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The emergence of artificial intelligence has sparked the development
of a very important technological innovation in the rapidly
developing world of conversational services, known as chatbots. In
modern business, chatbots have become vital for interacting with
customers and optimizing business processes. They are used in
various fields, including customer service, marketing, sales, internal
communications, and many others.Their importance lies in
automating and facilitating interaction with users, which leads to
improved service and efficiency of various business processes,
opening up a wide range of opportunities. This study aims to review
research conducted in the field of chatbots and business marketing
using a bibliometric approach. For this purpose, 1339 articles from
the Scopus citation database were reviewed. The analysis of the
articles was performed using VOS VIEWER software. Highly cited
authors, institutions, and countries were identified, and 6 main
clusters resulting from word co-occurrence analysis were identified:
1. Artificial intelligence and educational and linguistic applications
2. Human-machine interaction and socio-economic impacts 3.
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Digital transformation and applications of artificial intelligence in
services and retail 4. Immersive technologies and their impact on
customer experience and digital marketing 5. Attitude, behavioral
intention and human experience in interaction with technology and
6. Artificial intelligence and data analysis in social media and crises.

1. Introduction

The emergence of artificial intelligence has spurred the development of
a pivotal technological innovation in the rapidly evolving domain of
conversational services: chatbots. Powered by advancements in natural
language processing and machine learning, these Al-driven systems
have evolved beyond basic scripted interactions to enable dynamic,
context-aware dialogues that mimic human conversation. In modern
business ecosystems, chatbots have become indispensable tools for
enhancing customer engagement, personalizing marketing strategies,
and streamlining operational workflows. Their integration spans
diverse sectors, including customer service, marketing automation,
sales optimization, and internal communications, driven by their ability
to process vast datasets in real time and deliver actionable insights for
data-driven decision-making. The growing scholarly interest in
chatbots’ role in marketing underscores the need to systematically map
the intellectual landscape, yet a comprehensive bibliometric synthesis
remains scarce. By analyzing citation patterns, co-authorship networks,
and keyword evolution, this study aims to uncover latent trends,
interdisciplinary linkages, and untapped research avenues, thereby
bridging the gap between theoretical discourse and practical
implementation in Al-driven marketing innovations.

This study aims to systematically map and evaluate the evolving
scholarly discourse on chatbots in marketing through a bibliometric
lens, with the dual objectives of deciphering intellectual trajectories and
forecasting emergent paradigms. By analyzing the epistemological
foundations, interdisciplinary synergies, and thematic evolution within
this domain, the research seeks to identify critical research gaps, such
as, the efficacy of hybrid human-chatbot service models. Ultimately,
this work aspires to bridge theoretical rigor with practitioner-oriented
insights, offering a scaffold for future research and evidence-based
innovation in Al-enabled marketing ecosystems.

1. Materials & Methods
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This study adopts a systematic bibliometric methodology utilizing the
Scopus citation database, renowned for its extensive coverage of high-
quality, peer-reviewed publications across disciplines. Scopus was
prioritized over Web of Science due to its broader inclusion of journals,
with 99.1% of WoS-indexed journals also accessible in Scopus, thereby
minimizing redundancy and ensuring comprehensive data retrieval. The
search strategy targeted titles, abstracts, and keywords using Boolean
operators (AND/OR) to combine terms such as “chatbot,”
"conversational agent,” "business marketing,” "Al-driven customer
service," and "digital commerce". Initial searches yielded 2,964
documents published between 2004 and 2025, which were refined to
1,407 articles after excluding non-article document types (e.g.,
conference proceedings, book chapters). Further filtering by English
language (1,373 articles) and restriction to relevant subject areas—
Social Sciences, Decision Sciences, Business/Management/Accounting,
Psychology, and Multidisciplinary Sciences—resulted in a final corpus
of 1,339 articles.

Bibliometric analysis was conducted using VOSviewer (v 1.6.20),
a robust tool for constructing and visualizing co-authorship,
bibliographic coupling, and term co-occurrence networks. The
software’s clustering algorithms identified thematic patterns through
keyword co-occurrence analysis (minimum threshold: 10 occurrences),
with density and network dispersion maps generated to elucidate
conceptual linkages. Demographic analyses of institutions, countries,
and journals were derived directly from Scopus metadata, while
keyword networks revealed six dominant research clusters. Thematic
boundaries were further refined by overlaying temporal trends,
exposing shifts from technical chatbot development (pre-2010) to
consumer behavior and ethical Al debates (post-2020). This dual-
layered approach—quantitative bibliometrics paired with qualitative
cluster interpretation—aligns with PRISMA guidelines, ensuring
transparency and reproducibility in data selection and analysis.

2. Results & Discussion
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The current bibliometric analysis reveals significant contributions from
highly cited authors, institutions, and countries, underscoring the global
and interdisciplinary nature of chatbot research in marketing. Notably,
institutions from technologically advanced economies dominated the
intellectual output, reflecting the synergy between Al innovation and
market-driven applications. The keyword co-occurrence analysis
crystallized six thematic clusters that encapsulate the current and
emerging frontiers of the field. Cluster 1, Artificial Intelligence and
Educational/Linguistic Applications: highlights the dual role of
chatbots in enhancing language-based customer engagement and
revolutionizing educational marketing through adaptive learning
interfaces. Cluster 2, Human-Machine Interaction and Socio-Economic
Impacts: explores the ethical dilemmas of automation, such as job
displacement, while emphasizing chatbots’ potential to democratize
access to services in underserved markets. Cluster 3, Digital
Transformation in Services and Retail: underscores chatbots’ role in
hyper-personalization, inventory management, and omnichannel
integration, particularly in e-commerce and fintech sectors. Cluster
4, Immersive Technologies and Customer Experience: links chatbots
with augmented reality and virtual reality to create seamless, interactive
brand narratives, though raises questions about data privacy in
immersive environments. Cluster 5, Attitude and Behavioral Intention:
delves into the psychological drivers of user adoption, including trust,
perceived usefulness, and emotional alignment, while critiquing the
overreliance on technology acceptance models (TAM) in explaining
complex human-Al dynamics. Cluster 6, Artifical Intelligence and Data
Analysis in Social Media/Crises: examines chatbots’ dual function as
real-time sentiment analyzers during crises and their capacity to
amplify misinformation, urging stricter governance frameworks.

3. Conclusion
This bibliometric analysis synthesizes the fragmented yet rapidly

evolving scholarship on chatbots in marketing, revealing six thematic
clusters that encapsulate both current advancements and underexplored
frontiers. The categorization of existing research highlights three
predominant streams: (1) studies investigating adoption drivers,
subdivided into design attributes (e.g., conversational fluidity,
anthropomorphism), user experience metrics (e.g., perceived
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usefulness, emotional engagement), and comparative analyses of
chatbot versus human-agent efficacy; (2) technical inquiries focusing
on architectural frameworks, NLP optimization, and scalability
challenges; and (3) sector-specific applications spanning tourism,
healthcare, fintech, e-commerce, and education, each demonstrating
chatbots’ transformative potential in service personalization and
operational efficiency. Notably, the Computers Are Social Actors
(CASA) paradigm has been instrumental in decoding user responses to
chatbots’ social cues, though its limitations in capturing cross-cultural
variances in human-Al interaction warrant further scrutiny.
Additionally, while service quality and failure recovery mechanisms—
such as user tolerance for chatbot errors and real-time
troubleshooting—have been examined, there remains a paucity of
research on longitudinal trust erosion following repetitive system
failures. Furthermore, despite sector-specific advancements, critical
gaps persist in understanding chatbots’ role in ethically sensitive
domains (e.g., mental health counseling) and their adaptability to non-
Western markets with distinct linguistic and socio-technical norms.
The findings underscore the urgency of redirecting scholarly
attention toward three priority areas: (1) cross-cultural and
interdisciplinary frameworks to address biases in chatbot training
datasets and user interaction models; (2) dynamic governance protocols
for mitigating misinformation risks in crisis communication and
generative Al applications; and (3) empirical validation of hybrid
human-chatbot workflows in industries requiring high emotional
intelligence (e.g., luxury retail, hospitality). By mapping these
trajectories, this study not only illuminates the current intellectual
landscape but also provides a roadmap for bridging theoretical
constructs—such as CASA and technology acceptance models—with
emergent realities like decentralized Artificial Intelligence ecosystems
and post-pandemic digital consumer behavior. Future research must
prioritize stakeholder-centric methodologies to align technological
innovation with ethical imperatives, ensuring chatbots evolve as
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equitable, transparent, and socially responsible tools in global
marketing ecosystems.

Keywords: Artificial Intelligence, Bibliometric Approach, Chatbot,
Marketing.



@ }J”.LAJLEA

;b éul;

\AEAVAR VAR

.“JU

VECE/ENA e Sk

.“JU

iy
%

-3

AR VAR VARS

ISSN: 2821-0964 elSSN: 2821-0816

Ladgn )5 S o pute Slalllas
iiu\y«\i'i}xheoi B)LQ-:LV.QAJL@-?JL»

ims.atu.ac.ir
DOI: 10.22054/ims.2025.85270.2608

Sl 1 6L 38 BOboe O Wh <O rogalu Juloxs
o T (S g 9 (AR Sl g

)Lfl»;g-]<>}l;e-&_.ijla“"_”.:_JJ”J.Ao))?4ggjljb@.ﬁbﬂé|){>6ﬁ_.ﬁb '.b a .
ol j
Ol Olg st o &ils oslasl Aol 2l
‘u\ﬂj 41)}:/.” eli.f..}b oLl E) Lfl"":"'l (’}J& 0aSCisls o pda aﬁj? ‘Jl.:_.f.}\é _
)}L-\?’ anl
)
oS>

G ne 5l (5153 53 e sl 45T 00 55T 5 S g 53 Sl 8 gan isa seb
S L (e Doylaws 53l 03 S sl 03 55 0wt b L Ol s 4 4l Slets
thomr 31 gilisen slaaia 55 LOT Llodd Sl LI5S a3 (iluarg 5 0L 2ie b ol
5 LOT Cenl g oo 0olazul J.ip 3550 S5k 9 (15 DLl g B oblik s e Slads
GunT 3 ol 5 Slodst 35 4 i S Sl atigs O ) b blize (27 Lgud 5 (g5l 805 55
23l b b ol 5o 2 g5 ol ST (oo ol 315 s 3 51 mns (b 5 555 o0 (6ol Calies
3313 1 518 S gLk 5 b 055 53 o dkiplonil (la i 93 55 et & Sk 3 055 )
b llie o 238 13 g p3 50 s Sl (g3l oKL 1 Wl VPR sl oy late (e 4
ol ab s F g skl glaysiST 5 Slaw o OBt 5.3 8 plnil g ms I3l S eslis
Y S5 BT sl 5 o san Gign ) s 8 aluls 0851, @3l 50n ol 1 ol
23 Fsan s sl 5 Jiows Jpw ¥ golash slasl Ol S0 5 il 5 Oll Jule
(S0 dlmus obslib 5 s rte 4o p OT 56 o 5 sabse slace sl F oy 303 5= 5 Sleds
ol gladla,) 53 laesls Lo 5 (o gt a7 9 6y58 L el 5o Sl a2 5 618, Lo

b0l

PR P e e P O STV R PO LTS PR LY

a.khadivar@alzahra.ac. ir : J s otiws 5 %


https://journals.atu.ac.ir/
file:///H:/فصلنامه%20ها/مطالعات%20مدیریت%20کسب%20و%20کار%20هوشمند/شماره%2047/صفحه%20آرایی/ims.atu.ac.ir
https://doi.org/10.22054/ims.2025.85270.2608
https://doi.org/10.22054/ims.2025.85270.2608
https://orcid.org/0000-0002-0523-1364
https://orcid.org/0000-0003-4620-1409

