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Abstract 
Chatbots that use AI are becoming more and more popular in marketing very quickly.  They help businesses talk 

to customers in real time, give them personalised suggestions, and make it easier to deliver services.   Even 

though these digital agents are becoming more common, it's still not clear how much customers trust them or how 

they feel about them.   This paper examines the effectiveness of AI chatbots as a marketing instrument, 

concentrating on customer perception, trust, and engagement.   The data were gathered using a mixed-method 

research design, incorporating surveys and comprehensive interviews with 350 consumers who have engaged 

with AI chatbots in diverse sectors, such as e-commerce, banking, and telecommunications.   The quantitative 

analysis employed descriptive statistics and a structural equation model to clarify the interrelations among 

perceived usefulness, conversational quality, personalisation, and trust.   Thematic analysis was utilised to extract 

qualitative data from interview transcripts, concentrating on customer attitudes, satisfaction, and apprehensions 

related to privacy and transparency.   The results show that chatbots are better at marketing when their answers 

are correct, they are easy to use, and the conversations seem human-like.   Trust is an important link between how 

well a chatbot works and how interested a customer is. Being open about how AI is used and how data is handled 

greatly increases trust. Additionally, personalized communication and context-aware interactions were found to 

improve customer satisfaction and loyalty intentions. The study contributes to both theory and practice by 

highlighting the psychological and behavioral factors that underpin customer acceptance of AI chatbots in 

marketing contexts. Implications for marketers include strategies for optimizing chatbot design, building trust, 

and fostering long-term customer relationships. Future research should explore longitudinal effects of chatbot 

interactions and cross-cultural differences in perception and trust. 
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1. Introduction 

The introduction of artificial intelligence (AI) as an extension of business operations has changed how 

organisations interact with their customers in the past few years.  Chatbots are one of the more advanced AI-based 

technologies. They can be a powerful marketing tool that can help you in real time, give you personalised 

suggestions, and automatically respond to your messages.  These smart systems can talk to customers on many 

different platforms, such as websites, social media, messaging apps, and more. This makes the overall experience 

better for customers.  Companies are using chatbots more and more to help them streamline their interactions with 

customers in order to make sales, promote products, and get useful information about their customers. 

 Even though chatbots are becoming more common, how customers see and trust them is still very important. 

Despite the convenience and accessibility of the chatbots, the users are also inclined to voice concerns about the 

privacy and accessibility of the interaction (including its reliability and authenticity). The aspect of intelligence, 

responsiveness and transparency of chatbots are regarded as the main concerns in how the clients evaluate the 



ISSN:  AWAITING SIJRI: Vol.1, Issue 2, September 2025 Page: 54-62 

 

Scriptora International Journal of Research and Innovation (SIJRI) 

 

 

instruments and how willing they are to carry out trade processes. Moreover, chatbot-based communication 

credibility is a crucial element of purchase intention, brand loyalty, and customers satisfaction. 

The current research paper will target using AI-driven chatbots as a marketing tool in light of the sentiment of 

customers and the variables that influence the degree of trust during the chatbot communication. If marketers know 

how these dynamics work, they will be able to make chatbot systems that not only work well but also make users 

feel good and think good things. 

The study is devoted to providing a hint on the application of chatbots in the context of a marketing campaign and 

recommending the enhancement of user trust, engagement, and long-term business value. 

 

Background of the study 

One of the areas that have witnessed growth in businesses is the adoption of digital solutions to improve customer 

interaction and ease marketing activities in the past few years. The latest of these innovations is AI-driven 

chatbots, which nowadays have become an important part of marketing strategies allowing the companies to offer 

the customers real-time support, personalized suggestions, and interactive communication. Chatbots are artificial 

intelligence and natural language processing products that provide a simulated experience of interaction with a 

human being that provide a scalable and predictable solution to customer service and marketing outreach. 

The increasing usage of chatbots is motivated by the fact that they enhance the efficiency of operations and 

customer experience. In comparison to other methods of customer service, the AI chatbots are accessible 24/7, are 

able to process several requests at the same time, and gather significant information about the preferences of 

consumers and their behaviors.  

The focus of the research is to analyze the impact of AI-powered chatbots on customer engagement, the aspects to 

consider that could affect their credibility, and the level to which they can add value to the marketing process. The 

information gained in this research will assist companies in maximizing the use of chatbots, enhance customer 

satisfaction, and come up with strategies that enhance long-lasting loyalty. 

 

Justification 

These capabilities have the potential to provide business with competitive advantage to such a level that they can 

create tailored messages in marketing and establish more customer relationships. 

