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Abstract: This article examines the use of artificial intelligence (AI) in Tunisia's service sector through a mixed-
methods approach. The study integrates a quantitative survey of 58 companies with qualitative insights derived 
from multiple case studies. The findings highlight AI's potential to optimize processes, reduce costs, and enhance 
productivity. However, the adoption of AI is hindered by several key challenges: the limited reliability of AI-
generated information, employee resistance to the technology, concerns over data privacy, and financial 
constraints that limit access to advanced solutions. These obstacles underscore the need for targeted strategies to 
foster more effective AI adoption in Tunisia's service industry. 
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I. INTRODUCTION 
Many service companies are adopting new technologies to enhance their performance and gain a competitive 
edge [31]. Among these technologies, artificial intelligence (AI) is playing an increasingly significant role 
[22], fundamentally reshaping business operations and executive decision-making. This technology offers 
significant potential for the service sector by enhancing efficiency, reducing costs, and providing improved 
decision-making capabilities [44].     
As AI continues to evolve across various sectors, its implications extend far beyond mere technical 
improvements. It fosters innovative ways of conducting business, catalyzes the development of new service 
propositions, and drives organizational transformation [38]. However, these promising opportunities are 
accompanied by a series of complex challenges that require careful management, such as issues related to the 
black box and questions of accountability [1]. In the service sector, the strategic importance of harnessing AI 
opportunities while mitigating the associated challenges cannot be overstated.  
The literature has extensively explored the adoption of AI across various domains, including the public sector 
[16], manufacturing industries [36], SMEs [6], AgriTech companies [18] and service businesses [21].   
However, studies on the integration of AI in the service sector in emerging economies like Tunisia, remain 
limited, highlighting the importance of developing original contributions to bridge this gap. 
In Tunisia, as in many emerging economies, the adoption of AI in the service sector is still in its early stages, 
despite its clear potential to enhance business efficiency and drive economic growth. Understanding the 
specific challenges and opportunities in this context is crucial to enabling Tunisian companies to leverage this 
technology. This study aims to fill this gap by shedding light on how Tunisian service companies are using AI 
and the factors that hinder its adoption. By identifying these obstacles and highlighting optimization levers, 
this research seeks to provide practical recommendations that will help decision-makers better integrate AI 
into their strategies. 
By using a mixed-methods approach, combining a quantitative study through questionnaires with business 
executives and a qualitative study based on in-depth case studies, this research aims to provide valuable 
insights for managers and decision-makers.The goal is to help them better understand the challenges 
associated with AI adoption and support them in implementing technological solutions tailored to their 
specific needs. 
The article is structured as follows: the first section presents the literature review, followed by a second 
section detailing the mixed-methods approach of the study. The third section presents the survey results, and 
the article concludes with a fourth section dedicated to discussions and conclusions. 

 
II. LITERATURE REVIEW 

A. USE OF AI IN SERVICES 

AI applications span various fields, such as marketing, production management, business management, and 
customer service [34], [11].   Depending on their use, AI applications can be divided into two categories: AI 
for automation and AI for augmentation. Automation refers to AI systems designed to replace human labor, 
while augmentation enhances human intelligence by providing insights that can assist in decision-making. 

1) TASK AUTOMATION: The concept of automation is not new; it refers to machines that replace humans, 
such as robots performing tasks on an assembly line. Recent advancements in AI have enabled machines to 
learn, improve, and adapt, thus enhancing their performance over time [7]. As a result, AI technologies are 
now capable of automating more complex tasks involving cognition, such as learning and problem-solving 
[20]. This form of automation is often referred to as intelligent automation [27]. Intelligent automation enables 
the automation of tasks that were previously considered too difficult to automate, such as knowledge and 
service work [7]. In the service context, AI can provide clients with digital and robotic services to influence 
their customer experience [9]. Conversational intelligent agents, such as Apple's Siri and Amazon's Alexa [10] 
, [9], are examples that can automate tasks such as text writing, making calls, and launching playlists through 
voice commands. 
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2) HUMAN AUGMENTATION: In recent years, AI has surpassed humans in performing certain complex tasks 
[24]. AI can process large amounts of information at high speeds, beyond human cognitive capabilities [24].  
AI thus serves to overcome the cognitive constraints of humans. Augmentation refers to the integration of AI 
with human expertise to enhance decisions and optimize actions [33]. The focus is on AI's assistive role, 
emphasizing that it supports humans rather than replacing them. Organizations frequently generate large 
volumes of data or have access to them. By leveraging this information, decision-makers can make more 
informed choices. However, this data is often too complex to be analyzed by humans. Therefore, managers 
can use AI to extract insights from the data to make better decisions [4]. AI can be used to interpret previously 
unknown management control indicators and suggest corrective actions when sales decline and competitors 
introduce new products [2]. It can also be employed in analyzing opinions, attitudes, and emotions related to a 
specific product or service [11].    

