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Abstract

Artificial intelligence has become one of the major driving forces for business change in the modern
business world. This study focuses on the link between marketing strategies, such as social media
marketing and content marketing, and business sustainability, and on the role of artificial intelligence
as a mediator for SMEs in Nablus. This research used a survey design based on 373 employees
working for SMEs mainly based in Nablus. This research used exploratory and confirmatory factor
analyses to validate the measurement model, and structural equation modeling and SPSS v.25
PROCESS macro analysis to verify the proposed relationships. This research found that marketing
strategies positively link to business sustainability; the strongest direct link was found for content
marketing. Artificial intelligence also significantly mediated the relationships between social media
marketing and content marketing and business sustainability. This research highlights the
importance of incorporating artificial intelligence into marketing strategies to improve the
effectiveness of marketing strategies and support decisions for enhancing business sustainability for
SMEs in emerging economies.

Keywords: marketing strategies; social media marketing; content marketing; artificial intelligence;
business sustainability

1. Introduction

In the present era of rapid technological advancements and globalization, Artificial intelligence
(AI) has become the leading force in different domains of society, transforming the way organizations
function [1,2]. Al has been recognized as a technology with the potential to change the way businesses
operate and the way value is created [3].Both academia and practitioners recognize Al as a key driver
of future development in society and the economy [4,5]. Even though AI has proved its potential to
increase productivity in various industries, marketing has been identified as the function of business
that has been impacted the most by Al [6,7].The survey conducted by McKinsey & Company on Al
use cases in 19 different industries with more than 400 use cases identified that the highest potential
value creation from Al implementation lies in marketing and sales [8].

To situate this study within the broader socioeconomic context of Palestine, it is important to
recognize the central role of SMEs in the local economy. According to the Palestinian Central Bureau
of Statistics (PCBS), approximately 99% of enterprises are SMEs, employing around 82% of the
workforce, underscoring their critical contribution to employment and economic activity [9]. Digital
technology adoption among these firms is gradually increasing, with a substantial proportion using
computerized systems in operations and some integrating ICT into their business processes [10].
However, the Palestinian economy has faced significant challenges in recent years, with press reports
indicating contractions in economic output and increases in unemployment, reflecting the dynamic
and often volatile operating environment for SMEs. These statistics provide critical context for
understanding the conditions under which SMEs are adopting Al and digital marketing strategies.
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However, with the changing environment and increasing level of competition, organizations are
being forced to adopt a data-driven approach to decision-making to sustain their competitive
advantage [11]. The changing environment and increasing level of competition require organizations
to make swift strategic decisions to cope with the challenges of changing consumer behavior and
digital competition. In this regard, many organizations are adopting advanced technologies like Al
to enhance their productivity and decision-making to sustain their competitive advantage [12].The
emergence of a large amount of data and the limitations of resources require organizations to adopt
Al to cope with the challenges of changing environmental dynamics. The adoption of Al by many
organizations is also driven by the aim of emulating digital leaders [13]. By incorporating Al into
strategic decision-making processes and aligning it with organizational objectives, many
organizations aim to attain long-term success and sustain their competitive advantage [11,14]. In
today’s changing environment, organizational flexibility has also emerged as a key determinant of
success for organizations [15].

The integration of artificial intelligence in marketing has profoundly affected the formulation,
implementation, and assessment of marketing strategies, signifying a new era of innovation and
strategic growth in marketing [16,17]. Al-based marketing strategies, such as social media marketing
and content marketing, are increasingly used for improving marketing effectiveness[18]. Social media
platforms, for instance, create a huge volume of consumer information, which can be analyzed using
Al technologies to identify consumer behavior, factors influencing consumer behavior, and consumer
response to marketing content [5].With such information, marketing strategies can be optimized,
marketing campaigns can be automated, brand sentiment can be monitored in real-time, and
marketing communication can be personalized [19]. As a result, marketing effectiveness can be
enhanced, digital presence can be strengthened, interactions with consumers can be improved, and
innovative marketing practices, such as influencer marketing, can be explored.

Despite the rising trend in Al-based marketing, a comprehensive understanding of Al
integration in marketing practices in diverse organizational settings is still lacking [2].The existing
body of research has primarily focused on specific Al-based marketing practices, such as Al-based
advertising or consumer engagement, which often fails to consider organizational implications,
offering little information on how Al can be used for organizational success [5,20]. Although Al-based
marketing is rising in marketing practices, its contribution to organizational sustainability is still
lacking a comprehensive understanding [21].Although previous studies have identified Al as a factor
contributing to marketing effectiveness, research focusing on Al integration with sustainability is
fragmented, resulting in a lack of understanding of Al integration in marketing with organizational
sustainability [22]. Previous research on Al and sustainability is mostly fragmented and focused on
these two concepts as separate fields of inquiry, rather than examining the influence of Al adoption
on business sustainability (BS), particularly in times of organizational change [23,24].

Sustainability in the business context refers to the ability of organizations to operate and create
value over the long term while balancing economic performance, environmental responsibility, and
social well-being. The concept is commonly conceptualized through the triple bottom line
framework, which emphasizes that sustainable organizations should simultaneously pursue
economic viability, environmental protection, and social equity [25]. From a strategic perspective, BS
involves maintaining long-term competitiveness and operational continuity while managing
economic, environmental, and social risks and opportunities [26]. Although sustainability
encompasses multiple dimensions, this study focuses primarily on the economic dimension of BS, as
financial stability and long-term competitiveness are essential for the survival and growth of small
and medium-sized enterprises (SMEs). BS is typically conceptualized through three interrelated
dimensions: economic, environmental, and social sustainability. Economic sustainability refers to the
ability of firms to maintain long-term financial performance and operational continuity, while
environmental and social sustainability address ecological responsibility and societal well-being.
Although all three dimensions are important for sustainable development, the present study focuses
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primarily on the economic dimension of BS, as financial stability and long-term competitiveness
represent critical challenges for SMEs operating in emerging economies.

