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Study Abstract 
This study aimed to identify the impact of artificial intelligence algorithms in personalizing marketing 

campaigns on the purchasing behavior of Saudi consumers, through examining the dimensions of the 

independent variable represented in personalization, behavioral targeting, intelligent recommendations, 

and predictive analytics. The study adopted the descriptive analytical approach and employed the 

questionnaire as the primary data collection tool, which was applied to a convenience sample of Saudi 

consumers consisting of (383) respondents. Data were processed using the Statistical Package for the 

Social Sciences (SPSS). 

The study found a high level of Saudi consumer awareness regarding the deployment of artificial 

intelligence algorithms in marketing campaigns directed at them, with an overall mean of (4.08), and 

the behavioral targeting dimension ranked first among the four dimensions. The results also revealed a 

statistically significant impact of the combined AI algorithm dimensions on Saudi consumer purchasing 

behavior, with a coefficient of determination reaching (0.711). The intelligent recommendations 

dimension emerged as the most influential, followed by behavioral targeting, then predictive analytics, 

and finally personalization. The study also showed no significant differences attributable to gender, 

while significant differences were found attributable to age in favor of younger groups, to educational 

level in favor of higher qualifications, and to monthly income partially. 

The study presented several recommendations, most notably enhancing investment in intelligent 

recommendation systems, employing behavioral targeting in a manner that balances effectiveness with 

privacy respect, considering the cultural specificity of Saudi consumers, designing strategies suitable 

for younger age groups and higher educational levels, and qualifying human resources in smart 

marketing tools in alignment with Saudi Vision 2030. 

Keywords: Artificial Intelligence Algorithms, Marketing Campaign Personalization, Purchasing 

Behavior, Saudi Consumer, Behavioral Targeting, Intelligent Recommendations, Predictive Analytics, 

Vision 2030. 
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