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Abstract 

      This study examines the influence of AI-enabled service 

quality and perceived convenience on AI-enabled customer 

experience in the online shopping sector. Using structural 

equation modeling (SEM), data was collected from 302 users of 

AI-based virtual beauty applications. The results indicate that 

perceived convenience significantly enhances customer 

experience through improved trust and interaction efficiency. 

However, AI-enabled service quality shows no statistically 
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significant impact on customer experience. The findings 

contribute to the understanding of which technological factors 

directly shape user satisfaction and engagement. 

Keywords: AI-enabled service quality, perceived convenience, 

customer experience, online shopping, structural equation 

modeling 

1. Introduction 

With increasing digital transformation in e-commerce, 

retailers have integrated AI technologies to improve service 

delivery and customer interaction. Key elements under 

examination include AI-enabled service quality and perceived 

convenience, which potentially influence the overall customer 

experience. While perceived convenience reflects how easily 

users can interact with services, AI-enabled service quality 

encompasses reliability, responsiveness, and system capability. 

Despite the emphasis on personalization and automation, 

questions remain regarding which factors most directly 

contribute to enhancing AI-enabled customer experience. This 

paper isolates and examines only two variables—AI-enabled 

service quality and perceived convenience—and their impact on 

customer experience in an AI-supported virtual shopping context. 

The advent of artificial intelligence (AI) has triggered a 

significant evolution in the domain of customer experience and 
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transformed how customers engage with brands (Omeish, Al 

Khasawneh, & Khair, 2024). Companies are adopting AI 

technologies and data analytics to address rising customer 

expectations. This shift changes how businesses engage with 

customers, offering the opportunity to strengthen customer-brand 

relationships, better understand their customers' preferences and 

shopping patterns. 

Companies that integrate AI into their operations can 

automate routine tasks, particularly in sales. However, the most 

notable benefit is their ability to boost sales through 

customization, personalization, and enhanced service quality, all 

while improving efficiency. This capability also extends to using 

AI as an advanced analytics tool, enabling activities such as 

offering personalized recommendations based on customer 

preferences, providing virtual agents for online communication, 

and proactively addressing potential customer issues 

(Ifekanandu, et. al., 2023). 

2- Research Problem 

The rapid adoption of artificial intelligence (AI) 

technologies in the retail sector has significantly changed how 

businesses interact with customers. Supported by advancements 

in data analytics, AI is helping companies respond to shifting 

market dynamics, and rising customer expectations. Strategic 
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deployment of AI at key customer touchpoints has shown 

potential to enhance customer satisfaction and strengthen brand 

relationships by delivering personalized experiences based on 

individual preferences and behavior patterns.  

As investment in AI technologies continues to rise sharply, 

with forecasts predicting billions of dollars in spending and 

widespread adoption across the retail industry, understanding the 

effects of AI on customer experience becomes crucial. 

Despite the promise of greater automation, cost savings, 

and more flexible customer service, challenges remain. Heavy 

reliance on customer data can lead to concerns about trust, 

privacy concerns, and the reduced presence of human interaction.  

This study incorporates a range of variables that not deeply 

investigated together before either in academic literature or in 

Egyptian context which experimentally investigate the impact of 

Artificial intelligence technologies on AI- enabled customer 

experience in online shopping context using Virtual Artist App of 

a beaty brand.  

The study problem could therefore be embodied in the 

following major questions: 

RQ.1: How can the integration of Artificial intelligence 

technologies can improve AI-enabled customer experience 

throughout customer journey?  
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RQ.2: What is the effect of perceived convenience on AI-

enabled customer experience?  

RQ.3: What is the effect of AI-enabled service quality on 

AI-enabled Customer Experience?  

3- Research Objectives 

Here are the objectives and purpose of the study: 

First, this study aims to critically analyze and understand the role 

of Artificial Intelligence (AI) technologies in improving the AI-

enabled customer experience throughout the customer journey.  

Second, examine the effect Perceived convenience attached to 

Artificial Intelligence technologies on AI-enabled customer 

experiences.  

Third, investigating the effects of AI-enabled service quality on 

AI-enabled customer experience. 