However, the perception of the customers is of great importance in irrespective of the merits, the success of the 

application of AI-powered chatbots as a marketing tool. The importance of trust, credibility, and perceived 

usefulness with regard to consumer readiness to use chatbots and follow their recommendations cannot be 

overstated. There exist also customers, who may be afraid to speak to AI systems due to the privacy, reliability or 

even anticipated impersonality of machine-aided communication. Such perceptions are important to interpret 

because based on it, the organization should develop chatbots that are not only practical but also contribute to the 

development of trust and brand prestige. 

As it has been actively implemented in the marketing sector using the AI chatbots, the attitude, perception, and 

trust level of the tools among customers ought to be examined in a systematic manner. In the contemporary digital 

marketplace, businesses are increasingly leveraging AI-powered chatbots as a strategic marketing tool to enhance 

customer engagement, provide personalized experiences, and streamline service operations. Despite their growing 

adoption, there remains limited empirical research on how customers perceive these AI-driven interactions and the 

degree to which they trust chatbots as representatives of a brand. Customer perception and trust are important to 

understand as they are the direct indicators of the customer satisfaction, brand loyalty and purchase behavior. 
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The underlying motive behind this research is due to a number of major factors: 

 AI Chatbots in Marketing: Within marketing, sales and customer care, companies in all industries are 

spending large sums on artificial intelligence chatbots. Although there is great penetration into technology, the 

adoption of chatbots is subject to a knowledge gap on the level of its effectiveness to influence customer 

attitude and trust as the factors of long-term brand cooperation. 

 Customer Perception as a Determinant of Success: The perception of AI chatbots by customers and how 

they affect the effectiveness of marketing campaigns are associated with the perception of responsiveness, 

personalization, and human-likeness. When the perceptions are positive, they might enhance interaction and 

when they are negative, it could result to frustration or disinterestedness. 

 Trust as a Key Mediator: Trust is one of the most important things that happen when people interact online.  

For chatbots to work as a marketing tool, customers should see them as trustworthy service providers that give 

accurate information and protect their personal data.  Looking at trust helps us figure out what might stop or 

help chatbots work well. 

 Strategic Implications for Marketers: The findings of this research will influence marketing decision-makers 

and business leaders to develop and implement AI chatbots aimed at enhancing customer experiences, 

fostering trust, and driving conversions.  Understanding customer attitudes could assist organisations in 

tailoring chatbots to meet their needs, thereby improving customer satisfaction and loyalty. 

 Contribution to Academic Knowledge: While AI and marketing have been extensively researched separately, 

there is a deficiency in the study of AI chatbots, customer perception, and trust.  This study addresses this 

deficiency and integrates into the broader corpus of research concerning digital marketing, consumer 

behaviour, and technology acceptance. 

The necessity to comprehend the human aspect of AI-based marketing tools underlies this study since the 

technological innovation must meet the expectations, perceptions, and trust of customers. The information 

presented in this study will inform future scholarly work and practice, as the digital marketing world is going 

through changes. 

 

Objectives of the Study  

1. To investigate how customers interact with chatbot driven by AI in relation to marketing, their experiences, 

satisfaction and their attitude toward interactions with chatbots. 

2. To measure the effects of AI chatbots on customer trust, as it is necessary to analyse such aspects of chatbot-

mediated communication as perceived reliability, transparency, and security. 

3. To measure the success of AI chatbots as a marketing technology, as it is necessary to pay attention to the way 

they impact the purchase decision, brand attention, and loyalty of the customer. 
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4. To determine demographic and behavioral aspects that influence customer acceptance and trust of AI-powered 

chatbots. 

5. To give business recommendations on how it can be done to add to customer experience, trust, and 

engagement, through design and implementation of AI chatbots. 

 

Literature Review 

Chatbots, which are AI-based digital marketing tools, are now part of digital marketing strategies that offer 

personalized conversations and allow customers to get real-time chat. Nevertheless, their success depends on the 

customer perceptions and trust. This review of literature identifies the characteristics that affect customer 

confidence in AI chatbots and the marketing implications related to the latter. 

 

1. Customer Perception of AI Chatbots: 
Customers' opinions of AI chatbots depend on a number of things, including how easy they are to use, how human-

like they are, and how useful they seem.  Davis (1989) theorised that the adoption of technology is contingent upon 

its perceived ease of use and perceived usefulness, which are essential factors influencing technology adoption.  

