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Abstract 
The research aimed to shed light on the role of artificial intelligence in services marketing. 

This study focused on how to employ artificial intelligence technologies to enhance 

marketing operations at Zain Telecommunications Company. A descriptive-analytical 

approach was used to clarify the phenomenon under study. The study sample consisted of 
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(386) individuals working at Zain Telecommunications Company in Erbil. The researchers 

used a questionnaire as a tool to collect primary data, which was analyzed using SPSS to 

extract results. Among the most prominent findings of the study was a strong and 

statistically significant correlation between the two variables. The study also showed that 

Cronbach's alpha coefficient values for all axes exceeded (0.9), indicating a very high 

reliability of the measurement tool. The reliability of the artificial intelligence axis reached 

(0.976), and services marketing (0.989), while the questionnaire as a whole recorded 

(0.995), reflecting excellent reliability and strong internal consistency. The researchers 

presented a number of recommendations that contribute to strengthening companies' 

strategies to develop and market their services effectively in a competitive environment, 

relying on artificial intelligence. These recommendations include: Zain 

Telecommunications Company developing its service marketing operations by leveraging 

artificial intelligence applications in marketing and its ability to analyze complex data, link 

it to other information, and provide deeper insights faster than humans; leveraging its 

ability to take faster action; and leveraging machine learning technologies provided by 

artificial intelligence applications to improve the customer experience by providing them 

with support around the clock. 

Keywords: Artificial intelligence, service marketing, internal marketing, external 

marketing, interactive marketing  
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Artificial intelligence in marketing research and future research directions. 
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