3. Literature Review 

3.1 AI-Enabled Service Quality 

AI-enabled service quality refers to the performance and 

capability of AI systems in delivering efficient and responsive 

service (Nguyen et al., 2022). It includes dimensions like 

accuracy, timeliness, and reliability. Several studies (Le et al., 

2024; Satheesh & Nagaraj, 2021) note that service quality should 
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improve user satisfaction; however, conflicting results suggest 

the relationship may be moderated by other variables. 

A study by (Nguyen, Quach, & Thaichon, 2022) explores 

the impact of AI quality on customer experience and brand 

relationships, focusing on dimensions such as flow, customer-

brand identification, and customer advocacy, with the moderating 

role of employee responsiveness.  

They highlighted that AI information currency and system 

flexibility significantly enhance customer flow, while system 

timeliness influences customer-brand identification. Both flow 

and customer-brand identification mediate the relationship 

between AI quality and customer advocacy. 

Employee responsiveness moderates the effect of AI 

system reliability on brand identification, highlighting the 

interplay between AI tools and human service. They used a 

survey of 350 hotel guests in Vietnam using AI-enabled services. 

Structural Equation Modeling (SEM) was employed to analyze 

the effects of AI information and system quality on customer 

outcomes. The results emphasized the importance of investing in 

high-quality AI systems to enhance customer engagement and 

brand loyalty. Businesses should focus on delivering accurate, 

current, and flexible AI-enabled services while maintaining 

strong employee responsiveness to optimize customer 

experiences. 
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As well, Satheesh and Nagaraj, (2021) further emphasized 

the role of artificial intelligence (AI) in enhancing customer 

experience by improving service quality within the banking 

sector.  

The research systematically reviews literature on the 

emerging applications of AI and its impact on banking 

operations. AI significantly improves the banking experience for 

both customers and employees by streamlining processes and 

reducing workloads. For employees, AI applications include 

credit score analysis, system failure prediction, fraud detection, 

phishing website identification, emergency alert systems, 

liquidity risk assessment, and customer loyalty evaluation. For 

customers, AI enhances experiences through technologies such as 

mobile banking, chatbots, and augmented reality, delivering more 

efficient and personalized services. 

Another study by Le et. al., (2024) emphasized that AI-

powered services which directly cater to customers are 

increasingly present across various sectors, including healthcare, 

education, finance, retail, tourism, and e-commerce. 

 Despite this widespread adoption, limited review studies 

examine the impact of AI on customer experience within 

commercial services, prompting the research team to address this 

gap. This study analyzed the effects of AI integration on 

enhancing customer experience. 
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 Data was collected through 335 online responses and 

analyzed using a structural equation model. The results indicate 

that perceptions of AI service quality, customer satisfaction with 

AI, and overall customer experience are significantly interlinked.  

The study also emphasizes the critical role of 

personalization in AI-powered services, which fosters customer 

trust and commitment to brand relationships, further enriching 

the customer experience. These findings offer valuable insights 

into the practical application of AI technology to improve 

commercial customer experiences. The study presents both 

theoretical contributions and actionable recommendations for 

leveraging AI in customer-facing services. 

On the other hand, Sardesai, D'Souza, and Govekar, (2024) 

examined the impact of artificial intelligence service quality 

(AISQ) and human service quality (HSQ) on customer 

satisfaction (CS) and loyalty (CL) in the hospitality sector, 

highlighting the role of customer satisfaction as a mediator. 

 Both AISQ and HSQ positively influence customer 

satisfaction, which in turn mediates their impact on customer 

loyalty. HSQ demonstrates a stronger effect on customer 

satisfaction and loyalty compared to AISQ, emphasizing the 

importance of human empathy in service delivery.  
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The findings also indicate that while AI enhances 

operational efficiency and guest convenience, the integration of 

human interactions remains critical for fostering long-term 

loyalty.  

The findings suggest that hospitality providers should 

balance AI efficiency with human empathy to optimize service 

quality and customer loyalty. By integrating AI with human 

interactions, organizations can enhance customer experience 

while maintaining a competitive edge in the service industry. 

2.2 Perceived Convenience 

Perceived convenience is defined as the degree to which a 

service simplifies the customer journey, reducing time and effort 

(Roy et al., 2017). In AI-supported contexts, it includes 24/7 

availability, real-time assistance, and proactive service 

interaction. Studies (Walch, 2019; Rana et al., 2024) have shown 

that convenience enhances engagement and trust, thus improving 

overall experience. 