VEOF Ol | OF o bat | ﬁ:)%Ju|Mp)K5%£qﬁuoum|A

4o dn
b Ll (b (5L e lag sl (! i = 53 b Ol bl s Olgr
il Ot 005 a5 0T 4 L &S Gl (ST Sle i O ke
JS 03 Wil op oS ol i a5 5 O de o (1 L LOL slas SO,
et b B e oWl .(Dominika, 2019) wul ax—w 5 Lt (s, sladde
N bt sl i oo ol (595555 St b oo 5 (6 ke LS
e gn Sl o san gr Lt ol el se s (o e (55l
& e bl g5 0557 0351 (sl 2 1) (b Glaas b o 5 Sl s Gla sl g
Sk Sl (655l ann (Sunetal., 2022) &_ules S B p 5 f g
Ly Sladst b Sl guamen o1k 022l 3163 208 eslial (A4S 0 05 S50, 350 50
,g.wb,\;‘\;@%,up,h\;ﬁ&i@u_;jdg._wtag;b”,mi;)u
oslial Glhee UL a6 05,28 5 sbay o sian 5gn (b 65l
S a5 Ly D5 O e (5,8 Suln oSl ) glolid Jold o 555 0
(Varsha et al., 2021) cul 5 g0 Oiluy ST a5 (6

g S F il ppr Sl S (N & (e s G sdl 5o
shasl Calises gla Jidw 53 1y o) Sl3l 5 6587 5 45 Sl o s S genS”
(W piln (6 (e L3 S 55 i Il 53 (o 5iman (B0 13557 g0 OLae sl 0
Fallague et ) Coul (s loe Calides (slas) o= 230k 5w 5 Ob i Slads ¢ b 150
Lol | el ool b= 5 sl 5o osian osa Sleslaul (al., 2024
S o AW (6 e Dl 2 L o8 G o sr s Sl ) esli
o3 Al ol g il ¢ ol 3l 53 o5 sian isn a3l s gl 8 51 (SO
a5 Sl (Crolic et al, 2022) 555 o ol Sl U gone 45" Cl
S o B b 0L g lbl Sl eslinwl b 1y Ol 4l 487 C il (6 5 5slS

1. loT
2. Al



| s 9 B0LsM t iy ol b1k 3 bobeer Ot K e g Julow

(Chenetal., 2021) S o Jae izl 3 (65bes Hliws Ol yie Ugame b

ki o e Fgn g Jlams (SLOLL L jae 53 S 0 04 Sl L
Il s Sledst Jole (gla 25 5 digy 0 bty 6lis a0 OLbLsw U zp L5l gl
23S b s bk Odd iS5 5 5 o 5mn Gigp 25sge b Dl i
b 25501 5 (sl Sl pr o Bln s Bos 5 (SUL chay Calibee il
PUSs sla ey G b 514 ST n 03linnl $SSL) (lame Slaiai s I b s
oSl s s 4 bbea (Baris, 2020) JiS e ¢SS 0L 2 i 4
A ol peslle S oo Iy (6 iy o pme O Sl 1 53 5554555 Olasply
S S Sy S s 43 O AT 5 e 0e 53 (635 by 55 stelad
Slosenas b Lilos S (65108 wle o Lo (655 )8 senS (ol ply 6l 05 S
o 935 Jed Sl oy A 5 i (Tanwar & Verma, 2024) 1iS™ fgus 15 0L e
5 Slelbl g gmmiua gl oo 5,8 Gl 5l oK 8T VLS5 5l a3 YN
L ge CS 5 5 As 500 1 i (Sharma et al., 2024) 1S o eslawl & =
Lal g (g5l (slaadSe butas b 5 a1y oo Jooly Sler <S55
Yo¥0 Jlew 535U 55l WYY & Sl Sler JHL 20l Ay an amin 4875 S
el g8 (6 3loes Oyl HIL 3 g5 o s i peomen (DOMinika, 2019) As dal =
WUl diy & 5 0dias 0Ll ol s 35U O sekes FF/YO0 5 5150 oo YoV JLu b
i 53550 3l OWLe 55 LS (g, 0pl5 (ROSSMANN, 2022) Sl Z¥V/Y 'S 1
5250 OSUE Ll 5, 0T 5 cmalad £ 515 55 A ils 0l Ktagyy
losls 513 Lt

labiar 53 3 50 Slasl 6t 3l ol Jelows 5 2 S5 (Y YF) Leys 5 )50
‘gug@}Ls;éb}:w,l@j\\)Lac)lec,{ugu};)l&sj.mb(:lglJ»'ﬁ,\wsj
Omeish, 2025; Bird & Lotfi, 2024; ) slesls 1 3 Jdo 5,50 La0T I, b
.(".Kushwaha & Kar, 2024; Jones et al., 2022; & Fichter & Anguelov, 2024

1.CAGR



VELF Ol | OF o5l | wa3,lgr dlo | diad g H 5enS’ < pos Slallas | N+

5o ls0ludl (b (g i 5 o i ol S SIS Ll L
Sl ealan ol ol 4 3108 Emy 4y a2 s %l 45 S faai b sl S5
oy BObEa 10l esliul ss 5 5 s olezel 5 S5 Jelss o tags
Behera et al., 2024, Silva et al., 2023; Wang et al., 2024; Nair et al., ) Llos S
2021; Xing et al., 2022; Sharma et a;., 2024; Rana et al., 2024)
Gl esliul gl 3l 3l d a8 oS Jolge (Y0 YF) "0, 5 0l
.-&UJ‘J)‘}wﬂ)j})}ﬂ‘)})‘fdﬁ‘&é}ﬂ‘&)\?rﬁ)}&M&jﬁjﬁ
alyl 5 Ol G b 5155 i Gl Jolas by Jsl gLkt 4 (Y4 YF) TS
55 (YE) Taud gn g astls 35 s OL it b 6.8 dalgy sloml 85 5,5
0 g0 S 53 5 Sl L 0T Sledst b agarlge Jsb 53 0L i SISl 5 bolE s
Ob i ¢S 55 (Y0 YF) OIS 5 (6,0l 5 SIS o e gl p S Sby 3 Shes
Slobos Sb Wles STy 1y 6t Slodst GlaolKiws Ol siea LS
PPdsh S f s 6 ke Lol S e 425 S g s A (e
e (YYY)
Sl Dbl Dot (g1l (63,5055 Sl o LIS )3 Sl g ge !
oo 94 25 S 0 S5 0T 30 5 aalllan 5315 (6,85 5 (plazr ¢ (B glaasr
0T 5508 5t ol & by o Slidons 51 glos 1S b (s ulS SIS
Aol a0l Lis 5o 1y b Coenl jal ol das o 0L 1y baaia 3 31 goldns s
AS
6 lp ) b Slosl )3 0ds 75 sla e 4 5 BB g o5 e
Sk 3 53 0T 52508 03 94 daibiiar gla s SGletuw 5 JolS S5
ol el 3 (G SIS (655 ol e T R Y P g
1 .Khan., et al
2 Kim, M
3.Holendova, J

4 Ranieri., et al
5 .Hudiyono, R.



W s 580050 b, gy o lulid 2 b l5b 53 bobea S b oo e sk Juboo

ol din; gl 53 51 S5 s Sl Slae s 5 Jmol UL 5L ¢ ade Loy,
) 93 S Saly 3550 53 Dl 03,8 4ol 5 oy st 55 0
Sl 5753 03,51 Cws 4 (6l i ST s 3 S5 51 ek ol cae
Sl oS o gy 5 Ol (i oS g p0 S e e3liul L
w)ﬂL.uzb@\.c,_.ﬂ\wmg?&ﬁﬁ\g,u\_ww;@ﬂ#@s
(ol Ol clae 3l lS™ o 5 Sl oLl 5 55 ¢ AU o slaaS s
S o @l 3 1y i o 5,18 56 5 (Donthu et al., 2021) 54k 5 sl 8
oL 5145 S s o3litul (i VYWY il o g4 o 1 anllan oy
s cpl Jol Coda bilodeT s 4 YYO B Y0¥ Il 51 gy 5Kl (glnosls
R Sakigy 5 fls (25 pm Slaad B (s iy Sl o s OB A 5 o Lulis
Oladllas A ja5 gy &5 53 53 15 01 Stagsy Ll 5 oo 2o ol ol ol 0T
Ly 65k 3 g g0 Slidos SIS 505 )
b g 5 S o Sl Jls 4 SEasy !
C i DLl o) OUlie Hlasl b iy, )
CLIpIS 05 g ol 53 3zl g Slonws 3o 5 OB i 5 clay 5287 Y
TS o5 0 ol 3 ol 3 O 315 5 IS e pipe Y

Q)J;)‘sz)jbjyadﬁ-"&uﬁjﬁ)b-\.ilidil.bo).y4? .f

SRR I
Wl (i D) 5 20 ks 5 8055 b st = o (tn s o500 AR5
38000 2 e oS Al on dinplUs 5550 Lo g g1l 51 (S ST e B
e Olelbl ol J 5ol ] & Lol (aiwOlS Glaoslsy e flow 9 oS
cosls Lol L 3 odd izte oS (glaosls jlesliul U iy, ol S o 59,
Ll LS o o 1)t slais) 5 ele SLbLS,I sl A 5 sla SJI

1. Scopus



VOO Ol | OF oyl | oad;lgr dlo | iad g 4 seuS c nibo Slllas | VY

25 i sl B 5 e ol S Ui 4 5 el ol S (oS L
osba pol dlo 53 6 ey 3,80 55 (Y00 ) 05 53 58) Sl ale Dl LS
Caleien laair 53 flond 4 528 plowil (61 S ke aize 3 DA L 5 05 28
o 54 53 .gﬁf@)\;uu;w\;,yctwobt_x;\ O Ay 5 a5 28 wile
.aﬂw&ﬁjqﬁ)6&96)|>J34_JL§J:¢,_.~\L,559.):J4\_.1L§5-L'_&9L{
o pedbasl b g e pl anw g ladig, 3 (6Hl> paii mjgh,.c« Sl s 25
adS” (g3lst jon o 94y o S o p OISl | Ly 5287 5 Sl 3o OB A 5
Van Pinxteren et al., ) s 5 oo plwil Lo (o0 gpte sl ond 61 IS
S gb o oslinul anlls Lol Eanta Ols 6l odkimus § (sdS” SladS™ 51.(2020
Gaioss e Jol8T S 53 (gl il g oo La0T Glajen 5 6lS SLIST Jlowi s 52
3l ealinel b0l o 1) ) 5557 5 Sl o O iy 5 0 ok L LBl ke
o ¢SS L b (6,556 kit ol 0Lt 4 i (55 3 Shas i 54 525
O (SIS 4alST (Gl e Jlosd Sty ol 5 g (b5l SIS 4alST (gl 0
ol ol Ly i e als Calisen sliwl 53 &7 ol (GalS” 4alS” 53 oo sgie alail
L oS 550 0 Oy 2853 055 Groe €555 5 08 i 5 SIS SIS 31 b S allae
2 eSSy .S @\ij&szgujﬁ,a;bwdum —
Wl dial g plie (gl g Olsl 3 S 2 lia b 4y 425 53 oS ol g 5 gosT
Van ) s S sdal e Slosl 4 &S 1o Slelol 3 Oly g |y L gims slacal s

