELOPMENT.
ACCORDINGLY, THIS SUBJECT DELIMITATION ESTABLISHES A CLEAR CONCEPTUAL FRAMEWORK THAT FOCUSES ON THE STRATEGIC MARKETING DIMENSION OF AI AS A TOOL FOR ENHANCING INSTITUTIONAL PERFORMANCE.

SECOND: SPATIAL BOUNDARIES

THIS STUDY IS CONDUCTED WITHIN A DEFINED GEOGRAPHICAL SCOPE SELECTED BY THE RESEARCHER BASED ON THE AVAILABILITY OF DATA AND ACCESSIBILITY TO THE STUDY POPULATION.
THESE BOUNDARIES CAN BE DETERMINED AT ONE OF THE FOLLOWING LEVELS:

1. REGIONAL LEVEL:

IF THE STUDY TARGETS INSTITUTIONS OPERATING IN A SPECIFIC CITY (SUCH AS RIYADH, JEDDAH, OR CAIRO), THE FOCUS WILL BE ON ANALYZING THE PRACTICES OF THOSE INSTITUTIONS WITHIN THE LOCAL ENVIRONMENT. THIS ALLOWS FOR EXAMINING GEOGRAPHICAL AND ORGANIZATIONAL FACTORS THAT MAY INFLUENCE THE ADOPTION OF ARTIFICIAL INTELLIGENCE TECHNOLOGIES.

2. NATIONAL LEVEL:

IF SUFFICIENT RESOURCES AND CAPABILITIES ARE AVAILABLE, THE STUDY SCOPE MAY BE EXPANDED TO INCLUDE INSTITUTIONS FROM DIFFERENT REGIONS OF THE COUNTRY, WITH THE AIM OF PROVIDING A COMPREHENSIVE NATIONAL PERSPECTIVE ON THE CURRENT STATE OF AI UTILIZATION IN CORPORATE MARKETING.
THIS SPATIAL DELIMITATION HELPS CONTROL THE SCOPE OF GENERALIZATION, ENSURING THAT THE STUDY’S FINDINGS ARE MORE ACCURATELY APPLICABLE TO INSTITUTIONS OPERATING IN ENVIRONMENTS WITH SIMILAR TECHNOLOGICAL INFRASTRUCTURE AND TARGET MARKETS.

THIRD: TEMPORAL BOUNDARIES
THIS STUDY FOCUSES ON THE TIME PERIOD EXTENDING FROM 2020 UP TO THE DATE OF FIELD DATA COLLECTION, AS THIS PHASE REPRESENTS A FUNDAMENTAL TRANSFORMATION IN DIGITAL MARKETING PATTERNS AND THE USE OF BIG DATA.
SINCE 2020, THE WORLD HAS WITNESSED A SIGNIFICANT ACCELERATION IN DIGITAL TRANSFORMATION DUE TO RAPID TECHNOLOGICAL ADVANCEMENTS AND THE COVID-19 PANDEMIC, WHICH PUSHED INSTITUTIONS TO INCREASINGLY RELY ON DIGITAL TOOLS AND ARTIFICIAL INTELLIGENCE IN MARKETING AND CUSTOMER RELATIONSHIP MANAGEMENT.
THIS TIMEFRAME ALLOWS FOR THE EXAMINATION OF RECENT AND REALISTIC DEVELOPMENTS IN AI APPLICATIONS, AS WELL AS COMPARISONS BETWEEN EARLIER AND LATER PERIODS IN TERMS OF ADOPTION LEVELS AND ACHIEVED OUTCOMES.
IT ALSO ENSURES THAT THE DATA USED ARE UP-TO-DATE AND RELEVANT TO THE CURRENT DIGITAL BUSINESS ENVIRONMENT, THEREBY ENHANCING THE TEMPORAL CREDIBILITY OF THE STUDY.

2P

FOURTH: HUMAN BOUNDARIES
THE RESEARCH POPULATION CONSISTS OF EMPLOYEES WORKING IN THE MARKETING AND TECHNICAL DEPARTMENTS WITHIN THE TARGETED INSTITUTIONS, PARTICULARLY THOSE WHO HAVE DIRECT KNOWLEDGE OF OR ACTUAL SUPERVISION OVER THE IMPLEMENTATION OF ARTIFICIAL INTELLIGENCE TECHNOLOGIES.
THE PRIMARY RESEARCH SAMPLE INCLUDES:


MARKETING MANAGERS — TO ASSESS THE IMPACT OF ARTIFICIAL INTELLIGENCE ON THE STRATEGIC PLANNING AND EXECUTION OF MARKETING CAMPAIGNS.
ANALYTICS / DATA MANAGERS — TO EVALUATE THE EFFICIENCY OF USING BIG DATA IN DEVELOPING AI-DRIVEN MARKETING DECISIONS.
TECHNICAL / IT EXECUTIVES — TO IDENTIFY THE TECHNICAL CHALLENGES AND INFRASTRUCTURE REQUIREMENTS FOR IMPLEMENTING AI SOLUTIONS WITHIN THE ORGANIZATION.
THE SAMPLE MAY ALSO INCLUDE A LIMITED NUMBER OF DIGITAL MARKETING CONSULTANTS OR EXPERTS TO ENRICH THE QUALITATIVE ANALYSIS OF THE RESULTS.
DIVERSITY IN THE SAMPLE IS ENSURED BY INCLUDING INSTITUTIONS OF DIFFERENT SIZES AND SECTORS (INDUSTRIAL, SERVICE, AND COMMERCIAL), IN ORDER TO PROVIDE A REALISTIC AND COMPREHENSIVE REPRESENTATION OF VARIOUS PERSPECTIVES AND EXPERIENCES.

SUMMARY OF THE BOUNDARIES
THESE BOUNDARIES CONTRIBUTE TO FOCUSING THE STUDY WITHIN A CLEAR AND WELL-DEFINED FRAMEWORK, ALLOWING THE RESEARCHER TO ACHIEVE ANALYTICAL DEPTH WITHOUT DIGRESSION FROM THE MAIN OBJECTIVE — EXAMINING THE IMPACT OF ARTIFICIAL INTELLIGENCE ON CORPORATE MARKETING.
THEY ALSO HELP INTERPRET THE RESULTS WITHIN THEIR PROPER CONTEXT AND ENABLE THE READER TO UNDERSTAND THE EXTENT TO WHICH THE FINDINGS CAN BE GENERALIZED AND APPLIED TO OTHER ORGANIZATIONAL ENVIRONMENTS WITH SIMILAR CONDITIONS.

30

FOURTH: HUMAN BOUNDARIES
THE RESEARCH POPULATION CONSISTS OF EMPLOYEES WORKING IN THE MARKETING AND TECHNICAL DEPARTMENTS WITHIN THE TARGETED INSTITUTIONS, PARTICULARLY THOSE WHO HAVE DIRECT KNOWLEDGE OF OR ACTUAL SUPERVISION OVER THE IMPLEMENTATION OF ARTIFICIAL INTELLIGENCE TECHNOLOGIES.
THE PRIMARY RESEARCH SAMPLE INCLUDES:


RESEARCH TERMINOLOGY
THIS SECTION AIMS TO DEFINE THE KEY CONCEPTS AROUND WHICH THE STUDY REVOLVES AND TO PROVIDE PRECISE OPERATIONAL DEFINITIONS THAT HELP ENSURE A UNIFIED UNDERSTANDING AND CLARITY OF MEANING THROUGHOUT THE STAGES OF RESEARCH AND ANALYSIS.
BELOW IS AN EXPLANATION OF THE MAIN TERMS USED IN THE STUDY:



1. ARTIFICIAL INTELLIGENCE (AI) THEORETICAL DEFINITION:
ARTIFICIAL INTELLIGENCE IS A BRANCH OF COMPUTER SCIENCE THAT AIMS TO DEVELOP SYSTEMS OR PROGRAMS CAPABLE OF PERFORMING TASKS THAT TYPICALLY REQUIRE HUMAN INTELLIGENCE—SUCH AS UNDERSTANDING, LEARNING, ANALYZING, DECISION-MAKING, AND PROBLEM-SOLVING.
AI ENCOMPASSES A SET OF TECHNOLOGIES INCLUDING MACHINE LEARNING, COMPUTER VISION, NATURAL LANGUAGE PROCESSING, AND EXPERT SYSTEMS. OPERATIONAL DEFINITION IN THIS STUDY:
IN THIS RESEARCH, ARTIFICIAL INTELLIGENCE REFERS TO THE PRACTICES AND SOFTWARE TOOLS USED FOR ANALYZING CUSTOMER BEHAVIOR, PREDICTING DEMAND, PERSONALIZING MARKETING OFFERS, AND AUTOMATING DIGITAL CAMPAIGNS WITHIN ORGANIZATIONS.
THIS TERM IS USED TO MEASURE THE EXTENT TO WHICH INTELLIGENT TECHNOLOGIES ARE EMPLOYED IN CORPORATE MARKETING PROCESSES TO ACHIEVE GREATER EFFICIENCY AND EFFECTIVENESS.

2. MACHINE LEARNING (ML) THEORETICAL DEFINITION:
MACHINE LEARNING IS A SUBFIELD OF ARTIFICIAL INTELLIGENCE THAT FOCUSES ON DEVELOPING ALGORITHMS AND MODELS CAPABLE OF LEARNING FROM DATA AND IMPROVING THEIR PERFORMANCE OVER TIME WITHOUT EXPLICIT PROGRAMMING.
MACHINE LEARNING TECHNIQUES ARE USED TO BUILD PREDICTIVE MODELS THAT ANALYZE HISTORICAL DATA TO IDENTIFY SPECIFIC PATTERNS AND BEHAVIORS.
OPERATIONAL DEFINITION IN THIS STUDY:
IN THIS RESEARCH, MACHINE LEARNING REFERS TO THE USE OF ANALYTICAL ALGORITHMS TO PREDICT CONSUMER PREFERENCES, SEGMENT CUSTOMERS INTO GROUPS, AND OPTIMIZE DIGITAL ADVERTISING CAMPAIGNS BASED ON ACTUAL MARKET PERFORMANCE.
IT IS ALSO CONSIDERED AN INDICATOR OF AN ORGANIZATION’S TECHNOLOGICAL MATURITY IN UTILIZING ARTIFICIAL INTELLIGENCE FOR MARKETING PURPOSES.



