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Research Trends in Employing Artificial Intelligence to Build
Brand-Customer Relationships: A Critical and Future-oriented
Perspective on Global and Arab Realities

Dr.Alaa Fawzy Abdellatef *
Abstract:

This study adopts a critical perspective grounded in relationship marketing,
which emphasizes building sustainable marketing public relations between
brands and customers. It explores how artificial intelligence (Al) has become a
transformative force reshaping the foundations of interaction, trust, and loyalty
in brand-customer relationships. The study highlights global, Arab, and
Egyptian academic debates around brand anthropomorphism and the
enhancement of emotional engagement while also cautioning against the risks
of excessive automation that could undermine the human aspect of
communication.

The research, conducted as a Systematic-Narrative Hybrid Review of 56
studies published between 2020 and 2025, reveals a noticeable divergence in
academic approaches. International literature offers more profound insights
into Al's humanistic, philosophical, and cultural dimensions in marketing,
whereas Arab and Egyptian literature focuses on practical and functional
applications. This gap underlines the need to integrate more cultural, social,
and psychological perspectives into Arab research to enrich understanding and
broaden the discourse.

The study provides theoretical and practical contributions, including
developing a conceptual framework linking smart technologies to brand-
building, a comparative analysis of international and Arab literature, and a
forward-looking vision for Al-driven branding. It concludes with a proposed
research agenda and practical recommendations to support future studies and
guide organizations effectively.

Keywords:  Artificial Intelligence, Relationship  Marketing, Brand
Anthropomorphism and Chatbot, Hybrid narrative review, Global and Arab
Contexts
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