As sustainability is integrated into organizational strategies, there is an increasing necessity for
research on how Al contributes to sustainable business outcomes [27,28]. Without further empirical
research, businesses run the danger of not leveraging the full potential of Al in advancing
sustainability outcomes. Furthermore, businesses have been known to face difficulties in adopting Al
technologies due to organizational issues, including skill deficiencies, difficulties in implementation,
and technology readiness [29], which further emphasizes the necessity of better guidance on
leveraging Al adoption for BS [30]. Furthermore, research on the influence of Al on digital marketing
strategies, including social media and content marketing, is also lacking, and how Al affects digital
marketing strategies is not well understood [31]. As such, the general implications of Al adoption in
digital marketing strategies on BS have also not been well explored [32,33]. This is also compounded
by the increasing gap between businesses’ interest in Al and its adoption in digital marketing
strategies [34,35].

In this sense, this research aims to fill the aforementioned gaps by combining artificial
intelligence, marketing strategies, and BS in a single empirical framework, focusing on small and
medium-sized enterprises (SMEs) in an emerging economy context. As such, this research explores
the relationships between marketing strategies such as social media marketing and content
marketing and BS, as well as the role of artificial intelligence as a potential mediator in these
relationships. Thus, this research makes a significant contribution to the literature by shedding light
on the strategic role of artificial intelligence as a potential mediator that translates marketing
strategies into BS. Furthermore, this research has practical implications for business managers who
aim to leverage artificial intelligence in their marketing and BS strategies to enhance the long-term
competitiveness of their organizations. This study contributes to the existing literature in several
ways. First, it integrates artificial intelligence, marketing strategies, and business sustainability within
a unified empirical framework, providing a more comprehensive understanding of how digital
technologies support organizational sustainability. Second, the study examines the mediating role of
artificial intelligence in translating marketing strategies—specifically social media marketing and
content marketing—into sustainable business outcomes. Third, the research provides empirical
evidence from SMEs operating in an emerging economy context, thereby extending prior research on
Al-driven marketing, which has predominantly focused on firms in developed economies.

2. Literature Review

The contemporary business environment is undergoing significant transition as Industry 4.0
technologies, particularly Al, become more deeply embedded in organizational processes [36,37].This
technological growth is influencing a wide range of industries and fields of practice[36]. Allowing
brands for automated personalization, behavioral analysis, and accurate prediction of consumer
needs [38].Acknowledging that artificial intelligence is now a significant factor influencing digital
marketing strategies is an ideal spot to start. Today, internet platforms play an important role in
demonstrating and advertising firms’ goods to particular consumers [38,39]. Despite being a
relatively new scholarly topic, digital marketing has grown at a rapid rate and is already
acknowledged as a central emphasis in contemporary marketing research [38,40]. As technological
abilities advance, organizations rely more heavily on Al tools to improve their marketing processes
and boost their competitive position in digital marketplaces.

2.1. Marketing Strategies and Business Sustainability

Marketing strategies play a crucial role in maintaining business success by enabling
organizations to cope with changing markets, reinforce their competitive advantage, and attain
sustainable business results [41,42]. Marketing-capable organizations are able to successfully utilize
their resources and market understanding to create value for their customers through marketing
strategies that are aligned with customer needs. Marketing capabilities also help organizations
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successfully implement digital technologies without disrupting their strategic direction. The digital
revolution has increased the strategic importance of marketing for organizations because they are
increasingly utilizing digital marketing to engage with their customers and gain a competitive
advantage [43]. Organizations use digital marketing strategies like social media marketing and
content marketing to increase their visibility, enhance their customer relationships, and utilize their
resources effectively. Empirical research has proved that organizations that adopt digital marketing
innovations are able to attain sustainable business success through increased market penetration,
conversion rates, and customer loyalty [44]. Marketing strategy can be best described as an ongoing
and dynamic process that enables firms to achieve long-term goals [45]. Previous literature has shown
that an effective marketing strategy has a positive impact on the performance and competitiveness of
firms [46,47]. In this regard, the contribution of marketing strategies to organizational sustainability
is direct through enhanced customer engagement and market position [48].

In recent years, Al applications such as chatbots, recommendation systems, predictive analytics,
and automated content generation have become increasingly common in digital marketing. Al-
powered chatbots enable companies to provide real-time customer support, streamline interactions,
and enhance engagement by automating conversational responses and reducing response times [49].
Predictive analytics tools leverage machine learning to analyze large volumes of consumer data,
anticipate future behaviors, and optimize marketing strategies for improved targeting and campaign
performance [50]. Similarly, Al-driven recommendation systems personalize product or content
suggestions based on individual preferences and browsing histories, improving customer experience
and increasing conversion rates [51]. Additionally, advances in generative Al and automated content
creation technologies are enabling firms to produce tailored marketing materials—such as social
media posts and advertising copy —more efficiently and at scale, thereby supporting more dynamic
and responsive digital marketing efforts [52]. These developments illustrate how a suite of Al
applications is reshaping the scope and effectiveness of contemporary marketing strategies.