3. MARKETING STRATEGY EFFECTIVENESS THEORETICAL DEFINITION:
IT REFERS TO THE EXTENT TO WHICH A MARKETING PLAN IS ABLE TO ACHIEVE ITS PREDEFINED OBJECTIVES, SUCH AS INCREASING MARKET SHARE, BOOSTING SALES RATES, ENHANCING BRAND AWARENESS, AND IMPROVING CUSTOMER SATISFACTION.
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OPERATIONAL DEFINITION IN THIS STUDY:
MARKETING STRATEGY EFFECTIVENESS IS MEASURED THROUGH A SET OF QUANTITATIVE MARKETING PERFORMANCE INDICATORS, INCLUDING:
[image: ]	AUDIENCE REACH
[image: ]	CLICK-THROUGH RATE (CTR) [image: ]	CONVERSION RATE
[image: ]	CUSTOMER ACQUISITION COST (CAC) [image: ]	CUSTOMER LIFETIME VALUE (LTV)
IT IS ASSUMED THAT THE USE OF ARTIFICIAL INTELLIGENCE TECHNOLOGIES LEADS TO A SIGNIFICANT IMPROVEMENT IN THESE INDICATORS AS A RESULT OF ENHANCED DATA ANALYSIS ACCURACY AND PERSONALIZED CONTENT DELIVERY.


4. BIG DATA ANALYTICS THEORETICAL DEFINITION:
BIG DATA ANALYTICS IS THE PROCESS OF EXAMINING AND PROCESSING VAST AND DIVERSE AMOUNTS OF DATA (BOTH STRUCTURED AND UNSTRUCTURED) TO EXTRACT PATTERNS, TRENDS, AND INSIGHTS THAT CAN BE USED FOR DECISION-MAKING. IT INVOLVES THE USE OF ADVANCED ANALYTICAL TOOLS SUCH AS DATA MINING, PREDICTIVE ANALYTICS, AND MACHINE LEARNING.

OPERATIONAL DEFINITION IN THIS STUDY:
IT REFERS TO THE ORGANIZATIONAL CAPABILITY TO COLLECT AND ANALYZE CUSTOMER AND MARKETING TRANSACTION DATA FROM MULTIPLE SOURCES (SOCIAL MEDIA, WEBSITES, MOBILE APPLICATIONS, POINT-OF-SALE SYSTEMS, ETC.) AND TO USE THE INSIGHTS GAINED TO DEVELOP INTELLIGENT MARKETING STRATEGIES.
BIG DATA ANALYTICS IS CONSIDERED ONE OF THE CORE FOUNDATIONS ON WHICH ARTIFICIAL INTELLIGENCE RELIES TO ACHIEVE PERSONALIZATION AND ACCURACY IN MARKETING CAMPAIGNS.

5. CUSTOMER ACQUISITION COST (CAC) THEORETICAL DEFINITION:
CAC IS A METRIC THAT REPRESENTS THE TOTAL MARKETING AND ADVERTISING EXPENSES REQUIRED TO ACQUIRE A NEW CUSTOMER DURING A SPECIFIC PERIOD. IT IS USED AS AN INDICATOR OF THE EFFICIENCY OF MARKETING ACTIVITIES.
OPERATIONAL DEFINITION IN THIS STUDY:
IN THIS STUDY, CAC IS CALCULATED BY DIVIDING THE TOTAL MARKETING EXPENDITURE BY THE NUMBER OF NEW CUSTOMERS ACQUIRED.
IT IS USED AS A KEY INDICATOR TO MEASURE THE SUCCESS OF APPLYING ARTIFICIAL INTELLIGENCE TECHNOLOGIES IN REDUCING TARGETING COSTS AND IMPROVING THE EFFICIENCY OF ADVERTISING CAMPAIGNS.

6. CUSTOMER LIFETIME VALUE (LTV) THEORETICAL DEFINITION:
CUSTOMER LIFETIME VALUE IS THE FINANCIAL ESTIMATE OF THE TOTAL REVENUE A CUSTOMER IS EXPECTED TO GENERATE FOR AN ORGANIZATION THROUGHOUT THEIR RELATIONSHIP WITH IT.
IT IS A STRATEGIC INDICATOR USED TO EVALUATE THE EFFECTIVENESS AND FEASIBILITY OF MARKETING INVESTMENTS.
OPERATIONAL DEFINITION IN THIS STUDY:
LTV IS CALCULATED BY ANALYZING PAST PURCHASE DATA, PURCHASE FREQUENCY, AND THE AVERAGE ORDER VALUE.
A POSITIVE RELATIONSHIP IS ASSUMED BETWEEN THE USE OF INTELLIGENT PERSONALIZATION TECHNIQUES AND AN INCREASE IN CUSTOMER VALUE OVER THE LONG TERM, DUE TO HIGHER LEVELS OF SATISFACTION AND LOYALTY.

7. CLICK-THROUGH RATE (CTR) THEORETICAL DEFINITION:
CTR IS THE PERCENTAGE OF USERS WHO CLICK ON A SPECIFIC ADVERTISEMENT OR LINK COMPARED TO THE NUMBER OF USERS WHO VIEWED IT. IT IS CONSIDERED ONE OF THE MOST IMPORTANT DIGITAL PERFORMANCE INDICATORS.
OPERATIONAL DEFINITION IN THIS STUDY:
CTR IS USED AS AN INDICATOR TO MEASURE THE EFFECTIVENESS OF ARTIFICIAL INTELLIGENCE IN PERSONALIZING ADVERTISING MESSAGES AND IMPROVING TARGETING OF THE APPROPRIATE AUDIENCE SEGMENT. A HIGHER CTR INDICATES THAT THE ADVERTISING CONTENT IS MORE ALIGNED	WITH	USER	INTERESTS,	REFLECTING	THE	SUCCESS	OF	AI SYSTEMS IN ENHANCING THE QUALITY OF USER ENGAGEMENT.

8. CONVERSION RATE THEORETICAL DEFINITION:
CONVERSION RATE IS THE PERCENTAGE OF USERS WHO COMPLETE A DESIRED ACTION (SUCH AS MAKING A PURCHASE, REGISTERING, OR DOWNLOADING AN APPLICATION) OUT OF THE TOTAL VISITORS OR TARGETED AUDIENCE IN A MARKETING CAMPAIGN.
OPERATIONAL DEFINITION IN THIS STUDY:
CONVERSION RATE IS CONSIDERED ONE OF THE KEY OUTCOMES OF MARKETING STRATEGY EFFECTIVENESS, AS IT REFLECTS HOW SUCCESSFULLY AN ORGANIZATION TURNS INTEREST INTO ACTUAL CUSTOMER BEHAVIOR.
IT IS USED TO MEASURE THE IMPACT OF USING ARTIFICIAL INTELLIGENCE TECHNOLOGIES ON ENHANCING PERSONALIZED USER EXPERIENCES AND INCREASING THE LIKELIHOOD OF PURCHASE DECISIONS.

9. CUSTOMER LOYALTY THEORETICAL DEFINITION:
CUSTOMER LOYALTY REFERS TO THE DEGREE OF ATTACHMENT A CUSTOMER HAS TO A SPECIFIC BRAND AND THEIR CONTINUED ENGAGEMENT WITH IT OVER THE LONG TERM.
OPERATIONAL DEFINITION IN THIS STUDY:
CUSTOMER LOYALTY IS MEASURED THROUGH INDICATORS SUCH AS CUSTOMER RETENTION RATE, PURCHASE FREQUENCY, AND CUSTOMER SATISFACTION LEVELS.
ARTIFICIAL INTELLIGENCE IS EXPECTED TO ENHANCE LOYALTY BY PROVIDING PERSONALIZED AND INTERACTIVE EXPERIENCES BASED ON CONTINUOUS BEHAVIORAL ANALYSIS.

10. MARKETING AUTOMATION THEORETICAL DEFINITION:
MARKETING AUTOMATION IS THE USE OF SOFTWARE TOOLS TO AUTOMATE REPETITIVE MARKETING TASKS SUCH AS EMAIL SENDING, CAMPAIGN MANAGEMENT, AND SCHEDULING POSTS ON DIGITAL PLATFORMS.
OPERATIONAL DEFINITION IN THIS STUDY:
IN THIS RESEARCH, IT REFERS TO THE IMPLEMENTATION OF INTELLIGENT SYSTEMS TO MANAGE MARKETING RELATIONSHIPS IN AN AUTOMATED AND INTERACTIVE MANNER, LEADING TO REDUCED TIME AND EFFORT WHILE IMPROVING CONTINUOUS COMMUNICATION WITH POTENTIAL CUSTOMERS.





SUMMARY:
THESE TERMS FORM THE CONCEPTUAL FRAMEWORK FROM WHICH THE STUDY IS DERIVED, CONTRIBUTING TO THE DEVELOPMENT OF CAUSAL RELATIONSHIPS AND STATISTICAL HYPOTHESES REGARDING THE IMPACT OF ARTIFICIAL INTELLIGENCE ON CORPORATE MARKETING EFFECTIVENESS.
IN FIELD APPLICATIONS, IT IS IMPORTANT TO USE QUANTITATIVE OPERATIONAL DEFINITIONS OF THESE CONCEPTS TO ENSURE MEASURABILITY AND OBJECTIVE ANALYSIS.