When it comes to AI chatbots, customers' opinions of the technology's ease of use and usefulness depend on the 

following factors.  Also, anthropomorphic design could be used, which could help keep users interested by making 

the environment feel familiar and relatable (Liu et al., 2024). 

The other important thing is that you can interact with it.   Zhao et al. (2024) discovered that individuals preferred 

highly interactive chatbots, as they enhanced happiness and trust.   There is a more personalised interactive 

experience that includes things like feedback on responses and understanding the situation of the interaction. 

 

2. Trust in AI Chatbots: 
People trust AI chatbots, which is a big reason why they use them.   Trust is built on how knowledgeable, 

responsive, and open the chatbot seems to be.   Chen et al. (2023) recognised these elements as critical influencers 

of trust in AI chatbots.   Brand reputation is also very important.  People are more likely to trust chatbots from 

brands they think are honest and trustworthy. 

  Privacy worries also have a big effect on trust.   Ekechi and Chukwurah (2024) said that people are less likely to 

trust AI chatbots if they are afraid of data protection and fraud.   To build trust and get people to use AI chatbots in 

marketing, we need to fix privacy problems. 

 

3. Implications for Marketing Strategies: 
If a marketer who wants to use AI chatbots, it's very important to know how customers see and trust them.  

Individualisation, simplicity, and design elements that focus on users are all important for making a good user 

experience and gaining trust.  Adding features that are similar to those of humans and protecting people's privacy 

may also help ease concerns and make interactions more useful. 

TechRadar's (2025) model of the AI Customer Advocate emphasises the importance of AI systems that know what 

customers want, keep track of the context of interactions, and know when they need human help.  This kind of plan 

can help build trust by making sure that AI can do what customers expect and encourage a culture of advocacy 

instead of automation. 

 AI-powered chatbots could be a great way to sell things, but they won't be made until people trust and believe in 

them.  Businesses can improve customer engagement and satisfaction as long as the design and functionality of the 

chatbots are tailored to meet the needs and concerns of each customer. The dynamics should be further researched 

in future to maximize the use of AI chatbots in marketing strategies. 

 

Material and Methodology 

Research Design: 
The research design is descriptive with cross-sectional survey methodology to examine the perception and 

consumer trust in AI-led chatbots applied in marketing. This design will enable the gathering of what can be 

measured in terms of customer attitudes, experience and the level of trust that customers have of chatbot 

interactions at a certain time. The qualitative observations incorporated in the research are also to investigating 

subtle views by using open-ended survey questions. 

 

Data Collection Methods: 
The structured online questionnaire was used to gather primary data, which were sent to the customers who have 

already been involved in the interactions with AI-powered online chatbots in the sphere of e-commerce, banking, 

and services. There were three parts of the questionnaire: (1) demographics and (2) customer perception and 
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satisfaction measurement, and (3) the trust-related variables: transparency, reliability, and the privacy issues. The 

questionnaire was produced using the Likert scale (1-5) to determine the degrees of agreement with statements 

about chatbot experience. Industry reports, academic journals, and other previous research studies were also 

examined, as secondary data to put findings into perspective. 

 

Inclusion and Exclusion Criteria: 

 Inclusion Criteria: 
1. Respondents aged 18 years or above. 

2. Individuals who have had at least one interaction with an AI-powered chatbot for marketing or customer 

service purposes. 

3. Respondents who are willing to provide informed consent. 

 Exclusion Criteria: 
1. Individuals below 18 years of age. 

2. Respondents with no prior experience interacting with AI chatbots. 

3. Responses that were incomplete or inconsistent. 

 

Ethical Considerations: 
The study adhered to ethical research principles to ensure participants’ rights and data privacy. Informed consent 

was obtained from all participants, and they were informed about the study’s objectives, procedures, and the 

voluntary nature of participation. Confidentiality of respondents’ information was strictly maintained, and no 

personally identifiable information was collected. The study also ensured compliance with data protection 

regulations, and participants were allowed to withdraw at any point without penalty. 

 

Results and Discussion 

Demographic Profile of Respondents 

A total of 200 respondents participated in the survey. The demographic breakdown is presented in Table 1. Most 

participants were between 25–34 years old (42%), with a nearly equal gender distribution. A majority (60%) 

reported having experience interacting with AI-powered chatbots in marketing contexts, such as e-commerce or 

customer service platforms. 

