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The Effectiveness of Artificial Intelligence-Powered Digital Marketing

Strategies in Promoting Cybersecurity Solutions in Saudi Arabia.
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Abstract:

This study aimed to analyse the effectiveness of Al-powered digital marketing strategies in
promoting cybersecurity solutions within the Kingdom of Saudi Arabia, in light of the

.accelerating digital transformation and in fulfilment of the goals of Saudi Vision 2030

The study's problem was the existence of a research gap regarding the effectiveness of
employing Al technologies, such as chatbots, data analytics, and smart advertising, in

.enhancing customer awareness and confidence in adopting cybersecurity solutions

The study relied on a descriptive analytical approach, using a questionnaire to collect data
from a purposive sample of digital marketing and cybersecurity professionals. The data
were analysed using SPSS using appropriate statistical methods, such as descriptive
analysis and simple linear regression. The results showed a statistically significant
relationship between the use of Al technologies and the effectiveness of digital marketing
strategies for cybersecurity products. Tools such as big data analytics, ad personalization,
and intelligent chatbots significantly increased awareness and customer trust. The study
recommended that organizations increase their investment in applying Al technologies within
their cybersecurity marketing campaigns, while emphasizing the adoption of practices that
preserve data privacy and adhere to digital laws and regulations to ensure trust is built with

.target customers
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