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Abstract:

The goal of this research is to study the impact of the use of artificial intelligence on strategic marketing decisions. The primary
goal of this research was to define the importance of artificial intelligence in taking strategic marketing decisions of Ur General.
The research focused on using artificial intelligence methods and their impact on strategic marketing decisions. To achieve these
goals, the descriptive attachment was used, and the questionnaire was used as a way to collect information and data from the
sample. The research community consisted of the employees of the General Or Company, male and female. The research sample
was a random choice from (employees). The research reached several results, the most important of which was a moral
relationship between the use of artificial intelligence methods and strategic marketing decisions. The results of the Person's
association test also showed a positive relationship between the scientific qualification and the artificial intelligence variable.
The results also showed a positive relationship between the scientific qualification and the field of strategic marketing decisions.
It showed a moral relationship at the statistical level. Between the ability of the system and the strategic marketing decision, [
continue to research the need to develop workers for the skills needed to deal with various artificial intelligence methods, and try
to define the purely scientific and objective foundations that must be employed to make strategic marketing decisions.

Keywords :artificial intelligence, strategic marketing decisions/ Ur Public Company.
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