10. MARKETING AUTOMATION THEORETICAL DEFINITION:
MARKETING AUTOMATION IS THE USE OF SOFTWARE TOOLS TO AUTOMATE REPETITIVE MARKETING TASKS SUCH AS EMAIL SENDING, CAMPAIGN MANAGEMENT, AND SCHEDULING POSTS ON DIGITAL PLATFORMS.
OPERATIONAL DEFINITION IN THIS STUDY:
IN THIS RESEARCH, IT REFERS TO THE IMPLEMENTATION OF INTELLIGENT SYSTEMS TO MANAGE MARKETING RELATIONSHIPS IN AN AUTOMATED AND INTERACTIVE MANNER, LEADING TO REDUCED TIME AND EFFORT WHILE IMPROVING CONTINUOUS COMMUNICATION WITH POTENTIAL CUSTOMERS.





SUMMARY:
THESE TERMS FORM THE CONCEPTUAL FRAMEWORK FROM WHICH THE STUDY IS DERIVED, CONTRIBUTING TO THE DEVELOPMENT OF CAUSAL RELATIONSHIPS AND STATISTICAL HYPOTHESES REGARDING THE IMPACT OF ARTIFICIAL INTELLIGENCE ON CORPORATE MARKETING EFFECTIVENESS.
IN FIELD APPLICATIONS, IT IS IMPORTANT TO USE QUANTITATIVE OPERATIONAL DEFINITIONS OF THESE CONCEPTS TO ENSURE MEASURABILITY AND OBJECTIVE ANALYSIS.

CHAPTER TWO: THEORETICAL FRAMEWORK AND PREVIOUS STUDIES
FIRST: GENERAL INTRODUCTION
THIS CHAPTER IS ONE OF THE MOST IMPORTANT COMPONENTS OF THE STUDY, AS IT PROVIDES A COMPREHENSIVE AND INTEGRATED OVERVIEW OF THE LITERATURE ON ARTIFICIAL INTELLIGENCE IN CORPORATE MARKETING. IT HIGHLIGHTS PREVIOUS RESEARCH TRENDS THAT EXAMINED THE IMPACT OF AI TECHNOLOGIES ON THE EFFECTIVENESS OF MARKETING STRATEGIES ACROSS DIFFERENT ORGANIZATIONAL ENVIRONMENTS.
IT ALSO CONTRIBUTES TO IDENTIFYING THE RESEARCH GAP THAT THIS STUDY AIMS TO ADDRESS THROUGH A SYSTEMATIC APPLIED INVESTIGATION FOCUSED ON MEASURING THE ACTUAL IMPACT OF AI ON MARKETING PERFORMANCE INDICATORS WITHIN THE LOCAL CONTEXT. PREVIOUS STUDIES IN THIS FIELD HAVE VARIED BETWEEN THEORETICAL STUDIES, WHICH FOCUSED ON CONCEPTS AND TECHNOLOGICAL DEVELOPMENTS, AND APPLIED STUDIES THAT USED QUANTITATIVE OR QUALITATIVE METHODS TO ANALYZE THE RELATIONSHIP BETWEEN AI AND DIGITAL MARKETING. IN ADDITION, CRITICAL STUDIES HAVE DISCUSSED THE ETHICAL AND REGULATORY ASPECTS ASSOCIATED WITH USING AI IN HANDLING CUSTOMER DATA.
BELOW IS A DETAILED PRESENTATION OF THE MAIN RESEARCH TRENDS ORGANIZED INTO THREE KEY THEMES:
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SECOND: THEME ONE – STUDIES ON THE APPLICATIONS OF ARTIFICIAL INTELLIGENCE IN MARKETING IN GENERAL
THIS GROUP OF STUDIES EXAMINED THE IMPACT OF ARTIFICIAL INTELLIGENCE ON ENHANCING THE EFFECTIVENESS OF MARKETING ACTIVITIES IN TERMS OF DATA ANALYSIS, DEMAND FORECASTING, CONTENT PERSONALIZATION, AND CAMPAIGN AUTOMATION.

MOST OF THESE STUDIES INDICATED THAT IMPLEMENTING ARTIFICIAL INTELLIGENCE CONTRIBUTES TO ENHANCING THE EFFICIENCY OF MARKETING DECISIONS, REDUCING ADVERTISING EXPENDITURE WASTE, AND IMPROVING CUSTOMER EXPERIENCES THROUGH SERVICE PERSONALIZATION.
THE STUDY BY ZHOU h WANG (2021) FOUND THAT COMPANIES RELYING ON AI SYSTEMS IN DIGITAL MARKETING MANAGEMENT ACHIEVED AN INCREASE IN CONVERSION RATES RANGING FROM 15–25% COMPARED TO ORGANIZATIONS USING TRADITIONAL METHODS.
AHMED h KUMAR (2022) DEMONSTRATED THAT AI-BASED MARKETING AUTOMATION IMPROVES TARGETING ACCURACY BY 40% IN EMERGING MARKETS.
LI ET AL. (2020) SHOWED THAT USING AI TO ANALYZE CUSTOMER DATA HELPS REDUCE CUSTOMER ACQUISITION COST (CAC) AND INCREASE CUSTOMER LIFETIME VALUE (LTV).
THESE STUDIES CONCLUDED THAT AI HAS BECOME A STRATEGIC FACTOR IN IMPROVING MARKETING ROI, YET THEY DID NOT DELVE INTO DIFFERENCES ACROSS INDUSTRIES OR THE IMPACT OF ORGANIZATIONAL SIZE ON THE EXTENT OF AI UTILIZATION.
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THIRD: THEME TWO – STUDIES ON SPECIFIC AI TOOLS AND TECHNIQUES IN MARKETING
THESE STUDIES FOCUSED ON ANALYZING THE IMPACT OF PARTICULAR AI TECHNIQUES IN MARKETING, WHICH CAN BE CLASSIFIED INTO THREE SUB-TRENDS:
1. SENTIMENT ANALYSIS
[image: ]  CHEN ET AL. (2020) USED NATURAL LANGUAGE PROCESSING TECHNIQUES TO ANALYZE CUSTOMER SENTIMENTS ON TWITTER AND FOUND THAT INTEGRATING THE ANALYSIS RESULTS INTO MARKETING CAMPAIGNS INCREASED POSITIVE ENGAGEMENT BY 30%.
[image: ]  MANSOUR (2021), IN THE ARAB CONTEXT, INDICATED THAT CUSTOMER SENTIMENT ANALYSIS ENABLES ORGANIZATIONS TO PERSONALIZE ADVERTISING MESSAGES AND AVOID COMMUNICATION CRISES.
2. INTELLIGENT RECOMMENDATION SYSTEMS
[image: ] PATEL h SINGH (2022) CONFIRMED THAT RECOMMENDATION SYSTEMS BASED ON DEEP LEARNING INCREASE REPEAT PURCHASE RATES BY UP TO 22%.
[image: ]  YOUSSEF (2023) SHOWED THAT SERVICE ORGANIZATIONS ADOPTING RECOMMENDATION SYSTEMS BASED ON ANALYZING USER PREFERENCES ENHANCE CUSTOMER LOYALTY AND IMPROVE SERVICE RATINGS.
3. EMAIL MARKETING AUTOMATION
[image: ]  HARRIS h NOLAN (2021) FOUND THAT USING AI TO DETERMINE THE OPTIMAL TIME TO SEND EMAILS INCREASES THE OPEN RATE BY 18%.

EL-MASRY (2022), IN THE ARAB CONTEXT, DEMONSTRATED THAT RELYING ON AI TECHNIQUES IN EMAIL MARKETING CAMPAIGNS REDUCES UNSUBSCRIBE RATES AND INCREASES CONVERSION RATES.
IT IS NOTED THAT THESE STUDIES FOCUSED ON SPECIFIC PRACTICAL ASPECTS; HOWEVER, THEY OFTEN EXAMINE EACH TOOL SEPARATELY WITHOUT DEVELOPING A COMPREHENSIVE MODEL LINKING AI TO VARIOUS CORPORATE MARKETING PERFORMANCE INDICATORS. THIS IS PRECISELY WHAT THIS STUDY AIMS TO ACHIEVE.


FOURTH: THEME THREE – CRITICAL STUDIES ON THE RISKS AND CHALLENGES OF AI APPLICATIONS IN MARKETING
THESE STUDIES FOCUSED ON THE ETHICAL, REGULATORY, AND SOCIETAL ASPECTS ASSOCIATED WITH ADOPTING AI TECHNOLOGIES, RAISING SEVERAL KEY ISSUES:

ALGORITHMIC BIAS: AS HIGHLIGHTED IN GIBBS (2021), EXCESSIVE RELIANCE ON HISTORICAL DATA MAY REPRODUCE DISCRIMINATORY PATTERNS IN TARGETING CUSTOMERS.

PRIVACY AND DATA PROTECTION: ALHARBI (2022) EXAMINED THE EXTENT TO WHICH ARAB ORGANIZATIONS COMPLY WITH DATA PROTECTION LAWS, NOTING A LACK OF LEGAL AND TECHNICAL AWARENESS IN IMPLEMENTING PRIVACY CONTROLS.

LOSS OF HUMAN TOUCH IN MARKETING: MILLER h JONES (2023) HIGHLIGHTED THAT EXCESSIVE AUTOMATED INTERACTION WITH CUSTOMERS MAY LEAD TO A DECLINE IN EMOTIONAL TRUST IN THE BRAND, NECESSITATING A CAREFUL BALANCE BETWEEN AUTOMATION AND HUMAN RELATIONSHIPS.
THESE STUDIES COLLECTIVELY EMPHASIZE THAT THE SUCCESS OF AI IN MARKETING DOES NOT DEPEND SOLELY ON TECHNICAL EFFICIENCY BUT ALSO REQUIRES AN ETHICAL AND REGULATORY GOVERNANCE FRAMEWORK TO ENSURE THE RESPONSIBLE USE OF DATA.