.(Pinxteren et al., 2020

Laosls ‘_;Jﬂ@.?
0)s> )d uﬂﬁj&\ o3ls olfiL;).s ol aslad DUl alS™ ¢ rags ol 5o ol dnel>
635 o B oS gy oSl 0513 oS 3 baosls .l bsl5L 53 b o sb 5

aLiiLg: Ll ol Lfti)b ol ol a L df)j 9 e tg[kob‘b A8 gowe u;_&‘.: LY

1 .Hood, W & Wilason, C



W 5,300t g,y olelid £ b yl3k 55 bobesr Slbb o e gy Joloo

(DLl 03 28 sy s 4 (BSOS slaesls (55T mer sl s sl 051
30 sl e )3 A o3lil il 5T g dile [ K0s slaolSoL Sl 5 S i
wlis A8ty Slowe JlWbol slaslll o 5 meler 1 (S Ol sie 03 2 sbey
Sl 53 35 eislas T 53 o S jgh Slloa 51749/ ¢l oslle 1555 o

.(Van Pinxteren et al., 2020) Llous 4 LS

P $ 3 !
SET sy sSal oy 53 W3l lS 5 oS Ol g6 53 i Uy iy Al b
ganamess Jsl o8 53 sl o odalia BB Y Jpudor 53 oo sloojlsdS s S
s Wosls (g al o j3 el Cws 4 YAYO LYoo F Jlajosl 5o adlie YAPF sluw
LS la fuzs ¢ il 128 DUle  AeT Cs 4 e VPV 5l o7 Al 5 gudoes UL
OL5 03,8 3pdome b e 23 85 13 (2350 o0 53 3 e sLal K05
3 el ot plomil Ol olgi s T s 40 lin VYV 51ty ¢ omelSSl 4 UL
psbe e plalple Glaoj o o DU (25— 50 0 o DLz o) > SULG
@i 3 gooen (glazi ydir 5 wliiilyy ¢ bl 5 o ke CJK,WYELSJEM
O3 e ga o J)}ﬁ)au\.ﬂTCﬁw)i: e o Olsea Alae \FYQ Slua a5e s 9

e o OLES |y gt (35l i 25 S

yolo G (SABL txow . we gkl oL 58 gt (S FT gl ) Jeu>

A o

e Ol
((TITLE-ABS-KEY ("generative AND ai
AND chatbot") OR TITLE-ABS-KEY
sLiet | ("conversational AND agent*’) OR | ke s
Yasf gt TITLE-ABS-KEY ("conversational AND 5 olS Ol
machine™) OR TITLE-ABS-KEY
YeoFTY | (chatbot*")  OR  TITLE-ABS-KEY | &% <l
("chatterbot”) OR  TITLE-ABS-KEY
("chat AND bot") OR TITLE-ABS-KEY
("conversational AND ai") OR TITLE-




VEF Ol | OF oyl | oas;ler dlo | iad g 58 s o oo Sllllas | 1§

AR b

ABS-KEY ("digital AND assistant*") OR
TITLE-ABS-KEY ("virtual AND
assistant*") OR TITLE-ABS-KEY
("virtual AND agent") OR TITLE-ABS-
KEY ("talkbot") OR TITLE-ABS-KEY
("voice AND bot") OR TITLE-ABS-KEY
("voice AND assistant*") OR TITLE-
ABS-KEY ("interactive AND agent") OR
TITLE-ABS-KEY  ("artificial ~ AND
conversational AND entity™))) AND
((TITLE-ABS-KEY  ("marketing") OR
TITLE-ABS-KEY  ("e-business™) OR
TITLE-ABS-KEY ("e-commerce”) OR
TITLE-ABS-KEY  (“online-shopping")
OR TITLE-ABS-KEY ("customer
service") OR TITLE-ABS-KEY
("consumer service") OR TITLE-ABS-
KEY ("e-retailing”) OR TITLE-ABS-KEY
("Online retailing") OR TITLE-ABS-KEY
("sales") OR TITLE-ABS-KEY
("customer”) OR  TITLE-ABS-KEY
("user") OR TITLE-ABS-KEY

("experience")))

A% SUlas Laas Lw @;
VY IS L ob;
re Business, management & Accounting, social sciences,

EP

psychology, multidisciplinary

Wosls Jkow ya 585 59,
INEPVEME IR PEAI APV NPl 5 3l (i lS (slaosls Jukows 34 25 (51
225 ¢S A gipen Sl o3l b 1) (i OlS (laa i el 5308 13 5 !
SNoslisul a5l 5ble 5 cpldas hled 5 55l J3e ssba @l jon 5 ol SOLS
Gl s ST 2l (6 s Sislad b g LS e ¢SS i diile (6 e ¢SS sl

1. VOSviewer
2. Co-occurance



V0 |y 580050t gy o lulid 1 b l3b 53 bobea S b oo e sk Jubos

f_}éﬁJ‘.‘.’l’””ﬁ‘\'lj"?‘?fl?‘;“&l‘ﬁwu'c'w@J‘:‘G—‘“‘“‘JQL:‘."‘MJS)"‘M
A.:é.aQULL:w}w)awgb-\lu\ds\.u-)rash@W}ﬂpsv\.:lfu.lf
.(Bilquise et al., 2022) ...

Laadl
Sl Sl 03 (el b oman o sa 25 s b Sl edaTo s (slaosls
S o 54 s 3 50 Dllama 5 by 5287 Ol jlo cwlidlamaz 5 adiy) glulid
Gt BUN G LS Jize 555 1 Ble 5 40 e oy 55l 0313 o0l (gloesls .5 8
F3P 30 G i 58 OLIS Ol ¢ b e st o 6l 2 ) Sl
5058 Fas, 5 J&a S s 8 gl S8 Sy S5 5 0t bl

s S =7

Syt S o
)b.w‘aﬁoa‘aol_&.;\ JLZ)bQL%CHJAMJo}JJALSBUMJ}LJW|xJJ
BYor P Sloj ol ys s Sl oL 53 oud iz SUlie Ly, 5 sl S

.C,.w‘a.L.."b DJ:A'SJ:‘MA.’“"‘O



\fof dl.....a) I of o)l.o.fél rbb)l.@e Jle IM}A)KJA__.SA;{):“-\A ob.JUul \s

ol Guiod (SlbaBl wiw il G JLy 33 DU HLEBI Wigy ) Kb

ol !

e L | Y | O e T T T T T T T 1
gmr\oomﬁmmgor\oomOHvam

O 0O OO0 Hd ™ +d —d dd AN N AN N AN N
OO0 0000000000000 O0O0 O
NARNNRNNNNNNNNRNNNQN

ot gmen e YOIV Il b SUlEs HLisl Ly s o 0L\ S o8 6 S olen
Ly dals ey 4 Y019 Jlo g 4§ o Ol g iy Yo WA Jlo i Lol 6l 4l
s oS T U5 los s o ol 53 OULe a5 ;8o (8l 5 s ged oL
O,_\Sc,.wla.x:.w,\“\‘\‘ Jlo 535U OVY 4 ¢¥ 2o F Jlo josde ) jlodd iz SUlae
S 05 ol 53 b s O35 i 4 ) 5 f b se Sl Sl (ST

bl ol ize olamrl psle o) o 5o OUle sl o iy (o 55 50 B3
4 58 oMl 5 o e G S 5 5 5nlS p ke Slae) g adlae AVD s
Ayl 18 s slaesy 5o dllas FAY 5OYY sluw L s

Ol i |y Calises o5 g0 slaoj o 53 Ul sl Slsl 3 Hlogas ¥ IS
pshe Flarl psle 2 b g0 Slas) s (Bl 03 S5l 0 DL bl s e
Sladydiar p sl 5 (maliiily) (6l 5 Sy s GBS S Séﬁfrﬁ*—“;

e S 515 Sl 5 g 23550



W s 580050t gy o lalid 1 b l3b 53 bobea Sbb oo e sk Jubos

PR G il e it 84500 slaes g s DU sl Y IS

1600
1400
1200
1000
800
600
400
200
0

Arts and Humanities ===

Business,...

Decision Sciences |

Agricultural and...

Biochemistry,..,

Earth and Planetary..

Chemical Engineering |

Dentistry |

® number of papers

Energy

Social Sciences
Mathematics
Environmental..»

Chemistry |

1Y44 ﬁoﬁ%éb%\éba)ﬁ)&l%,\g;@ OLas aasl cdiw ijbﬂ

.C;.w‘c-u45‘)“"}Q)Jw)ja‘@u.b)bsz)uuﬁﬂ.upw‘LJ);)

PR G Sl i et iz sl gl Gl 5 Y UK

1600
1400 -
1200 A
1000 -
800 -
600 -
400 -
200 -

®m NUMBER




VELF Ol | OF oyl | wad,lgr dlo | iiad g J senS’ < oo Slalllas | VA

sl 3 O diy 5
o o ol 53 Lloid 6313 QLAY Jado 55> Sblar o550 55 O K idgsy o ialeal
Glrosls &S 6 8 0len s ) slial & Jli> b g lie & foli> b S8 i 5
cn 53 LSl S o 2t lie Vo L Vsl b s on 0L 08t 5 il o
Ll 6515 )13 (sudas (slaesy 3 e # Uy Sl 5" g )T 0TSl g 5 il | 0

Al e Sl L FAO L gm0, T (IS sy oy L))

Sz
45y Ok g Ol slux o N New
\ Araujo, Teo. 2 \YF £40
A Zarouali,brahim 0 voy £ 8
¥ Felstad, Ashjgrn Ve ' )
¥ Cheng, Yang 2 FEA e
J Jin, Eunjoo o vy \ixd
4 Liu, Luning o Y A
v Lee, Daeho o 4 143
A Chen, Qian o VPV \v§
4 Kuhail, Mohammad Amin o v qf
N Jeon, Jaeho o Yy 5

a0 OLES 1) Dbl o) Sl il 5 08t 5 55 F S

1 .Folstad
2. Araujo



\4 I)}i'& 9,80bs ¢ g, Wl 1 gl 1k 5 bobes Q\).fU Q)MMM

2l G Bl me . e gh 05 5 OB N 5 E ISS

‘3}.:&.3: ‘_gl.h)‘,‘is_g C)L«u}o
53 Slelbl 3, SV slaw b S5 5 K8 eKon ooy Jlojlu Sowls sl
Ol 1) Calbee oo 871 0 5 Laol&ltils Sl slas & K& 515 15 o slaas,