Rana, Jain, & Nehra, (2024) explored the utility and 

acceptability of AI-enabled chatbots in e-retail, focusing on their 

impact on the online customer journey, customer attitudes, and 

purchase decisions.  

They highlighted that Perceived usefulness, ease of use, 

and trust significantly influence customer attitudes toward 
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chatbots, which in turn affect purchase decisions. While trust 

plays a critical role, concerns about chatbot reliability and 

security remain key challenges. The study highlights that 

chatbots enhance the customer journey by offering convenience, 

personalization, and real-time support.  

Moreover, Tulcanaza-Prieto et al. (2023) demonstrated that 

customer perception factors have a significant impact on AI-

enabled experiences, as AI algorithms are designed to optimize 

service delivery. These algorithms enhance convenience by 

automating processes, reducing effort, and providing timely 

solutions. Additionally, AI tailors interactions to individual 

customer needs, making experiences more personalized, 

engaging, and relevant.  

This integration of efficiency and personalization enriches 

overall customer satisfaction, fostering stronger connections 

between customers and services. Furthermore, Ho and Chow 

(2023) found that AI marketing efforts positively affect brand 

preference; however, the impact varies among different customer 

segments.  

This suggests that while AI improves convenience and 

personalization, its effectiveness depends on aligning with the 

unique needs, preferences, and expectations of each customer 

group. Factors such as demographics, purchasing behavior, and 

familiarity with technology influence how customers perceive 
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and respond to AI-driven marketing strategies. Therefore, a one-

size-fits-all approach may not yield consistent results, 

highlighting the need for segment-specific customization. 

Thus, an increase in convenience means that as services 

become more convenient, the effort or cost perceived by the 

customer diminishes. In the context of AI-enabled services, this 

relationship becomes even more apparent, as these services allow 

customers to access them at any time and from any location.  

The ability to provide round-the-clock availability and flexibility 

enhances the overall ease of use, reducing the effort required 

from customers and minimizing any perceived drawbacks. 

2.3 AI-Enabled Customer Experience 

AI-enabled customer experience encompasses the emotional, 

cognitive, and behavioral responses users have when interacting 

with AI-driven services (Ameen et al., 2021). It includes two 

major components: hedonic experience and recognition-based 

experience. Prior work suggests that factors like convenience and 

personalization significantly affect these outcomes. 

This allows businesses to tailor their offerings to align with 

emotional and sensory preferences, further enhancing hedonic 

experiences and reinforcing customer loyalty (Tulcanaza, et.al., 

2023). 
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Customer recognition involves acknowledging and 

appreciating individuals or businesses that purchase a firm’s 

products or services. It is a crucial element of business strategy, 

fostering customer loyalty and engagement. Recognizing 

customers incorporates attributes such as making them feel 

valued, safe, connected, and appreciated, while also emphasizing 

their importance and creating a welcoming experience (Rose, et. 

al., 2012; Li, 2024). 

In today's competitive marketplace, innovation in products 

and services plays a pivotal role, transforming into significant 

competitive advantages. Advances in information technology, 

including artificial intelligence, have strengthened the concept of 

customer recognition. AI enables brands to track customers’ 

purchase histories, distinguishing between new and repeat 

customers and tailoring offerings based on their preferences and 

consumption patterns. This capability has heightened competition 

among brands, driving them to innovate further in product and 

service design. By integrating customer recognition with AI and 

technological advancements, businesses not only strengthen their 

competitive edge but also improve the overall customer 

experience, creating a mutually beneficial relationship between 

the brand and its consumers. This trend underscores the growing 

importance of personalization and innovation in maintaining a 

strong market position. (Foroudi, et. al., 2018; Tulcanaza, et.al., 

2023). 
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Studies demonstrate that technologies such as virtual 

reality (VR), augmented reality (AR), mixed reality, and machine 

learning offer consumers realistic and innovative shopping 

experiences by influencing cognitive processes and enabling 

advanced decision-making in production and operations (Hoyer 

et al., 2020; Kushwaha et al., 2021; Pillai et al., 2020). To 

maximize the benefits of these technologies in improving 

customer experiences, a thorough understanding of customers' 

preferences, behaviors, and past interactions is essential. AI 

technologies, including machine learning and natural language 

processing, can expedite this process by analyzing customer data 

to provide tailored engagement and insights (Paschek et al., 

2017; Gartner, 2020). AI is also used in combination with tools 

like AR, computer vision, and predictive inventory systems to 

further enhance retail experiences (Saponaro et al., 2018; 

Newman, 2019). 