FIFTH: CRITICAL SYNTHESIS AND RESEARCH GAP
THROUGH REVIEWING PREVIOUS STUDIES, SEVERAL CRITICAL OBSERVATIONS CAN BE DRAWN THAT HIGHLIGHT THE SCIENTIFIC GAP THIS RESEARCH AIMS TO ADDRESS:
[image: ]  MOST STUDIES FOCUSED ON A SINGLE TECHNICAL ASPECT (SUCH AS ANALYSIS OR AUTOMATION) AND DID NOT EXAMINE THE INTEGRATIVE RELATIONSHIP BETWEEN DIFFERENT AI TOOLS IN ENHANCING OVERALL MARKETING PERFORMANCE.
[image: ] THERE IS A SCARCITY OF APPLIED STUDIES IN THE ARAB OR LOCAL CONTEXT THAT INVESTIGATE THE IMPACT OF AI IN INSTITUTIONAL SETTINGS IN THE MIDDLE EAST, OR SPECIFICALLY IN GULF CITIES.
[image: ] MANY PREVIOUS STUDIES EMPLOYED DESCRIPTIVE METHODS WITHOUT DEVELOPING QUANTITATIVE ANALYTICAL MODELS TO TEST THE RELATIONSHIPS BETWEEN VARIABLES (SUCH AS CAC, LTV, AND CTR).

PREVIOUS STUDIES RARELY ADDRESSED DIFFERENCES BETWEEN INDUSTRIES (SERVICE, COMMERCIAL, INDUSTRIAL) OR BETWEEN ORGANIZATION SIZES (LARGE, MEDIUM, SMALL).
ONLY A FEW STUDIES FOCUSED ON THE ETHICAL AND REGULATORY DIMENSION IN MANAGING AI-DRIVEN MARKETING SYSTEMS. ACCORDINGLY, THIS RESEARCH AIMS TO FILL THESE GAPS BY:
[image: ]  DEVELOPING AN INTEGRATED MODEL TO MEASURE THE IMPACT OF AI ON MARKETING STRATEGY EFFECTIVENESS.
[image: ]  APPLYING A QUANTITATIVE METHODOLOGY IN A LOCAL INSTITUTIONAL CONTEXT (E.G., RIYADH OR JEDDAH).
[image: ] ANALYZING THE RELATIONSHIP BETWEEN AI AND MARKETING PERFORMANCE INDICATORS WHILE CONSIDERING SECTORAL AND ORGANIZATIONAL DIFFERENCES.
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THEORETICAL FRAMEWORK

FIRST: INTRODUCTION TO THE THEORETICAL FRAMEWORK
THE THEORETICAL FRAMEWORK IS THE FUNDAMENTAL PILLAR ON WHICH SCIENTIFIC RESEARCH RELIES TO INTERPRET THE STUDIED PHENOMENA. IN LIGHT OF THE TOPIC OF THIS RESEARCH – THE IMPACT OF APPLYING ARTIFICIAL INTELLIGENCE TECHNOLOGIES ON THE EFFECTIVENESS OF CORPORATE MARKETING STRATEGIES

THE THEORETICAL FRAMEWORK AIMS TO LINK THE CONCEPTS OF ARTIFICIAL INTELLIGENCE, DATA-DRIVEN MARKETING, AND THEORIES OF TECHNOLOGY ADOPTION AND ORGANIZATIONAL DECISION-MAKING. THIS FRAMEWORK IS BUILT UPON A SET OF CONTEMPORARY THEORIES THAT EXPLAIN HOW INDIVIDUALS AND ORGANIZATIONS INTERACT WITH DIGITAL TECHNOLOGIES AND CLARIFY THE ROLE OF TECHNICAL RESOURCES AND CAPABILITIES IN ENHANCING THE COMPETITIVE ADVANTAGE OF INSTITUTIONS.
SECOND: DATA-DRIVEN DECISION MAKING THEORY CONCEPT OF THE THEORY
THIS THEORY IS BASED ON THE ASSUMPTION THAT THE MOST EFFECTIVE DECISIONS ARE THOSE MADE THROUGH SYSTEMATIC DATA ANALYSIS RATHER THAN INTUITION OR PERSONAL EXPERIENCE. IT REFLECTS THE SHIFT FROM TRADITIONAL MARKETING TO ANALYTICAL MARKETING.
RELATION TO THE RESEARCH TOPIC
ARTIFICIAL INTELLIGENCE ENABLES ORGANIZATIONS TO COLLECT AND ANALYZE VAST AMOUNTS OF MARKETING DATA (SOCIAL MEDIA PLATFORMS, CUSTOMER BEHAVIOR, SALES).
BASED ON THIS DATA, TARGETING CAN BE IMPROVED, OFFERS CAN BE PERSONALIZED, AND CUSTOMER BEHAVIOR CAN BE PREDICTED. CONSEQUENTLY, MARKETING DECISIONS BECOME MORE ACCURATE AND EFFECTIVE, POSITIVELY IMPACTING PERFORMANCE INDICATORS SUCH AS CONVERSION RATE, CUSTOMER SATISFACTION, AND ACQUISITION COST.

RELATED VARIABLES
[image: ] INDEPENDENT VARIABLE: LEVEL OF ARTIFICIAL INTELLIGENCE TOOLS IMPLEMENTATION.
[image: ] DEPENDENT VARIABLE: EFFECTIVENESS OF MARKETING DECISIONS (MEASURED THROUGH PERFORMANCE AND INDICATORS).
[image: ] INTERVENING VARIABLES: DATA QUALITY – EFFICIENCY OF THE ANALYTICS TEAM – AVAILABILITY OF MODERN MARKETING INFORMATION SYSTEMS.

3. TECHNOLOGY ACCEPTANCE MODEL (TAM)
1. MODEL BACKGROUND
PRESENTED BY DAVIS IN 1989, TAM IS ONE OF THE MOST WIDELY USED MODELS TO EXPLAIN HOW INDIVIDUALS AND ORGANIZATIONS ADOPT NEW TECHNOLOGIES.
THE MODEL FOCUSES ON TWO MAIN VARIABLES:
[image: ] PERCEIVED EASE OF USE [image: ] PERCEIVED USEFULNESS
BOTH INFLUENCE THE ACTUAL INTENTION TO USE THE TECHNOLOGY.
2. APPLICATION OF THE MODEL TO AI IN MARKETING IN THE CONTEXT OF CORPORATE MARKETING:
IF MARKETING MANAGERS PERCEIVE AI TOOLS AS EASY TO USE AND PROVIDING TANGIBLE BENEFITS (E.G., INCREASING CONVERSION RATES OR REDUCING CAMPAIGN COSTS), THEIR LIKELIHOOD OF ADOPTING THEM INCREASES.
CONVERSELY, TECHNICAL COMPLEXITY OR UNCLEAR PREDICTIVE OUTCOMES MAY REDUCE ACCEPTANCE AND ACTUAL USAGE.

3. PROPOSED RESEARCH VARIABLES ACCORDING TO TAM
PERCEIVED USEFULNESS → POSITIVELY AFFECTS THE INTENTION TO USE. PERCEIVED EASE OF USE → POSITIVELY AFFECTS THE INTENTION TO USE. [image: ]  ADMINISTRATIVE/TECHNICAL SUPPORT → A MODERATING FACTOR
THAT STRENGTHENS THE RELATIONSHIP BETWEEN PERCEIVED USEFULNESS AND ACTUAL USAGE.

4. RESOURCE-BASED VIEW (RBV) CONCEPT OF THE THEORY
THIS THEORY WAS DEVELOPED BY WERNERFELT (1984) AND BARNEY (1991) AND IS CONSIDERED A FUNDAMENTAL FRAMEWORK FOR UNDERSTANDING SUSTAINABLE COMPETITIVE ADVANTAGE.
IT POSITS THAT COMPETITIVE ADVANTAGE DOES NOT STEM SOLELY FROM THE EXTERNAL ENVIRONMENT BUT ALSO FROM THE ORGANIZATION’S UNIQUE INTERNAL RESOURCES (E.G., TECHNICAL SKILLS, DATA, ORGANIZATIONAL KNOWLEDGE).
APPLICATION IN AI AND MARKETING
AI ALGORITHMS, BIG DATA REPOSITORIES, AND THE COMPETENCIES OF ANALYTICS TEAMS ARE STRATEGIC RESOURCES THAT ARE DIFFICULT TO IMITATE.
ORGANIZATIONS WITH SUPERIOR CAPABILITIES IN DATA ANALYSIS AND AI-DRIVEN DECISION-MAKING ACHIEVE LONG-TERM COMPETITIVE ADVANTAGE.
[image: ]  THUS, ARTIFICIAL INTELLIGENCE IS CONSIDERED A CORE KNOWLEDGE-BASED RESOURCE THAT SUPPORTS THE EFFECTIVENESS OF MARKETING STRATEGIES.

T. MEASURABLE VARIABLES
[image: ]  AVAILABLE TECHNOLOGICAL RESOURCES.
[image: ]  COMPETENCE OF TEAMS IN USING AI TOOLS.
[image: ]  THE ORGANIZATION’S ABILITY TO TRANSLATE ANALYTICAL RESULTS INTO STRATEGIC DECISIONS.

DIGITAL VALUE CHAIN MODEL IN MARKETING


T. MODEL CONCEPT
THIS MODEL FOCUSES ON HOW VALUE IS CREATED IN A DIGITAL ENVIRONMENT THROUGH INTERCONNECTED STAGES: DATA COLLECTION
→ ANALYSIS → DECISION-MAKING → CAMPAIGN EXECUTION →
PERFORMANCE EVALUATION.


2. RELEVANCE TO THE RESEARCH TOPIC
ARTIFICIAL INTELLIGENCE ENHANCES EACH STAGE OF THIS CHAIN: [image: ] ANALYSIS: IDENTIFIES HIDDEN PATTERNS AND BEHAVIORS.
[image: ] EXECUTION: ENABLES REAL-TIME AUTOMATION AND PERSONALIZATION.
[image: ]  EVALUATION: PROVIDES CONTINUOUS FEEDBACK FOR PERFORMANCE IMPROVEMENT.
THUS, AI CONTRIBUTES TO BUILDING AN INTEGRATED DIGITAL VALUE CHAIN THAT AMPLIFIES THE EFFECTIVENESS OF INSTITUTIONAL MARKETING.