..\AJ‘SA
ﬂuwduagcu._asﬁud&;uaumuu.op
16
14 +——
IR T T
ot+4+—14+ 1+ 1+ 11
8,77777777777
6,77777777777
4,77777777777
2,77777777777
O T T T T T T T T T 1 NUMBER
S N /\Q;\-%\S’Z’Q Q\o(\%/\o*\% <—>© {C\'Z’Q e&\’c\ eé&\ Q}é\‘c\
O T I R S AN RN
W0 @ T T
Q}‘—) e}\ S Qﬁ‘(’ q}\'b *Q/b 0\4 %06 &q} &\‘)’b
('\\\\ (\\ D ,b(‘ /\/’b N) Q‘} «© \(\%
Q,\) Q,\) .*\) C}\ Q;Q’ «‘9
AN o o



\fof d\...w:) I of o)l.o.fél rbb)l.@e Jle IM}A)KJA__.SA;{):“-\» Q\:JUGAI Yo

S das o Ol Calides (glay i8S bow g ol b iite OUlas SIdad )y Cpiomans
Slaa ¥ F L S0 oT ocdmeza UL & (3late o) 50 ol 55 olsbizal 5 Sl Lasl sldad s 2o
Jgdom 3505 )13 ek 43y 55 3Lzl FAYO 5 lie 15+ L o 5 il o sLiwl VeAVY
s oo DLl |y Obla o) 5o Sllae Hliml s 55 5 5 5 siS o3 Cnd 4F
A ey i ) 3 sl Ve il b g e Ve il U g layysS
I3 e 0 53 &5 (6,508 Fr Sl ey Cmd 53 0l ) 55087 85T Cl SO0

2yl u.nli:b el

,bb&i:d’dhdlic;ﬁ.hjjis o pstaal ¥ Jgue

N Ngw Ol Sluxs OUko dfows Jgas el 45y
A YL AVY vof 1o T odowza UL |
Vo4 FAY0 V$ o \
VoA FESF Y R v
W Y504 5F R ¥
00 IAQY 70 olJT o
ov ayy Al NUTS 2
2% 1 AV sz S v
£ Rar) OA Uk A
Y \YAS £ K8 Kea 4
3 YV \YS§ L )

Fxose Ly, 9 bejlpads o
6“&‘; (ol gla )l lw o575 (6l ol gdS S0 Jedos S adllae o
gs‘)“éjﬁtsu°jj> &quju’zﬁlfj\ .J;aJLﬁ#‘C)U&AOﬁQw@)‘)w‘&}};

Sty S DS (ol jon s 54 525 G b Sl sk 5 Dle 5 50 5 IS



YN | s 5 0L t gy ool 2 b 13k 55 bebeer b K e gl Julow

Vo ol | Lol sudS” plas OLE 51, SSspn L 3l son Jodos gl S
3B s dmils SaSS b1y bl o i 45 0315 ) 0 F sl ST Ad oy 3l
ol 0ly ol ¥ J&&JJ O 50, Lg:l.b’-)r.a S e ..,\iAJf elwld b
Ol b glast . malae 0SS5 5 sl 3 shme & 35855 (slao ls
O AL St bkt ol i 8 a0 T Ol L5l odasylis W 5l S
S gl DL 5SS 4 bse pls (S35 Ol mpan ol 5658 B
el O 515 Ole

sl 3 a8 Sl eus LS5 ai 5 1A 555 oo oaline &7 458 Oles
¥ e 53 b a3 edd glalid (sl ke b dal 5 ) KK 4 i
5L g odalin

P Gaod glaaidl f S s 6>|.A:'-Jr.a U I L



VOO Ol | OF oyl | oad;lgr Jlo | iad g 4 seuS’ o Slllas | YY

b o) slS BBl 5 Lad s £ Jgr

Sl Syt dg>
Artificial intelligence (ai), chatbot, computational linguistic,
conversational ai, dialog systems, e-learning, educational computing,
ethics, generative artificial intelligence, job analysis, knowledge based )
systems, language learning, language model, large language models,
personalization, speech processing, teaching, technology acceptance
Anthropomorphism, behavioral research, conversational agents,
customer/user satisfaction, customer service, economic and social effect,
human computer interaction, human like, human machine ¥
communications, interactivity, sales, self-disclosure, social presence,
user experience, user interfaces
Ai chatbot, artificial intelligent chatbot, automation, consumption
behavior, decision making, digital transformation, innovation, loyalty,
perception, retailing, robotics, service failure, service quality,
sustainability, technology adoption
augmented reality, virtual reality, virtual assistant, customer experience,
design, digital marketing, e-commerce, engagement, marketing, ¥
technology, trust,
Attitude, behavioral intention, communication, emotion, human
experiment, intention, intention to use, internet, interpersonal o
communication, perceived risk, perceived usefulness, software, tourism
Ai, covid 19, deep learning, machine learning, natural language
processing (NLP),sentiment analysis, social media, social networking, 4
usability

25 4 5 b0len .l os 6110 g 53 55 08 515 4K slao3ly o otals
13 15 sl asy 5o IS W YAAY 5 )1 STV L Ol oy das oo 0L
)13 515 3 ol 53 ST L VOFY 5 I STFPY L o gt me 5sm 6315 0TS my

s olasstl JS Wy FAY 55V L S o S 5 e o

Lo iags LSS, 085l .0 Jgds

N Ngw JS o3ls 44
YA v B FGIE™ \
A\ 8% oY S Fan hsa Y
4\ \Yas S v
Y4 ar WS ke f
VY oy F a0l Jalas o




Y| i 5 80050t by ool 1 bk 53 bobesr Ol K salay Jubow

< N B1p ] o5ly 495
iz 12} S3A 4
YV £ S5 L, v
Y\ 00 b 0L s A
Ny Y ondle 6,850 !
Y4 oy slazel ),
Yo¥ Y oLl & 2 "
143 *\ sl VY
4. v S fbin Slods Y
WY YA S Jke VP
£ £ & oLl 0
I Yf &Syl \§
V4 1% bl W
OA % Wse o gman s A
or Y4 lal sl 14
VRV e & 55 0L5 Je T

A Al el sty (glaad g aalsl s
Sy b sl s S5 g mdsel s 8 5 ogan Jiga ) iy
ol 4l pl ol s (IS L s ol a5 o 508 e (S s
505 5310 B30T SlaeS g 53 (8 smae Sian Slas ) e g bn ke
WLOba dob 0T basli ) 5 oaae Joon Liws S jie Sl Slleles
2 ad g ol ol s Ol o ay SaiS Glagta 5 5 gmn S o san Jhga
5 0Ll o Jolas 457 iz a5 5l5 a0l poalie opl Liyd o 43 S
s ) 53 5185 5 b3l adST S ege ) (F S g g ) e
b a8 o simmn o el po 8 e 50 (o s Eor O SE5
A yarsy L) edias Bl oS Cl DLt 5 4l (gls i cglo 5l

Q‘}..Gd.: (& sp UZ}JB cJL’;:.?:iJ UL’;.&)\ o)j}d\)bw‘a)?d|du&.&)ﬁ



VELF Ol | OF ojladi | was;lgr dlo | e g 58 s o oo Sllllas | YF

4:1)\f)ﬁ@u)g\)wuwuu\g)\,”w@w&;\,mwag
AU b pos g s ady U a S Jle s ablig glac 3l e jldas o
Sealizal bl (mw gla syl 0015 i dl- 55 (8 5man 50 0 ST 520
(b iy O geale 515 oS it Lot g s ¢ iile (6,5 0L suﬁuf\”
Silwang (Oldas iluesle Gl o sae Bon S8 5l g oo a8 s S
oslazul 150 Lgy 9 0diS o emn Hlb, 5590 55 obd il S b 5l eslinl
LS o a5 15 OT 6y Gl caliden mlio 3 (85 98 (SSluenly S
23 oS s e SIS 5 el sy P03 5 53 sk Sl it Sl 2
CUBL 53 Lo sl o Ko ) bl Slaadl o 5 4 iy sla Jlow 5 A 5
Sl ST edle 5 Osemla sl s i mlio 5 Jolin &7 ol (ot £l (oo
L olgr JS Fyr smio OULI LS o S ad S (6,0 iluang 5 T8 WS
3 S ladlss 53) LS plowil i sla By, sloml Ly 5 S 0 08 5
Cods oS Jboy5 355 a b cpdiz 31 Si s oLl 5K (ST, LS
(v-?nl-;CA-l«ﬂJMcJﬁGw)séjbwéiﬁ@u\‘_g}ﬁjﬂ\f()%w
e L OL, 5 a i g5l HUS 55 Lo 0T 43 48" sl (glal> 0 05,5 5L
S bl S e SIS O o sl T 55 g sl (f5ae rsn 4
Sl ol pon (oI 2 a3 g S a5 5 6 pdy Slanil 2l 31 ¢ e DL 2ty
S Gl gla Ji3w s a0l ;L .(Bin Rashid & Karim Kausik, 2024)
S $531 L S o oslizal 555 07 L ol oK s L
Sl SladnT 3 g (6 it a2 5 At OIS ¢ gte S5l 0y 55 5 5 3o
c&g)}:ﬂ\Q)lqu"A;SLAJMGL;&)JQ\{C%-L;))TQA.MJ@J@U&]W
03Mials ) g 0 b 5 55 0T (iG] e glr bl olar| Glaa2
.(Huseynov, 2023) 5,1 O, 5
Wl 15 S sladie 5 S5 Je ca s ol s K et sl e |

1. LLM



YO |y 5 80Ut sy (ool 1 b b 53 bobesr Ol K salay Jubow

S Ll éf)ﬁQ\gjLsLaJA»T & s UZJAJ.AQ Jb= )3 Cs pwas o) > o
DL ) (o S oDl 1313 9 BB 20,20 TG0 5 0k (G aor
Jrpes éu(,lf} Sbi sl Uy Sl 5l 50 i B 0T plas .dias o
ol el b pile 4 Ol wlie S 5 Cablge cDlieo 0313 Cas — _omli s 0L
S8 aS oS s SIS 3 b slw e 5B 1 6855 L) gladie (b h
5 ol odaey (S OL > ¢S s alax 51 ST o dldis |y Sl Jolas &Ko 35
St 53y el g Sl s S iy )l B sl ey A
S or e |y etile 5 Ol DL ! G p gm0 Sla 0 5 s o0 513 018
s on O |y (2l Gba s 5 b 0 ((Jen S ol Lol
LS o S 1 ol e pl s il ol ik o Al B WS S
(Xietal, 2024) W5 o ible LUl 5 oysabse Ll sl
S odys b ol 53 a8 el (6 K0 sl e 51 (5SS
e mlw 5 (e saa) s LObla Sad e S S
ar H LSS s 5 eSS Bl e O o laa i L ade 51 Btes Wlatls
LS e sl ol 5 pdy e i iles S eslanul P g5 T 6 Hlaail Jus 5 T 5 s
Sleslaznl dad  (ealgiins (5558 Sl eslatul Cdsgw 5 0dd &S 55 (Gl g oS
> LSS 4 ki .(Jyothsna & Kryvinska, 2024) 5,138 o 5b @i slag,sls
Sl oo S HUash s yls ( Kows S bt lu lgz @ (555U 3l oslizul 5 5 s
slasl Jus (Venkatesh et al., 2019) bauiS fgud Lol 5 5 sloxsl 5T (3
S n gy gy it slas8 By sl 1y O S O ame b (6557 5
586 55T 88 e 8B St e 5SS e e 6
Davis & Dauvis, )m‘gﬁté‘;,xj%‘S\ﬂa;ﬁﬁd)\;,,ﬁu‘aumc@l{lﬁ

1. Bard

2. Ernie

3 .Technology Acceptance Model

4 .Unified theory of acceptance and use of technology
5 .Diffusion of Innovation



VELF Ol | OF oyl | wad,lgr dlo | el g J 5enS < oo Slllls | Y5

(2015
NS PU nl s galasii- oleml O 3T 5 adle 5 DL Jolas Y i g5
565 s ile 5 0Ll Jola g J g s uiie ol 48T Sl oyl
5 0ldl Jole diile pedlie iz S jaze Sllel ol (g3lasl 5 slazsl &1 30
o) ol s Ol sy g SGS Ollale 5 e dle 5 DLl DL ¢ gl
o K5 L psd abs baoSladS o Fage 51 (SO iph e S ki 5 Ak
w ks oSG 51 eslgii Hsba ol SOkl el SLioldl b ol 5 0Ll o3l sals”
1 bzl slao,laz b 5 la 3 55 (ol oLl 0T 53 45 3 58 o gl el 83
Nguyen etal. ) duss oo S Sl 2o b SLasl 3 52 50 5 sl s 5 1
' olet L Ol Sbly mlshl a5 Sl O3 b 4 i o (2023
sl slagl, Ll 5 o XS sl slidlowl 1 b 45 das o Olois
Ol gieas &L ﬁ\a\,gjau)o;ﬁ&,b‘_;uz:w.xS;l?._i\o\iJ:_m;\b&u
il 5528 5 Obca sliolal (b 50 5,5 s elet S50
b po3ls Lo ObLi,l 059 b 4 Jol a)ls 355 Bl (g rie Cte
055 o0 (5L olart OS5 Ol e ay LS by 5l a3 oS I
s S5 0T (b o ol 5 0luabl (55l U Joalwd o8 S50 Ls e
e Plozrl Ll JUSI b el an 3,8 o 53 15 (6t Sl glac s
Ly sl ¢S5 s angan ol s o Uil b ) SLLLS I 0 b
Sl ;s 5 S o FOLT O 2te (gl olozrl S5 &K 0l ey
S s e Ot Sldss (LU et al., 2024) 55500 o 1y 6 5 onie olazs |
Li ) oslizul «(Tsai et al., 2021) (5 2in (6 S ool 2 OL I Ll (10
GOl 2,108 o cte 36 (Xuetal, 2023) g5 <uls, 5 (& Wang, 2023
Elp G5Ol (b s 5 3,1 0diS 5 pme Sllalae sy e b Db
53 Sl gl SUlg ¢S s 5 3l e S slaob, oS 4 glaws

1.CASA



YV | 5 80050 t sy ool 1 b b 53 bobesr Ol K salay Jubow

S J>,> (Pathak et al., 2025) 555 o La0T 5L 4 e LaLioa
3 o il 31 515 s Sl 301y sl Osles il e (g 3lw ]
(Xietal, 2024) dil axils o sSKan ammd Colg ) Sl (Sen Sl Calis

5 0Ll Jobe cad s ol o olji:ﬁjkw,ﬁgmwau,_@yﬁ;y
LVAFe ams 5l b 0L 5505, 5 8 s b gp Oliioes .l 5 pualS
bl emads L5 L 0Ll (6 5 50nlS” Jalas (61 ok 1 b (6 5 5alS” (Slaaals
Oolleles oS oSain Gl U5 gelS” 5 0Ll Jules .(Duncker, 2020) 1S
6Ol a1y 83 5 Jolns 4 i J gl 45 aS o Ui Oliios .ol (635
Sl ol G315 ¢ enlS L Ol Jales e 3 2303 sl 1y 5 0Ll Slleles
Slolas 43 b gy 10 sl ool b a3 e )18 o Jalad 51 (36 Slalas &S
Slaslon 4 ) ol OLal (Ll Sllelss & das oo 0L Gladl Cor DL
Sl oot 43,8 Sl Sbcar Sl )3 el s 5 s o OLES o lazr|
ke &S Cul ) o3 o eleml o5 4 i 51 eLsl L (Cai et al., 2024)
35 Caliten g b me 53 L L OB WS O pae Jalad aOlail o Jales
{(Fatima et al., 2024) 5 dal = Jols 5 S ciS ( eloz|

Ll b ol 3 ge slae SIS Ko 516 i T 5 Luls (Lo
Sl S Ly 5T gn sl sl sAdS bl 6G LS a2
23 5 EolS e ol IS o a8 s e Ol bl ol (g j2ie Sleds
Lt bl conl p oslle .l rga s (52t Sleds g1 S s L,
sddisl| ol dolie 5 b jledddlyl Sliy CaaS 4 )8 4 e a5 das o0
g5 bl Oblar 51 8 &S s ol ul sl (Ko folas K 5o
Sl & Gl (ol psba 8 e S a5 d o sl e 5l ST ISt
» -(Kvale et al, 2020) & ,1s s 5 cuie 4 25 Ob i (S oo 61,1 58 Slaiy

(3l s (T3lid (ol (Y YY) O, 5 dlldel tags smls Lol



VELF Ol | OF oyl | wad,lgr dlo | iiad g J 5enS’ < oo Sllllas | YA

St Sl s 3 g 5 s (S3lmn 20 S 6l b aen JLal 5 o Sl
Colsy 5 Ol CoaS Wsls OLis 53 (Y4 YY) ’o\,@jw.w‘w)w
Slods b5 kS 5 asliS Sh Sloa 01 by 5 BB sbe
I o b 8 s Al ciS
s oleds 5 pa—an S glas ,lS g Jloous Jeou ¥ b >
AL .w)ouoblaow&)ﬁ&T&)\{u}&wH =9 Bed B
S 613,18 by Sl ) gome d g Lo e o) 8T il o (6,148 (U
03l 50l U e 5y 0T SIS 5 Sleds 55 3 (o s
d Ol ey O gmla il 5 (2 simmn fgp DLl Lile conalde i S ate
4 Wz o la(s )3l e kias Ol poalie ol g o 43 S B3 3 b ol ol
S o oLl Slalad 550 5 LT 3 (5L, 8T5 55 Sl (8 sme s
Olodst ClS Emmy ¢l 0l b )y o ad g ol 5548 ola i
ghw 4 Lobla 53 s foa bedddls Olds CiS L s oL
Slectst 33 ,b 51457 3505 o Ll W gn (8 geme g )3 (8 shame g Sl
ol sbml 4 boboa ) 515 01l Dl el se CodS L
398 oo Sleds &lyl 53 mho oL 4 e aS LS b S 0S5 e i
Gl ¢ 5 B (2 giame s DLl g e (Y0 Y0 O1Ks 5 $STBL)
(Chenetal, 2022) coul &1, 5T 5 Sladst g,y S5 aSs el Sladst odins 4
il s L § e bn 3 () 3550 e Do b g0 s
Sl ol ol ol s ls 5 Ol b a5 (5 50 &S Sl SLCar us 9 w0
pule (S5 pde 1l s Sl Jels baee o gian pon SLlo s
S das 0 QLS o E Olebl pde 5 Collv pds (5l e
33,18 o e 3T Sle Gl b (8 s b DL e Sl gl S
L OLEa (Jl il das o il ) Sledst Cas Slls 51 0L b &S s

1 .Hsu., et al



Y4 b}{.xr‘ 9,80bs ¢ g, Wl 1 gl 1k 5 bobes Q\).:a‘"% Qﬂ}.:.lﬁgulﬁbﬁ

Sl G b SV s Sla ol Jie jsbay LSl 5 0 (2 5mae o
'O sus 95 5 Klsa (Chen et al., 2024) LS s b, S r—n ogn Lo g
AN 0T el b agrlpo 3 Lo (3Ll (5Ll e o oo Likizas (Y+YY)
|y (6 s Slads 4 23 (i) g5 oo Sl Ol 2 ie Ol 05 S 05,57 53
b o Slads 5 S sl | el Culg s 5 diS o (s

33 6 it Slodst O geale il il o O gewle il i g cpl 5 S5 ke
Coeal 8T (5,18 gl i B 5 T e b DLy e la gt
S Gl 2 b o Gl S o ASTE (b Sal 5 (i e S
5 0L e o Jolad Go b 51 2500 45 A (e Ol e )l G TSl
015 o LOLCar £ 5 g0 53 15 TS 5 Jde 3 5 oo Sl Slets O a3 651,
13,5 s 455 0|
cde 3 385 Slelbl pyle S1) (51 Db oUl5 Plodkel Cubl -
ol Sl b ol p80n 0L s o Sluabl g slezel ml o T OUpebo! -
S s
a3 o Gy O e Sl 4 0T L Dby &7 o Y (o2 9550l —
Slosed 4 5 the Slabul 4 (g Sonaly 5 555 1y Sy b b N Jowd -
.(JJ‘Jbﬁ)‘f}mj}ﬁksl’édjjujb&us;iij\w?;‘)uﬂw
oo Lol Sl eslial S 5 VS Lty ST b waade Joles -
o slgl oty Oleds CaaS sl pl 487 (6 e Dbt O gl 51 sb (6 51l

1 .Huang, Y & Dooston, P
2.CRM

3.SDL

4. SERVQUAL

5. Reliability

6. Assurance

7. Responsiveness

8 .Empathy

9. Tangibles

10. Ul



VELF Ol | OF oyl | wa3,lgr dlo | diad g H 5euS’ < p s Slallas | ¥

(Sadhu et al., 2024) 1S o sl 1y (6 2ie e Sly o5 Ul cdins oo L1 3
Ol e o )05 Gl i 4 (Ko (5200 Slods (51 DLl slizal i g
Nicolescu & Tudorache, ) &,ls OT Lw 5 ol sasl,l 4565 (6 i Sleds

(2023
UL 5 i a8 0T Sl kst glag,sls & iy
s9db se (Sla g3l ) goe g La ke ) &S ol Lg)\.lfr\i&ﬂ‘}:b Jlsws
S s iie 4 5 LOT OISl 5 (ol Comdly 5 ' (65lame Lol s Ale)
3 Slme Coadly 03953l Comdly U Sle samlie . dlHls S a5 b 5 Jlisws
peplie ul s s o a8 8 L s ads Lol ann O sy (55l sl
o2l OlolS lply Selas 5 ysabse slaa 2 457 da a5l cdiaslis
Slmand (S lome Condly Ll 0 0313 OLES 3,5 55, 4 a5 ol S e
2B ladami o sl odal i glras )8 .l 5 aslS (655l L o
Slome Comdly Bl iy Jales 0ds g 3luand Lasus b a3 ¥F s sl
Slosle 5 Conl ;5 5L 5 (3L cpkd Ao 51 3l SLis slanali 5l (sl sI1
s o) oS Haba Llg oo S 0T 55 a5 uS e slowl JulST (g 5ab 5 )
(Ren, 2020) Cul (559,00 oyl a6l S e LS S 0l (ilaes Condly
Soylows ate) 3 03 18 gba L & das e 0L Sl sladlw Sl
S opl &) p g i o ealinwl HIS5 55 (5lme (g i Hliws Ol g a &Sy 2SI
Co s a2 33 ¥F 0 (G loms Sy il iy (5 5 s 8 (gusab st e 01 2L
E5 20N S5) 1 S16Las 425 S5 5l g s m LSS ol 4l ann
Candly lesliwl (Trappey et al., 2021) Cul 557 aze "6 pin iokes O
el Ll il b Ll g o Lt (B3l asl 6l S Ol 5 (Sl
5 Slme Lomly slaasl (LIS 5 slml 1 (Ol e s 3505 ol pan 4 5 1y