 

Table 1. Demographic Profile of Respondents (n=200) 

Demographic Variable Category Frequency Percentage (%) 

Age 18–24 50 25 

 
25–34 84 42 

 
35–44 42 21 

 
45+ 24 12 

Gender Male 102 51 

 
Female 98 49 

Chatbot Experience Yes 120 60 

 
No 80 40 

 

Customer Perception of AI Chatbots 

Respondents rated their perception of AI chatbots on three dimensions: usefulness, ease of use, and interactivity. 

The mean scores indicate generally positive perceptions, with interactivity receiving the highest average rating (4.2 

out of 5). 

 

Table 2. Customer Perception of AI Chatbots 

Perception Dimension Mean Score Standard Deviation 

Usefulness 4.0 0.65 

Ease of Use 3.8 0.72 

Interactivity 4.2 0.60 
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Discussion: 
The results indicate that users perceive AI chatbots as valuable tools for receiving quick responses and support. 

High interactivity scores suggest that users appreciate chatbots that provide responsive and context-aware 

communication. This corresponds to previous studies that point to greater user satisfaction with perceived 

usefulness and with reduced interaction difficulty (Davis, 1989; Liu et al., 2024). 

 

Trust in AI Chatbots 

There are three factors that measured trust, namely, reliability, privacy / security and brand association. The 

concept of reliability scored the highest (4.3) whereas the privacy/security aspect had a score of 3.7, depicting user 

apprehensions regarding the safety of such data. 

 

Table 3. Customer Trust in AI Chatbots 

Trust Factor Mean Score Standard Deviation 

Reliability 4.3 0.58 

Privacy/Security 3.7 0.82 

Brand Association 4.1 0.65 

 
Discussion: 
The evidence suggests that credibility is a key element in the uptake of chatbot. Although reliability and brand 

reputation have positive impacts on trust, privacy concerns are one of the major obstacles. These findings align 

with the views of Chen et al. (2023) and Ekechi and Chukwurah (2024), who have stated that a company should be 

increasing its transparency and ensuring the safety of its data to retain consumer confidence. 

 

Relationship Between Perception and Trust 

To find out the links between customer perception and trust in AI chatbots, a correlation analysis was carried out. 

Table 4 gives results. 

 

Table 4. Correlation Between Customer Perception and Trust 

Perception Dimension Reliability Privacy/Security Brand Association 

Usefulness 0.62** 0.45** 0.58** 

Ease of Use 0.55** 0.41** 0.50** 

Interactivity 0.64** 0.47** 0.61** 

Note: p < 0.01 
Discussion: 
The analysis has shown that perception dimensions and trust factors are highly positively correlated, which creates 

an impression that customer trust could increase significantly by understanding how to make chatbots more useful, 

easily to use, and interactive. This further supports idea that creating customer-focused, engaging and trustful 

chatbots is essential in marketing success. 

 

Implications for Marketing 

1. Design Focus: Marketers should prioritize interactivity and usability in chatbot design. 

2. Privacy Measures: Transparent data usage and security features are essential to build trust. 

3. Brand Integration: Leveraging brand reputation can improve customer acceptance of AI chatbots. 

The results show that how customers see and trust a business are closely related, and that how they see 

chatbots as marketing tools directly affects how they use them.  Users like interactive and reliable chatbots, but 

privacy concerns should be brought up to keep the interaction going for a long time. 

 

Limitations of the study 

This study has provided significant insights into the utilisation of AI-powered chatbots and customer trust; 

however, it is important to acknowledge its limitations: 
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1. Sample Size and Demographics: It was done over a small sample size and that might not adequately represent 

the diversified population of consumers in various industries and geographical locations. This means that it has 

a limited generalizability of the results to the wider consumer groups. 

2. Scope of Industries: e-commerce and retail were mainly studied in this research. In other sectors including 

banking, healthcare and telecommunication, the relationship between AI chatbots and customers might not have 

the same patterns, hence making the results less relevant to these situations. 

3. Chapter IV: This chapter was dependent on Self-Reported Data: The author were relying on responses of 

the surveys and the self-reported variables of perception and trust. These data are in nature subjective and can 

be affected by the social desirability bias or the low level of awareness of participants on their real actions and 

interaction with chatbots. 

4. Cross-Sectional Design: The study employed cross-sectional methodology in which the impressions and 

customer trust were recorded in a one time measurement. In this design, not a single change in attitude or trust 

over time is factored in, and this may lead to a greater insight into the transition to continued participation in the 

interactions of AI chatbots. 

5. Technological Variability: Chatbots can be of very diverse design, functionality, and levels of artificial 

intelligence. The results might depend on the particular types of chatbots used in the research and will not be 

applicable to all chatbot systems based on AI. 