KP

THEORETICAL INTEGRATIONRelationship to the Research Topic

Artificial intelligence improves the quality of marketing decisions



Organizational acceptance of AI in marketing




AI technologies as strategic resources for organizations


Artificial intelligence enhances value across each stage
Core Content



More accurate decisions are made based on comprehensive data analysis

Individuals’ adoption of technologies depends on perceived usefulness and ease of use

Sustainable advantage is built on internal resources that are difficult to imitate

Value arises from the integration of data collection, analysis, and execution
Related Theory




Data-Driven Decision Making Theory




Technology Acceptance Model (TAM)




Resource-Based View (RBV)





Digital Value Chain Model
Dimension





Decision Making





Technology Adoption





Competitive Advantage





Digital Value
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SEVENTH: PROPOSED CONCEPTUAL FRAMEWORK OF THE STUDY
BASED ON THE PREVIOUS THEORIES, THE CONCEPTUAL FRAMEWORK CAN BE FORMULATED AS FOLLOWS:
INPUTS: ADOPTION OF ARTIFICIAL INTELLIGENCE TECHNOLOGIES (PREDICTIVE ANALYTICS, RECOMMENDATION SYSTEMS, CAMPAIGN AUTOMATION).
PROCESSES: BIG DATA ANALYSIS, CONTENT PERSONALIZATION, TARGETING OPTIMIZATION.
OUTPUTS: IMPROVEMENT OF MARKETING PERFORMANCE INDICATORS (REACH, CTR, CONVERSION RATE, CAC, LTV).
INTERVENING FACTORS: DATA QUALITY, TECHNOLOGICAL INFRASTRUCTURE, TOP MANAGEMENT SUPPORT, ORGANIZATIONAL CULTURE.
MODERATING FACTORS: ORGANIZATION SIZE, INDUSTRY TYPE, LEVEL OF DIGITAL MATURITY.
SECTION ONE: ARTIFICIAL INTELLIGENCE – ORIGIN, CONCEPT, AND TECHNOLOGIES
FIRST:	THE	ORIGIN	AND	HISTORICAL	DEVELOPMENT	OF	ARTIFICIAL INTELLIGENCE
1. INTELLECTUAL AND SCIENTIFIC BEGINNINGS
2. 	ARTIFICIAL INTELLIGENCE (AI) IS CONSIDERED ONE OF THE MOST SIGNIFICANT ACHIEVEMENTS OF THE DIGITAL AGE, RESULTING FROM
CUMULATIVE	RESEARCH	IN	COMPUTER	SCIENCE,	MATHEMATICAL LOGIC, AND COGNITIVE NEUROSCIENCE.
3. THE  IDEA  BEGAN  IN  THE  MID-20TH  CENTURY  WHEN  SCIENTISTS
ASKED: CAN A MACHINE "THINK" LIKE A HUMAN?

4. IN 1950, ALAN TURING PROPOSED A FAMOUS TEST KNOWN AS THE "TURING TEST," SUGGESTING THAT INTELLIGENCE COULD BE MEASURED BY A MACHINE’S ABILITY TO SIMULATE HUMAN THINKING.
5. IN 1956, THE TERM "ARTIFICIAL INTELLIGENCE" WAS OFFICIALLY COINED DURING THE DARTMOUTH CONFERENCE, LED BY JOHN MCCARTHY, WHO LAID THE FOUNDATIONAL PRINCIPLES OF AI AS AN INDEPENDENT SCIENTIFIC FIELD.

2. THE	HISTORICAL	WAVES	OF	ARTIFICIAL	INTELLIGENCE DEVELOPMENT
[image: ] FIRST WAVE: SYMBOLIC AI | 1950–1970
[image: ] SECOND WAVE: KNOWLEDGE-BASED SYSTEMS | 1970–1990 [image: ] THIRD WAVE: MACHINE LEARNING | 1990–2010
[image: ]  FOURTH WAVE: DEEP LEARNING | 2010–PRESENT


3. THE IMPACT OF ARTIFICIAL INTELLIGENCE ON THE BUSINESS ENVIRONMENT
WITH THE RISE OF DEEP LEARNING, AI HAS TRANSFORMED FROM AN ACADEMIC PROJECT INTO A STRATEGIC BUSINESS TOOL:
[image: ] IN MARKETING: ENHANCING TARGETING, AUTOMATING CONTENT, AND PERSONALIZING EXPERIENCES.
[image: ]  IN INDUSTRY: DEMAND FORECASTING AND SMART MAINTENANCE.
[image: ] IN SERVICES: DECISION SUPPORT, SENTIMENT ANALYSIS, AND CUSTOMER SERVICE.
THUS, ARTIFICIAL INTELLIGENCE HAS BECOME ONE OF THE KEY DRIVERS OF DIGITAL TRANSFORMATION IN THE 21ST-CENTURY BUSINESS LANDSCAPE.

II. CONCEPT AND CORE CLASSIFICATIONS OF ARTIFICIAL INTELLIGENCE
1. DEFINITION OF ARTIFICIAL INTELLIGENCE
AI DEFINITIONS VARY DEPENDING ON THE PERSPECTIVE, BUT CAN BE SUMMARIZED AS FOLLOWS:
[image: ] FUNCTIONAL PERSPECTIVE: "THE ABILITY OF SOFTWARE SYSTEMS TO PERFORM TASKS THAT TYPICALLY REQUIRE HUMAN INTELLIGENCE, SUCH AS UNDERSTANDING, LEARNING, PLANNING, AND INTERACTION."
[image: ] COGNITIVE PERSPECTIVE: "THE SIMULATION OF HUMAN MENTAL PROCESSES (THINKING, REASONING, DECISION-MAKING) THROUGH DIGITAL ALGORITHMS."
[image: ] ORGANIZATIONAL PERSPECTIVE: "A SET OF TECHNOLOGIES THAT ENABLE ORGANIZATIONS TO TRANSFORM DATA INTO ACTIONABLE KNOWLEDGE THAT ENHANCES ORGANIZATIONAL PERFORMANCE."
2. AI CLASSIFICATIONS
A. BASED ON THE LEVEL OF INTELLIGENCE
B. BASED ON THE TECHNOLOGY USED

III. CORE AI TECHNOLOGIES AND APPLICATIONS IN MARKETING
1. RECOMMENDATION SYSTEMS OPERATING PRINCIPLE:
THESE SYSTEMS RELY ON ALGORITHMS TO ANALYZE USER BEHAVIOR AND RECOMMEND PRODUCTS OR CONTENT THAT ALIGN WITH THEIR PREFERENCES.
[image: ] COLLABORATIVE FILTERING: BASED ON SIMILARITIES BETWEEN USERS.
[image: ] CONTENT-BASED FILTERING: BASED ON THE FEATURES OF THE PRODUCTS OR CONTENT ITSELF.
[image: ]  HYBRID SYSTEMS: COMBINE BOTH APPROACHES.
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PRACTICAL EXAMPLES:
NETFLIX: RECOMMENDS MOVIES BASED ON VIEWING BEHAVIOR.
AMAZON:	SUGGESTS	PRODUCTS	COMPLEMENTARY	TO	PREVIOUS PURCHASES.
[image: ] ADVANTAGES:
INCREASES CONVERSION RATES AND SALES.
ENHANCES USER EXPERIENCE AND CUSTOMER LOYALTY. [image: ] DISADVANTAGES:
REQUIRES LARGE AND ACCURATE DATASETS.
FACES THE "COLD START" PROBLEM FOR NEW USERS. [image: ] IMPLEMENTATION REQUIREMENTS:
INTEGRATED CUSTOMER DATABASE.
DATA	ANALYSIS	TEAM	WITH	EXPERTISE	IN	MACHINE	LEARNING ALGORITHMS.
2. SENTIMENT h BEHAVIOR ANALYSIS WORKING PRINCIPLE:
USES NATURAL LANGUAGE PROCESSING (NLP) TECHNIQUES TO ANALYZE TEXTS AND SOCIAL MEDIA COMMENTS TO DETERMINE SENTIMENT (POSITIVE, NEGATIVE, NEUTRAL).
EXAMPLES:
[image: ] TELECOM	COMPANIES	ANALYZE	CUSTOMER	TWEETS	TO	MONITOR SATISFACTION.
[image: ] BRANDS TRACK USER OPINIONS ON MARKETING CAMPAIGNS. ADVANTAGES:
[image: ]  REAL-TIME ASSESSMENT OF CUSTOMER SATISFACTION.
[image: ]  GUIDES CONTENT STRATEGIES BASED ON AUDIENCE SENTIMENT. DISADVANTAGES:
[image: ] SENSITIVE TO LANGUAGE AND CONTEXT.
[image: ]  DIFFICULT TO INTERPRET SARCASM OR DOUBLE MEANINGS.

3. PROGRAMMATIC ADVERTISING WORKING PRINCIPLE:
AI ALGORITHMS ARE USED TO AUTOMATICALLY PURCHASE DIGITAL ADS IN REAL-TIME (REAL-TIME BIDDING) AND TO PERSONALIZE ADS BASED ON USER, LOCATION, AND BEHAVIOR.
EXAMPLES:
[image: ] PLATFORMS	LIKE	GOOGLE	ADS	AND	META	USE	AI	MODELS	TO OPTIMIZE AD DELIVERY.
[image: ]  ALGORITHMS DETERMINE THE BEST TIME AND CHANNEL TO DISPLAY ADS AT THE LOWEST CUSTOMER ACQUISITION COST (CAC).
ADVANTAGES:
[image: ]  HIGH EFFICIENCY IN BUDGET MANAGEMENT.
[image: ] DYNAMIC	PERSONALIZATION	AND	CONTINUOUS	PERFORMANCE OPTIMIZATION.
DISADVANTAGES:
[image: ] RISK	OF	ADS	APPEARING	IN	INAPPROPRIATE	CONTEXTS	(BRAND SAFETY).
[image: ]  REQUIRES CAREFUL HUMAN SUPERVISION.


