Odiglie Al

MIDOQEQI:I o3l Y dlS

o ~N I W E F

&8y Bigud ugs x9S

Jasyadl ZRLL ol gial
$= A g ASTYN ol | ¢ 51,3 333009 4G oLy § g5 s Ao se (£llasa¥ ! cISIUL Budsll LDl 51"
"a e Aalys g g ellzud |

Jaspdmidll 2l o gial
"The impact of Al-generated advertising on TikTok on building trust and enhancing the purchasing

decision of Saudi consumers of electronic products: A field study"
s o iadlie desa/cdla]l sl

S 948 Cpyd /5




Ayl dzmin

dwlydlges -
g5 el Tanie pe Al oY S Bsll U1 il Lulomis iy J1 CBuie 3] $Ahgmg Tl Rl sk K43
Sladte on Al Aapds (e adsdly ¢ gagaud!| cllpudl gt 259 ASIY il )i 51,3 5a5aTy da3 ely 3
s sl Sl ey ot eads J) Aeolyadl (e LeS s el o 5llall 3 (Jusll G0 <l
el 3 3Lty A1 35505 8 Lal] sete Sy o £lida o1 01 s e Butazall LSl

ez Suad &) Adio gl lalyuld dae s alill AST (e s)lacl « (Survey Method) maud! s (de dulyull datad

s 53 uiads 4atl sly 3 Ll ytus palidy (o3 ol Tuate se Sllaa¥ SSIUL 5oLl LAY oLay
.Zt.gjjﬁ;l\ ledl

Awlyudl poiza -
Z‘.Hé).n QL’D&:}U Q%).ﬁfj &[95 d.g Lnin Qg dseiud C,..,_U\ Qg.l.)j.’.w.” Qgﬂvl.wl\ e (R ZL.wb._Ln &oizn Qﬁg."‘._n
Yol dgaill e 8y54il) by

Lolydl He -
e 81535 (ran 3 el Auaid recieiad] o saad! nSlaad ! (o Ao Auslgdie Ane (o Awlyull Aipe oS
Lieadl = t‘“‘-’ QT CJ{E_U 09 - 9 SN alendl 4ol L_;-LJQ.JAY\ fEUL sudell UMW (o yasll 31 SYES)
Loy ebiadl mamm sy ¥l 389 [0S Laatims Bugud @) Budimgll Sluahall cilin x> 529 033,40(384)

- (5%)Uas Jislag (%95) 44t (Sgtun 3ase




Skl e Blal -

crasaks s cLdlualy Lyl dadad dres ML 39 ¢ Ll posed At 1 81581 dimgs (Liaa¥! e Hlyold] cazad

¥ elell e ¢ 59159 ¢ eulesdd) S ulide pluseiwly Ayl Ol pdie uuds (Il Shladl (e degozma
b2 gesadl UL
g5 el i e il S sl LD
el gud 4l sl
Ag g AT sl 154 51,8

BLad¥! Jalasg «rtaSiel) Gom Jto Beaelill 2slas¥l Ll ol il oluredl Ly Gous (e Bamal] wiims

. (Cronbach'’s Alpha)Lali FLlog,S Jolaag o Js 1)

Alyd! pealio
g5 el Byaie e Flilae¥ AL Bulell LMY
@Mh.‘a‘zll {"3’0“5'“

SEA s aluial diass of 4ol @i gl Y Gormll J) lla ¥l (AL Salsll DAYl pid




h,,;")'?'}" ‘z}@l‘
8l el alusiw! gl gogaudl cllgudl bs] daps Al sda § (sl ¢ SUL 3ol S UMYL wnidy
dpdladly Jeladlly papmsdlly ¢ ¥l sems Glg s el ain pe &b g yall LMY ELIJlj puosad 3 kYl

U1 el L) 1,28 e agall 31,81 Sl S5 (0 Lwlid g cS52ndl e ey

43!
@MY‘ ‘a}g,él‘

slagll e 8yually Aualadlly 28l ally arens Aplaetll Lodlall of Aadall Al ol cllgud) slazel el 2820 a2

