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Abstract Recent advancements in Al have significantly transformed corporate marketing strategies, benefiting
SMEs as well. While government support services play a key role in promoting firm & startup growth,
research on optimizing their effectiveness remains limited. This study examines the sequential mediating roles of
absorptive capacity & government support services in enhancing Al marketing outcomes using Hayes' (2018)
Process Macro Model 6. Results show that while Al marketing does not directly impact competitive
performance or government support services, it positively influences absorptive capacity, which in turn
positively affects government support services & competitive performance. The findings highlight the importance
of firms enhancing their absorptive capacity & efficiently using government support, while governments should
design more effective support programs & policies for firms to fully leverage these resources.
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