6. External Factors: Customers and their trust to the technology and various external factors drive the perception 

and trust into the technology which are as follows; previous experience with technology, cultural norms, and 

brand reputation. Although this study has factored some of the variables, some of the unmeasured factors may 

have influenced the results. 

7. Weakness in Qualitative Reports: Despite offering a general idea of customer trust with the help of 

quantitative data, the research lacked any in-depth qualitative analysis that might have helped deepen the 

insights into the motivation, feelings, and subtle experience of customers engaging in the communication with 

AI chatbots. 

 

Future Scope 

The study of AI-driven chatbots as a means of marketing provides a great potential to continue further research and 

development. Because chatbot technology is getting better, there are some areas that could be the focus of research 

and practice: 

 

1. Enhanced Personalisation and Emotional Intelligence: Subsequent research may focus on the enhancement 

of chatbots' emotional intelligence.  Chatbots can enhance customer interactions, satisfaction, and perceived 

reliability by analysing user sentiment and responding in a manner that boosts engagement and satisfaction 

(Gnewuch et al., 2017).  A research study could investigate the influence of emotional cues on user perception 

and decision-making across diverse cultures and demographics. 

 

2. Integration with Multichannel Marketing: Chatbots are becoming more common on websites and in 

messaging apps. However, when they are used with a variety of digital touchpoints, such as social media 

platforms, voice responders, and augmented reality interfaces, they can give customers a single, seamless 

experience.  Subsequent research may investigate the influence of cross-platform chatbot interactions on 

customer trust and brand loyalty. 

 

3. Longitudinal Research on Trust and Adoption: Most of the studies that are out there only look at user 

perception and trust at one point in time.  Longitudinal studies could examine the long-term effects of trust by 

analysing repeated interactions with chatbots to discern the factors that sustain or undermine trust.  These 

studies might tell us something about how to keep customers and build long-term relationships with them. 

 

4. Ethical and Privacy Implications: AI chatbots will collect and process user data, which raises privacy 

concerns that make it hard to trust them.  The forthcoming studies should concentrate on the beneficial and 

detrimental effects that may result from transparent data management practices, consent administration, and the 

ethical application of AI on customer trust and willingness to engage with chatbots (Ekechi and Chukwurah, 

2024). 

 

5. Effects on Brand Perception and Customer Loyalty: Subsequent research may investigate the impact of 

chatbot interactions on brand perceptions and customer loyalty.  A study can ascertain the degree to which 
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consistent and dependable chatbot interactions yield tangible business outcomes, such as increased sales, repeat 

purchases, and referrals. 

 

6. Adaptive and Learning Chatbots: The design of self-learning chatbots that learn your individual customer 

behaviors and preferences opens up a field of promising potential. The research may concentrate on how the 

adaptive algorithms work to enhance customer satisfaction, engagements, and trust in the long run. 

 

7. Cross-Cultural and Global: The perception of AI chatbots by a customer can be different in different cultures, 

languages, and regions. The next study could investigate cross-cultural variations in acceptance, trust and user 

experience, so that companies can develop a culturally more sensitive and universal chatbot. 

 

Conclusion 

AI-powered chatbots are now a necessary part of modern marketing. They give businesses a scalable and efficient 

way to talk to customers in real time.  This study shows that the effectiveness of chatbots as a marketing tool is not 

only based on their technical abilities, but also on how customers see and trust them.  Customers are more likely to 

use chatbots that are easy to use, quick to respond, and able to give personalised interactions.  Also, things like 

anthropomorphism, interactivity, and how useful a chatbot seems to be can make customers happier and more 

likely to use them. 

Trust is a key factor in how people act towards AI chatbots.  Customers' trust in these automated systems is greatly 

affected by things like how open they are, how reliable they are, how well-known their brand is, and how well they 

protect their data.  Even the most advanced chatbots may not be able to get people to engage with them or market 

effectively if they don't trust them. 

The results suggest that businesses need to take a balanced approach when using AI chatbots, combining cutting-

edge technology with design principles that put the customer first.  Marketers need to work on more than just 

making things work better. They also need to build trust by being open, using ethical data practices, and designing 

interactions that are empathetic.  Future research should further investigate the dynamic interaction among AI 

capabilities, customer perception, and trust to enhance the implementation of chatbots across various marketing 

contexts. 

 In conclusion, AI-powered chatbots have a lot of potential to change how marketing is done, but how well they 

work depends on how much trust and faith customers have in them.  Companies that put these human-centered 

things first are more likely to get long-term customer satisfaction and sustainable engagement. 
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