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Abstract 

This study developed and examined a framework for assessing the influence of artificial 
intelligence, marketing automation, and digital marketing on organizational performance in 
the Mubadala Healthcare System, UAE. The study was motivated by the increasing adoption 
of technology-driven marketing practices in healthcare and the need to understand how these 
practices contribute to performance outcomes such as patient engagement, service quality, 
brand positioning, operational efficiency, and organizational growth. A quantitative research 
approach was adopted, and primary data were collected through questionnaires distributed to 
employees of Mubadala Healthcare. The respondents included healthcare practitioners, 
administrative personnel, IT and digital transformation staff, marketing-related staff, and 
managerial decision-makers who were considered knowledgeable about or exposed to AI, 
marketing automation, digital marketing, and organizational performance processes. 
Purposive sampling was used to select participants from an accessible population of 
approximately 372 employees. The proposed framework was assessed through measurement 
and structural model analysis. The measurement model results confirmed acceptable 
reliability and convergent validity, as all Cronbach’s alpha, composite reliability, and average 
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variance extracted values met the recommended thresholds. The structural model results 
showed that artificial intelligence, marketing automation, and digital marketing jointly 
explained 74.7% of the variance in organizational performance. The hypothesis testing results 
revealed that digital marketing had a positive and significant effect on organizational 
performance, while marketing automation also had a positive and significant effect. However, 
artificial intelligence showed a positive but insignificant direct effect on organizational 
performance. The study concludes that digital marketing and marketing automation are 
significant drivers of organizational performance in Mubadala Healthcare, while AI requires 
stronger strategic integration, infrastructure, and organizational readiness to produce 
measurable performance benefits. 

Keywords: Artificial intelligence, marketing automation, digital marketing, organizational 
performance, Mubadala Healthcare, UAE 
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1. Introduction  

Digital and technological advances have significantly transformed contemporary marketing 
practices. In recent years, scholars have increasingly examined how digital technologies 
influence organizations’ ability to understand customer needs, monitor market changes, 
improve customer engagement, and deliver more personalized services. Digital 
transformation has become a major strategic concern because it changes how organizations 
create value, communicate with customers, and improve performance outcomes (Verhoef et 
al., 2021; Kotler, Kartajaya & Setiawan, 2021). Existing marketing literature has explored the 
role of various technologies in improving marketing performance; however, research at the 
intersection of artificial intelligence, marketing automation, digital marketing, and 
organizational performance remains relatively underdeveloped, particularly in service-based 
sectors such as healthcare (Dwivedi et al., 2021; Kumar, Ramachandran & Kumar, 2021). 

Artificial intelligence has become an important tool in modern marketing because it enables 
organizations to collect, process, and analyse large volumes of customer data. AI-supported 
marketing systems can recommend or execute marketing actions based on available 
information about customers, competitors, and the organization itself, with the aim of 
achieving improved marketing outcomes (Petrescu et al., 2022). Through predictive analytics, 
customer segmentation, personalization, and automated decision-making, AI allows 
organizations to respond more quickly and effectively to customer needs. Previous studies 
have shown that AI can support marketing decision-making, customer insight development, 
customer relationship management, and personalized digital interaction (Davenport et al., 
2020; Huang & Rust, 2021; Chintalapati & Pandey, 2022). 

Marketing automation has also become a major component of digital transformation. It 
allows organizations to automate repetitive marketing tasks, personalize communication, 
manage customer relationships, and improve campaign efficiency. In healthcare settings, 
marketing automation can support patient engagement, appointment communication, service 
awareness, and customer relationship management. However, while marketing automation is 
widely discussed in business and marketing practice, its contribution to broader 
organizational performance outcomes such as service quality, patient satisfaction, operational 
efficiency, brand positioning, and organizational growth remains insufficiently examined. 
Previous studies suggest that marketing automation and CRM-related technologies can 
improve communication efficiency, relationship management, lead management, and 
organizational performance when effectively implemented (Järvinen & Taiminen, 2016; 
Buttle & Maklan, 2019; Chatterjee et al., 2021). 

Digital marketing further strengthens the ability of organizations to communicate with 
customers, promote services, build brand visibility, and improve customer engagement. 
Digital marketing channels such as websites, social media platforms, email campaigns, and 
personalized online communication are increasingly used to retain existing customers and 
attract new ones. Digital marketing capabilities help organizations improve brand positioning, 
customer interaction, and marketing effectiveness across online platforms (Chaffey & 
Ellis-Chadwick, 2019; Herhausen et al., 2020; Melović et al., 2020). However, there remains 
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a gap between the rapid development of digital marketing practices in the business sector and 
the level of academic understanding of their actual contribution to organizational 
performance, particularly within healthcare institutions (Baabdullah et al., 2021; Verhoef et 
al., 2021). 

Although AI, marketing automation, and digital marketing are transforming organizational 
communication and customer engagement strategies, their influence on organizational 
performance in healthcare remains underexplored. Much of the existing research focuses on 
technology adoption, consumer behaviour, customer engagement, or specific marketing 
functions in isolation. As a result, there is limited understanding of how these three 
technological marketing practices collectively influence broader organizational outcomes, 
including operational efficiency, patient satisfaction, service quality, brand positioning, 
cost-effectiveness, and strategic decision-making. This concern is consistent with studies 
emphasizing the need for more integrated research on AI, digital marketing, and 
technology-enabled organizational performance (Dwivedi et al., 2021; Kumar, 
Ramachandran & Kumar, 2021; Verma et al., 2021). 

This gap is particularly evident in the context of the Mubadala Healthcare System in the 
United Arab Emirates. While Mubadala Healthcare operates in a highly competitive and 
technology-driven healthcare environment, there is limited empirical research examining how 
artificial intelligence, marketing automation, and digital marketing contribute to its 
organizational performance. Existing studies have not sufficiently addressed how these 
technologies influence healthcare-related performance indicators such as patient engagement, 
service delivery, brand reputation, internal workflow improvement, and organizational 
growth. In the UAE healthcare context, digital marketing has been recognized as an 
important tool for healthcare providers, but further research is needed to understand its 
broader organizational performance implications (Khan & Khan, 2021). 

Furthermore, studies on AI in marketing have often emphasized its potential benefits without 
providing sufficient empirical evidence of its actual organizational value. Some scholars 
argue that AI has strong potential to improve marketing intelligence, customer insights, 
personalization, and strategic decision-making, but its practical application may vary 
depending on organizational readiness, managerial capability, and technological 
infrastructure (Paschen, Kietzmann & Kietzmann, 2019; Davenport et al., 2020; Stone et al., 
2020). Therefore, the central issue is not only whether AI, marketing automation, and digital 
marketing are being adopted, but how they can be integrated into a clear framework that 
explains their influence on organizational performance. 

In addition, previous studies have examined AI-powered marketing, digital marketing, and 
automation as separate areas of inquiry. While these studies provide useful insights into 
customer segmentation, personalization, campaign automation, and digital communication, 
the literature remains fragmented and lacks a comprehensive framework that integrates these 
variables within the healthcare sector. Prior research has called for more integrated 
frameworks that explain how AI and new-age technologies influence marketing processes 
and organizational outcomes (Davenport et al., 2020; Huang & Rust, 2021; Kumar, 
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Ramachandran & Kumar, 2021; Petrescu et al., 2022; Rajagopal et al., 2022). 

Therefore, this study seeks to address this research gap by developing a framework for 
examining the influence of artificial intelligence, marketing automation, and digital 
marketing on organizational performance in the Mubadala Healthcare System, UAE. By 
focusing on these three key technology-driven marketing variables, the study aims to provide 
a clearer understanding of how digital transformation in marketing can contribute to 
improved organizational outcomes in the healthcare sector. 

2. Formulation of Conceptual Framework 

The conceptual framework for this study was formulated to explain the relationship between 
artificial intelligence, marketing automation, digital marketing, and organizational 
performance in the Mubadala Healthcare System, UAE. As presented in Figure 1, artificial 
intelligence, marketing automation, and digital marketing are treated as independent variables, 
while organizational performance is treated as the dependent variable. The framework 
proposes that technology-driven marketing practices can enhance organizational performance 
by improving operational efficiency, customer and patient engagement, service quality, 
decision-making, brand visibility, and overall competitiveness. 

Artificial intelligence is included in the framework because of its growing role in data-driven 
marketing and organizational decision-making. AI enables organizations to process large 
volumes of data, identify customer patterns, predict service needs, automate routine processes, 
and support strategic decisions. In healthcare organizations, these capabilities can assist in 
improving patient communication, service personalization, and operational responsiveness. 
Previous studies indicate that AI can transform marketing practices through personalization, 
predictive analytics, customer relationship management, and strategic decision-making 
(Davenport et al., 2020; Huang & Rust, 2021; Kumar, Ramachandran & Kumar, 2021). 

Marketing automation is also incorporated into the framework because it supports the 
efficient management of marketing activities and customer communication. Through 
automated systems, organizations can personalize messages, manage leads, improve response 
time, and maintain continuous engagement with customers or patients. In the healthcare 
context, marketing automation can support appointment reminders, patient follow-ups, 
service promotion, and feedback collection. Prior studies have shown that marketing 
automation and customer relationship management technologies improve communication 
efficiency, customer targeting, relationship management, and organizational outcomes 
(Järvinen & Taiminen, 2016; Buttle & Maklan, 2019; Chatterjee et al., 2021). 

Digital marketing forms the third independent variable in the framework because it provides 
organizations with interactive channels for communicating with customers, promoting 
services, and strengthening brand visibility. Digital marketing platforms such as websites, 
social media, email campaigns, and online service portals allow healthcare organizations to 
engage patients, provide service information, collect feedback, and build long-term 
relationships. Digital marketing capabilities have been associated with improved customer 
engagement, service promotion, competitive positioning, and business transformation 
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(Chaffey & Ellis-Chadwick, 2019; Herhausen et al., 2020; Verhoef et al., 2021). 

Organizational performance is the dependent variable in the framework because the study 
seeks to determine how artificial intelligence, marketing automation, and digital marketing 
contribute to improved outcomes in Mubadala Healthcare. In this study, organizational 
performance refers to improvements in areas such as service efficiency, patient engagement, 
service quality, brand positioning, operational effectiveness, and organizational growth. 
Therefore, the proposed framework provides a structured basis for examining how 
technology-driven marketing practices directly influence organizational performance in the 
Mubadala Healthcare System, UAE. 

 

Figure 1. Conceptual framework 

 

2.1 Artificial Intelligence and Organizational Performance  

Artificial intelligence can be considered a strategic organizational capability because it 
enables firms to improve decision-making, automate operations, understand customer 
behaviour, and develop innovative products and services. AI-based technologies allow 
organizations to process large volumes of data and generate insights that can improve 
marketing actions, customer engagement, and operational decisions (Davenport et al., 2020; 
Paschen, Kietzmann, & Kietzmann, 2019; Stone et al., 2020). 

Previous studies have shown that AI capability can positively influence organizational 
performance. Wamba-Taguimdje et al. (2020) found that AI-based transformation projects 
can improve firm performance by enhancing efficiency, innovation, and customer satisfaction. 
Mikalef and Gupta (2021) also argued that AI capability can contribute to organizational 
creativity and firm performance when supported by appropriate resources and organizational 
conditions. Similarly, Chatterjee et al. (2021) found that AI-based customer relationship 
management can improve organizational performance and competitive advantage. 
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However, AI alone may not be sufficient to guarantee improved performance. Organizations 
must combine AI resources with appropriate strategies, leadership, employee skills, data 
quality, and complementary technological capabilities in order to achieve stronger 
performance outcomes (Mikalef & Gupta, 2021; Wamba-Taguimdje et al., 2020). Based on 
this argument, the following hypothesis is proposed: 

H1: Artificial intelligence positively impacts Organizational Performance. 

2.2 Marketing Automation and Organizational Performance  

Marketing automation refers to the use of digital technologies to automate, manage, and 
improve marketing activities. It enables organizations to reach new customers, communicate 
with existing customers, personalize marketing messages, and respond more effectively to 
customer needs. By automating repetitive marketing processes, organizations can improve 
efficiency, reduce costs, and enhance customer relationship management. 

Marketing automation can contribute to organizational performance by increasing brand 
awareness, improving sales-related activities, strengthening customer relationships, and 
supporting market expansion. Järvinen and Taiminen (2016) emphasized that marketing 
automation can support content marketing, lead management, and improved marketing 
efficiency. Buttle and Maklan (2019) also highlighted the importance of customer 
relationship management systems in improving customer interaction, relationship quality, and 
organizational outcomes. 

The effectiveness of marketing automation is further strengthened by technologies such as 
artificial intelligence, machine learning, big data, and customer analytics. These technologies 
allow organizations to collect and analyse customer information, predict customer behavior, 
and deliver personalized marketing experiences (Davenport et al., 2020; Overgoor et al., 2019; 
Paschen, Kietzmann & Kietzmann, 2019). As a result, marketing automation can improve 
customer engagement, service efficiency, marketing performance, and competitive advantage. 
Based on this discussion, the following hypothesis is proposed: 

H2: Marketing automation positively impacts Organizational Performance. 

2.3 Digital Marketing and Organizational Performance 

Digital marketing involves the use of online platforms and digital channels to promote 
products and services, communicate with customers, and build long-term customer 
relationships. It allows organizations to interact with customers more efficiently, improve 
brand visibility, gather customer feedback, and support real-time communication. As a result, 
digital marketing has become an important tool for improving organizational performance. 

Previous studies suggest that organizations that develop strong digital marketing capabilities 
can improve customer engagement, brand positioning, communication effectiveness, and 
business competitiveness. Chaffey and Ellis-Chadwick (2019) explained that digital 
marketing supports customer communication, targeting, engagement, and relationship 
development. Herhausen et al. (2020) further argued that digital marketing capabilities are 
important for closing the gap between digital tools and marketing performance. Similarly, 
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Verhoef et al. (2021) emphasized that digital transformation can reshape organizational 
processes, customer interaction, and business performance. 

Digital marketing can also improve organizational performance by increasing customer 
engagement, customer satisfaction, brand awareness, and service visibility. Melović et al. 
(2020) found that digital transformation and digital marketing can support brand promotion, 
positioning, and electronic business performance. In the healthcare context, digital marketing 
is particularly useful for improving patient communication, service awareness, trust-building, 
and stakeholder engagement. Therefore, the following hypothesis is proposed: 

H3: Digital marketing positively impacts Organizational Performance. 

3. Modelling of the Framework 

This section presents the modelling of the proposed framework for examining the influence 
of artificial intelligence, marketing automation, and digital marketing on organizational 
performance in the Mubadala Healthcare System, UAE. The framework was assessed using 
quantitative data collected from selected employees of Mubadala Healthcare. The analysis 
focused on two main stages: the measurement model assessment and the structural model 
assessment. The measurement model was used to evaluate the reliability and validity of the 
constructs, while the structural model was used to examine the explanatory power of the 
model and test the proposed hypotheses. 