B. THE BENEFITS OF USING AI IN SERVICES 

1) PROCESS EFFICIENCY: The use of AI can improve the performance of service business processes by 
enhancing efficiency indicators [7], [25].  By automating tasks, these companies can relieve employees of 
repetitive, routine duties, allowing them to focus on other knowledge-intensive activities that add more value 
to the business [12], thereby increasing their productivity [35], [41], [2],[15].  Furthermore, machines can 
perform tasks more quickly and accurately than humans, which enhances the productivity of service 
businesses [35], [15]. Furthermore, the use of AI can reduce the time required to execute certain processes [7]   
and improve error rates and turnaround times [37]. 
 

2) INFORMATION GENERATION: AI can uncover insights and hidden patterns within large volumes of data 
[30]. It can present previously unknown information and assist in making informed decisions [11]. When 
decision-makers have access to more detailed knowledge, the quality and speed of decision-making improve 
[8]. AI thus enables faster and higher-quality decision-making [19]. Organizations that can leverage the 
informational effects of AI are better positioned to quickly perceive market dynamics and respond to them 
[37].This ability to respond is also known as organizational agility, which involves detecting, making 
informed decisions, and reacting [19].    

3) OPERTAIONAL INNOVATION: As an innovative technology, AI enables service businesses to innovate 
and transform operational processes [37]. AI is no exception, as it can facilitate the redesign of business 
processes with the aim of radically changing the way current operations are executed [5].  The implementation 
of AI introduces a new set of skills and capabilities for managers, employees, and AI, who must collaborate 
together [12].  As a result, jobs may be redefined, and new roles may emerge. By utilizing AI, organizations 
can reallocate resources, which, in the long term, could reshape organizational structures [39].    
 
4) MARKETING EFFECTIVENESS: Companies that integrate AI into their marketing strategies can reap 
numerous benefits. AI enhances customer segmentation by analyzing and learning from existing data, 
allowing service businesses to better understand their customers' preferences and lifestyles. This capability 
enables more precise segmentation, as companies can categorize customers at a finer level [5]. As a result, 
service businesses can more effectively target their marketing efforts [32], opening up the opportunity to 
deliver personalized marketing by tailoring the customer experience [5]. Thus, AI improves the efficiency and 
accuracy of marketing by targeting the right customers with the right strategies. Additionally, when customer 
behavior evolves, the AI system updates its segmentation recommendations, allowing businesses to adjust 
their marketing strategies effectively [32].    
By using AI, service businesses can gain deeper insights into customer behaviors and, in turn, leverage this 
understanding to proactively prevent any negative experiences [26]. Furthermore, the use of AI can enhance 
customer satisfaction, as customers are better informed and find more personalized solutions guided by AI 
[33]. Table 1 summarizes the various benefits associated with the use of artificial intelligence by service 



12th International Conference on Business Economics, Marketing & Management Research (BEMM-2025) 
Proceedings Book Series -PBS-Vol 22, pp.1-10 

Copyright © 2025  
ISSN: 2961-6611 

businesses. However, it is important to note that these benefits may evolve based on future technological 
advancements in AI. 

TABLE I. BENEFITS OF USING AI IN SERVICES 

Advantages Description 
Process Efficiency The use of artificial intelligence (AI) in service companies enhances process 

performance by increasing efficiency, productivity, and accuracy while 
reducing errors and delays. 

Information Generation Artificial intelligence (AI) enhances decision-making by uncovering hidden 
insights within data, enabling faster, more informed, and higher-quality 
decisions. This strengthens organizational agility and improves service 
companies' ability to adapt quickly to market dynamics. 

Operations Innovation Artificial intelligence (AI) drives innovation and transformation in operational 
processes, enabling a radical overhaul of operations, redefining jobs, creating 
new skills, and reorganizing resources and organizational structures. 

Marketing Effectiveness Integrating artificial intelligence (AI) into marketing strategies enhances 
segmentation and personalization, optimizes targeting strategies, and boosts 
customer satisfaction by better understanding their behaviors and delivering 
tailored, proactive experiences. 