Al-enabled marketing strategies may also contribute to environmental sustainability. Digital
marketing platforms supported by artificial intelligence enable organizations to design highly
targeted campaigns, reducing reliance on traditional mass advertising methods such as printed
promotional materials and physical marketing campaigns. By improving audience targeting and
optimizing marketing communication, Al technologies can reduce unnecessary resource
consumption and minimize marketing-related waste. Consequently, Al-supported digital marketing
practices may indirectly support the environmental pillar of sustainability while enhancing
marketing efficiency.

Today, social media marketing (SMM) is considered an integral part of the broader marketing
strategies that impact communication, advertising, and customer relationship management [53,54].
For SMEs, especially in emerging economies, social media marketing is considered an important tool
for enhancing competitiveness. Generally, social media acts as a platform for interactive
communication that enables firms to engage customers through one-way promotion, two-way
interaction, or a combination of both [55]. Previous literature has shown that an effective social media
marketing strategy enhances customer engagement, relationships, and market position, which are
important for sustainable business practices [44,56]. In this regard, social media adoption by SMEs
has been shown to enhance brand recognition, customer trust, and long-term performance [44]

On the other hand, content marketing has developed as a new form of marketing strategy
focused on the creation and dissemination of valuable, relevant, and consistent content for the
purpose of attracting and retaining customers [57,58]. Unlike other forms of marketing characterized
by disruptions from advertisements, content marketing focuses on the creation of meaningful
information for the purpose of building relationships with consumers [59].Empirical research
indicates that content marketing improves brand trust, loyalty, and engagement while reducing
consumer fatigue from advertisements [58]. To small and medium-sized enterprises (SMEs), digital
content marketing acts as a powerful tool for sustainable growth since it helps businesses articulate
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their value propositions and establish continuous interaction with customers [56,60]. Therefore, the
following hypothesis can be developed:

H1. There is a positive relationship between marketing strategies and business sustainability.
Hla. There is a positive relationship between social media marketing and business sustainability.
H1b. There is a positive relationship between content marketing and business sustainability.

2.2. Marketing Strategies and Artificial Intelligence

Al is an integral component of modern marketing strategies, moving beyond mere automation
and into decision-making and strategic planning [7]. Such technologies analyze large amounts of data
to facilitate precise targeting, personalization, and optimal utilization [61] [62]. Programmatic
advertising, predictive analytics, and automated content distribution are examples of how Al helps
improve and increase the malleability of marketing strategies [63].It helps businesses predict market
trends and become more flexible in their strategies.

SMM is one of the most prominent forms of modern data-driven marketing strategies that
provide businesses with enormous amounts of real-time user-generated data, including likes, shares,
comments, click-through rates, and sentiments [61]. The management and analysis of such
continuous and unstructured data make it impossible for businesses to rely on traditional analysis
techniques, prompting them to seek better alternatives through Al technologies [64]. Al-based
technologies and tools, including sentiment analysis, social listening, chatbots, and advertising
optimization, enable businesses to effectively analyze and extract meaningful insights from social
media interactions and become better positioned to address customer concerns and interests [65].

For small and medium-sized enterprises (SMEs), particularly in emerging economies, Al helps
businesses make optimal utilization of social media platforms through efficient customer engagement
and interaction [63,66]. According to prior research, businesses with higher social media engagement
tend to make better utilization of Al-based analytics for precise targeting and better campaign
performance [63]. Social media marketing is not only benefiting from Al technologies but also driving
businesses toward embracing Al through its complex and dynamic nature.

CM is primarily concerned with the creation and distribution of valuable, pertinent, and
consistent content to entice and retain customers in the long term. However, for this to be successful,
it is vital to continually monitor performance, segment audiences, and optimize content on various
digital platforms. To this end, Al plays a vital role in these processes by allowing for the creation of
content, recommendations, predictions, and performance evaluation [4]. Al-assisted content tools
help firms better communicate their messages, optimize the timing of content creation and
distribution, and better understand consumer behavior and preferences. For small and medium-sized
enterprises (SMEs) with limited resources, Al tools provide solutions to increase the effectiveness of
content marketing while reducing costs [61,67]. According to empirical research, organizations that
possess a strong orientation towards content marketing are more likely to use Al tools to address
content complexity and make better strategic decisions [67,68]. Thus, content marketing creates a
huge demand for Al tools, which further strengthens the connection between content marketing and
artificial intelligence adoption. Based on this discussion, the following hypothesis is proposed:

H2. There is a positive relationship between Marketing strategies and artificial intelligence.
H2a. There is a positive relationship between social media marketing and artificial intelligence.

H2b. There is a positive relationship between Content marketing and artificial intelligence.
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2.3. The Mediating Role of Artificial Intelligence Between Marketing Strategies and Business Sustainability

Al plays a vital mediating role in bridging the gap between marketing strategies and sustainable
business performance. Artificial intelligence improves the efficiency of marketing strategies through
automation, prediction, and customization of content, enabling businesses to achieve optimal
utilization and minimize wastage[7]. Such efficiency is vital in creating sustainable business
performance.

Al improves the relationship between strategic marketing and sustainable business

through its ability to connect marketing strategies with data-driven insights [69]. Al-based
marketing strategies do not only improve short-term performance but also contribute significantly to
BS through its ability to ensure adaptability and resilience [7]. Although SMM and CM have been
identified as vital contributors to BS, their success is largely dependent on businesses’ ability to
harness Al Al acts as a mediating variable that bridges the gap between digital marketing and
sustainable performance [4].In SMM, Al contributes significantly to sustainable performance through
its ability to analyze user-generated data, identify user behavior, and provide real-time responses
[69]. Al-based SMM enables businesses to improve customer satisfaction and brand loyalty through
optimal utilization of social media platforms and minimization of wastage. Such sustainable
performance is vital in creating customer loyalty and improving business performance [70,71].
Without Al, social media marketing may not achieve optimal performance and sustainability due to
information overload and inefficient decision-making.

In a similar vein, Al acts as a mediator for the content marketing and sustainability linkage by
improving the content’s relevance, consistency, and performance measurement. This improvement
enables firms to create content that meets customers’ interests and expectations. This improvement,
in turn, promotes trust and the formation of long-term relationships with customers, which are key
aspects of sustainability. In the context of SMEs, Al makes content marketing more cost-effective and
easier to implement. This improvement, in turn, enhances the sustainability benefits of content
marketing [61,72,73].

In aggregate, Al reinforces the content marketing and sustainability linkage by improving
decision-making and automation. This improvement enables firms to achieve sustainability through
social media and content marketing. In this regard, Al acts as a mediator that transforms social media
and content marketing into sustainability. Based on the theoretical argument presented above, the
following hypotheses are proposed:

H3. Artificial intelligence mediates the relationship between marketing strategies and business sustainability.

H3a. Artificial intelligence mediates the relationship between social media marketing and business
sustainability.

H3b. Artificial intelligence mediates the relationship between content marketing and business sustainability.

2.4. Artificial Intelligence and Business Sustainability

Al plays a vital role in BS through its contributions to productivity, quality of decision-making,
and innovation [74]. For instance, analytics enabled by Al help organizations to make predictions
about consumer behavior and adapt to changes in the business environment.

Empirical research has established that organizations that use Al to inform their marketing
strategies exhibit better customer relationships, business risk management, and business strategy
[75]. This makes Al a fundamental factor in BS. Al is increasingly playing a pivotal role in ensuring
BS by enhancing business efficiency, quality of decision-making, and adaptability[74]. For instance,
Al enables organizations to make better predictions about business environments through data
analytics. This makes Al a fundamental factor in BS.

In the context of business strategy and marketing strategy, Al plays a vital role by enabling
organizations to make better predictions about consumer behavior and business environments [75].
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This makes Al a fundamental factor in BS. According to empirical research conducted on Al and BS,
organizations that use Al to inform their business strategies exhibit better BS compared to those that
do not use Al [75].

For small and medium-sized enterprises (SMEs), Al plays a vital role by helping to offset
business constraints[74]. Al enables organizations to make better predictions about consumer
behavior and business environments through analytics and data analysis. This makes Al a
fundamental factor in BS. Based on the above theories and empirical research on Al and BS, the
following hypothesis is proposed:

H4. There is a positive relationship between Artificial intelligence and business sustainability.

H1
H2
H3 e :
Marketing Strategies ———— Autificial I Business
intelligence Sustainability
Ha

Figure 1. Conceptual Framework.

3. Methodology

The study aims to examine the role of Al in the mediation of MS and BS in the corporate
environment of Nablus. The section provides an overview of the study design, population, sampling,
data collection methods, and analysis.

3.1. Study Design

The empirical design aims to test the proposed theoretical relationships using SPSS v 25, Process
macro v 4.3 and AMOS v 24, allowing the study to provide empirical substantiation for the theoretical
relationships between marketing strategies, artificial intelligence, and business sustainability. A
survey was conducted to collect the required data from employees of different organizations in
Nablus. The survey was conducted from June 2025 to August 2025. The study design was adopted
for its ability to collect large amounts of data from a large population in a single study, thus allowing
the testing of the relationships.

3.2. Population and Sampling

The population of this study consists of employees working in small and medium-sized
enterprises (SMEs) operating in the Nablus governorate. According to reports based on data from the
Palestinian Central Bureau of Statistics (PCBS), Nablus hosts approximately 15,987 economic
establishments, the majority of which are micro and small enterprises. SMEs are estimated to
represent roughly 10% of these establishments, indicating that more than 1,500 SMEs operate in the
governorate across sectors such as trade, services, and manufacturing. These enterprises play a
central role in employment generation and local economic activity, making them an appropriate
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context for examining the role of artificial intelligence in marketing strategies and business
sustainability. In the Palestinian context, enterprises are commonly classified according to the
number of employees, including micro enterprises (1-4 employees), small enterprises (5-19
employees), and medium enterprises (20-49 employees) [76-78]. SMEs therefore constitute a
significant component of economic activity and employment in the region. The study employed a
convenience sampling design. Convenience sampling was adopted for its ability to allow the study
to collect large amounts of data from a diverse population of companies in the region. The study was
able to collect the required information from employees of different levels in the companies, ranging
from HR managers to operational managers. The study was limited in terms of the generalization of
the findings. However, the study was appropriate for the purpose of the study since it aimed to collect
information from employees working in the different companies in the region. The employees are the
only people who have the necessary information about the marketing strategies of the companies.
The minimum required sample size for this study was calculated using the widely applied sample
size formula proposed by [79], which suggested an ideal sample size of 384 respondents for large
populations. To ensure an adequate number of responses, 400 questionnaires were distributed to
employees working in SMEs in the Nablus governorate. After the data collection process, 373 valid
questionnaires were returned and retained for the final analysis, while the remaining questionnaires
were excluded due to incomplete responses. The final sample therefore consisted of 373 respondents,
representing a response rate of approximately 93%, which is considered acceptable for survey-based
research.