The key constructs in the model include Artificial Intelligence (AI), Marketing Automation 
(MA), Digital Marketing (DM), and Organizational Performance (CP). Artificial intelligence, 
marketing automation, and digital marketing were treated as independent variables, while 
Organizational Performance was treated as the dependent variable. The purpose of the 
modelling process was to determine whether the three independent variables significantly 
influence organizational performance within the healthcare context. 

3.1 Data for the Modelling 

The respondents for this study comprise employees of the Mubadala Healthcare System in 
the UAE who are directly or indirectly involved in, knowledgeable about, or affected by 
artificial intelligence, marketing automation, and digital marketing practices. These include 
healthcare practitioners, administrative personnel, IT and digital transformation staff, 
marketing-related staff, and managerial decision-makers within the organization. These 
groups were considered appropriate because they are expected to possess relevant knowledge 
and experience concerning the application of AI and digital marketing within Mubadala 
Healthcare. 

The accessible population for the study consists of approximately 372 employees from 
selected departments and facilities within Mubadala Healthcare. Since the study requires 
information from individuals with specific knowledge and experience related to the research 
objectives, purposive sampling was adopted. Purposive sampling allows the researcher to 
deliberately select participants who are most capable of providing relevant and meaningful 
information for the study (Etikan et al., 2016). Therefore, respondents were purposively 
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selected from employees who have direct or indirect exposure to AI, marketing automation, 
digital marketing activities, or organizational performance processes within Mubadala 
Healthcare. 

3.2 Measurement Model Assessment 

The measurement model assessment was conducted to evaluate the reliability and validity of 
the constructs used in the study. This stage is important because it determines whether the 
measurement items are internally consistent, valid, and suitable for further structural model 
analysis. In accordance with PLS-SEM reporting guidelines, the assessment focused on 
internal consistency reliability, convergent validity, and discriminant validity. Internal 
consistency was assessed using Cronbach’s alpha and composite reliability, while convergent 
validity was assessed using average variance extracted (AVE) (Benitez et al., 2020). These 
indicators are commonly used in quantitative survey-based research to confirm the quality of 
measurement instruments before testing the hypothesized structural relationships (Gaur et al., 
2020). 

3.2.1 Construct Reliability and Validity  

Cronbach’s alpha and composite reliability were used to assess the internal consistency 
reliability of the constructs. As shown in Table 1, all constructs recorded Cronbach’s alpha 
values above the recommended threshold of 0.70. The values ranged from 0.812 to 0.912, 
indicating that the items used to measure each construct have acceptable reliability. Similarly, 
the composite reliability values ranged from 0.826 to 0.914, exceeding the recommended 
minimum value of 0.70. This confirms that the constructs demonstrate satisfactory internal 
consistency and are suitable for further PLS-SEM analysis (Benitez et al., 2020). 

 

Table 1. Construct reliability and validity results 

Construct Cronbach's Alpha Composite Reliability Average Variance Extracted (AVE)
AI 0.848 0.872 0.674 
CP 0.820 0.826 0.627 
DM 0.912 0.914 0.695 
MA 0.812 0.833 0.612 

 

Table 1 indicates that all constructs achieved acceptable levels of reliability and convergent 
validity. The Cronbach’s alpha values ranged from 0.812 to 0.912, which are above the 
recommended threshold of 0.70. This shows that the measurement items for artificial 
intelligence, organizational performance , digital marketing, and marketing automation have 
good internal consistency. 

Similarly, the composite reliability values ranged from 0.826 to 0.914, also exceeding the 
recommended minimum value of 0.70. This confirms that the constructs are reliable and 
suitable for further analysis. In addition, the average variance extracted values ranged from 
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0.612 to 0.695, which are above the recommended threshold of 0.50. This indicates that each 
construct explains more than half of the variance in its measurement items. 

Therefore, the results confirm that the measurement model has acceptable internal 
consistency reliability and convergent validity. This means that the constructs used in the 
study are adequately measured and can be retained for the structural model assessment. 

3.2.2 Discriminant Validity  

Discriminant validity was assessed using the Fornell-Larcker criterion analysis. Discriminant 
validity is important because it confirms whether each construct is empirically distinct from 
the other constructs in the model. Under the Fornell-Larcker criterion, the square root of the 
AVE for each construct should be greater than its correlations with other constructs. This 
indicates that a construct shares more variance with its own indicators than with other 
constructs in the model (Benitez et al., 2020). 

 

Table 2. Fornell-Larcker criterion 

Construct AI CP DM MA 
AI 0.821    
CP 0.726 0.792   
DM 0.734 0.740 0.834  
MA 0.715 0.709 0.716 0.782 

 

Table 2 indicates that the measurement model satisfies the Fornell-Larcker criterion for 
discriminant validity. The diagonal values represent the square root of the AVE for each 
construct, while the off-diagonal values represent the correlations between constructs. 
According to the Fornell-Larcker criterion, discriminant validity is achieved when the 
diagonal value of each construct is higher than its correlations with other constructs. 

The results show that the diagonal value for artificial intelligence is 0.821, which is higher 
than its correlations with organizational performance, digital marketing, and marketing 
automation. Similarly, the diagonal value for organizational performance is 0.792, which is 
higher than its correlations with the other constructs. Digital marketing also recorded a 
diagonal value of 0.834, which is higher than its correlations with artificial intelligence, 
organizational performance, and marketing automation. In addition, marketing automation 
recorded a diagonal value of 0.782, which is higher than its correlations with the other 
constructs. 