& 2% pgeall

N> o oling cLee lall A g ASIY bt Bagarg alaglall Boms delizd] sueg «lgs chs Late pe lilaiad]

el i Ho L1 bl 1,38 e Bgadl 31,81 cllrial ciloys basgie

25 ASIY! il sl 1,8

oYl a5l

Ao gazmay Tyilie o Ll 51l s diay Onne uiio et el LIS (a5l (31 Aglaadl iy el 51,5 (o)

Aylmall Adladl of iy 458N (gotunng Aad I LY U139 Loy A guncly Ao LazaVlg Awail Jalgall (1o




9,;")'?'}" ‘z}?&l‘

bl sl 3 alaall dri, of gogaud! lladl sluail e 2alyll sda § 29 ASTY) clatill ol 5l yas inds

ey 51,3 3Lty oAl 3 A g o ad) Ay Aalarll Glusaddl oilyas e Aaall 1,




syl
i g

S ol clleadl Sylie 3 o)ty loxa¥l Lol Jilag e o8, Gagaadll. (2023). 5 o cgyalall -

oa Uil Zaals
Sl sl Sl Bus. polas dae (@08, Gagwdl 3 ilandaty (Fllayadl 801 (2024). 1w ool -
Fapreall
EWLES PPN
Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and Human Decision

Processes, 5((2),179—-211. https://doi.org/10.1016/0749-5978(91)90020-T

Chatterjee, S., Rana, N. P., Tamilmani, K., & Sharma, A. (2022). The effect of Al-based marketing on
consumer engagement and purchase intention: Evidence from social media platforms. Journal of

Business Research, 144,597—609. https://doi.org/10.1016/j.jbusres.2022.02.003

Dwivedi, Y. K., Hughes, L., Baabdullah, A. M., Ribeiro-Navarrete, S., Giannakis, M., Al-Debei, M. M.,
Dennehy, D., Metri, B., Buhalis, D., Cheung, C. M. K., Conboy, K., Doyle, R., Dubey, R., Dutot, V., Felix,
R., Goyal, D. P., Gustafsson, A., Hinsch, C., Jebabli, I, ... Wright, R. (2021). Artificial intelligence (Al):
Multidisciplinary perspectives on emerging challenges, opportunities, and agenda for research,
practice and policy. /nternational Journal of Information Management, 57, 101994.

https://doi.org/10.1016/j.ijinfomgt.2019.08.002

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An integrated

model. M/S Quarterly, 27(1), 51-90.



https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/j.jbusres.2022.02.003
https://doi.org/10.1016/j.ijinfomgt.2019.08.002

Kaplan, A. M., & Haenlein, M. (2020). Rulers of the world, unite! The challenges and opportunities of
artificial intelligence. Business Horizons, 63(1), 37-50.

https://doi.org/10.1016/j.bushor.2019.09.003

Kotler, P., Kartajaya, H., & Setiawan, . (2021). Marketing 5.0: Technology for humanity. Wiley.
Pappas, N., & Woodside, A. G. (2021). Al, customer trust, and consumer decision-making in digital
marketing. fournal of Business Research, 134,168—180.

Vrontis, D., Christofi, M., Pereira, V., Tarba, S., Makrides, A, & Trichina, E. (2022). Artificial intelligence,
robotics, advanced technologies and human resource management: A systematic review. 7he
International  Journal ~ of  Human  Resource ~ Management,  33(6), 1237—1266.

https://doi.org/10.1080/09585192.2020.1871398

Yadav, M. S., & Pavlou, P. A. (2020). Marketing in computer-mediated environments: Research

synthesis and future directions. Journal of Marketing, 84(1), 20—40.

Zhang, T, Lu, C,, Torres, E., & Chen, P. . (2023). Consumer trust and purchase intention toward Al-
generated advertising contentin social media. Journal of Retailing and Consumer Services, 72,103278.

https://doi.org/10.1016/j.jretconser.2023.103278



https://doi.org/10.1016/j.bushor.2019.09.003
https://doi.org/10.1080/09585192.2020.1871398
https://doi.org/10.1016/j.jretconser.2023.103278

	المراجع:

