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SUMMARY 

Today, the world is witnessing an unprecedented technological revolution 

led by Artificial Intelligence (AI), which has become a fundamental pillar 

in various sectors, especially in marketing and customer relationship 

management. With the rapid digital transformations and the increasing 

competition between institutions, it has become necessary to adopt smart 

tools and techniques that help in understanding customer behavior, 

improving the quality of services, and increasing the effectiveness of 

marketing campaigns. 

With the fast pace of technological development, Artificial Intelligence is 

no longer just a futuristic concept, but rather a driving force that brings 

about a radical transformation in work efficiency and productivity by 

reducing the time and effort needed to accomplish tasks. 

AI is considered the greatest innovation in human history so far. It is the 

future, the leader of the new world, and the fuel that will drive the global 

economy in the twenty-first century. It is also the real opportunity to create 

a better and more sustainable world, as its applications cover different 

fields such as marketing, industry, healthcare, trade, education, and more. 

These applications promise more efficiency, accuracy, and improvements 

in our daily lives. At the same time, it is important to be aware of the 

possibilities and risks that come with this field. 

AI has provided huge opportunities to reshape marketing strategies, as it 

allows analyzing massive amounts of data with great accuracy, offering 

personalized recommendations for each customer, and predicting future 

trends. This directly supports decision-making and customer satisfaction. 
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It has also become possible to design an integrated Customer Relationship 

Management (CRM) system based on AI technologies, which helps build 

strong and sustainable relationships with the target audience and 

enhances the efficiency of marketing and sales teams. 

With the growing competition in the market, it has become essential to 

search for new and innovative ways to attract and retain customers. Here 

comes the role of AI, which can be used to analyze data, predict customer 

behavior, organize marketing campaigns, and even support the creation of 

a more advanced and intelligent CRM system that serves the goals of 

institutions with higher precision. 

From this perspective, this research aims to study how AI can contribute 

to improving marketing performance and how it can be used to build an 

effective CRM system. The research also includes a simple applied model 

that shows how these technologies can be used in practice within the 

marketing field, especially through communication tools such as 

WhatsApp, Facebook, Telegram, and email. 

The goal of this research is to study the real impact of AI applications on 

marketing performance, with a focus on designing a practical model for an 

intelligent CRM system that helps strengthen the relationship between the 

institution and customers and increases the chances of success in today’s 

digital marketing environment. 

AI has become an essential part of modern marketing, as it helps improve 

and develop marketing performance and achieve competitiveness in the 

market by analyzing data quickly and accurately. It is expected that AI will 

reach a level close to human intelligence, which could significantly change 

traditional marketing methods. This is confirmed by Elon Musk’s comment 
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in an interview when he said that “highly intelligent people underestimate 

the capabilities of AI because they do not believe a computer could be as 

intelligent as them, but this belief is completely wrong.” 

From here, we can see the importance of using AI technologies, as they 

help companies provide customers with personalized recommendations, 

increase their loyalty, and improve their experience. This allows for a 

deeper understanding of customer needs and behaviors in the future. 

Therefore, everyone is moving toward using AI tools to automate tasks, 

improve decision-making, and enhance creativity. 

In the end, we find that AI technologies improve user experience, review 

and analyze big data, and generate content that fits the audience’s 

interests. This contributes to achieving marketing goals efficiently, 

developing marketing performance, and building an integrated system for 

managing customer relationships. 
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The study Problem: 

With the rapid technological advancements, the use of Artificial 

Intelligence (AI) technologies in various sectors in general, and in the field 

of marketing in particular, has become an essential part, as they contribute 

to improving performance, achieving objectives, and ensuring customer 

satisfaction. 

Nevertheless, marketers face major challenges in enhancing their 

marketing performance, namely how to effectively use and employ these 

technologies in marketing operations and how to manage customer 

relationships in an integrated manner. 

From this standpoint, the research problem emerges through the following 

question: 

To what extent does Artificial Intelligence contribute to the development 

of marketing performance and the improvement of Customer 

Relationship Management (CRM) systems? 

On the other hand, there is a shortage of studies that address the impact of 

Artificial Intelligence on developing marketing performance and creating 

an integrated system for managing customer relationships. 
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The importance of studying: 

The importance of studying the impact of Artificial Intelligence (AI) on 

enhancing marketing performance and developing an integrated Customer 

Relationship Management (CRM) system stems from the pivotal role AI 

plays in transforming marketing operations and elevating their efficiency 

to unprecedented levels. In light of the rapid changes taking place in the 

market, there is a growing need to adopt modern technologies that provide 

a deeper understanding of customer behavior and needs, enabling 

companies to target them with greater precision and effectiveness. In this 

context, AI represents a powerful tool capable of analyzing massive 

amounts of data and converting them into marketing insights that support 

the formulation of innovative marketing strategies and strengthen 

competitive advantage. 

The significance of this study also lies in the necessity of developing 

integrated systems for managing customer relationships, as building long-

term relationships based on trust and mutual satisfaction has become a 

fundamental objective for any institution seeking sustainability and 

success. By leveraging AI, the quality of customer interaction can be 

improved through the provision of personalized and timely services that 

meet their expectations and enhance their loyalty, which positively reflects 

on the organization’s reputation and market value. 

Moreover, this study highlights the practical and applied dimensions of AI 

in the fields of marketing and customer relationship management, thereby 

enriching academic knowledge while offering practical solutions that 

companies and institutions can adopt to improve their performance. In 

today’s highly competitive markets, adopting AI technologies is no longer 
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a choice but a necessity for achieving sustainable growth and delivering a 

fully integrated customer experience. Therefore, understanding this impact 

and developing advanced systems represents a genuine contribution to 

achieving tangible improvements in marketing performance and customer 

relationship management. 
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Objectives of the study: 

This study aims to explore the impact of Artificial Intelligence (AI) on 

enhancing marketing performance and developing an integrated Customer 

Relationship Management (CRM) system by achieving the following 

objectives: 

1. To identify the impact of applying AI technologies on improving 

marketing performance in terms of customer targeting, content 

personalization, and the efficiency of marketing campaigns. 

2. To examine how AI can be employed in developing an integrated 

CRM system that enhances customer experience and increases 

retention rates. 

3. To measure the effectiveness of using AI tools (such as automated 

responses) within marketing communication platforms (WhatsApp 

Business, Facebook, Telegram, and email). 

4. To identify the practical challenges that marketing institutions face 

in integrating AI into their marketing and customer service systems. 

5. To propose a model for an AI-powered CRM system that can be 

implemented in modern marketing environments to improve 

institutional performance and the effectiveness of customer 

relationship management. 
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Study hypotheses and questions: 

Research Hypotheses: 

• There is a positive relationship between the use of Artificial 

Intelligence (AI) technologies and the development of marketing 

performance in institutions. 

• AI contributes to improving the quality of customer relationship 

management and enhancing continuous interaction with customers. 

• Developing an integrated customer relationship management 

system using AI leads to increased customer satisfaction and loyalty 

to the institution. 

• Applying AI in marketing operations reduces operational costs and 

increases the efficiency of resource utilization. 

Research Questions: 

• What is the impact of AI technologies on the development of 

marketing performance in institutions? 

• How can AI contribute to building an integrated system for customer 

relationship management? 

• What factors influence the success of AI application in improving 

customer relationships? 

• What challenges do institutions face in adopting AI within their 

marketing strategies and customer relationship management? 

• To what extent does the use of AI enhance customer satisfaction and 

loyalty to the institution? 
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Study Approach: 

The descriptive analytical approach was used. 
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The limits of the study: 

Spatial boundaries  : Searched in Saudi Arabia, Riyadh. 

Time limits: 2024 -2025  

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
12 

Study plan: 

The study plan will be organized as follows into several chapters, 

sections, sub-sections, and a conclusion: 

Chapter One: Theoretical Framework and Scientific Concepts 

Section One: An Introduction to Understanding Artificial Intelligence 

1. The nature of Artificial Intelligence and Human Intelligence. 

2. Methods of Artificial Intelligence. 

3. The emergence and development of Artificial Intelligence. 

4. Fields and characteristics of Artificial Intelligence. 

Section Two: The Concept, Evaluation, and Challenges of Marketing 

Performance 

1. The concept of marketing performance. 

2. Methods of evaluating marketing performance. 

3. Challenges of marketing performance in the digital age. 

Section Three: The Concept, Types, and Objectives of Customer 

Relationship Management (CRM) 

1. The concept of customer relationship management. 

2. Types of customer relationship management. 

3. Objectives of customer relationship management. 

Chapter Two: Applications of Artificial Intelligence in Marketing 

Performance and Customer Relationship Management 
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Section One: The Impact of Artificial Intelligence on the Development 

of Marketing Performance 

1. Types of AI tools in marketing. 

2. Applications of AI in marketing performance. 

3. The role of AI in developing marketing performance. 

Section Two: The Impact of AI Applications on the Development of CRM 

Systems 

1. Types of AI tools in CRM systems. 

2. Applications of AI in CRM systems. 

3. The role of AI in developing CRM systems. 

Section Three: The Impact of AI on Enhancing Marketing Performance 

and Developing CRM Systems 

1. The AI-driven marketing plan. 

2. A simplified applied model for improving marketing performance 

and CRM using AI. 

3. Case studies of AI applications in marketing within companies. 
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Conclusion: 

In conclusion, this study, which examined “The Impact of Artificial 

Intelligence on Enhancing Marketing Performance and Developing an 

Integrated Customer Relationship Management System”, has shown that 

Artificial Intelligence is no longer merely a supportive technology but has 

become a central element in reshaping marketing strategies and 

institutional communication mechanisms with customers. The findings 

revealed that integrating AI tools and techniques into marketing 

operations directly contributes to improving performance efficiency, 

increasing the accuracy of targeting specific customer segments, and 

accelerating marketing decision-making, which ultimately leads to more 

effective results in terms of revenue and brand loyalty. 

The study also demonstrated that the use of AI in customer relationship 

management can create a dynamic and sustainable interaction based on 

real-time understanding of customer needs and the provision of 

personalized solutions and services that enhance their satisfaction and 

sense of belonging. By analyzing big data and employing techniques such 

as chatbots and behavioral prediction, institutions are able to enrich 

customer experiences and develop stronger, more integrated relationships 

with them. 

Accordingly, the study concludes that institutions that adopt AI with 

awareness and strategic planning are more capable of adapting to rapid 

market changes and enjoy a genuine competitive advantage that enables 

them to achieve their goals more efficiently. The study therefore 

recommends investing in these modern technologies and training human 

resources to work effectively with them, ensuring integration between 
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technology and human skills in order to achieve comprehensive and 

sustainable institutional development. 
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Results: 

✓ The study demonstrated that the use of artificial intelligence and modern 

digital tools has significantly contributed to enhancing marketing 

performance and improving customer relationship management. 

✓ It confirmed that companies or institutions that successfully adopt AI 

effectively will be able to achieve a sustainable competitive advantage, 

strengthen their customer relationships, and increase their market share 

in an era of rapid digital transformation. 

✓ AI effectively contributes to improving marketing performance, 

particularly in analyzing customer behavior, personalizing marketing 

messages, and automating marketing campaigns. 

✓ The integration of AI with CRM systems provides clear competitive 

advantages in terms of response speed, customer segmentation accuracy, 

and higher customer retention rates. 

✓ Intelligent tools such as automated responses and predictive analytics 

have proven effective in marketing environments through conversational 

applications, enabling more structured and professional relationship 

management. 

✓ The study revealed that the future of AI in customer service cannot be 

denied due to its flexibility, efficiency, and speed. 
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✓ It affirms that the future of customer relationship management using AI 

looks promising as more advanced AI tools continue to emerge. 

✓ AI has been and will continue to be a driving force in fundamentally 

transforming how companies interact with their customers and redefining 

the global perspective on customer experience. 

✓ AI empowers marketers to make data-driven decisions, enhance customer 

experiences, and improve multi-channel marketing strategies. 

✓ The study highlights that the shortage of specialists in AI and digital 

marketing presents a major challenge. 

✓ AI has proven to be a valuable asset in enhancing this field by generating 

more compelling visual content. Given the importance of visual marketing 

elements in audience engagement, tools such as MidJourney and 

Leonardo.ai serve as examples of AI applications that enhance design and 

predict future trends in real time. 

✓ Companies require substantial investments to adopt AI technologies. 

✓ AI helps improve ad targeting and reduce costs, leading to higher returns. 

✓ It enables the personalization of each customer’s experience, which 

increases loyalty and retention rates. 

✓ The success of marketing campaigns largely depends on understanding 

customer behavior and analyzing market trends. AI can process massive 

amounts of data from multiple sources to support this. 
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✓ AI-powered chatbots have demonstrated a transformative impact in 

customer service by improving interaction, reducing waiting times, 

analyzing data, and lowering costs. This allows companies not only to 

enhance customer experience but also to drive growth and innovation. 

✓ AI contributes to identifying emerging trends before they materialize, 

helping companies stay ahead with products and services that customers 

did not even realize they needed. 

✓ It streamlines business operations, whether by predicting inventory needs 

or adjusting pricing strategies. 

✓ AI-driven tools also contribute to sentiment analysis, competitor insights, 

and improving return on investment (ROI) in marketing campaigns. 

✓ AI systems can generate creative texts and deliver personalized messages 

to customers without human intervention. 

✓ AI provides seamless and efficient 24/7 service, ensuring uninterrupted 

customer communication. This feature enables businesses to maintain a 

competitive edge over rivals who do not offer such services. Moreover, for 

companies operating internationally, AI ensures constant communication 

with customers through multilingual support and independence from time 

zones. 

✓ The study emphasizes that small and large enterprises alike, as well as 

individual marketers and professionals, should view AI as an opportunity 
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for development rather than a threat to traditional practices, paving the 

way for a smarter, more interactive, and more effective marketing future. 
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Recommendations: 

✓ AI should be integrated with traditional strategies as a complementary 

tool to current marketing strategies, rather than as a substitute. 

✓ Intensive training programs should be provided for working teams to 

develop the necessary technical skills to leverage AI technologies. 

✓ It is recommended to enhance investment in AI technologies: companies 

should allocate sufficient budgets to develop and improve their digital 

infrastructure to support AI. 

✓ Companies using AI for marketing purposes must comply with consumer 

data protection laws; otherwise, they risk significant fines and 

reputational damage. Compliance with regulations such as the General 

Data Protection Regulation (GDPR) is essential. 

✓ It is recommended to systematically adopt AI tools in marketing, 

particularly intelligent content generation tools such as ChatGPT, due to 

their ability to improve the quality of marketing messages and save time 

and effort. 

✓ The use of automated responses in messaging applications such as 

WhatsApp Business and Telegram is recommended to provide instant 

customer service, thereby increasing customer satisfaction and enhancing 

engagement and conversion opportunities. 



 
21 

✓ Companies should adopt a unified marketing identity (name, logo, 

communication style) to strengthen brand awareness and build long-term 

customer relationships. 

✓ It is recommended to integrate electronic forms (Google Forms) and 

customer reports into a simplified CRM system to track each customer’s 

status and analyze their interests and behavior. 

✓ Small and medium-sized enterprises (SMEs) are encouraged to develop 

their digital infrastructure through free or low-cost platforms that enable 

the use of AI in marketing without requiring advanced technical expertise. 

✓ It is recommended to expand the use of interactive media such as Zoom 

and Google Meet for direct communication with customers, thereby 

creating a more personalized experience and increasing trust. 

✓ The adoption of Arabic-language AI tools is recommended to ensure 

greater effectiveness within the local environment. 

✓ Training and preparing all stakeholders and employees in institutions on 

how to use and apply various AI technologies in the workplace in general, 

and in marketing in particular, is recommended to save time and effort. 

✓ The adoption of generative AI in marketing (e.g., ChatGPT, Gemini, 

Claude) is highly recommended. 

✓ Transitioning towards intelligent, prediction-based customer relationship 

management (Predictive CRM) is recommended. 
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✓ It is recommended to adopt AI-powered market intelligence strategies to 

support data-driven decision-making in marketing. 