Therefore, the results confirm that each construct is empirically distinct from the others. This 
means that artificial intelligence, organizational performance, digital marketing, and 
marketing automation measure different concepts within the proposed framework. Hence, the 
measurement model demonstrates acceptable discriminant validity and is suitable for further 
structural model assessment. 
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3.3 Structural Model Assessment 

After assessing the measurement model, the structural model was examined to evaluate the 
explanatory power of the proposed framework and to test the hypothesized relationships. In 
PLS-SEM, structural model assessment is conducted after confirming the adequacy of the 
measurement model, as this stage determines whether the proposed relationships among the 
constructs are statistically meaningful and theoretically relevant (Benitez et al., 2020). The 
structural model assessment focused on the coefficient of determination, effect size, and 
hypothesis testing results. 

The coefficient of determination, represented by R-square, was used to determine the extent 
to which artificial intelligence, digital marketing, and marketing automation explain 
variations in organizational performance. R-square is commonly used in PLS-SEM to 
evaluate the predictive and explanatory power of the model by showing the proportion of 
variance in the endogenous construct explained by the exogenous constructs (Benitez et al., 
2020). As shown in Table 3, the R-square value for organizational performance is 0.747. This 
means that artificial intelligence, digital marketing, and marketing automation jointly explain 
74.7% of the variance in organizational performance. 

This result indicates that the model has strong explanatory power, as a large proportion of 
organizational performance can be explained by the three independent variables. The finding 
also supports the suitability of the proposed framework for examining technology-driven 
marketing practices and their influence on organizational performance. In line with 
quantitative survey-based research, reporting the R-square value improves the transparency 
of the model evaluation and helps clarify the predictive relevance of the tested framework 
(Gaur et al., 2020; Benitez et al., 2020). 

 

Table 3. Coefficient of determination 

Endogenous Construct R² 
CP 0.747 

 

The effect size, represented by f-square, was used to determine the individual contribution of 
each independent variable to organizational performance. In PLS-SEM, effect size 
assessment helps explain the practical contribution of each exogenous construct to the 
endogenous construct beyond statistical significance (Benitez et al., 2020).  
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Table 4. Effect size 

Relationship f² 
AI -> CP 0.001 
DM -> CP 0.186 
MA -> CP 0.163 

 

As shown in Table 4, artificial intelligence has an f-square value of 0.001, indicating a very 
weak effect on organizational performance. Digital marketing has an f-square value of 0.186, 
indicating a moderate effect. Marketing automation has an f-square value of 0.163, also 
indicating a moderate effect. These findings suggest that digital marketing and marketing 
automation make more meaningful contributions to organizational performance than artificial 
intelligence in this model. 

The hypothesis testing results are presented in Table 5. Hypothesis testing in PLS-SEM is 
used to determine whether the proposed relationships among constructs are statistically 
significant and theoretically meaningful (Benitez et al., 2020). The results show that artificial 
intelligence has a positive but insignificant effect on organizational performance, with a beta 
value of 0.026, t-statistic of 0.432, and p-value of 0.665. Since the p-value is greater than 
0.05, H1 is not supported. This implies that artificial intelligence does not have a statistically 
significant direct impact on organizational performance in this study. Although previous 
studies suggest that AI can improve firm performance through better decision-making, 
operational efficiency, innovation, and customer insight, its impact often depends on the 
organization’s readiness, infrastructure, data quality, and strategic alignment 
(Wamba-Taguimdje et al., 2020; Mikalef & Gupta, 2021; Davenport et al., 2020). 

Digital marketing has a positive and significant effect on organizational performance, with a 
beta value of 0.519, t-statistic of 6.822, and p-value of 0.000. Since the p-value is below 0.05, 
H2 is supported. This indicates that digital marketing significantly improves organizational 
performance within the Mubadala Healthcare System. This finding is consistent with 
previous studies which argue that digital marketing capabilities enhance customer 
engagement, brand positioning, communication effectiveness, and overall organizational 
competitiveness (Herhausen et al., 2020; Verhoef et al., 2021; Chaffey & Ellis-Chadwick, 
2019; Melović et al., 2020). 

Marketing automation also has a positive and significant effect on organizational 
performance, with a beta value of 0.361, t-statistic of 5.352, and p-value of 0.000. Since the 
p-value is below 0.05, H3 is supported. This suggests that marketing automation contributes 
significantly to organizational performance by improving marketing efficiency, customer 
engagement, communication processes, and organizational responsiveness. This result 
supports earlier studies which show that marketing automation and CRM-related technologies 
help organizations personalize communication, manage customer relationships, improve lead 
generation, and strengthen marketing performance (Järvinen & Taiminen, 2016; Buttle & 
Maklan, 2019; Chatterjee et al., 2021). 
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Table 5. Hypothesis testing results 

Hypothesis Path Beta T Statistics P Values Decision 
H1 AI -> CP 0.026 0.432 0.665 Not Supported 
H2 DM -> CP 0.519 6.822 0.000 Supported 
H3 MA -> CP 0.361 5.352 0.000 Supported 