3.3. Study Instruments

A questionnaire based on theoretical constructs and existing measurement data was used in the
study. To measure the opinions of the study’s participants on MS, Al, and BS, a five-point Likert scale
ranging from 1, or “strongly disagree,” to 5, or “strongly agree,” was utilized. The middle value of
the scale is neutral and balanced, which makes the results more accurate. The questionnaire was sent
to the study’s participants through direct and online methods, depending on their accessibility. Direct
methods were used for bank personnel, who might not be easily reached through online means.

As mentioned in Table 1, the questionnaire asked the study’s participants to provide information
on five demographic variables, including gender, age, position, experience, and educational
attainment. The sample size of the study consisted of 373 participants, mostly males, or 70.5%, while
female participants accounted for 29.5%. According to the study, the majority of the participants, or
31.9%, were aged between 30-34, followed by 23.1%, or those aged 35-39, and 22%, or those aged 25-
29. Only 6.2% were over 50 years old. According to the study, the majority, or 88.5%, of the study’s
participants held an undergraduate degree, while 11.5% held a postgraduate qualification. According
to the study, the majority, or 34%, of the study’s participants had 5-9 years of professional experience,
followed by 24.4%, or those with 10-14 years, and 20.9%, or those with 1-4 years. Only a few
participants had less than one year or more than 20 years of professional experience. According to
the study, the majority, or 60.9%, of the study’s participants were non-manager staff, followed by
general managers, or 37%. According to the study, the majority, or 46.9%, of the study’s participants
came from the Marketing sector.

Table 1. Demographic characteristics of participants.

Gender
Frequency Percent
Males 263 70.5
Valid Females 110 29.5
Total 373 100.0
Age
Frequency Percent
Valid From 25-29 82 22.0
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From 30-34 119 31.9
From 35-39 86 23.1
From 40-44 35 9.4
From 45-49 28 7.5
More than 50s 23 6.2
Total 373 100.0
Educational Level
Frequency Percent
Undergraduate 330 88.5
Valid Postgraduate or above 43 115
Total 373 100.0
Years of Experience
Frequency Percent
Less than 1 year 1 0.3
From 14 years 78 20.9
From 5-9 years 127 34.0
. From 10-14 years 91 244
Valid From 15-19 years 39 10.5
From 20-24 years 5 1.3
25 or More years 32 8.6
Total 373 100.0
Position
Frequency Percent
Owner Manager 8 21
Valid General Manager 138 37.0
Non-Managerial 227 60.9
Total 373 100.0
Industry
Frequency Percent
Travel & Hospitality 55 14.7
Entertainment 24 6.4
Valid Technology 67 18.0
Healthcare 23 6.2
Finance 29 7.8
Marketing 175 46.9
Total 373 100.0

Cronbach’s alpha values were 0.790 for the eight MS items created by [80] 0.855 for the seven
items of SMM created by [80], 0.752 for the six items of CM created by [80], 0.931 for the seven items
of Al created by [80], and 0.915 for the eight items of BS created by[81] . Cronbach’s alpha for the 36
total components was 0.744. According to [82], for a study to be recognized as valid, its Cronbach’s
alpha needs to be at least 0.7. This demonstrates the reliability of every variable employed in this
study.

3.4. Data Analysis Procedures

After completion of data collection, the responses were processed and prepared for analysis.
Missing values were handled by mean imputation or excluded when applicable. Descriptive statistics
were used for summarizing sample demographics and response distribution. Data analysis methods
used for this study included SPSS v25 for descriptive statistics and initial correlations, AMOS v24 for
confirmatory factor analysis (CFA) and SEM, and PROCESS macro v4.3 [83] for analyzing indirect
effects in accordance with proposed mediation models. Before analyzing structural relationships, the
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measurement model was tested for convergent validity, discriminant validity, and reliability.
Evaluation was done based on factors like factor loadings, average variance extracted (AVE), and
composite reliability (CR).

4. Results
4.1. Factor Analysis

It is possible to identify relationships between the measured variables and reduce their
dimensionality using exploratory factor analysis (EFA) [84]. Factors were extracted using principal
components analysis (PCA), and Promax rotation using Kaiser normalization was applied. As
suggested in [82], only those items were retained that had loadings of at least 0.4 on one factor.
Bartlett’s Test of Sphericity was significant at P <0.05, and the Kaiser-Meyer-Olkin measure was 0.788,
which is sufficient for factor analysis[85].

Before analyzing the data, we checked for potential biases. Using Harman’s single-factor test in
SPSS v25 [86,87], an exploratory factor analysis of all measurement items showed that the first factor
accounted for only 19.78% of the total variance, well below the 50% threshold, indicating that
common method bias is unlikely to affect the results. Exploratory Factor Analysis (EFA) using
Principal Component Analysis with Promax rotation identified five distinct factors, which together
accounted for 65.85% of the total variance. The first factor explained 24.06% of the variance, followed
by 12.94%, 11.17%, 9.79%, and 7.89% for Factors 2 to 5, respectively. All items loaded strongly on their
respective constructs, with loading values ranging from .574 to .947. Items with low or cross-loadings
were removed to ensure construct validity. The results of the exploratory factor analysis are shown
in Table 2.

Table 2. Exploratory factor analysis results.