3. Hypotheses Development 

Based on the literature, the following hypotheses are proposed: 

 H1: Perceived convenience has a significant positive effect 

on AI-enabled customer experience. 

 H2: AI-enabled service quality has a significant positive 

effect on AI-enabled customer experience. 
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Therefore, the research proposed model has been developed in 

the figure below:  

 

Figure1: The Research Proposed Model, the Relationship 

between Perceived Convenience, AI-enabled Service Quality, and 

AI-enabled Customer Experience.  

4. Methodology 

4.1 Research Design 

An online questionnaire-based survey was employed as the 

primary data collection method. This approach is well-suited for 

empirical research settings, as it facilitates the collection of 

measurable data such as customer experience, ease of use, and 

trust. The structured and replicable nature of this method ensures 

both the reliability and generalizability of the findings (Mikalef 

et al., 2020). 
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This study employed a quantitative, cross-sectional design 

using an online survey to gather empirical data. The focus was on 

evaluating the effect of perceived convenience and AI-enabled 

service quality on AI-enabled customer experience. 

4.2 Sample and Data Collection 

Participants were recruited online through social media 

platforms using purposive sampling. Data collection was 

conducted via an online questionnaire using Microsoft forms 

distributed on these platforms. The study focused on a stimuli 

involving an AI-enabled customer experience, integrating a 

color-matching tool and augmented reality (AR) technology. 

Data was collected from 302 participants who had recently 

used an AI-based virtual beauty application. A non-probability 

purposive sampling method was applied. Respondents were 

primarily female online shoppers within Egypt, reflecting the 

market context of AI-enabled beauty services. 

4.3 Measurement Instruments 

All variables were measured using validated items from prior 

studies, adapted for the AI shopping context. Each item was rated 

on a 5-point Likert scale (1 = strongly disagree, 5 = strongly 

agree). 
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 Perceived Convenience (PCONV): Measured through 

items evaluating ease of access, time-saving features, and 

overall effort reduction (e.g., Walch, 2019). 

 AI-Enabled Service Quality (ASQ): Measured by 

indicators such as responsiveness, accuracy, and system 

reliability (e.g., Nguyen et al., 2022). 

 AI-Enabled Customer Experience (AICX): Assessed 

through both hedonic and recognition sub-dimensions 

(Ameen et al., 2021). 

4.4 Data Analysis 

The online questionnaire combines measuring scales of 

constructs and sociodemographic variables. The online 

questionnaire should be designed to provide seamless navigation 

between sections, reducing measurement errors, encouraging 

respondents to complete it, and ensuring accurate answers 

(Hewson, 2017). 

Partial least squares structural equation modeling (PLS-

SEM) was used for hypothesis testing, employing SmartPLS 4.1 

software. Model reliability and validity were verified through 

Cronbach’s alpha, composite reliability (CR), and average 

variance extracted (AVE). Bootstrapping with 5000 samples was 

applied to evaluate significance. 

 



 
 

 
 

The Impact of AI-Enabled Service Quality and Perceived Convenience on … 

Toka Farouk Mohamed Ahmed Moussa 
 

    
 

 4247ابريل  -المجلد السادس عشر                                                      العدد الثاني 

   
  3556 

 

5. Results 

5.1 Measurement Model Assessment 

      All constructs met the threshold for internal consistency 

(Cronbach’s alpha > 0.7; CR > 0.8) and convergent validity (AVE 

> 0.5). Discriminant validity was confirmed using the HTMT 

ratio. 

5.2 Structural Model and Hypothesis Testing 

 H1 (Perceived Convenience → AI-Enabled Customer 

Experience): Supported 

o Path coefficient = 0.321, 

o t-statistic = 5.787, 

o p-value = 0.000 

      This indicates that perceived convenience has a significant 

positive impact on customer experience. It enhances trust and 

user satisfaction, supporting previous literature findings. 