1. VR
2. AR
3. ABR



WA | 580050t gy glelid £ b yl3k 53 bober Sl o 0 ey Julos

cab g e Oy e ol ed b5 dsls L (B Dl g s O )lge 4 DLl
Lgb.:Ld‘ﬁoju.c..L:{MJ}}Q‘J{JKG‘J{‘)L&@:‘J#W-V.LJ;-)C,.:I.A‘
.J,_;pa_:uu@;qxsudu&;»;}wg;@%pcrﬁm}_ﬂ-\&ﬁ?k
Sy s ibes Cumdly (BLi slas 3l il 30 5 s AL s oy lg s
Lo 0d3 LU s 4 ol Cumly oS Jl- s A8 G551 0 L
b S5 Sanls 5 03553 aily 35 g0 8 8 s 815 WIS ol il
S Ay o |y o5 (Al dae S5 O, 5ty e b a Hsab b g
ST g S |y Sl a1l 813 0T (s, (leme) b s sl
o) 33 yosasa |y Sllas| 5l glals o gian Jisn 503950 Coundly ol Kan
Sor Sl LSS iy slodn by ba)lS ye S S e L obos
Ol 5 (5 2 Ol o 5 g «Oldae (g 5luosle (gl o1 059581 Comdly 5 & size
213y (at i B o G S el ol s e a5 (265 L1 )3

(Verma, 2024) das o il 530 5 1y (6 2he Culdy 5 Jule aSl S
ol 5 s b Jols s Gl w5 (6,5 Al (35S0
Ol i 5 S5l dad il 5,5 e s Lo e 1 45 Sl () (6,108 L
QQ?M.M;ﬁud%sduw)hgjjtél{&w);@wl
1S 658 ol 5 ool 0dias 0L poalie ol ol ot o 3 2t K55
.th\)g\uwuj;d‘ﬁuﬁj\é.Mu@)usjmu;_w\&\ﬁ
s s LU Sl oslizal 3148 15 (slan 4 015 (oo 1) o3lizal & ygm s
wﬁeﬁitioli:-m&«r:-m:—wéiixf@ﬁﬁsv-s;@ﬁ@@
Seoliss a8 5,05 (6 i qu,\,u(\,uuutf&uw&s,m.uy@
6 i OL i 5,55 1) b i odid 655 (gdtes g ST esliul OT
OT (Gdies g 40 SLCr 4 S (6 e &wﬂcdijb‘:)\sﬂduub)
G ax a aS das o OlES ol Sl ol ¢S )5 (g e Q‘Ja_wynaf:)\:é..w

1. MR



VO Ol | OF oyl | oad;lgr dlo | iad g 4 seuS’ o Slllas | Y

GUMUS & ) Cwl 220 OT i dy Jlexst (S &S )5 sl |y (g5l &K s 3
3ol slaw 4 olaws 4 dslle S SLes 08 Lasan—w s L(Cark, 2021
oslizul g 1y L 01,8 Al Oluab! b duly olasly L clizun OL 2és
Sl o Ul | iy go S |y o (ol 1 oslizul 457 SLS . als s OLuT
PP SLIP APE GBS K i SN o SRS DU SV . SRR S [ I PRgees
G 2 03 0L ke oS ply ) JWES1 L g g e ik O 20 Sl IS0/
SR Ll 5 o S ealinl b (4 Ll 5 o (e e
s el ¢S 5 enlitwl S pgw a1l g 5 B Ol 4 1 018
(YY) g 50 sy mls ol 55108 e 5T suoe enlitl duab 5 (g i
Solsliaa mﬁlj (03 9 Lo 51 5 103 9 Ldor closlaznl LBy a2 ;}1) dw
Lab g5 B b 0 Oboe Slas o 55 sl 0l esliul b
@wdfgfiau;ﬁwgil‘_}_@A{C,T_M.jsj‘_}_md.g_&\.lfﬁ?;l:o;u;_w\
Mar et) s ls Kiwls 5 Conveo 51 UL S 531,05 cdas o 0L LS
.@al., 2023
Lol 5 laxl laailu; js basls Jlow 5 S smas Sap | iy
b oa Jal 1y b ine o 2aS 5 eddesls OLES gy 0T &S, L akiss o 5T
oy sm sl IS 5 ge J g b sie | & Cd ) (S RL a1
S 3 (Dlalast s 5 b 0L 5515 1 (Goes (55 3L oS 55 052 54)
S e V- 558 wile o0l o 5 slal Glaailou,y glacsls Judow 55 LOT
Sl s Judoed (gl a8 A (glas iy sla g5l odas LS r.:.al.u ol s
s e oslaznl Laosls

S 15 o (el (Gla e 4 il a) e e ble S5
S S el Gl S8 Lm0y 1S L 5038 glalis ) b S 4 S 5 1,5
o SOl s T 81 0Ll o e JonSS Wd oS s aoies )b S

1.Yoon,J& YU, H



VY | 580050t gy glelid : b3k 43 bober S o e gl Jubod

.(Tebenkov & Prokhorov, 2021) s s o eslizu! b )Sen L 485 55 L5l ol
Slelbl 03 8 Lol 03 3 5w e (5,8 5L 55 g Sl b 5 Shee
i 1S a5 At ) S DL L1 ST Ol 0L ) i
et 6L Glp S T el L s e 5 B Db 1 iy
0315 4e gazes pl .ol 6305 40 sazma (5L ) sldad bl ol 5l s ui)'j.aT
Az Dbl ad (514l slou | 4y 536 45T Sl ilizes SL5 gladde Juls

sae) S sl hbobos oUly Wl o bl 6,85k eSS
Ol 5 5 3 Ollalas (38l 3 bokias (2131 (s b (sla ey 41,
s Bl 6 5 las e g cwlie Gl Jooly L a5 Al 5 0 Obla )8
5 Sl Sltiy 1y eble e DLl (6l ile (68T 3L 28U S i
5 0Ll ood 5 0L5 ST (oo Jos 4o Dby S &K (sl g Bl 4 1) 0T
S L 4 k5 e Sl (Sas Ol s o7 e ol 4 S e T o 5
S Wl ﬁ.ui“ S oS 5505 3 gm g ilisee gla g, S p S DL
losls ool 5 oo T ol b cdaoma b a2 L 0T Jali bl ) s
.(Tebenkov & Prokhorov, 2021 .S~ ¢ jluacs (el 52505

Wl Slwlas | ko Ll sy 01 O, K a5 457 (6,505 05158
S Cml o3 S s aly) Gl ar g sl gladlw s Ok o e o
bapyitly ) ol ool Ga sl y slap ity Sl o5 i oslizal L © Gies
sl i 5 S o Joe il Sle s g0 3550 53 Lo 6 655 2 Ol e 4
o 540 320 b Oliioes Coa s o )5 Oliies Ll 5 1y (giad )l Slelibs!
05 ks sl Ogel STl 5 Slwlual ¢S s o slaaxl la il sbaesls
GLaluy slaosls Julow ga o Conenl Sldlas ol 5y 3551, 8 OLej opl
QLG}.\.&).«;)}.AJJJ';.Z:.;O.a)j-li@;A{jj\sdwc;l.cublcl}awu;\)dpu}\
slap iy 5o ba Ko 5 oy 1 gy o Sl ealital b LS on ey Calises



VEOF Ol | OF oyl | was;lgr dlo | iad g 58 s o oo Slllas | ¥F

Sl 5 LS ) 1 g Slo s g0 A1 a Ol olozr] ladilow
Slwlws! o g o 5l eslaal 5o b 5l s jrags AuS CaiS 1) gdiasd )l
Jolse b aslin 53 S el 4 S o soe Slules| 457 315 Ol 873 55
(Dbl CLel S 5508 o sdalive umean .l S by Oleday js gL
cJa.;ﬁuu)aa.x,m)ud;_;uU,;,'tff;&i&,b;\;;u,ua“mu&i
gl b iS50 53 63,555 e e lerl by p il oSGl eslinl L Voot
Sk e 2 o Sb)l i el o DU s L Sl Sl Cn s
5 pealie Lol s ()l Il s Sl SU s a5 Slods
Jols o 540 ¢ it Slwlu| (gnas ) . Cul 655 ,—0 01 5 glac_als
Mujahid et al., ) Col Cods/J guams CuS (il 31 6l (6 5 lod 0 srao
53 0dki 0l Slolut b Dplias b pens AT 3 Sluls] Judows g4 25 (2023
OL zie (gl dslize 29y ¢ Sos mSI albasaolas s, opl .Sl b 0L
s luos 5 Sleds 5 U pame 3550 53 355 81 28108 S| sl 4 gl
& i it Slalo | Emal b ol 5 el ] slaalo,y (uS o )y 45)
2 Sian DI AN G5 oo (S8 sba Sl oj s 53 S B L L p oSG 4 S
e Dl (0L 2t ol 5 DU > (6l copl pl Bl abls Dl
SetaTom sy ity L oS s plowil | (ol OLelil aoS 5 a8 o
Baltezarevi¢ & Baltezarevié, 2024)) wsb ¢Kalos Slolus| Sl g4 525
SU e oy ol s e LY 2 oS 6 S Oles Cinan
Sladie (lge (o 5ian Bar (i T Gl ke b S el GLa ey
s Ole s bae il ol Olwl 5 5 selS 5 Ol Jolws o555 SULj
STl 5 1y ks, ool Al o 01 Kta g3, o At 2oy sladis,

Aas 8 b 5

1.eWOM



¥ |y 58005 . gy glelid : b yl3k 43 bober Sl o 0 ey Juloo

ol o dua\g@u Ao fagin Ky Sy eV JS&

SRS am g o
2 Lol b )8 o) 53 o iaie SUlEe 550 55 iy ARss 5l s
N ol s bl il oo 6K e sl g Sl ealinal b oLk (sladin
03 dlae Yo P LG aT ot DL o ol 5o Jlab glay 5287 Ole 53 Shas sy
3515 515 a3 ol 55 Slelbl 5,085 VP b i BTl ey 23505 13 i 43,
313505 3 s el A 4 YYUA 5 SlUle 4 a3 B8/Y Sl ¢ k)
1 ok izte DU slad o ey e AVO 3l b olazl pole o g (o8 5 50
5 e Ulf,;._mfjjsm.at{ub o) .l osls Lol sl 5 6 4
Ol 53,15 51 3 (gdas slrosy 53 dlae FAY 5 OYY sluw L s 5 4 5 )l blus
(S35 5 0p (gmy 2 b 3,13 5l i 435 55 S g FAO L s T OB A
3 e SLeSlaaS 5 Lalid ab s & slad 5 g e 153l 5 eslizal L OSTS1
S o550 3 oddplol (sla a5 550 23,5 S5 () 13,50 OT 1SS