Item Factor % of Variance Initial Cronbach’s
Loading Explained Eigenvalue Alpha
Factor 1: Business
Sustainability (BS)
BS1 0.666 24.06% 6.978 0.915
BS2 0.813
BS3 0.729
BS4 0.761
BS5 0.888
BS6 0.803
BS7 0.873
BS8 0.794
Factor 2: Artificial Intelligence
(AI)
All 0.906 12.94% 3.751 0.931
AI2 0.742
AI3 0.882
Al4 0.887
Al5 0.752
Al6 0.888
Al7 0.769
Factor 3: Content Marketing
(CM)
M1 0.676 11.17% 3.24 0.752
CM2 0.639
CM3 0.738
CM4 0.69
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CM5 0.574
CM6 0.685
Factor 4: Marketing Strategies
(MS)
MS1 0.771 9.79% 2.838 0.834
MS3 0.847
Ms4 0.786
MS7 0.839
Factor 5: Social Media
Marketing (SMM)
SMM3 0.904 7.89% 2.288 0.926
SMM4 0.947
SMM6 0.841
SMM7 0.927

4.2. Confirmatory Factor Analysis

To validate the measurement set, confirmatory factor analysis was carried out to ensure the
unidimensionality of the identified constructs. This was done by confirming the measurement set,
which is a single latent dimension. The results were generated by utilizing AMOS software, version
24. Convergent validity was carried out to ensure the validity of the study. According to the literature,
factor loadings can be used to test the convergent validity of the study, as suggested by [88]and [82].
Additionally, it is recommended by the same authors that the value of composite reliability should
be 0.6 or higher, and the average variance extracted should be 0.5 or higher to ensure the validity of
the study, as suggested by[88]. Table 3 shows the results obtained for the CFA, confirming the validity
of the identified constructs, which are also reliable.

Table 3. Confirmatory factor analysis results.

Construct Items Factor Loading CR AVE

BS (Factor 1) 8 0.666-0.888 0.931 0.63
AlI (Factor 2) 7 0.742-0.906 0.941 0.70
CM (Factor 3) 6 0.639-0.856 0.863 0.52
MS (Factor 4) 4 0.771-0.847 0.885 0.66
SMM (Factor 5) 4 0.841-0.947 0.948 0.82

Note: MS: Marketing Strategies, SMM: Social Media Marketing, CM: Content Marketing, Al: Artificial
Intelligence, BS: Business Sustainability.

Furthermore, the study utilized the AMOS software, version 24, to test the model fitness, as
demonstrated in Table 4, according to the standards set by [89], There are six model fitness indicators,
which are the Chi-square value divided by the number of freedom degrees, the comparative fitness
index, the normed fitness index, the incremental fitness index, the root mean square error
approximation, and the standardized root mean square residual. For this study, the value of
CMIN/DF was 2.402, which is within the required benchmark, as suggested by [90]. Additionally, the
CF]J, the NFI, and the IFI were 0.954, 0.924, and 0.957, respectively, which is close to 0.9, according to
the standards set by [91-93]. The value of the root means square error approximation was 0.059, while
the value of the standardized root mean square residual was 0.072, which is within the benchmark
requirements.

Table 4. Fit indicators for the CFA model.

CMIN DF P CMIN/DF CFI NFI IFI RMSEA SRMR
838.271 349 .000 2.402 0954 0924 0.957 0.059 0.072

Model
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To verify construct validity, the authors also performed a discriminant validity test. Statistical
tests were created to determine whether the correlation between two constructs is statistically
substantially smaller than unity to evaluate discriminant validity, according to[94]. The discriminant
validity test is summarized in Table 5.

Table 5. The discriminant validity test.

MS SMM CM Al BS

MS 0.911 .906™ 763" 676" .568™
SMM .906™ 0.908 .645™ .634™ .506™
CcM 763" .645™ 0.869 762" .810"
Al .676™ .634™ 762" 0.835 767"
BS .568™ .506™ .810™ 767" 0.893

**. Correlation is significant at the 0.01 level (2-tailed). Note: MS: Marketing Strategies, SMM: Social Media
Marketing, CM: Content Marketing, Al: Artificial Intelligence, BS: Business Sustainability.

4.3. Hypothesis Testing

Table 6 presents the results of the hypothesis testing carried out in this study. The findings show
that MS had a significant positive effect on BS (H1: R?=0.323, F = 177.008, p = .000, 3 = 0.387). Social
Media Marketing (SMM) also significantly contributed to BS (H1a: R? = 0.256, F = 127.567, p = .000,
=0.206), while Content Marketing (CM) exhibited a particularly strong influence (H1b: R? = 0.656, F
=706.212, p = .000, B = 0.953). In addition, MS showed a significant impact on Artificial Intelligence
(AI) (H2: R2=0.457, F = 312.299, p = .000, 8 = 0.305), with both SMM (H2a: R? = 0.402, F = 249.206, p =
.000, 3=0.171) and CM (H2b: R2=0.580, F =512.358, p = .000, 3 = 0.593) also demonstrating significant
effects on Al The mediation results further revealed that MS positively influenced BS through Al
(H3: R2=0.5928, F =269.295, p = .000, 3 = 1.066), with similar indirect effects observed for both SMM
(H3a: R2 =0.5888, F = 264.944, p = .000, § = 1.128) and CM (H3b: R2 = 0.7094, F = 451.565, p = .000, 3 =
0.5411). Additionally, Al itself had a strong and significant direct effect on BS (H4: R? = 0.588, F =
529.923, p = .000, = 1.160). Overall, these findings support all proposed hypotheses, highlighting
robust predictive relationships among MS, SMM, CM, Al, and BS in line with the criteria specified in
[95].

Table 6. Results of hypothesis testing.