 H2 (AI-Enabled Service Quality → AI-Enabled 

Customer Experience): Not Supported 

o Path coefficient = -0.019, 

o t-statistic = 0.218, 

o p-value = 0.829 
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       The analysis revealed that AI-enabled service quality does 

not significantly influence the customer experience in this 

context. This may be due to users perceiving these technical 

features as baseline expectations rather than experience 

enhancers. 

6. Discussion 

The findings reveal a differentiated impact of perceived 

convenience and AI-enabled service quality on AI-enabled 

customer experience. Perceived convenience emerged as a 

strong, positive contributor to user satisfaction. Its role in 

reducing effort, saving time, and facilitating smoother 

interactions was appreciated by users, reinforcing its importance 

in AI-supported environments. 

Conversely, AI-enabled service quality did not 

significantly influence the customer experience. This contradicts 

earlier assumptions and some prior studies (e.g., Nguyen et al., 

2022), where service quality was seen as a key driver. One 

explanation may be that technical service efficiency is now 

considered a standard expectation in AI systems and no longer 

differentiates the experience unless paired with more humanized 

or personalized interactions. 

This result also aligns with recent evidence that consumers 

have begun to normalize AI-driven technical performance. 
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Features like fast response times and accurate suggestions are 

now perceived as defaults, not value-added services. As such, 

their absence may cause dissatisfaction, but their presence alone 

does not improve experience.These insights emphasize the 

growing need for businesses to focus less on baseline automation 

performance and more on features that contribute to effortless 

and intuitive customer journeys. 

7. Conclusion 

The transformation of customer experience through 

Artificial Intelligence (AI) represents a significant shift in the 

business world. AI technologies, such as data analytics, machine 

learning, natural language processing, and robotics, have 

redefined how businesses interact with and understand their 

customers, enhancing experiences across various touchpoints.  

Similarly, digital technologies have played a pivotal role in 

shaping customer interactions. Innovations like the internet 

introduced new communication and transaction platforms, while 

e-commerce provided consumers with access to products beyond 

physical stores. Mobile platforms consolidated multiple 

commercial applications onto single devices, and social media 

created networks for sharing content and fostering consumer 

connections. 
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This study explored the specific effects of AI-enabled 

service quality and perceived convenience on AI-enabled 

customer experience within the context of online beauty services. 

The key conclusions are: 

Perceived convenience significantly enhances AI-enabled 

customer experience by increasing efficiency and reducing 

friction in the shopping process. 

AI-enabled service quality does not show a significant direct 

effect on customer experience, suggesting that users take such 

technical functionalities for granted. 

For practitioners, the findings suggest prioritizing system 

design that maximizes perceived ease of use and real-time 

assistance over purely technical enhancements. For scholars, 

these results call for deeper examination of evolving consumer 

expectations in AI service contexts. 

 

 

 

 

 

 



 
 

 
 

The Impact of AI-Enabled Service Quality and Perceived Convenience on … 

Toka Farouk Mohamed Ahmed Moussa 
 

    
 

 4247ابريل  -المجلد السادس عشر                                                      العدد الثاني 

   
  3551 

 

References 

Ameen, N., et al. (2021). "Customer experiences in the age of artificial 

intelligence." Journal of Retailing and Consumer Services, 58. 

Big Sur AI. (2024). 36 E-Commerce AI Statistics. Retrieved February 6, 

2025, from https://www.bigsur.ai/blog/ecommerce-ai-statistics 

Bilgihan, A., Kandampully, J., & Zhang, T. (2016). Towards a unified 

customer experience in online shopping environments: Antecedents and 

outcomes. International Journal of Quality and Service Sciences, 8(1), 102–

119. 

Canbek, N. G., & Mutlu, M. E. (2016). On the track of artificial 

intelligence: Learning with intelligent personal assistants. Journal of Human 

Sciences, 13(1), 592-601. 

Cattapan, T., & Pongsakornrungsilp, S. (2022). Impact of omnichannel 

integration on Millennials’ purchase intention for fashion retailer. Cogent 

Business & Management, 9(1), 2087460. 

Demir, K., & Güraksin, G. E. (2021). Determining middle school 

students' perceptions of the concept of artificial intelligence: A metaphor 

analysis. Participatory Educational Research, 9(2), 297-312. Accessed: 11 

March 2024. https://doi.org/10.17275/per.22.41.9.2  

Dogra, N., Bakshi, S., & Gupta, A. (2023). Exploring the switching 

intention of patients to e-health consultations platforms: blending inertia 

with push–pull–mooring framework. Journal of Asia Business 

Studies, 17(1), 15-37. 