 
C. RISKS ASSOCIATED WITH THE USE OF AI IN SERVICES 
 
1) MISUSE OF TECHNOLOGY : One of the most significant examples is the difficulty companies face in 
detecting and correcting biases present in AI data or algorithms, which can lead to discrimination or 
unfavorable outcomes for certain ethnic groups, genders, or populations. The use of AI tools, such as 
ChatGPT, carries risks related to the inappropriate or unethical application of these technologies [43], [3], [29]          
, [17]. For example, ChatGPT can generate a variety of content. However, if not properly managed, AI-
generated content may rely on outdated or unreliable data, which does not accurately reflect customers' 
interests and preferences. Moreover, content generated by AI may not align with a company's brand image or 
positioning, potentially damaging its reputation [44]. 
 
2) TRANSPARENCY CONCERNS: The negative effects of using AI are not limited to biased outcomes; they 
also encompass other aspects, such as black-box algorithms, lack of transparency and accountability, security 
issues, as well as potential harm to society and the environment [14]. This evolution has triggered a general 
need for greater transparency throughout the entire process, from data collection to result generation [28].    
The lack of explanatory practices and transparency undermines individuals' trust in AI systems, which can 
lead to their non-use [42]. 
 

3) CYBERSECURITY : The integration of AI into service companies also introduces cybersecurity risks. 
Service companies using chatbots or virtual assistants are vulnerable to cyberattacks [3], [44], [13]. 
Cybercriminals can impersonate company representatives, provide misleading responses, and solicit 
confidential information such as banking details. If a chatbot or virtual assistant is compromised, attackers 
could gain access to sensitive data stored on the company’s servers, including customer information (e.g., 
names, addresses, phone numbers) and financial records. Table 2 summarizes the risks associated with the use 
of artificial intelligence in the service sector. 

Table II. RISKS ASSOCIATED WITH THE USE OF AI  IN SERVICES 
Risks Description 
Misuse of Technology The use of AI by service companies can lead to biased outcomes in terms of 

sexual and racial discrimination. 
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Transparency Concerns 
 
 
 

The use of AI can lead to negative effects beyond biases, including a lack of 
transparency, black-box algorithms, security issues, and societal and 
environmental impacts. 

Cybersecurity The integration of AI into service companies exposes them to cybersecurity 
risks, which could lead to unauthorized access to sensitive data and 
compromise the security of customer information. 

 

III. METHODOLOGY 
In this study, we adopted a mixed-methods approach, combining both qualitative and quantitative methods to 
address the research objectives. The quantitative component is based on a questionnaire administered to 58 
Tunisian service companies that have adopted artificial intelligence (AI) or expressed interest in this 
technology. The questionnaire measures key variables such as current AI usage, intention to adopt AI, 
perceived applications, as well as perceived benefits and risks. The data were analyzed using SPSS 23 with a 
descriptive approach. The qualitative component is based on the analysis of four case studies of companies 
operating in the service sector in Tunisia. These cases were selected based on their use of AI or their clear 
interest in the technology. We analyzed the practices and perceptions of leaders through in-depth case studies, 
using a deductive thematic analysis guided by our literature review. Table 3 provides a summary of the two 
research methods used. 
 

Table Ⅲ. SUMMARY OF RESEARCH METHODS USED 
Research Methods StudiedCompanies Data Collection Techniques 
Survey Questionnaire 58 companies using or expressing interest 

in the use of AI. 
- A purposive sample of 58 companies operating in 
the service sector based in Tunisia. 
- A self-administered questionnaire. 
- The respondents are members of the executive 
management (executives, sales managers, 
administrative and financial managers, IT 
managers). 

Case Studies Company (A) Owner-
Manager 

- A 90-minute semi-structured, face-to-face 
interview. 
- Consultation of the company's website. 
- Consultation of the company's Facebook page. 

Company (B) -Owner-
Manager 
-Account 
manager 

- A 70-minute semi-structured, face-to-face 
interview. 
- Consultation of the company's website. 
- Consultation of the company's Facebook page. 

Company (C) Owner-
Manager 

- A 72-minute telephone interview. 
- Consultation of the company's website. 
- Consultation of the company's Facebook page.. 

Entreprise (D) Owner-
Manager 

- A 35-minute telephone interview. 
- Consultation of the company's website. 
- Consultation of the company's Facebook page. 