Linkage R?2  FTest P-value Coef ficien]i Hypothesis Acceptance
H: MS—BS 0.323 177.008 .000 0.387 Accepted
Hia SMM—BS 0.256 127.567 .000 0.206 Accepted
Hu CM—BS 0.656 706.212 .000 0.953 Accepted
H: MS—AI 0457 312.299 .000 0.305 Accepted
H:a SMM—AI 0402 249.206 .000 0.171 Accepted
Hop CM—AI 0580 512.358 .000 0.593 Accepted
Hs MS—AI—-BS 0.5928 269.295 .000 1.066 Accepted
Hs. SMM—AI—BS 0.5888 264.944 .000 1.128 Accepted
Hab CM—AI—-BS 0.7094 451.565 .000 0.5411 Accepted
H, AI—BS 0.588 529.923 .000 1.160 Accepted

Note: MS: Marketing Strategies, SMM: Social Media Marketing, CM: Content Marketing, Al: Artificial

Intelligence, BS: Business Sustainability.

4. Discussion

The current study provides robust empirical evidence on the close and significant association
between marketing strategies, specifically content marketing and social media marketing, and BS in
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SMEs in Nablus, Palestine, directly and indirectly through AL What is more interesting in this study
is not only to verify these relationships but also to identify differences in these relationships between
different marketing strategies in terms of their contribution to BS.

The established relationship between marketing strategies and BS supports the strategic
marketing theory, which argues that marketing capabilities are considered one of the key intangible
resources in enhancing BS. Marketing strategies in SMEs, where financial and technological resources
are scarce, are considered to contribute to BS by providing stability in terms of customer relationships
and competitive advantage. This argument was also presented by previous studies [96]who argued
that marketing capabilities are key drivers in managing uncertainty and enhancing BS in
contemporary business environments. Beyond economic performance, Al-enabled marketing
strategies may also contribute to environmental sustainability by reducing reliance on printed
promotional materials and enabling more efficient digital communication with target audiences.

The current study contributes to marketing theory by differentiating between the effects of social
media marketing and content marketing on BS. Although social media marketing was found to have
a positive and significant effect on BS, it was found to have a weaker effect in comparison to content
marketing. This may indicate that social media marketing may not be effective in creating
sustainability in business environments. This finding is consistent with previous research by [97] that
suggest social media marketing plays a good role in increasing customers engagement and support
short term business performance .This argument may not be in line with marketing theories and
empirical evidence on social media marketing, which considered it to be one of the key drivers of
BS.[98]

On the other hand, content marketing was revealed to be the most viable predictor of BS. This
reveals that small and medium-sized enterprises (SMEs) in Nablus place greater strategic importance
on credibility, information quality, and trust creation than on promotional activities per se. Content
marketing is a strategy that enables firms to educate consumers and eliminate uncertainty to establish
authority in the respective markets. This strategy is more viable in environments where consumer
trust is extremely significant to BS. This research substantiates the research by [43]and further builds
on it by revealing that the sustainability impact of content marketing is strategic in nature rather than
being merely operational.

Al plays a pivotal role in reinforcing these relationships. The research reveals that Al maintains
a direct relationship with BS and significantly mediates the relationships between marketing
strategies and sustainability outcomes. This reveals that marketing strategies are significantly more
viable when reinforced by Al tools such as data analytics, automation, personalization, etc. However,
it is also revealed that Al does not replace human decision-making but rather makes these strategies
more viable by making them more accurate and responsive to customer needs while being more
efficient in terms of resource utilization. And this finding is consistent with previous research which
discuss same idea that AI help to improve marketing effectiveness through automation,
personalization.[7]

However, it is also revealed that Al mediates the relationship between content marketing and
sustainability more significantly than its mediation of the relationship between social media
marketing and sustainability outcomes. This may be attributed to the fact that Al is more structurally
compatible with content marketing than social media marketing. Al is more viable in terms of
personalization of content to increase customer value over time. However, social media marketing is
often controlled by external forces such as social media algorithms and is less viable for Al
optimization to produce viable sustainability outcomes.

From a conceptual point of view, this research mainly views BS as economic sustainability,
which is associated with the ability of businesses to sustain performance and continuity. Although
social and environmental sustainability were not considered in this research, businesses that achieve
economic sustainability have higher chances of investing in social and environmental issues in the
future. This is important in avoiding overstatement and creating a solid foundation for future
research on ESG. This idea is align with previous Recent literature suggests that achieving economic
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strength allows firms not only to maintain performance but also to allocate resources toward long-
term ESG commitments and build resilience in changing environments[99]

From the results, it is clear that sustainability in SMEs in emerging economies is not achieved
through technology adoption but through strategic integration with high-value marketing strategies
using Al Businesses that integrate technology with customer-oriented and content-rich strategies
have higher chances of sustaining their competitive advantage and BS. Although all the hypothesized
relationships were statistically supported, it is possible that the extent of these effects may vary across
industries and digital maturity, suggesting that Al-based marketing does not ensure sustainability as
this align with previous studies [100]

5.1. Theoretical implication

This research has a number of theoretical implications for the digital marketing, Al, and BS
literatures. First, the current research contributes to the theoretical development of these fields by
validating a unified conceptual model of marketing strategies, social media marketing, content
marketing, and Al and by exploring these constructs simultaneously. This is particularly relevant in
response to recent calls for the development of more integrative models of digital marketing and
technology, which can account for the combined and interactive effects of these constructs on BS. The
study responds to growing suggestions in the literature that digital marketing research should adopt
more interdisciplinary and holistic approaches [16]

The current research also contributes to the theoretical development of the marketing and
technology adoption literatures by revealing the mediating role of Al in enhancing the sustainability
benefits of marketing strategies. The study makes a significant theoretical contribution by showing
that, rather than being merely a technological device that marketers use, artificial intelligence (AI)
actually serves a strategic mediating function that increases the overall value of marketing activities.
The research found that, indeed, the value of Al stems from its association with significant marketing
activities, with content marketing being a key mediator, thereby supporting technology adoption
theory and technology value creation theory.