4. PREDICTIVE ANALYTICS WORKING PRINCIPLE:
HISTORICAL	DATA	IS	ANALYZED	USING	MACHINE	LEARNING ALGORITHMS TO PREDICT FUTURE TRENDS AND CUSTOMER BEHAVIOR. MARKETING USES:
[image: ] FORECASTING SEASONAL DEMAND.
[image: ]  ANALYZING CUSTOMER CHURN PROBABILITY.
[image: ] OPTIMIZING PRICING AND PROMOTIONAL DECISIONS. ADVANTAGES:
[image: ]  ENHANCES MARKETING PLANNING AND REDUCES RISKS. [image: ] INCREASES MARKETING RETURN ON INVESTMENT (ROI). DISADVANTAGES:
[image: ]  RELIES ON THE QUALITY OF AVAILABLE DATA.
[image: ]  REQUIRES ACCURATE MODELS THAT ARE REGULARLY UPDATED.

4. PREDICTIVE ANALYTICS WORKING PRINCIPLE:
HISTORICAL	DATA	IS	ANALYZED	USING	MACHINE	LEARNING ALGORITHMS TO PREDICT FUTURE TRENDS AND CUSTOMER BEHAVIOR. MARKETING APPLICATIONS:
[image: ] FORECASTING SEASONAL DEMAND.
[image: ]  ANALYZING THE LIKELIHOOD OF CUSTOMER CHURN. [image: ] IMPROVING PRICING AND PROMOTIONAL DECISIONS. ADVANTAGES:
[image: ]  ENHANCES MARKETING PLANNING AND REDUCES RISKS. [image: ] INCREASES MARKETING RETURN ON INVESTMENT (ROI). DISADVANTAGES:
[image: ] DEPENDS ON THE QUALITY OF THE AVAILABLE DATA.
[image: ]  REQUIRES ACCURATE MODELS THAT ARE REGULARLY UPDATED.


5. CHATBOTS AND AUTOMATED CUSTOMER SERVICE WORKING PRINCIPLE:
THEY RELY ON NATURAL LANGUAGE PROCESSING (NLP) AND MACHINE LEARNING TECHNIQUES TO INTERACT WITH USERS AND RESPOND TO THEIR INQUIRIES VIA TEXT OR VOICE.
EXAMPLES:
[image: ]  BANK CHATBOTS LIKE ERICA FROM BANK OF AMERICA.
[image: ] CUSTOMER SUPPORT THROUGH WHATSAPP OR WEBSITES. ADVANTAGES:
[image: ]  REDUCES CUSTOMER SERVICE COSTS.
[image: ] IMPROVES RESPONSE SPEED AND USER EXPERIENCE. DISADVANTAGES:
[image: ]  LIMITED UNDERSTANDING OF COMPLEX CONTEXTS.
[image: ]  REQUIRES CONTINUOUS UPDATES TO THE KNOWLEDGE BASE.

5. CHATBOTS AND AUTOMATED CUSTOMER SERVICE WORKING PRINCIPLE:
THEY RELY ON NLP (NATURAL LANGUAGE PROCESSING) AND MACHINE LEARNING TECHNIQUES TO INTERACT WITH USERS AND RESPOND TO THEIR INQUIRIES VIA TEXT OR VOICE.
EXAMPLES:
[image: ] BANK CHATBOTS SUCH AS ERICA FROM BANK OF AMERICA. [image: ] CUSTOMER SUPPORT VIA WHATSAPP OR WEBSITES. ADVANTAGES:
[image: ]  REDUCES CUSTOMER SERVICE COSTS.
[image: ] IMPROVES RESPONSE SPEED AND ENHANCES USER EXPERIENCE. DISADVANTAGES:
[image: ]  LIMITED UNDERSTANDING OF COMPLEX CONTEXTS.
[image: ]  REQUIRES CONTINUOUS UPDATES TO THE KNOWLEDGE BASE.


6. AI-POWERED SEO TOOLS WORKING PRINCIPLE:
AI IS USED TO ANALYZE SEARCH ENGINE ALGORITHMS AND USER BEHAVIOR TO IMPROVE WEBSITE RANKINGS.
EXAMPLES:
TOOLS  SUCH  AS  SURFERSEO,  CLEARSCOPE,  AND  MARKETMUSE  USE INTELLIGENT ANALYSIS OF KEYWORDS AND CONTENT.
ADVANTAGES:
[image: ]  ENHANCES DIGITAL VISIBILITY.
[image: ]  PROVIDES ACCURATE PERFORMANCE AND COMPETITOR REPORTS. DISADVANTAGES:
[image: ]  CONSTANT CHANGES IN SEARCH ALGORITHMS REQUIRE CONTINUOUS ADAPTATION.
[image: ]  OVER-RELIANCE ON AI MAY REDUCE HUMAN CREATIVITY.

SUMMARY OF THE FIRST SECTION
THIS OVERVIEW DEMONSTRATES THAT ARTIFICIAL INTELLIGENCE IS NO LONGER MERELY A SUPPORTING TECHNOLOGY BUT HAS BECOME A STRATEGIC CORE RESHAPING CORPORATE MARKETING PRACTICES. THROUGH THESE TECHNOLOGIES—FROM RECOMMENDATION SYSTEMS AND PREDICTIVE ANALYTICS TO AUTOMATION AND CHATBOTS—IT IS NOW POSSIBLE TO ACHIEVE MORE PRECISE TARGETING, HIGHER EFFICIENCY, AND DEEPER PERSONALIZATION OF THE MARKETING EXPERIENCE.
[image: ]		HOWEVER, ADOPTING THESE TOOLS REQUIRES TECHNOLOGICAL AND HUMAN INVESTMENTS, AS WELL AS CLEAR POLICIES TO ENSURE DATA
TRANSPARENCY AND ETHICAL SECURITY.



SECOND SECTION: MODERN MARKETING STRATEGIES AND THEIR CHALLENGES IN THE ERA OF THE DIGITAL REVOLUTION


FIRST: CONCEPT AND STRATEGIES OF MODERN MARKETING OVER THE PAST TWO DECADES, MARKETING HAS UNDERGONE A RADICAL TRANSFORMATION DUE TO THE DIGITAL REVOLUTION, INCREASED RELIANCE ON DATA, AND CHANGING CONSUMER BEHAVIOR IN AN INTERCONNECTED ONLINE ENVIRONMENT.
[image: ]		MODERN MARKETING HAS BECOME MORE INTERACTIVE, DATA- DRIVEN, AND INTEGRATED ACROSS CHANNELS. IT NOT ONLY AIMS TO ATTRACT CUSTOMERS BUT ALSO SEEKS TO BUILD SUSTAINABLE RELATIONSHIPS AND DELIVER MUTUAL VALUE.

B. PRINCIPLES AND FOUNDATIONS
[image: ] PRODUCING DIVERSE CONTENT: ARTICLES, VIDEOS, PODCASTS, INTERACTIVE POSTS.
[image: ] ALIGNING CONTENT WITH THE NEEDS OF EACH STAGE OF THE CUSTOMER JOURNEY.
[image: ]  USING ANALYTICS TOOLS TO IDENTIFY THE MOST IMPACTFUL TYPES OF CONTENT.
C. PRACTICAL EXAMPLES
[image: ]  EDUCATIONAL BLOGS PROVIDED BY TECH COMPANIES LIKE HUBSPOT AND SALESFORCE.
[image: ] SHORT VIDEO CAMPAIGNS ON TIKTOK AND YOUTUBE THAT ENHANCE BRAND AWARENESS.
D. ADVANTAGES
[image: ] IMPROVES SEARCH ENGINE OPTIMIZATION (SEO) AND INCREASES ORGANIC TRAFFIC.
[image: ]  BUILDS LONG-TERM CUSTOMER LOYALTY.
[image: ]  REDUCES THE COST OF DIRECT ADVERTISING.
E. CHALLENGES
[image: ]  REQUIRES CONTINUOUS PRODUCTION OF HIGH-QUALITY CONTENT. [image: ]  MEASURING RETURN ON INVESTMENT (ROI) CAN BE RELATIVELY
DIFFICULT.
[image: ]  HIGH COMPETITION IN CAPTURING DIGITAL ATTENTION.



2. OMNICHANNEL MARKETING
A. CONCEPT
IT IS A STRATEGY AIMED AT UNIFYING THE CUSTOMER EXPERIENCE ACROSS ALL TOUCHPOINTS—WHETHER DIGITAL (WEBSITE, EMAIL, MOBILE APPS) OR TRADITIONAL (STORES, CALL CENTERS).
ORGANIZATIONS STRIVE TO CREATE A SEAMLESS AND INTERCONNECTED EXPERIENCE REGARDLESS OF THE CHANNEL THE CUSTOMER USES.

ǦP

B. FOUNDATIONS
[image: ]  INTEGRATION OF DATA ACROSS SYSTEMS (CRM, ERP, ANALYTICS). [image: ]  CONSISTENCY OF MARKETING MESSAGES ACROSS CHANNELS.
[image: ]  REAL-TIME PERSONALIZATION OF CUSTOMER INTERACTIONS.