General Themes of the Semi-Structured Interview Guide: 
- The Use of AI in Services 
- Benefits of Using AI in Services 
- Risks Associated with the Use of AI in Services 
- AI Usage Strategies in Services 
- Future Vision of AI in the Service Sector 

 

 
IV. RESULTS OF THE QUANTITATIVE STUDY 

A. THE USE AND INTEREST IN AI 
The results show that among the 58 respondents, half use artificial intelligence in their activities, and the 
majority (91%) express interest in these technologies for their development strategies. When comparing AI 
usage to company size, we find that among the companies not using AI, small businesses represent the 
majority, accounting for 57%. This maybeexplained by theirlimited innovation potential. 
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Figure 2. AI Usage and Interest 

The application varies from one company to another, as shown in Figure 3. The results of our study reveal that 
leaders are most interested in adopting artificial intelligence (AI) in the following areas: customer and supplier 
relationship management, accounting and financial management, product or service management, and internal 
information systems. In fact, a significant percentage of leaders (34.48%) are opting to integrate AI into their 
internal information systems. Nearly 28% of leaders are interested in using AI to optimize interactions with 
customers and suppliers. 

 

 
Figure 3. Different Uses of AI 

 
 
B. THE PERCEIVED BENEFITS OF AI USAGE  
As shown in the table below, several benefits are perceived by business leaders as a result of AI adoption. Our 
study suggests that task automation (32.8%), improved operational efficiency (27.6%), and enhanced 
customer experience (24.1%) are among the most frequently cited advantages. 
 

TableIV. PERCEIVED BENEFITS OF AI 

Perceived Benefits of AI Usage Frequency (N=58) Percentage 
Improvement in OperationalEfficiency 16 27,6% 
Cost Reduction 2 3,5% 
ImprovedDecision-Making 6 10,3% 
Automation of RepetitiveTasks 19 32,8% 
Better Customer Experience 14 24,1% 
Others (Performance) 1 1,7% 

 
Although interest in AI in the service sector in Tunisia is growing, its actual adoption is still in its early stages, 
hindered by several challenges, as shown in Figure 4. The main concern expressed by respondents is data 
security and privacy, cited by 37.9% of them. This finding highlights the importance placed on protecting 
sensitive information in the decision-making process. Moreover, nearly one-third of respondents view 
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employee resistance as a major barrier to AI adoption. This reluctance may stem from fear of change or 
uncertainty about the impact of AI on jobs and existing work methods. Additionally, the high cost of AI 
technologies also represents a significant obstacle. In fact, 25.9% of respondents perceive the financial 
investment required as a major barrier to adoption. 
 

 
Figure 4. Challenges in using AI 

 
 

V. CASE STUDY RESULTS 
A. OPPORTUNITIES OF AI IN THE SERVICE SECTOR  
The analysis of interviews with executives revealed that generative AI tools offer several opportunities. All 
the surveyed leaders emphasized that AI helps them save time and streamline task execution. Additionally, 
they revealed that AI can be a source of creativity for their staff. The manager of Company B stated: "Staff 
become more creative, especially during the idea generation phase. Sometimes, employees come up with 
multiple ideas at once and struggle to identify or organize a well-structured idea. This technology can address 
that issue by organizing the staff's ideas to help find a creative and original concept." Another manager stated: 
"By using AI to handle certain repetitive tasks, our team is able to dedicate more time to strategic and creative 
activities." However, the manager of Company A pointed out: "Excessive use of AI can, in the long run, 
negatively affect employee creativity. Humans must still engage their intellectual effort. They need to know 
how to use AI as a source of creativity." We can conclude that AI can indeed be a source of creativity, 
provided it is used appropriately by employees.  
In general, the analysis showed that by automating certain tasks, companies can increase their productivity 
and performance, ultimately generating significant profits. One manager said: "AI is a catalyst in executing 
work. By automating repetitive tasks, AI helps save time and frees up employees for strategic activities, which 
can increase productivity and performance." Another manager added: "AI can reduce human errors, which in 
turn saves us time and money." 
 
B. CHALLENGES OF AI IN THE SERVICE SECTOR  
We found that companies in the service sector face some challenges when using AI. Our study revealed that 
the use of AI tools, such as ChatGPT, may pose risks related to inappropriate application or ethical concerns. 
Indeed, the four companies examined reported a lack of reliability in AI technologies. One manager noted: 
"AI has not yet reached a certain level of reliability. It can make mistakes and requires human intervention." 
Another manager confirmed this statement, saying: "In reality, AI is not always intelligent. It is not reliable." 
Therefore, we can observe that the content generated by AI may rely on outdated or unreliable data, leading to 
content that does not accurately reflect customer expectations and preferences. The majority of companies 
mentioned the issue of data security, stating that AI could request confidential information. However, all the 
managers confirmed their caution regarding the confidentiality and security of their clients' data. The response 
to the question about data security and confidentiality was always the same: "We consider the security and 
confidentiality of our clients' data." Another challenge was identified in studying these companies. Indeed, 
two managers highlighted the issue of the high cost of certain AI tools. One manager said: "There are paid 
tools that don't even have a free trial version. Sometimes, it'sexpensive." 
 