Ebaietaka, T. (2024). The use of artificial intelligence (AI) in enhancing 

customer experience. PhD diss. 

https://www.bigsur.ai/blog/ecommerce-ai-statistics


 
 

 
 

The Impact of AI-Enabled Service Quality and Perceived Convenience on … 

Toka Farouk Mohamed Ahmed Moussa 
 

    
 

 4247ابريل  -المجلد السادس عشر                                                      العدد الثاني 

   
  3551 

 

Eeuwen, M. (2017). Mobile conversational commerce: Messenger 

chatbots as the next interface between businesses and consumers [Master’s 

thesis]. University of Twente. 

http://essay.utwente.nl/71706/1/van%20Eeuwen_MA_BMS.pdf 

Fast Company Middle East. (n.d.). Beauty brands are using AI—So how 

is it changing beauty standards? Retrieved January 15, 2025, from 

https://fastcompanyme.com/technology/beauty-brands-are-using-ai-so-how-

is-it-changing-beauty-standards/?utm_source=chatgpt.com 

Findlater, L., & McGrenere, J. (2010). Beyond performance: Feature 

awareness in personalized interfaces. International Journal of Human-

Computer Studies, 68(3), 121-137. 

Foroudi, P., Gupta, S., Sivarajah, U., & Broderick, A. (2018). 

Investigating the effects of smart technology on customer dynamics and 

customer experience. Computers in Human Behavior, 80, 271-282. 

  Fortune Business Insights. (2024). Artificial intelligence (AI) in retail 

market size, share & trends analysis report. Retrieved from 

https://www.fortunebusinessinsights.com/artificial-intelligence-ai-in-retail-

market-101968 

Franz, A., & Benlian, A. (2022). Exploring interdependent privacy–

Empirical insights into users’ protection of others’ privacy on online 

platforms. Electronic Markets, 32(4), 2293-2309. 

Franz, A., & Benlian, A. (2022). Exploring interdependent privacy–

Empirical insights into users’ protection of others’ privacy on online 

platforms. Electronic Markets, 32(4), 2293-2309. 

http://essay.utwente.nl/71706/1/van%20Eeuwen_MA_BMS.pdf
https://fastcompanyme.com/technology/beauty-brands-are-using-ai-so-how-is-it-changing-beauty-standards/?utm_source=chatgpt.com
https://fastcompanyme.com/technology/beauty-brands-are-using-ai-so-how-is-it-changing-beauty-standards/?utm_source=chatgpt.com


 
 

 
 

The Impact of AI-Enabled Service Quality and Perceived Convenience on … 

Toka Farouk Mohamed Ahmed Moussa 
 

    
 

 4247ابريل  -المجلد السادس عشر                                                      العدد الثاني 

   
  3562 

 

Gao, W., Fan, H., Li, W., & Wang, H. (2021). Crafting the customer 

experience in omnichannel contexts: The role of channel 

integration. Journal of Business Research, 126, 12-22. 

Ghesh, N., Alexander, M., & Davis, A. (2024). The artificial 

intelligence-enabled customer experience in tourism: a systematic literature 

review. Tourism Review, 79(5), 1017-1037. 

Goldman Sachs. (n.d.). AI investment forecast to approach $200 billion 

globally by 2025. Retrieved January 25, 2025, from 

https://www.goldmansachs.com/insights/articles/ai-investment-forecast-to-

approach-200-billion-globally-by-2025 

Gu, D., Deng, S., Zheng, Q., Liang, C., & Wu, J. (2019). Impacts of 

case-based health knowledge system in hospital management: The 

mediating role of group effectiveness. Information and Management, 56(8), 

103162. https://doi.org/10.1016/j.im.2019.04.005. 

Huang, M. H., & Rust, R. T. (2018). Artificial intelligence in service. 

Journal of Service Research, 21(2), 155–172. 

Huang, M. H., & Rust, R. T. (2018). Artificial intelligence in service. 

