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Objective: Artificial intelligence, along with data science and analytical solutions, plays an important role
in the management of many organizations today. As a result, the present study was conducted with the aim
of investigating the impact of customer value creation on performance indicators based on the role of
artificial intelligence marketing in knowledge-based companies of Tehran province. Methodology: The
present research method was a descriptive from type of survey, which its population consisted of managers
and employees of knowledge-based companies of Tehran province, and the sample size based on the Krejcie
and Morgan table was determined 384 people, which were selected by simple random sampling method. The
collection tools of the present research were including the questionnaire of customer value creation (4 items)
developed by Wu & Monfort (2022) and questionnaires of performance indicators (32 items in 4 components
of financial performance, customer performance, internal business process performance and growth and
learning performance), and artificial intelligence marketing (6 items) developed by Abrokwah-Larbi &
Awuku-Larbi (2024). The data of this study were analyzed by exploratory factor analysis and structural
equation modeling methods in SPSS-24 and Smart PLS-3 software. Findings: The findings of this study
showed that the factor loading of all items of the questionnaires was higher than 0.70, the content validity
ratio of all variables was higher than 0.90, the mean extracted variance of all variables was higher than 0.50,
and the Cronbach's alpha of all variables was higher than 0.80. Also, the model of the impact of customer
value creation on performance indicators based on the role of artificial intelligence marketing in knowledge-
based companies had an acceptable fit, and in this model, customer value creation had a direct and significant
impact on artificial intelligence marketing and indicators of financial performance, customer performance,
internal business process performance and growth and learning performance and artificial intelligence
marketing had a direct and significant impact on indicators of financial performance, customer performance,
internal business process performance and growth and learning performance (P<0.05). In addition, customer
value creation based on the role of artificial intelligence marketing had an indirect and significant impact on
indicators of financial performance, customer performance, internal business process performance and
growth and learning performance (P<0.05). Conclusion: The results of the present study showed that
customer value creation directly and indirectly through artificial intelligence marketing had an impact on
increasing indicators of financial performance, customer performance, internal business process
performance and growth and learning performance. As a result, to improve performance indicators should
be used customer value creation and artificial intelligence marketing.
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EXTENDED ABSTRACT

Introduction

Performance indicators are specific criteria that demonstrate the degree of reliability, appropriateness, validity, ease of access
and high sensitivity (Balaji et al., 2022) and collect, distribute and maintain a set of information that forms the basis for many
actions, decisions, reports, and policymaking (Khedmati-Morasae et al., 2024). Performance indicators are usually used as
a common language to provide comparative and performance reports for evaluation, decision-making and control of missions
and activities (Neri et al., 2021). Performance indicators seek to assess conditions and sensitivities, compare between places
and situations, as well as assess conditions and trends in relation to goals and objectives, provide warning information predict
future conditions and trends (Gillani et al., 2024). The aim of performance indicators is to achieve better results and faster,
more efficient and effective activities, which is done by finding new ways of working and causing the organization to succeed
in producing better results and performance (Viana et al., 2024).

One of the factors affecting on performance indicators is customer value creation, which today is considered as a one of the
most important concepts in modern marketing science. In the process of customer value creation must all stakeholders play an
active role and the organization must use its resources and capabilities to create value for the customer (Lahteenmaki et al.,
2022). Value refers to a set of assets such as customer perceptions, attitudes and desires and accordingly, there are two types
of value of brand value and customer value. Brand value refers to the brand's ability to change the customer's perspective to
pay more for a particular brand and customer value refers to the customer's mental calculations about what they pay and what
they get in return (Chen & Lee, 2023). Customer value represents the difference between the benefits that organizations
obtain from customers and the costs they spend on attracting and serving customers (Lee et al., 2023). Any organization that
wants to remain in a competitive market must pay special attention to its customers and offer goods, products, and services to
customers that improve customer value, and creating customer value has long been recognized by organizations as an essential
factor in organizational business strategy (Matarazzo et al., 2021).

One of the relatively new concepts in marketing is artificial intelligence marketing, which seems to have the potential to
influence the impact of customer value creation on performance indicators. The emergence of artificial intelligence has not
only changed traditional marketing methods, but also provided new opportunities for creating added value for customers
(Jatmika et al., 2024). Technological advances and digital transformation process in the current business landscape provide
new opportunities for businesses and among these opportunities, artificial intelligence technologies offer various ways for
businesses to gain competitive advantage and increase performance (Pantano et al., 2024). Artificial intelligence and its
resulting marketing with the ability to analyze complex data, predict, learn, and automate decision-making led to optimize
operational processes and deliver faster and more efficient results. As a result, businesses are increasingly adopting and
implementing artificial intelligence technology for marketing applications (Haleem et al., 2022).

One of the current issues in the current business and marketing world is to investigating the impact of customer value creation
on performance indicators based on the various variables, especially artificial intelligence marketing in knowledge-based
companies. Creating value for customers means providing goods, services and products that not only meet their needs, but also
create a positive and distinctive experience for them. Artificial intelligence, along with data science and analytical solutions,
plays an important role in the management of many organizations today. As a result, the present study was conducted with the
aim of investigating the impact of customer value creation on performance indicators based on the role of artificial intelligence
marketing in knowledge-based companies of Tehran province.

Methodology

The present research method was a descriptive from type of survey, which its population consisted of managers and employees
of knowledge-based companies of Tehran province, and the sample size based on the Krejcie and Morgan table was determined
384 people, which were selected by simple random sampling method. The collection tools of the present research were include
the questionnaire of customer value creation (4 items) developed by Wu & Monfort (2022) and questionnaires of performance
indicators (32 items in 4 components of financial performance, customer performance, internal business process performance
and growth and learning performance), and artificial intelligence marketing (6 items) developed by Abrokwah-Larbi & Awuku-
Larbi (2024). The data of this study were analyzed by exploratory factor analysis and structural equation modeling methods in
SPSS-24 and Smart PLS-3 software.

Findings

The findings of this study showed that the factor loading of all items of the questionnaires was higher than 0.70, the content
validity ratio of all variables was higher than 0.90, the mean extracted variance of all variables was higher than 0.50, and the
Cronbach's alpha of all variables was higher than 0.80. Also, the model of the impact of customer value creation on performance
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indicators based on the role of artificial intelligence marketing in knowledge-based companies had an acceptable fit, and in this
model, customer value creation had a direct and significant impact on artificial intelligence marketing and indicators of financial
performance, customer performance, internal business process performance and growth and learning performance and artificial
intelligence marketing had a direct and significant impact on indicators of financial performance, customer performance,
internal business process performance and growth and learning performance (P<0.05). In addition, customer value creation
based on the role of artificial intelligence marketing had an indirect and significant impact on indicators of financial
performance, customer performance, internal business process performance and growth and learning performance (P<0.05).
Discussion and Conclusion

The results of the present study showed that customer value creation directly and indirectly through artificial intelligence
marketing had an impact on increasing indicators of financial performance, customer performance, internal business process
performance and growth and learning performance. As a result, to improve performance indicators should be used customer
value creation and artificial intelligence marketing.
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