VI. DISCUSSION OF RESULTS 
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Although interest in AI in the service sector in Tunisia is growing, its adoption remains limited. The various 
research methods employed (case studies, surveys) have shown that leaders primarily perceive four benefits 
related to AI usage: automation of repetitive tasks, improvement in operational efficiency, productivity gains, 
and optimization of customer experience. Automation, cited by 32.8% of respondents, is particularly valued 
for its ability to streamline internal processes and reduce human errors. This dominant perception highlights 
the importance placed on operational optimization, which is a priority for many businesses. These results align 
with the work of [40],  who identify automation as one of the key applications of AI in modern businesses. 
This finding highlights a strong interest in reducing the burden of manual tasks, thereby freeing up resources 
and time for higher-value and more strategic activities.This idea aligns with the work of [12], who emphasize 
that task automation allows organizations to relieve certain employees from repetitive, routine tasks, enabling 
them to focus on other knowledge-intensive activities that add more value to the organization, thus increasing 
productivity [35], [41], [2], [15].  In the same vein, the results of the case studies indicate that managers 
highlighted the productivity gains offered by AI. These findings align with the work of [44], who reported that 
the growing adoption of generative AI is crucial for improving business productivity, alongside the 
automation of decisions, services, and processes. 
Despite the benefits, the delay observed in AI adoption by some companies can be attributed to several 
challenges. Indeed, the case studies reveal the lack of reliability in AI-generated content. This aligns with the 
work of [44], who suggest that AI-generated content may be influenced by biases or inconsistencies present in 
the training data, which can affect its quality and reliability. 
In the literature, Reference [23]  highlight the need for a dedicated budget for AI implementation. However, 
the results of the questionnaire survey and case studies showed that certain AI tools remain inaccessible due to 
their cost. This finding is particularly relevant in the Tunisian context, where budgets allocated to 
technological innovation can be limited. This budgetary constraint may explain the delay in AI integration and 
underscores the need to develop localized and accessible AI solutions. The case studies and questionnaire 
survey highlighted concerns related to the protection of customer data, reflecting a global challenge in AI 
adoption. This issue resonates with the work of Deslée (2021). According to this author, data privacy issues 
are seen as a major risk influencing the intention to adopt new technologies. On the other hand, the 
questionnaire survey revealed that one-third of respondents also identify employee resistance as a significant 
barrier, highlighting the importance of change management and training to facilitate AI acceptance within 
organizations. 
 

VII. CONCLUSION 
This article examines the current state of artificial intelligence adoption in Tunisia’s service sector, identifying 
the most common application areas. It also highlights the opportunities AI offers, such as process 
optimization, cost reduction, and productivity enhancement, as well as the challenges associated with its 
integration, including limited reliability, employee resistance, data privacy concerns, and budget constraints. 
This study could provide an analytical framework for assessing AI’s impact on organizational structures and 
service processes, contributing to the literature on digital transformation in developing countries. The results 
of this research will provide practical recommendations for Tunisian businesses, particularly in the service 
sector, on how to integrate AI into their processes, overcome obstacles, and maximize the benefits of this 
technology. This study could also influence Tunisian public policies regarding AI adoption, emphasizing the 
importance of training, subsidies for SMEs, and the development of digital infrastructures to promote 
widespread adoption. 
Although this study focuses on the service sector in Tunisia, its findings cannot be generalized to other low- or 
middle-income countries without considering local specificities. Each country has its own economic, cultural, 
and technological challenges that may influence AI adoption in different ways. A comparative study between 
Tunisia and other low- or middle-income countries could offer valuable insights into the country-specific 
factors influencing AI adoption in the service sector. This would help better understand the obstacles and 
opportunities in various socio-economic contexts. It would also be valuable to conduct more targeted research 
on the impact of AI in specific subsectors of the service industry, such as healthcare, education, or tourism. 
These subsectors may present unique challenges and opportunities, and a more in-depth study could provide 
tailored recommendations for each field. 
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