C. EXAMPLES
[image: ] AMAZON, WHICH ALLOWS CUSTOMERS TO COMPLETE PURCHASES FROM ANY DEVICE WITHOUT LOSING THEIR SHOPPING CART.
[image: ] STARBUCKS, WHICH UNIFIES ITS LOYALTY AND REWARDS SYSTEM ACROSS THE APP AND PHYSICAL STORES.
D. ADVANTAGES
[image: ]  IMPROVED CUSTOMER SATISFACTION AND INCREASED LOYALTY. [image: ]  MORE ACCURATE DATA COLLECTION ON CUSTOMER BEHAVIOR. [image: ] HIGHER CONVERSION AND RETENTION RATES.
E. CHALLENGES
[image: ]  COMPLEXITY OF THE TECHNICAL INFRASTRUCTURE.
[image: ]  DIFFICULTY INTEGRATING DATA FROM MULTIPLE SOURCES. [image: ] HIGH COSTS OF IMPLEMENTING INTEGRATED SYSTEMS.
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3. RELATIONSHIP MARKETING (CRM) AND CUSTOMER JOURNEY MAPPING
A. CONCEPT
RELATIONSHIP MARKETING FOCUSES ON BUILDING LONG-TERM RELATIONSHIPS WITH CUSTOMERS RATHER THAN ACHIEVING SHORT- TERM SALES.
A CUSTOMER RELATIONSHIP MANAGEMENT (CRM) SYSTEM SERVES AS A CENTRAL TOOL TO TRACK INTERACTIONS AND DATA ACROSS ALL STAGES OF THE CUSTOMER JOURNEY.
B. CUSTOMER JOURNEY CONCEPT
IT IS A VISUAL REPRESENTATION OF THE PATH A CUSTOMER TAKES FROM THE AWARENESS STAGE TO POST-PURCHASE, INCLUDING ALL TOUCHPOINTS ENCOUNTERED DURING INTERACTIONS WITH THE ORGANIZATION.
C. IMPORTANCE
[image: ]  PROVIDES A DEEPER UNDERSTANDING OF THE CUSTOMER EXPERIENCE AND HELPS IMPROVE WEAK POINTS.
[image: ]  ENABLES PRECISE PERSONALIZATION OF MARKETING CAMPAIGNS. [image: ]  ENHANCES OPPORTUNITIES FOR CROSS-SELLING AND UP-SELLING.


D. EXAMPLES
[image: ]  TRACKING USER BEHAVIOR THROUGH EMAIL, WEBSITE, AND APP TO DELIVER PERSONALIZED OFFERS.
[image: ]  RETARGETING CAMPAIGNS BASED ON THE CUSTOMER’S PREVIOUS BEHAVIOR.
E. CHALLENGES
[image: ] REQUIRES STRONG INTEGRATION BETWEEN SYSTEMS (CRM + ANALYTICS + AI).
[image: ]  DIFFICULTY MANAGING DATA IN LARGE ORGANIZATIONS.
[image: ]  RESISTANCE FROM SALES TEAMS TO CHANGES IN MANAGEMENT PRACTICES.

4. EXPERIENTIAL MARKETING
A. CONCEPT
FOCUSES ON CREATING A UNIQUE SENSORY AND EMOTIONAL EXPERIENCE FOR THE CUSTOMER THAT STRENGTHENS THEIR CONNECTION WITH THE BRAND.
IN THE DIGITAL AGE, THIS TYPE OF MARKETING IS INTEGRATED WITH VIRTUAL AND AUGMENTED REALITY (VR/AR) TO PROVIDE IMMERSIVE EXPERIENCES.
B. PRACTICAL EXAMPLES
[image: ] IKEA OFFERS A REALISTIC SIMULATION THROUGH ITS APP TO ARRANGE FURNITURE IN THE HOME USING AUGMENTED REALITY.
[image: ] NIKE PROVIDES INTERACTIVE STORES THAT ALLOW REAL-TIME CUSTOMIZATION OF SHOES.
C. ADVANTAGES
[image: ]  BUILDS A STRONG EMOTIONAL CONNECTION WITH THE BRAND.
[image: ]  INCREASES BRAND AWARENESS AND COMPETITIVE DIFFERENTIATION. [image: ]  SUPPORTS COMMUNICATION STRATEGY THROUGH DIRECT
EXPERIENCES.
D. CHALLENGES
[image: ]  HIGH PRODUCTION COST FOR INTERACTIVE EXPERIENCES.
[image: ]  DIFFICULTY IN QUANTITATIVELY MEASURING EXPERIENTIAL IMPACT. [image: ]  REQUIRES ADVANCED TECHNOLOGIES AND A SPECIALIZED CREATIVE
TEAM.


2. TOOLS FOR MEASURING MARKETING STRATEGY EFFECTIVENESS THE EFFECTIVENESS OF ANY MARKETING STRATEGY CAN ONLY BE
DEMONSTRATED THROUGH KEY PERFORMANCE INDICATORS (KPIS) THAT MEASURE IMPACT QUANTITATIVELY.
IN THE CONTEXT OF THE DIGITAL REVOLUTION, THESE INDICATORS HAVE BECOME MORE PRECISE AND COMPREHENSIVE THANKS TO INTELLIGENT ANALYTICAL TOOLS.




NOTE:Measurement Tools



Google Trends, awareness surveys, website traffic statistics


Social media analytics



Google Analytics, CRM reports


Customer management systems, subscription reports



Financial analysis and behavioral prediction tools
Marketing Significance


Indicates the success of the communication strategy


Measures content effectiveness in attracting attention


Measures the efficiency of marketing channels


Measures customer satisfaction and loyalty



Strategic indicator of relationship quality and loyalty
Concept




The extent of audience awareness of the brand


Audience interaction with content (likes, comments, shares)

Percentage of users who completed the desired action (purchase, sign-up)

Percentage of customers who continue engaging with the organization

Net profit expected from a customer over the duration of their relationship with the organization
Indicator





Brand Awareness




Engagement Rate




Conversion Rate




Retention Rate





Customer Lifetime Value (LTV)

WITH THE ADVENT OF ARTIFICIAL INTELLIGENCE, THESE INDICATORS HAVE BECOME SUBJECT TO PREDICTIVE AND AUTOMATED ANALYSIS, ENABLING ORGANIZATIONS TO ANTICIPATE FUTURE TRENDS AND PROACTIVELY TAILOR THEIR STRATEGIES.

THIRD: CHALLENGES FACING MARKETING STRATEGIES IN THE ERA OF THE DIGITAL REVOLUTION
DESPITE THE TREMENDOUS ADVANTAGES THAT DIGITIZATION AND ARTIFICIAL INTELLIGENCE HAVE PROVIDED TO MARKETERS, ORGANIZATIONS FACE A RANGE OF TECHNICAL, ORGANIZATIONAL, AND ETHICAL CHALLENGES, THE MOST PROMINENT OF WHICH ARE:
[image: ] THE MASSIVE VOLUME OF DATA AND DIFFICULTIES IN INTEGRATION AND ANALYSIS
ORGANIZATIONS DEAL DAILY WITH DATA FROM MULTIPLE SOURCES (WEBSITES, APPS, SOCIAL NETWORKS, E-COMMERCE STORES).
THE CHALLENGE LIES IN INTEGRATING DATA FROM DIFFERENT SYSTEMS INTO A CENTRALIZED DATABASE FOR ANALYSIS.
WEAK STANDARDIZATION OR LACK OF COORDINATION BETWEEN SYSTEMS LEADS TO INACCURATE ANALYTICAL RESULTS.
ADDRESSING THIS REQUIRES ADVANCED INFRASTRUCTURE SUCH AS DATA LAKES AND CLOUD PLATFORMS.
[image: ] DATA PRIVACY AND LEGAL COMPLIANCE
WITH THE INCREASING COLLECTION OF PERSONAL DATA, COMPLIANCE WITH PRIVACY LAWS SUCH AS GDPR (EUROPEAN UNION) AND CCPA (CALIFORNIA) HAS BECOME MANDATORY.
ORGANIZATIONS MUST OBTAIN EXPLICIT CONSENT FROM USERS TO COLLECT AND ANALYZE THEIR DATA.
ANY DATA BREACH COULD DAMAGE THE BRAND’S REPUTATION AND RESULT IN SUBSTANTIAL FINES.
THERE IS AN EMERGING NEED FOR NEW MARKETING ETHICS BASED ON TRANSPARENCY AND TRUST.
[image: ]  LACK OF TECHNICAL AND ANALYTICAL SKILLS IN MARKETING TEAMS THE SHIFT TO AI-DRIVEN MARKETING REQUIRES INTEGRATING TECHNICAL
EXPERTISE (DATA ANALYSIS, MACHINE LEARNING) WITHIN MARKETING TEAMS. A SHORTAGE OF ANALYTICAL SKILLS HINDERS OPTIMAL UTILIZATION OF INTELLIGENT TOOLS.
THE SOLUTION LIES IN CONTINUOUS TRAINING AND COLLABORATION BETWEEN MARKETING AND IT TEAMS.

[image: ]  RESISTANCE TO ORGANIZATIONAL AND CULTURAL CHANGE INTRODUCING NEW TECHNOLOGIES IS SOMETIMES MET WITH INTERNAL RESISTANCE.
SOME EMPLOYEES FEAR JOB LOSS OR FIND IT DIFFICULT TO ADAPT TO NEW SYSTEMS.
DIGITAL TRANSFORMATION REQUIRES CLEAR CHANGE LEADERSHIP AND AN INTERNAL AWARENESS STRATEGY THAT FOSTERS A CULTURE OF INNOVATION.


[image: ]  DATA QUALITY ISSUES AND BIAS
THE QUALITY OF DATA DIRECTLY AFFECTS THE ACCURACY OF AI-DRIVEN MARKETING DECISIONS.
DIRTY OR BIASED DATA CAN LEAD TO INCORRECT OUTCOMES, ESPECIALLY IN MACHINE LEARNING ALGORITHMS.
IT IS ESSENTIAL TO IMPLEMENT STRONG DATA GOVERNANCE PROCESSES, INCLUDING VERIFICATION OF ACCURACY, COMPLETENESS, AND FAIR REPRESENTATION.



CONCLUSION OF THE SECOND SECTION
THIS SECTION SERVES AS A BRIDGE CONNECTING INTELLIGENT TECHNOLOGIES (SECTION ONE) WITH MODERN MARKETING PRACTICES.
IT IS EVIDENT THAT THE DIGITAL REVOLUTION HAS NOT ONLY TRANSFORMED MARKETING TOOLS BUT ALSO REDEFINED THE CONCEPT OF MARKETING TO BE MORE COMPREHENSIVE, CENTERED ON EXPERIENCE, VALUE, AND CONTINUOUS ANALYSIS.
HOWEVER, THESE TRANSFORMATIONS FACE COMPLEX CHALLENGES THAT REQUIRE BALANCING INNOVATION WITH COMPLIANCE, TECHNOLOGY WITH HUMAN FACTORS, AND ARTIFICIAL INTELLIGENCE WITH CORPORATE ETHICS.