 

Overall, the structural model results indicate that digital marketing and marketing automation 
are significant predictors of organizational performance in the Mubadala Healthcare System, 
UAE. Digital marketing has the strongest influence on organizational performance, followed 
by marketing automation. However, artificial intelligence does not show a significant direct 
effect on organizational performance. This may suggest that AI is still at an early stage of 
implementation or that its influence on performance may occur indirectly through other 
organizational capabilities, such as digital marketing effectiveness, employee readiness, 
technology infrastructure, data-driven decision-making, or strategic alignment. This 
interpretation is consistent with prior research suggesting that AI capabilities alone may not 
automatically improve performance unless they are supported by complementary 
organizational resources and effective implementation strategies (Mikalef & Gupta, 2021; 
Wamba-Taguimdje et al., 2020; Rajagopal et al., 2022). 

 

 

Figure 2. PLS-SEM model of the framework 
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4. Discussion of the Findings  

This section discusses the findings of the study in relation to the research aim, proposed 
framework, and hypotheses. The study examined the influence of artificial intelligence, 
marketing automation, and digital marketing on organizational performance in the Mubadala 
Healthcare System, UAE. Earlier sections established that although AI, marketing automation, 
and digital marketing are increasingly transforming communication, service delivery, and 
customer engagement, their actual contribution to organizational performance in healthcare 
remains insufficiently examined. This concern is consistent with previous studies which argue 
that digital transformation and AI-driven marketing require further investigation, particularly 
in relation to organizational outcomes and sector-specific applications (Dwivedi et al., 2021; 
Kumar, Ramachandran & Kumar, 2021; Verhoef et al., 2021). Therefore, the findings of this 
study provide useful evidence on how these technology-driven marketing practices influence 
organizational performance within a healthcare context. 

The results of the structural model show that artificial intelligence, digital marketing, and 
marketing automation jointly explain 74.7% of the variance in organizational performance. 
This indicates that the proposed framework has strong explanatory power. In PLS-SEM, the 
R-square value is used to assess the explanatory power of the model and determine how 
much variance in the endogenous construct is explained by the predictor variables (Benitez et 
al., 2020). The high R-square value suggests that AI, digital marketing, and marketing 
automation are important predictors of organizational performance within Mubadala 
Healthcare. This finding supports the view that digital transformation and technology-enabled 
marketing capabilities can play a major role in strengthening organizational competitiveness, 
customer engagement, and operational effectiveness (Herhausen et al., 2020; Verhoef et al., 
2021; Melović et al., 2020). 

The findings reveal that artificial intelligence has a positive but insignificant effect on 
organizational performance. The path coefficient for artificial intelligence was positive, but 
the relationship was not statistically significant. Therefore, H1 was not supported. This result 
suggests that although AI may have potential value in improving decision-making, 
personalization, data analysis, automation, and customer insights, its direct contribution to 
organizational performance in Mubadala Healthcare may still be limited. This finding is 
important because previous studies have noted that while AI has strong potential to transform 
marketing, its practical application may be uneven and dependent on organizational readiness, 
data quality, strategy, and managerial capability (Davenport et al., 2020; Paschen, Kietzmann 
& Kietzmann, 2019; Stone et al., 2020). 

One possible explanation for the insignificant effect of artificial intelligence is that AI 
adoption within healthcare marketing may still be at an early stage. AI may require adequate 
technological infrastructure, employee readiness, managerial support, data quality, and 
strategic alignment before it can produce measurable improvements in organizational 
performance. This supports the argument that AI alone may not automatically improve 
performance unless it is integrated with other organizational capabilities and implemented 
through a clear strategy (Mikalef & Gupta, 2021; Wamba-Taguimdje et al., 2020). In the 
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context of Mubadala Healthcare, AI may contribute more effectively when combined with 
digital marketing systems, marketing automation tools, staff training, and 
performance-oriented implementation strategies. This is consistent with research showing 
that the business value of AI depends not only on adoption, but also on how well AI 
capabilities are embedded into organizational processes and decision-making systems 
(Wamba-Taguimdje et al., 2020; Rajagopal et al., 2022). 

In contrast, digital marketing was found to have a positive and significant effect on 
organizational performance. The result shows that digital marketing has the strongest 
influence among the three independent variables, with a beta value of 0.519, t-statistic of 
6.822, and p-value of 0.000. Therefore, H2 was supported. This finding confirms that digital 
marketing plays a major role in improving organizational performance within Mubadala 
Healthcare. It suggests that digital channels such as websites, social media platforms, email 
communication, personalized online campaigns, and digital service promotion can enhance 
patient engagement, brand visibility, customer relationships, and service awareness. This 
finding aligns with Chaffey and Ellis-Chadwick (2019), who explain that digital marketing 
improves customer communication, engagement, targeting, and relationship management. 

