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(Analysis of the Impact of Using Artificial Intelligence Tools in Digital Ad Personalization on Saudi

Consumer Behavior)
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In recent years, digital marketing has undergone rapid transformation due to the integration of
Artificial Intelligence (Al) technologies. These tools allow marketers to analyze vast amounts of data
to create personalized and targeted advertisements. In Saudi Arabia’s rapidly growing digital market,
companies increasingly rely on Al-driven solutions across various platforms, including social media
and automated ad networks. This study aims to analyze how Al-based ad personalization influences

Saudi consumer behavior in terms of trust, engagement, and purchasing decisions.
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The research problem lies in the limited understanding of how Al tools used in digital ad
personalization affect Saudi consumers’ behavior, trust, and perception of advertising credibility and

privacy.
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1. To identify the extent of using Al tools in digital ad personalization within the Saudi market.
2.To analyze the impact of Al-based personalized ads on Saudi consumer behavior.

3. To measure Saudi consumers’ trust in Al-driven advertisements.

4. To provide recommendations for enhancing digital marketing strategies using Al in the Saudi

context.
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Scientific Importance: Contributes to academic knowledge by linking Al technologies with consumer
behavior in digital marketing.
Practical Importance: Helps Saudi companies improve digital ad targeting and build stronger

consumer relationships through Al tools.
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1. What s the level of adoption of Al tools in digital ad personalization in the Saudi market?

2. How do these tools influence Saudi consumers’ attitudes and purchasing behavior?

3. What s the level of consumer acceptance toward Al-based advertisements?

4. Are there significant differences in impact based on demographic variables such as age, education,

or income?
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Research Type: Descriptive and analytical.

Approach: Quantitative using a structured questionnaire.
Population: Saudi consumers using digital platforms.
Sample: 300 respondents.

Tool: Online survey.

Analysis: SPSS statistical analysis.
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Location: Kingdom of Saudi Arabia.
Time Frame: Academic semester of 2025.

Scope: Examining the effect of Al tools on digital ad personalization and Saudi consumer behavior.
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