Journal of Service Research, 21(2), 155–172. 

https://doi.org/10.1177/1094670517752459 

IKEA. (2022, July 5). IKEA launches new AI-powered digital 

experience empowering customers to create lifelike room designs. Corporate 

News. Retrieved January 25, 2025, from 

https://www.ikea.com/us/en/newsroom/corporate-news/ikea-launches-new-

ai-powered-digital-experience-empowering-customers-to-create-lifelike-

room-designs-pub58c94890/ 

https://www.goldmansachs.com/insights/articles/ai-investment-forecast-to-approach-200-billion-globally-by-2025
https://www.goldmansachs.com/insights/articles/ai-investment-forecast-to-approach-200-billion-globally-by-2025
https://doi.org/10.1016/j.im.2019.04.005
https://doi.org/10.1177/1094670517752459
https://www.ikea.com/us/en/newsroom/corporate-news/ikea-launches-new-ai-powered-digital-experience-empowering-customers-to-create-lifelike-room-designs-pub58c94890/
https://www.ikea.com/us/en/newsroom/corporate-news/ikea-launches-new-ai-powered-digital-experience-empowering-customers-to-create-lifelike-room-designs-pub58c94890/
https://www.ikea.com/us/en/newsroom/corporate-news/ikea-launches-new-ai-powered-digital-experience-empowering-customers-to-create-lifelike-room-designs-pub58c94890/


 
 

 
 

The Impact of AI-Enabled Service Quality and Perceived Convenience on … 

Toka Farouk Mohamed Ahmed Moussa 
 

    
 

 4247ابريل  -المجلد السادس عشر                                                      العدد الثاني 

   
  3563 

 

Jarek, K., & Mazurek, G. (2019). Marketing and artificial 

intelligence. Central European Business Review, 8(2). 

Kanapathipillai, K., Singkaravalah, L. M., Balam, M. S., & Nararajan, 

S. (2024). The future of personalised customer experience in e-commerce: 

decoding the power of ai in building trust, enhancing convenience, and 

elevating service quality for malaysian consumers. European Journal of 

Social Sciences Studies, 10(5). 

Kronemann, B., Kizgin, H., Rana, N., & K. Dwivedi, Y. (2023). How 

AI encourages consumers to share their secrets? The role of 

anthropomorphism, personalisation, and privacy concerns and avenues for 

future research. Spanish Journal of Marketing-ESIC, 27(1), 3-19. 

Kronemann, B., Kizgin, H., Rana, N., & K. Dwivedi, Y. (2023). How 

AI encourages consumers to share their secrets? The role of 

anthropomorphism, personalisation, and privacy concerns and avenues for 

future research. Spanish Journal of Marketing-ESIC, 27(1), 3-19. 

Ladhari, R., Souiden, N., & Dufour, B. (2017). The role of emotions in 

utilitarian service settings: The effects of emotional satisfaction on product 

perception and behavioral intentions. Journal of Retailing and Consumer 

Services, 34, 10-18. 

Ladhari, R., Souiden, N., & Dufour, B. (2017). The role of emotions in 

utilitarian service settings: The effects of emotional satisfaction on product 

perception and behavioral intentions. Journal of Retailing and Consumer 

Services, 34, 10-18. 

Nguyen, B., Quach, S., & Thaichon, P. (2022). "How AI service quality 

affects customer-brand relationship." Journal of Business Research, 139, 

1230–1241. 



 
 

 
 

The Impact of AI-Enabled Service Quality and Perceived Convenience on … 

Toka Farouk Mohamed Ahmed Moussa 
 

    
 

 4247ابريل  -المجلد السادس عشر                                                      العدد الثاني 

   
  3564 

 

Nguyen, T. H., Le, D. N., & Huynh, Q. H. (2024). "AI service quality 

and customer satisfaction." Service Industries Journal, 44(1), 1-19. 

Roy, S. K., Balaji, M., Quazi, A., & Quaddus, M. (2017). "Predicting 

customers’ propensity to adopt self-service technologies." Journal of 

Services Marketing, 31(6), 484-498. 

Satheesh, B. N., & Nagaraj, S. (2021). "The impact of AI on customer 

experience in the banking sector." International Journal of Bank Marketing, 

39(7), 1112–1133. 

Walch, K. (2019). "The AI effect on consumer convenience." Forbes 

Technology Council. 

Walch, K. (2020). "Perceived convenience in AI-enabled service." 

Forbes. 

 

 

 

 

 

 

 