This result is also consistent with studies showing that digital marketing capabilities can 
improve brand promotion, positioning, customer interaction, and overall business 
performance (Herhausen et al., 2020; Melović et al., 2020). In healthcare, digital marketing 
can support patient education, appointment awareness, service promotion, feedback 
collection, and trust-building. Therefore, the significant effect of digital marketing indicates 
that Mubadala Healthcare can improve its organizational performance by strengthening its 
digital communication strategies and ensuring that patients and stakeholders are effectively 
engaged through online platforms. This is supported by Khan and Khan (2021), who 
emphasized the importance of digital marketing actions among healthcare providers in Dubai. 

Marketing automation was also found to have a positive and significant effect on 
organizational performance. The result shows a beta value of 0.361, t-statistic of 5.352, and 
p-value of 0.000. Therefore, H3 was supported. This finding indicates that marketing 
automation contributes meaningfully to organizational performance in Mubadala Healthcare. 
Marketing automation can help the organization streamline repetitive marketing activities, 
improve customer relationship management, personalize communication, enhance response 
time, and support more efficient service delivery. This finding is consistent with Järvinen and 
Taiminen (2016), who found that marketing automation supports content marketing, lead 
management, and improved marketing efficiency. It also aligns with Buttle and Maklan 
(2019), who emphasized the role of customer relationship management technologies in 
improving customer relationships and organizational outcomes. 

The significant result of marketing automation suggests that automated marketing systems 
can improve performance by allowing healthcare organizations to communicate more 
effectively with patients, manage campaigns efficiently, and use data-driven insights to 
support service improvement. This is further supported by Chatterjee et al. (2021), who found 
that AI-based customer relationship management can enhance organizational performance 
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and competitive advantage. Similarly, Jiang et al. (2022) showed that AI-powered chatbot 
communication can improve customer satisfaction, engagement, and customer behavior, 
which are relevant to healthcare service communication and patient relationship management. 

The effect size results further support these findings. Artificial intelligence recorded a very 
weak effect size, while digital marketing and marketing automation recorded stronger effects. 
In PLS-SEM, the f-square value helps determine the individual contribution of each predictor 
variable to the endogenous construct (Benitez et al., 2020). This means that digital marketing 
and marketing automation are more meaningful contributors to organizational performance in 
the current framework. The finding suggests that while AI may be important as a supporting 
technology, the more visible performance benefits in Mubadala Healthcare are currently 
being achieved through digital marketing practices and marketing automation processes. 

Overall, the findings show that the main performance drivers in the framework are digital 
marketing and marketing automation. These results confirm that technology-driven marketing 
practices are important for improving organizational performance in the healthcare sector. 
However, the insignificant effect of artificial intelligence shows that AI may not yet be fully 
developed, effectively implemented, or strategically integrated within Mubadala Healthcare’s 
marketing and performance systems. This finding adds value to the literature by showing that 
AI should not be viewed as an automatic solution to organizational performance challenges. 
Instead, its value depends on how well it is supported by organizational readiness, digital 
infrastructure, employee skills, data management, and strategic implementation (Mikalef & 
Gupta, 2021; Wamba-Taguimdje et al., 2020; Shaw et al., 2019). 

The findings also show that the influence of AI, marketing automation, and digital marketing 
on organizational performance cannot be assumed to be equal. Digital marketing and 
marketing automation demonstrated clear and significant effects, while artificial intelligence 
requires further development and integration before its direct effect can be fully realized. This 
supports the need for a framework-based understanding of technology-driven marketing in 
healthcare, particularly in the UAE context. Prior studies have similarly argued that digital 
transformation should be understood as a strategic and organizational process rather than 
merely the adoption of advanced technologies (Verhoef et al., 2021; Bharadwaj et al., 2013). 

The findings have practical implications for Mubadala Healthcare. First, the organization 
should continue to strengthen its digital marketing activities because they have the strongest 
influence on organizational performance. Second, marketing automation should be expanded 
to improve communication efficiency, patient engagement, and service delivery. Third, AI 
implementation should be supported by proper training, technological infrastructure, 
leadership commitment, data governance, and strategic alignment. By doing so, AI may 
become more effective in contributing to organizational performance in the future. 

In summary, the study clarifies how artificial intelligence, marketing automation, and digital 
marketing influence organizational performance in Mubadala Healthcare. The results show 
that digital marketing and marketing automation significantly improve organizational 
performance, while artificial intelligence does not have a significant direct effect. Therefore, 
the study contributes to the development of a framework that explains the role of 
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technology-driven marketing practices in enhancing organizational performance within the 
healthcare sector in the UAE. 

5. Applicability of the Framework to Mubadala Healthcare 

The proposed framework is applicable to Mubadala Healthcare because it provides a 
structured approach for understanding how artificial intelligence, marketing automation, and 
digital marketing influence organizational performance within a healthcare service 
environment. As healthcare organizations increasingly rely on digital platforms, automated 
communication systems, and data-driven technologies, the framework helps explain how 
these tools can contribute to improved patient engagement, service efficiency, brand visibility, 
and overall organizational effectiveness. 

In the context of Mubadala Healthcare, digital marketing can be applied to strengthen 
communication with patients and stakeholders through websites, social media platforms, 
email campaigns, online service information, and personalized digital content. These 
channels can improve patient awareness of available services, enhance trust, support health 
education, and increase patient interaction with the organization. Since the findings showed 
that digital marketing has the strongest influence on organizational performance, Mubadala 
Healthcare can use the framework to prioritize digital marketing strategies that improve 
service visibility, patient satisfaction, and competitive positioning. 

