
 
 

Abstract: 
 This research aimed to determine the Effect of artificial intelligence 
Techniques on customer satisfaction, and in light of a review of previous 
studies, a conceptual framework was extracted for the dimensions of this 
research, which included two basic variables, namely the independent 
variable, which is (artificial intelligence Techniques) and six basic Techniques 
(Chatbots, dynamic pricing, Promotional Personalization, data analysis, 
understanding customer, content recommendation), and the dependent variable 
is (customer satisfaction). In collecting the primary data for this research, The 
Researcher relied on Accidental sample (412 items) from customers of 
electronic stores. The researcher also used A collection of secondary data, 
obtained from books, articles, periodicals, and scientific dissertations. The 
data was analyzed using the multiple linear regression method. The research 
results indicate that there is a positive impact of artificial intelligence 
Techniques combined together (Chatbots, dynamic pricing, Promotional 
Personalization, data analysis, understanding customer, Content 
recommendation) on customer satisfaction. The research also presented a set 
of recommendations that shed light on the importance of artificial intelligence. 
Keywords: artificial intelligence Techniques, customer satisfaction.
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