The research also makes a significant contribution to the burgeoning research on digital
economies by exploring the role of Al within the Palestinian context, a context that has been
somewhat neglected within digital marketing and Al research. The research found that, even within
a resource-constrained environment, Al could play a pivotal role in enhancing the overall value of
marketing strategies, providing sustainability, and extending the external validity of existing theory,
which has been developed and tested within a developed economy context.

5.2. Practical Implications

From a practical perspective, the research provides several explicit implications that could help
organizations enhance long-run sustainability, particularly within a digital marketing context. The
results suggest that, rather than focusing on raising the overall level of marketing activity,
organizations could enhance sustainability by focusing on content marketing, particularly by
providing high-quality content that has real value to consumers. This is consistent with earlier studies
showing that high-quality and meaningful content helps build customer engagement, fosters trust,
and supports long-term relationships with customers [101]

Furthermore, the importance of Al also points to the importance of including Al-based solutions
in marketing strategies. Organizations can capitalize on this in various ways to improve the efficiency
and effectiveness of their marketing strategies, which is particularly important for small and
medium-sized enterprises (SMEs) in Nablus, considering their financial and operational constraints
in managing their scarce resources. By employing various marketing strategies that include Al-based
solutions, SMEs in Nablus would be able to improve the efficiency and effectiveness of their
marketing strategies, hence increasing their sustainability.
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5.2. Managerial Implications

The results also have various implications for managers and decision-makers. Managers should
ensure that they align their marketing strategies with other digital marketing and digital
transformation strategies. Sustainability is achieved through successful integration and not through
successful strategies. Managers should also ensure that they promote interdepartmental
collaboration and interaction among various departments, including the marketing, information
technology, and data analytics departments, to realize the full potential of various marketing
strategies that include Al-based solutions.

Managers should also invest in human capital and promote an organizational culture that is
innovative and supports experimentation and implementation of various marketing strategies that
include Al-based solutions.

Managers, particularly those in SMEs in Nablus, are encouraged to invest in appropriate
technological infrastructure. Customer relationship management systems are necessary to
incorporate marketing strategies incorporating AI solutions. Technological infrastructure is the
foundation on which to base digital marketing strategies to ensure long-run viability and competitive
advantage. These recommendations are consistent with prior research on digital transformation,
which highlights that successfully leveraging digital technologies depends on aligning strategies,
developing organizational capabilities, and promoting collaboration across different functions [102]

6. Conclusions

The aim of this study was to examine the relationships between marketing strategies —including
social media marketing and content marketing—and BS, with Al acting as a mediator. The findings
indicate that marketing strategies are positively associated with BS, highlighting the relevance of
digital marketing approaches for enhancing sustainable business performance in organizations.
Among the strategies considered, content marketing emerged as the most influential factor associated
with BS, suggesting that organizations seeking sustainable outcomes may benefit from prioritizing
content-driven marketing initiatives.

The study also finds that Al plays a supportive mediating role in the relationship between
marketing strategies and BS. Specifically, the strategic integration of Al can enhance the effectiveness
of marketing strategies, improve decision-making, and ultimately strengthen sustainability
outcomes. These results contribute to the literature by emphasizing the significance of Al in
marketing practices, particularly within the context of SMEs in the emerging economy of Nablus.

From a practical standpoint, SMEs can leverage Al-driven marketing strategies to maximize
their sustainability impact. By aligning content and social media marketing efforts with Al
technologies, firms may achieve greater efficiency, effectiveness, and long-term sustainable
performance.

7. Limitations and Future Studies

Despite its contributions, this study has several limitations that warrant consideration. First, the
research focuses exclusively on SMEs in Nablus, providing valuable context-specific insights but
potentially limiting the generalizability of findings to other regions, cities, or countries with different
economic, technological, or Al adoption environments. Future research should test the robustness of
these findings across diverse contexts. Second, the study employs a cross-sectional design, with data
collected at a single point in time, which constrains understanding of the dynamic effects of Al
adoption and marketing strategies on business sustainability (BS). Longitudinal studies are
recommended to capture these relationships over time, particularly in rapidly evolving technological
environments. Third, this research primarily examines the economic dimension of BS; future studies
could extend this focus to environmental and social sustainability outcomes, including their
integration within corporate governance frameworks, to provide a more comprehensive
understanding of sustainable business practices. Fourth, the study relies on self-reported survey data,
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which may introduce perceptual bias, social desirability effects, and potential overestimation of Al's
effectiveness. To mitigate these limitations, future research should incorporate multi-source and
objective measures, such as financial performance indicators, operational metrics, and managerial or
customer perspectives, to validate survey findings and enhance the rigor and reliability of the results.
Finally, while the study considers Al broadly, it does not differentiate among specific Al applications
(e.g., predictive analytics, chatbots, automated content generation), which may have varying effects
on marketing strategies and BS. Future research is encouraged to investigate which Al tools are most
prevalent and effective in enhancing sustainable business performance. Addressing these limitations,
including exploring environmental and social dimensions of BS and the governance context, will
strengthen the evidence on the interplay between Al marketing strategies, and BS, and provide more
actionable insights for SMEs navigating digital transformation in emerging economies.
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