SECTION THREE: THE RELATIONSHIP BETWEEN ARTIFICIAL INTELLIGENCE AND THE EFFECTIVENESS OF CORPORATE MARKETING STRATEGIES


FIRST: MECHANISMS OF INFLUENCE BETWEEN ARTIFICIAL INTELLIGENCE AND MARKETING STRATEGIES
ARTIFICIAL INTELLIGENCE (AI) HAS BROUGHT A QUALITATIVE TRANSFORMATION TO THE CORPORATE MARKETING SYSTEM, NOT ONLY AT THE LEVEL OF TOOLS BUT ALSO IN STRATEGIC THINKING APPROACHES. ORGANIZATIONS NO LONGER MAKE DECISIONS BASED SOLELY ON INTUITION
OR EXPERIENCE; INSTEAD, THEY RELY ON PRECISE PREDICTIVE ANALYSES SUPPORTED BY ALGORITHMS AND DATA.
THE MAIN MECHANISMS OF INFLUENCE CAN BE SUMMARIZED AS FOLLOWS:


1. TARGETING h PERSONALIZATION
A. CONCEPT
IMPROVING TARGETING IS CONSIDERED THE MOST SIGNIFICANT CONTRIBUTION OF ARTIFICIAL INTELLIGENCE TO MARKETING.
AI USES MACHINE LEARNING ALGORITHMS AND BEHAVIORAL PREDICTION TO ANALYZE CUSTOMER BEHAVIOR PATTERNS AND ANTICIPATE THEIR FUTURE NEEDS.
B. MECHANISM OF ACTION
[image: ] ANALYZING HISTORICAL CUSTOMER DATA (PURCHASES, INTERACTIONS, INTERESTS).
[image: ] SEGMENTING CUSTOMERS INTO PRECISE MICRO-SEGMENTS INSTEAD OF TRADITIONAL BROAD SEGMENTS.
[image: ]  PERSONALIZING OFFERS AND CONTENT FOR EACH CUSTOMER IN REAL-TIME.
C. PRACTICAL EXAMPLES
[image: ]  NETFLIX USES AI TO RECOMMEND PERSONALIZED CONTENT TO EACH USER. [image: ]  AMAZON GENERATES PRECISE PRODUCT RECOMMENDATIONS, INCREASING
SALES BY OVER 30%.
[image: ] SPOTIFY ANALYZES LISTENING BEHAVIOR TO CREATE UNIQUE, PERSONALIZED PLAYLISTS.

D. IMPACT ON MARKETING EFFECTIVENESS [image: ] INCREASES THE CONVERSION RATE.
[image: ] REDUCES THE BOUNCE RATE.
[image: ] ENHANCES CUSTOMER SATISFACTION AND BOOSTS BRAND LOYALTY.


2. AD SPEND OPTIMIZATION
A. CONCEPT
ARTIFICIAL INTELLIGENCE ENABLES THE ANALYSIS OF LARGE-SCALE ADVERTISING CAMPAIGN RESULTS TO IDENTIFY THE MOST EFFECTIVE CHANNELS, TIMING, AND CONTENT, MAXIMIZING THE RETURN ON AD SPEND (ROAS).
B. MECHANISM OF ACTION
[image: ] ANALYZING AD PERFORMANCE ACROSS DIFFERENT CHANNELS (GOOGLE ADS, META ADS, TIKTOK).
[image: ]  APPLYING AUTOMATED A/B TESTING TO SELECT THE BEST DESIGN OR COPY. [image: ] USING REINFORCEMENT LEARNING MODELS TO AUTOMATICALLY OPTIMIZE
BUDGET ALLOCATION.
C. IMPACT
[image: ]  REDUCING CUSTOMER ACQUISITION COST (CAC).
[image: ]  INCREASING MARKETING RETURN ON INVESTMENT (ROI).
[image: ] ENHANCING CAMPAIGN CONTINUITY THROUGH EFFICIENT RESOURCE REALLOCATION.

3. ACCELERATING DECISION-MAKING THROUGH REAL-TIME ANALYTICS
A. CONCEPT
AI TECHNOLOGIES ENABLE MARKETERS TO MAKE IMMEDIATE AND ACCURATE DECISIONS BASED ON CONTINUOUS DATA STREAMS.
B. APPLICATIONS
[image: ] REAL-TIME MONITORING SYSTEMS FOR DIGITAL ADVERTISING CAMPAIGNS. [image: ]  PREDICTIVE ALGORITHMS FOR DEMAND FORECASTING AND DYNAMIC
PRICING IN E-COMMERCE.
[image: ] INSTANT ALERTS TO MANAGERS WHEN CUSTOMER BEHAVIOR OR MARKET INDICATORS CHANGE.

C. IMPACT
[image: ] REDUCING THE TIME GAP BETWEEN DATA COLLECTION AND DECISION- MAKING.
[image: ]  ENHANCING MARKETING AGILITY.
[image: ]  ENABLING PROACTIVE RATHER THAN REACTIVE DECISIONS.


4. ENHANCING CUSTOMER EXPERIENCE
A. CONCEPT
CUSTOMER EXPERIENCE IS A CORNERSTONE OF MODERN MARKETING.
AI CONTRIBUTES BY ANALYZING SENTIMENTS, UNDERSTANDING PREFERENCES, AND PERSONALIZING INTERACTIONS FOR EACH CUSTOMER, THEREBY ENHANCING SATISFACTION AND EMOTIONAL ATTACHMENT TO THE BRAND.
B. PRACTICAL APPLICATIONS
[image: ]  CHATBOTS LEVERAGING NATURAL LANGUAGE PROCESSING (NLP) TO PROVIDE 24/7 INSTANT SUPPORT.
[image: ]  SENTIMENT ANALYSIS TOOLS TO MONITOR CUSTOMER FEEDBACK ACROSS SOCIAL MEDIA PLATFORMS.
[image: ] PERSONALIZATION OF USER INTERFACES (UX) BASED ON INDIVIDUAL USER BEHAVIOR.
C. IMPACT
[image: ] INCREASED CUSTOMER RETENTION RATES. [image: ] REDUCED COMPLAINT RATES.
[image: ]  IMPROVED BRAND PERCEPTION.



2. MARKETING PERFORMANCE INDICATORS AFFECTED BY AI ADOPTION EXPERIMENTAL STUDIES HAVE SHOWN THAT ORGANIZATIONS ADOPTING AI IN THEIR MARKETING SYSTEMS ACHIEVE SIGNIFICANT IMPROVEMENTS IN QUANTITATIVE INDICATORS OF EFFECTIVENESS.
THE FOLLOWING ARE THE KEY INDICATORS POSITIVELY IMPACTED:



NOTE:Practical Examples





E-commerce sites like Amazon 2 Noon



Google Ads Smart Bidding




CRM programs in telecom companies





Bank and airline applications




AI-driven campaigns on Meta Ads
AI Impact




Improvement due to automated content and offer personalization


Decrease due to optimized ad budget allocation


Increase due to smart loyalty programs and precise recommendations



Increase due to automated interaction and behavior analysis


Improvement through intelligent ad content automation
Definition


Percentage of customers performing the desired action (purchase, subscription)

Average spend to acquire a new customer


Total expected profit from a customer over their relationship with the organization


Percentage of customers continuing to engage with the organization



Market awareness of the brand
Indicator





Conversion Rate



Customer Acquisition Cost (CAC)



Customer Lifetime Value (LTV)





Retention Rate





Brand Awareness

THE RELATIONSHIP HERE IS A POTENTIAL CAUSAL ONE THAT CAN BE EMPIRICALLY TESTED THROUGH MULTIPLE REGRESSION ANALYSIS BETWEEN AI ADOPTION VARIABLES AND MARKETING PERFORMANCE OUTCOMES.
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3. PROPOSED STATISTICAL EQUATION
TO ANALYZE THE RELATIONSHIP, A MULTIPLE REGRESSION MODEL CAN BE USED:

Y = \BETA_0 + \BETA_1(\TEXT{AI_ADOPTION}) + \BETA_2(\TEXT{TECH_TYPE}) +
\BETA_3(\TEXT{DIGITAL_MATURITY}) + \VAREPSILON


WHERE:
[image: ]  Y: OVERALL MARKETING PERFORMANCE INDICATOR (CAN BE MEASURED AS THE AVERAGE OF CONVERSION, RETENTION, AND LTV METRICS).
[image: ] Β₀: INTERCEPT.
[image: ] Β₁, Β₂, Β₃: REGRESSION COEFFICIENTS REPRESENTING THE STRENGTH AND DIRECTION OF THE RELATIONSHIP.
[image: ]  Ε: RANDOM ERROR TERM.
IT IS EXPECTED THAT ALL COEFFICIENTS WILL BE STATISTICALLY SIGNIFICANT AND POSITIVE.



CONCLUSION OF CHAPTER THREE
THE ANALYSIS SHOWS THAT ARTIFICIAL INTELLIGENCE (AI) IS NO LONGER MERELY A SUPPORTIVE TOOL IN MARKETING, BUT HAS BECOME A CRUCIAL ELEMENT IN SHAPING AND EVALUATING CORPORATE STRATEGIES.
IT ENABLES MORE PRECISE TARGETING, FASTER DECISION-MAKING, AND MORE EFFICIENT SPENDING, WHICH COLLECTIVELY ENHANCE OVERALL MARKETING PERFORMANCE INDICATORS.
HOWEVER, MAXIMIZING THE BENEFITS OF THESE TECHNOLOGIES REQUIRES A MATURE REGULATORY ENVIRONMENT, AN ORGANIZATIONAL CULTURE THAT SUPPORTS INNOVATION, AND ADVANCED ANALYTICAL CAPABILITIES.
BASED ON THE ABOVE, THIS CHAPTER PROPOSES A THEORETICAL FRAMEWORK THAT CAN BE ADOPTED IN THE FIELD STUDY TO MEASURE THE IMPACT OF AI ON THE EFFECTIVENESS OF MARKETING STRATEGIES IN ORGANIZATIONS IN RIYADH.
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