Marketing automation is also highly applicable to Mubadala Healthcare because it can 
support more efficient and personalized communication with patients. Automated systems 
can be used for appointment reminders, follow-up messages, patient feedback collection, 
health campaign communication, and targeted service promotion. By reducing repetitive 
manual tasks and improving communication speed, marketing automation can enhance 
operational efficiency and patient relationship management. The significant effect of 
marketing automation in the framework indicates that Mubadala Healthcare can benefit from 
expanding automated marketing processes to support service delivery and organizational 
performance. 

Artificial intelligence is applicable as a supporting capability within the framework, although 
the findings showed that its direct effect on organizational performance was not significant. 
This suggests that AI may not yet be fully integrated into Mubadala Healthcare’s marketing 
and performance systems. However, AI can still support future improvement by enabling 
predictive analytics, patient segmentation, chatbot communication, service demand 
forecasting, and data-driven decision-making. For AI to become more effective, Mubadala 
Healthcare should strengthen its digital infrastructure, employee readiness, data governance, 
and strategic alignment. 

The framework is also useful for managerial decision-making. It allows managers at 
Mubadala Healthcare to identify which technology-driven marketing practices currently have 
the strongest influence on performance and which areas require further development. Based 
on the results, digital marketing and marketing automation should be treated as immediate 
performance-enhancing tools, while AI should be developed gradually through investment, 
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training, and integration with existing digital systems. 

Furthermore, the framework can support performance monitoring by linking 
technology-driven marketing activities to key organizational outcomes such as patient 
satisfaction, service quality, brand reputation, operational efficiency, and organizational 
growth. This makes the framework practical for healthcare administrators, marketing 
managers, IT departments, and strategic decision-makers who seek to improve the 
effectiveness of digital transformation initiatives. 

Overall, the framework is applicable to Mubadala Healthcare because it provides both 
theoretical and practical guidance for improving organizational performance through 
technology-driven marketing practices. It shows that digital marketing and marketing 
automation are currently the most influential drivers of performance, while artificial 
intelligence has future potential if supported by appropriate infrastructure, skills, and strategic 
implementation. 

6. Conclusion 

This study developed and examined a framework for assessing the influence of artificial 
intelligence, marketing automation, and digital marketing on organizational performance in 
the Mubadala Healthcare System, UAE. The study was motivated by the growing use of 
technology-driven marketing practices in healthcare and the need to understand how these 
practices contribute to performance outcomes such as operational efficiency, patient 
engagement, brand positioning, service quality, and organizational growth. 

The findings show that the proposed framework has strong explanatory power, as artificial 
intelligence, marketing automation, and digital marketing jointly explained 74.7% of the 
variance in organizational performance. This indicates that technology-driven marketing 
practices play an important role in shaping organizational performance within the healthcare 
sector. However, the findings also reveal that the three variables do not influence 
organizational performance equally. 

Digital marketing was found to have the strongest positive and significant effect on 
organizational performance. This suggests that digital platforms, online communication, 
social media engagement, website-based interaction, and personalized digital campaigns are 
important tools for improving patient engagement, service visibility, brand awareness, and 
organizational competitiveness in Mubadala Healthcare. Therefore, digital marketing 
represents a key driver of performance in the proposed framework. 

Marketing automation also had a positive and significant effect on organizational 
performance. This indicates that automated marketing processes can improve communication 
efficiency, customer relationship management, patient engagement, and service delivery. The 
finding confirms that marketing automation is an important organizational capability that can 
support performance improvement in healthcare institutions. 

In contrast, artificial intelligence had a positive but insignificant effect on organizational 
performance. This suggests that although AI has potential benefits, its direct contribution to 
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organizational performance in Mubadala Healthcare may not yet be fully realized. The 
insignificant result may be due to limited implementation, inadequate infrastructure, 
employee readiness, data challenges, or the need for stronger strategic alignment. Therefore, 
AI should not be viewed as an automatic driver of performance, but as a capability that 
requires proper integration, investment, training, and organizational support. 

Overall, the study concludes that digital marketing and marketing automation are significant 
predictors of organizational performance in the Mubadala Healthcare System, while artificial 
intelligence requires further development and strategic integration before its performance 
benefits can be fully achieved. The study contributes by providing a framework that explains 
how technology-driven marketing practices influence organizational performance in a 
healthcare context. It also provides practical guidance for healthcare managers by 
highlighting the need to strengthen digital marketing strategies, expand marketing automation 
systems, and improve the organizational readiness required for effective AI implementation. 

Based on these findings, Mubadala Healthcare should continue investing in digital marketing 
and marketing automation as immediate performance-enhancing tools, while also developing 
the infrastructure, skills, leadership support, and strategic planning necessary to maximize the 
long-term benefits of artificial intelligence. Future studies may extend this framework by 
including additional variables such as employee readiness, technology infrastructure, patient 
trust, service innovation, or strategic alignment to provide a more comprehensive 
understanding of technology-driven performance in healthcare. 
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