Jsl azws 5 S Gduaws 03,5 pdiz 55 Ol o Iy ba jtags pl 48 das e OLES



VELF Ol | OF oyl | wad,lgr dlo | iiad g J5 5euS < poo Sllls | 8

basa 5o LObcar Jpdy bele (oo noin 4 Sl (platas Jold
Ogoman Slaog S 554 nss b jtagh 3leg,S cpl dilastls , Calides laoj s g
Sl eslial 53 012l a2 (DL 05U Gla Sy 5 oS (b
(3L 5 3ha ol (S e BB SLal ol e b DL gl 35 5 LOLE
Lobia (b osd s Jbtle a4 by o Jilows 5 (3 Glaair 4 55 L ey
Sl ks golazr| 0185 b 5 a8 = syl 51 01,Kea sy (S 1 ilaestls
03 Kles S skl obca 1 slal cbalis 4 Ol 5)I8 STy 0450 gy o
o pse K o iess 50 dS Slhlar s m Slds CLidS ) p sk,
A5 Slbia Gl s o ol 5 s 0 5 01 Sy (5 el 3 515
Wlassls O 8 a4 s b 23Sl 5 0T
Sl gla jtdu 53 LOboa jlesliul w4 la ey s arws
(ol (6,583 5 Ogoman slaojsm 3 Shca jlosliul . Llastls , Calibes
sl o sy 8 e 55 &S S Sl (b Sleds 5 (5,140

RGN PR RS S |

odnl o g ¢l p olaslgds
S opl wbo e dad 0 LB LOLCa aie 53 oddplxl Sl g3 )
o350 05 US laain 51, 6550555 cpl Liles ST sl (g3l 0 Kt s,
ColsS Hhsa aS 3,05 g 059 opl 55 Plus & OBLS Ll cdas 5l 5 adle
ol s sd e elal aie cpl s s glalls 5 5 ol ot astls 0l
)bl (Ko 5 0ln 5 Ml elas 53 hin g3 6K plnil pute U 4 015 (0 OLs
o5l bar bl 0 0568 slaaa) 3 e85 Sy la jtasy 5 S
55 K s bes v Slull b s S5 cculs, S 4
Ol (Ko Jloiml Slaglis (o fagsy et 5 ol ol plonil g 525

ks:lﬂ))‘J)}.Ag:,’r_!b)jﬁQLC%}A)J‘)%A&L&&}}L&)}-JSJ‘@‘JJJK



WV | 580050 . gy glelid : b yl3k s bober Sl o e gy Jubos

Lol Llg o sl ol o 8 L js b ST gla tass .l o3l I 3
a3l 3 b o) b 5 0 Kaay s st 53 ki)

350 B R 5 (F s DL 4 Cand Ol e b 5 oo Sl
ugﬁfo,,_.p):;diudu,;i;._w\puM,@#g.@\a,fﬂ;@g;,l
b Sl Gk Sl bty Sl by 5 51 ey 0108 Slabaal LS (o)
ol 3,855, 5 51 005 on sate s €350 sl am La g,y S0 51
5,5 skl glawslis Oy po s Sl

Ob it o 5 OT iy o0 LOLEa () 4 45 ola oy
o LSS b (g5l 5 sladis alex 3l SSUS sladie I cdlasstls
oIS &S Al )y g_wlp'Uo.\_gTLgl_aJi.a)k ] P N RU-SY | 5t
ol omsr 81p o TlS” s oS 658 oS 5 015 or 1) 3 pe sl
TUS sl Db 5 0Ll

Lo b g o 0 S 1) 3 Jod 01,8 sla 28715 s sy (5
S i U s ol sla (28T Sogles iy o s 4 el eilonls 513 ) 1055 40
s 2 (s 815 om0 T gl sl 8 S5 13 ) 050 S0
el ) 5 g osm SLOLr Glagal e sl o 685 oS 515 5
S e

350 03 Kol &S Sl GLlse obs e LOLlar 5 o siae e
wl:ﬁuQTA{JLJ&_&ﬁLs\.aui.A)j.;):Af:)ba\,a.aA{}_J\)G&;adhA_,;‘g—
e O a5l Slelbl Gl gt 5,6 i AL O, 2a 55 el s
G L Sl 03U s ST e 55 1 LG S LOLE e 5 o shae Esn
5 o 3 Dbl e e s 51 01l LIS il ety 5 maler g

..3‘5.:! @‘J‘b g;.’.L‘bLS}.’.‘J:"“‘"} ol °J':‘:*i“\3‘ LSJ:J.‘H\J LQQT 8) CS‘J"

é\.’m oo



VELF Ol | OF oyl | wad,lgr dlo | diad g8 H 5euS’ < oo Slllls | YA

ol e
ORCID
Niloufar Hadianfar* https://orcid.org/0000-0002-0523-1364
Ameneh Khadivar™= https://orcid.org/0000-0003-4620-1409


https://orcid.org/0000-0002-0523-1364
https://orcid.org/0000-0003-4620-1409

¥4 |y 580000 . gy glelid : b yl3k 43 bober Sl o 0 gy Juos

References

1. Al-Shafei, M. (2024). Navigating Human-Chatbot Interactions: An
Investigation into Factors Influencing User Satisfaction and
Enagagement. International Journal of Human—Computer Interaction,
1-18. doi.org/10.1080/10447318.2023.2301252.

2. Baabdullah, A. M., Alalwan, A. A., Algharabat, R., Metri, B. A., & Rana,
N. P. (2022.)Virtual agents and flow experience: An empirical
examination of Al-powered chatbots .Technological Forecasting and
Social Change ,181, 121772.
https://doi.ora/10.1016/j.techfore.2022.121772

3. Baltezarevi¢, R., & Baltezarevié, 1. (2024). The advantages of sentiment
analysis driven by artificial intelligence (Al). IKSAD Publications.
https://www.izdas.org/cankaya

4. BARIS, A. (2020). A new business marketing tool: chatbot. GSI Journals
Serie B: Advancements in Business and Economics, 3(1), 31-46.

5. Behera, R. K., Bala, P. K., & Ray, A. (2024). Coanitive Chatbot for
personalised contextual customer service: Behind the scene and beyond
the hype. Information Systems Frontiers, 26(3), 899-919.
https://doi.ora/10.1007/s10796-021-10168-y

6. Bilquise, G., Ibrahim, S., & Shaalan, K. (2022). Emotionally intelligent
chatbots: a systematic literature review. Human Behavior and
Emeraing Technoloaies, (), 9601630.
https://doi.ora/10.1155/2022/9601630

7. Bird, J. J., & Lotfi, A. (2024). Customer service chatbot enhancement with
attention-based transfer learning. Knowledge-Based Systems, 301,
112293. https://doi.ora/10.1016/j.knosys.2024.112293

8. Cai, N., Gao, S., & Yan, J. (2024). How the communication style of
chatbots influences consumers’ satisfaction, trust, and engagement in
the context of service failure. Humanities and Social Sciences
Communications, 11(1), 1-11. https://doi.org/10.1057/s41599-024-
03212-0

9. Chen, J. S, Le, T. T. Y., & Florence, D. (2021). Usability and
responsiveness of artificial intelligence chatbot on online customer
experience in e-retailing. International Journal of Retail & Distribution
Management, 49(11), 1512-1531. DOI: 10.1108/1JRDM-08-2020-0312

10.Chen, Q., Gong, Y., Lu, Y., & Luo. X. (2024). The golden zone of AI’s
emotional expression in frontline chatbot service failures. Internet
Research. DOI:10.1108/INTR-07-2023-0551

11.Chen, Q., Gong, Y., Lu, Y., & Tang, J. (2022). Classifying and measuring
the service quality of Al chatbot in frontline service. Journal of
Business Research, 145, 552-568.
https://doi.ora/10.1016/j.jbusres.2022.02.088

12.Crolic, C., Thomaz, F., Hadi, R., & Stephen, A. T. (2022). Blame the bot:
Anthropomorphism and anger in customer—chatbot


https://doi.org/10.1016/j.techfore.2022.121772

VErF Ol | OF oyl | wa3;lgr dlo | diad g H seuS’ o Sllls | F+

interactions. Journal of Marketing, 86(1), 132-148. DOIL:
10.1177/00222429211045687

13.Dominika, K. S. (2019). How chatbots influence
marketing. Management, 23(1), 251-270. DOI: 10.2478/manment-
2019-0015

14.Donthu, N. Kumar, S. Muherjee, D. Pandey, N. & Lim, W.M. (2021). How
to conduct a bibliometric analysis: an overview and guidelines.Journal
of Business Research, 133, 285-296.
D0i:10.1016/j.jbusres.2021.04.070.

15.Duncker, D. (2020). Chatting with chatbots: Sian making in text-based
human-computer interaction. Znueicwri-Sian Systems Studies, 48(1),
79-100. https://doi.ora/10.12697/SSS.2020.48.1.05

16.Fallaque, C. A. H. (2024,). Impact of Chatbots on Satisfaction and Lovyalty
in Lima's Telecom Sector. In European Conference on Knowledge
Management 25(1): 1115-1122. DOI: 10.34190/eckm.25.1.2936

17.Fatima, J. K., Khan, M. I., Bahmannia, S., Chatrath, S. K., Dale, N. F., &
Johns, R. (2024). Rapport with a chatbot? The underlying role of
anthropomorphism in socio-coanitive perceptions of rapport and e-
word of mouth. Journal of Retailing and Consumer Services, 77,
103666. https://doi.ora/10.1016/j.iretconser.2023.103666

18.Fichter, A., & Anguelov, K. (2024). INFORMATION
COMMUNICATION PROMOTING INSURANCE SALES: USE OF
CHATBOT TECHNOLOGIES. Journal of Entrepreneurship &
Sustainability Issues, 11(4). http://doi.ora/10.9770/jesi.2024.11.4(1)

19.Giimiis, N., & Cark, O. (2021). The effect of customers’ attitudes towards
chatbots on their experience and behavioural intention in
Turkey. Interdisciplinary Description of Complex Systems:
INDECS, 19(3), 420-436. DOI:10.7906/indecs.19.3.6

20.Holendova, J., Svoboda, D., & Seric, N. (2024). The impact of chatbots on
the buying behaviors of Generation Z toward brands. E+ M Economics
& Management/E+ M Ekonomie a Management, 27(3).
DOI:10.15240/tul/001/2024-3-013

21.Hood, W.W., & Wilson, C.S. (2001). The literature of bibliometrics and
informetrics, 52(2), 291-314. doi.org/10.1023/A:101791992442.

22.Hsu, C. L., & Lin, J. C. C. (2023). Understanding the user satisfaction and
loyalty of customer service chatbots. Journal of Retailing and
Consumer Services, 71, 103211.
https://doi.ora/10.1016/j.jretconser.2022.103211

23.Huanaq, Y. S. S., & Dootson, P. (2022). Chatbots and service failure: When
does it lead to customer aggression. Journal of Retailing and Consumer
Services, 68, 103044. https://doi.ora/10.1016/j.jik.2020.09.002.