✓ Companies should monitor AI developments periodically and update their 

marketing strategies accordingly. 

✓ The study emphasizes that the human role remains essential in AI, as 

humans are the programmers, creators, and innovators of these 

technologies. 
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:  القاهرة.  الأعمال  إدارة  في  وتطبيقاته   الاصطناعي  الذكاء(.  2021. )الحميد   عبد   محمد   زيد،  أبو ✓

 .العربي الفكر دار

 دار : عمان. الرقمي التحول ظل في الإلكتروني التسويق(. 2020. )حسن أحمد  الغني، عبد  ✓

 . والتوزيع للنشر صفاء
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 التسويق استراتيجيات  في وتأثيرها الاصطناعي الذكاء تقنيات (. 2020. )محمد  خالد  الصباغ، ✓

 . 50–33 ،(1)12 للتسويق، العربية المجلة. الرقمي

دارة الرقمية العامة العلاقات (. 2018. )فؤاد  إيمان الكريم، عبد  ✓ : بيروت . المؤسسية السمعة وا 

 .للدراسات  الجامعية المؤسسة

 مجلة. العملاء رضا  تعزيز في  ودوره الرقمي  التحول(. 2021. )الرضا عبد  حسن  فاضل، ✓

 .106–89 ،( 4) 16  والتسويق، الاقتصاد 

  للنشر   المناهج   دار:  عمان.  المعلومات   وتكنولوجيا   الحديث   التسويق (.  2019. ) محمد   نوال  جبر، ✓

 . والتوزيع
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  بيئة  في العملاء مع التفاعل على الاصطناعي الذكاء أثر(. 2022. )ياسين نجلاء الله، عبد  ✓

 . 132– 111 ،(1)24 الإدارية، العلوم مجلة. الرقمية الأعمال

. الرقمي العصر في العامة والعلاقات  المؤسسي  الاتصال(. 2020. )الزهراء فاطمة حمود، ✓

 .للنشر الهدى دار: الجزائر

. المعلومات  تكنولوجيا باستخدام العملاء علاقات  إدارة(. 2018. )الخالق عبد  محمود  الشامي، ✓

 .الأكاديمي الكتاب  مركز: القاهرة

.  حالة دراسة: التسويقية المؤسسات  في الاصطناعي  الذكاء(. 2021. )المجيد  عبد  زينب  علي، ✓

 . 96–77  ،(3)19 والإدارية، الاقتصادية العلوم مجلة

. الحديثة التكنولوجية التحديات  ظل في الاستراتيجي التسويق(. 2019. )حسن د أحم كمال، ✓

 .والنشر للطباعة الفكر دار: عمان

 دار: بيروت . الحديثة الاتصال وتكنولوجيا العامة العلاقات (. 2020. )محمد  ناصر زيدان، ✓

 . العربية النهضة

 مجلة. المؤسسات  تنافسية تعزيز في الاصطناعي الذكاء دور(. 2022. )الله عبد  نبيل قاسم، ✓

 . 80– 61 ،(2) 15 الإدارية، البحوث 

  التسويق  مجلة. الرقمي التسويق  في الضخمة البيانات  إدارة(. 2021. )محمود  هالة النجار، ✓

 .109– 92 ،(2) 11  والإعلام،

  الإعصار  دار: دمشق. الرقمي التسويق في حديثة  مفاهيم(. 2020. )السلام عبد  يوسف حمزة، ✓

 .العلمي
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 دار:  عمان.  الرقمية  العامة  والعلاقات   الاتصال  تكنولوجيا(.  2019. )الرحمن  عبد   رجاء  خطاب، ✓

 . للنشر صفاء

 بالمؤسسات  العملاء خدمة في الاصطناعي الذكاء نظم فاعلية(. 2021. )وليد  سمر البغدادي، ✓

 . 60– 41  ،(1)13 الأعمال، إدارة مجلة. الخدمية

.  تطبيقي منظور: التسويقي والتواصل الاصطناعي الذكاء(. 2020. ) الكريم عبد  مهند  القيسي، ✓

 .141–123 ،(3)10 الإداري، التطوير مجلة
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