24 Hudivono, R. F. (2022). Exploring Indonesian companies’ chatbots to
gather customer experience. In Proceedings 83(1). MDPI.
https://doi.ora/10.3390/ proceedings2022083001

25.Huseynov, F. (2023). Chatbots in digital marketing: Enhanced customer
experience and reduced customer service costs. In Contemporary
Approaches of Digital Marketing and the Role of Machine


https://doi.org/10.1016/j.jretconser.2022.103211
https://doi.org/10.1016/j.jretconser.2022.103211

B | sas 5 0Ll o gy (ool 1 b3 53 bobes Ol K salay Jubow

Intelligence:46-72. IGI Global. DOI: 10.4018/978-1-6684-7735-
9.ch003

26.Jones, C. L. E., Hancock, T., Kazandjian, B., & VVoorhees, C. M. (2022).
Enagaging the Avatar: The effects of authenticity signals during chat-
based service recoveries. Journal of Business Research, 144, 703-716.
https://doi.ora/10.1016/j.ibusres.2022.01.012

27.Jyothsna, M., & Kryvinska, N. (2024). Exploring the Chatbot Usage
intention-A mediating Role of Chatbot Initial trust. Heliyon, e33028.
https://doi.ora/10.1016/j.heliyon.2024.e33028

28.Khan, M. 1., Fatima, J. K., Bahmannia, S., Chatrath, S. K., Dale, N. F., &
Johns, R. (2024). Investiaatina the influence of perceived humanization
of service encounters on value creation of chatbot-assisted
services. Journal of Service Theory and Practice. DOI 10.1108/JSTP-
10-2023-0282

29.Kim, M. (2024). Unveiling the e-Servicescape of ChatGPT: Explorina
User Psychology and Engagement in Al-Powered Chatbot
Experiences. Behavioral Sciences, 14(7), 558.
https://doi.ora/10.3390/bs14070558

30.Kushwaha, A. K., & Kar, A. K. (2024). MarkBot—a language model-driven
chatbot for interactive marketing in post-modern world. Information
systems frontiers, 26(3), 857-874. https://doi.org/10.1007/s10796-021-
10184-y

31.Kvale, K., Freddi, E., Hodnebrog, S., Sell, O. A., & Fglstad, A. (2020).
Understanding the user experience of customer service chatbots: what
can we learn from customer satisfaction surveys?. In International
Workshop on Chatbot Research and Desian. 205-218. Cham: Springer
International Publishing. https://doi.org/10.1007/978-3-030-68288-
0 14

32.Li, M., & Wang, R. (2023). Chatbots in e-commerce: The effect of chatbot
language style on customers’ continuance usage intention and attitude
toward brand. Journal of Retailing and Consumer Services, 71, Article
103209. https://doi.ora/10.1016/j .iretconser.2022.103209

33.Lu, Z., Min, Q., Jiana, L., & Chen, Q. (2024). The effect of the
anthropomorphic design of chatbots on customer switching intention
when the chatbot service fails: An expectation
perspective. International Journal of Information Management, 76,
102767. https://doi.ora/10.1016/j.ijinfomqt.2024.102767

34.Mujahid, M., Rustam, F., Shafique, R., Chunduri, V., Villar, M. G.,
Ballester, J. B., ... & Ashraf, 1. (2023). Analyzing sentiments regarding
ChatGPT  using novel BERT: A  machine learning
approach. Information, 14(9), 474. 10.3390/info14090474

35.Nair, K., Anaareh, S., Sunil, A., & Gupta, R. (2021). Ai-enabled chatbot
to drive marketing automation for financial services. Journal of
Management Information and Decision Sciences, 24, 1-17. 1532-5806-
24-S1-57

36.Nguven, M., Casper Ferm, L. E., Quach, S., Pontes, N., & Thaichon, P.
(2023). Chatbots in frontline services and customer experience: An


https://doi.org/10.1016/j.%20jretconser.2022.103209

VELF Ol | OF oyl | was;ler dlo | iad g 58 s o oo Slllas | FY

anthropomorphism perspective. Psychology & Marketing, 40(11),
2201-2225. DOI: 10.1002/mar.21882

37.0meish, F., Al Khasawneh, M., & Khair, N. (2024). Investigating the
impact of Al on improving customer experience through social media
marketing: An analysis of Jordanian Millennials. Computers in Human
Behavior Reports, 15, 100464.
https://doi.ora/10.1016/j.chbr.2024.100464

38.Pathak, K., Prakash, G., Samadhiva, A., Kumar, A., & Luthra, S. (2025).
Impact of Gen-Al chatbots on consumer services experiences and
behaviors: Focusing on the sensation of awe and usage intentions
through a cvbernetic lens. Journal of Retailina and Consumer
Services, 82, 104120. https://doi.ora/10.1016/j.jretconser.2024.104120

39.Ranieri, A., Di Bernardo, I., & Mele, C. (2024). Serving customers through
chatbots: positive and negative effects on customer experience. Journal
of Service Theory and Practice, 34(2), 191-215. D0i:10.1108/JSTP-01-
2023-0015

40.Ren, X. (2020). Artificial Intelligence and Depression: How Al powered
chatbots in virtual reality cames may reduce anxiety and depression
levels. Journal of Artificial Intelligence Practice, 3(1), 48-58. DOI:
10.23977/jaip.2020.030108

41.Rossmann, A. (2022). A Unified Theory on Organizational Conditions,
User Acceptance and the Performance Impact of Customer Service
Chatbots. https://www.researchgate.net/publication/365852556

42 .Sadhu, A. K. R., Parfenov, M., Saripov, D., Muravev, M., & Sadhu, A. K.
R. (2024). Enhancing Customer Service Automation and User
Satisfaction: An Exploration of Al-powered Chatbot Implementation
within Customer Relationship Management Systems. Journal of
Computational Intelligence and Robotics, 4(1), 103-123.
https://thesciencebrigade.com/jcir/article/view/249.

43.Sharma, N., Arora, M., Tandon, U., & Mittal, A. (2024). Chatbot
integration for online shopping: a bibliometric review and future
research agenda. Information Discovery and Delivery. DOI
10.1108/IDD-11-2023-0132

44 .Silva, S. C., De Cicco, R., Vladi¢, B., & Elmashhara, M. G. (2023). Using
chatbots in e-retailing—how to mitigate perceived risk and enhance the
flow experience. International Journal of Retail & Distribution
Management, 51(3), 285-305. DOI: 10.1108/1JRDM-05-2022-0163

45.Sun, X., Yu, H., & Solvang, W. D. (2022). Measuring the effectiveness of
Al-enabled chatbots in customer service using anylogic simulation.
In International Workshop of Advanced Manufacturing and
Automation, 266-274.  Singapore: Springer Nature Singapore.
DOI:10.1007/978-981-19-9338-1-33

46. Tanwar, M., & Verma, H. V. (2024). Scientific Mapping of Chatbot
Literature: A Bibliometric Analysis. International Journal of
Mathematical, Engineering & Management Sciences, 9(2).
https://doi.org/10.33889/IIMEMS.2024.9.2.017


https://www.researchgate.net/publication/365852556

B | s 5 0L o gy (ool 1 b 13b 53 bobes Ol K salay Jubow

47.Tebenkov, E., & Prokhorov, 1. (2021). Machine learning algorithms for
teaching Al chat bots. Procedia Computer Science, 190, 735-744.
10.1016/j.procs.2021.06.086

48.Trappey, A. J., Trappey, C. V., Chao, M. H., Hong, N. J., & Wu, C. T.
(2021). A VR-Enabled chatbot supporting design and manufacturing of
large and complex power transformers. Electronics, 11(1), 87.
https://doi.org/10.3390/electronics11010087

49.Tsai, W. S, Liu, Y., & Chuan, C. (2021). How chatbots’ social presence
communication enhances consumer engagement: The mediating role of
parasocial interaction and dialogue. Journal of Research in Interactive
Marketing, 15(3), 460-482 .DOI: 10.1108/JRIM/12-2019-0200

50.Van Pinxteren, M.M., Pluymaekers, M., & Lemmink, J.G. (2020). Human-
like communication in conversational agents: A literature review and
research agenda. Journal of Service Management, 31(2), 203-225. DOI:
10.1108/JOSM-06-2019-0175

51.Varsha, P. S., Akter, S., Kumar, A., Gochhait, S., & Patagundi, B. (2021).
The impact of artificial intelliaence on brandina: a bibliometric analysis
(1982-2019). Journal of Global Information Management
(JGIM), 29(4), 221-246. DOI: 10.4018/JGIM.20210701.0a10

52.Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2019). An
empirical analysis of the factors affecting the adoption and diffusion of
GBTS in the construction market. Sustainability Quarterly, 27(3), 425-
478. DOI:10.3390/su11061795

53.Verma, sh. (2024). Augmenting Realities: AR Integration in the Future of
Chatbots. https://chat360.i0/blog/augmenting-realities-ar-integration-
in-the-future-of-chatbots/

54.Wanag, L., Xiao, J., Luo, Z., & Guo, Y. (2024). The Impact of Default
Options on Tourist Intention Post Tourism Chatbot Failure: The Role
of Service Recovery and Emoticon. Tourism Management
Perspectives, 53, 101299. https://doi.ora/10.1016/j.tmp.2024.101299

55.Xi, Y., Ji, A., & Yu, W. (2024). Enhancing or impeding? Exploring the
dual impact of anthropomorphism in large lanquage models on user
agaression. Telematics and Informatics, 95, 102194. DOI:
10.106/j.tele.2024.102194.

56.Xing, X., Sonag, M., Duan, Y., & Mou, J. (2022). Effects of different
service failure types and recovery strategies on the consumer response
mechanism of chatbots. Technology in Society, 70, 102049.
https://doi.org/10.1016/j.techsoc.2022.102049.

57.Xu, Y., Zhang, J., Chi, R., & Deng, G. (2023). Enhancing customer
satisfaction with chatbots: The influence of anthropomorphic
communication styles and anthropomorphised roles. Nankai Business
Review International, 14(2), 249-271. DOI: 10.1108/NBRI-06-2021-
0041.

58.Yoon, J., & Yu, H. (2022). Impact of customer experience on attitude and
utilization intention of a restaurant-menu curation chatbot
service. Journal of Hospitality and Tourism Technology, 13(3), 527-
541. Doi.org/10.1108/JHTT-03-2021-0089


https://chat360.io/blog/augmenting-realities-ar-integration-in-the-future-of-chatbots/
https://chat360.io/blog/augmenting-realities-ar-integration-in-the-future-of-chatbots/

VELF Ol | OF oyl | wad,lgr dlo | diad ga J 5euS’ < poo Slalllas | FF

tbolb s bsboa O 5T 6K e gl Julow (VP F) cateT )yt ¢ obs 30 sle tdlRe (g9 & Sl
) O cliais gn 55 oS S ke Silallln c0dsT (slags ;S g 5 g slaad 2 iy, olulis

DOI: 10.22054/ims.2025.85270.2608 .f¢

Journal of Business Intelligence Management Studies is licensed under
a Creative Commons Attribution-NonCommercial 4.0 International License..



