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A B S T R A C T 

In today's digital era, particularly within the tourism industry, the use of social media marketing tools such as 

chatbots, virtual influencers, and augmented reality (AR) has emerged as one of the most effective strategies for 

enhancing user engagement and satisfaction. This study aims to elucidate the role of Perceived Artificial 

Intelligence (PAI)-based technologies in improving customer experience and to examine their impact through 

social media marketing instruments. The research population comprises customers of Iranian tourism platforms. 

Data were collected via a structured questionnaire, with items explicitly designed to measure the dimensions of 

Perceived AI (perceived usefulness, perceived ease of use, perceived enjoyment, perceived intelligence, and 

personalization), and analyzed using the Partial Least Squares Structural Equation Modeling (PLS-SEM) 

technique with SmartPLS software. A total of 367 questionnaires were evaluated. The findings indicate that 

specific dimensions of Perceived AI are significantly associated with social media marketing components 

(chatbots, augmented reality, and virtual influencers), which in turn show a meaningful relationship with 

customer experience. The results underscore the pivotal role of Perceived AI dimensions in enhancing customer 

experience on tourism platforms, a role that is notably amplified through the use of social media marketing 

tools. 

Accordingly, it is recommended that platform managers strategically and intelligently integrate Perceived AI 

technologies alongside social media marketing instruments to optimize customer engagement and satisfaction. 
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1. Introduction 
el e ols nIrI of na  tnr sfonia rn asI onI  tna naI otr ai  IftrI tls rof I s asantntaln na s nnarI n 

id aiiI tls nI rtsIn n sa on ntsvIn iaavtlss aanIf  InI rontalns n ts sfolltls ia   arInnts ol  

tlnI lontalof n orIfs ol  ro ta n ndsIn ai na  no  arI ai naI rann  Iff-vla l sfonia rn tlsf  In (1 )

 ftioios  atsa tn alI ai naI fo sInn na  tnr sfonia rn tl e ols s art tls o  t I  olsI ai nI rtsIn n sa 

on iaavtls ot sfolIs n otls ol  i n ntsvInns  arInnts ol  tlnI lontalof na  ns n orIf so  ns n orIf 

tln  olsIs rtno nI rtsIns ol  ra Io el 2222 (1021 tl naI e oltol sofIl o (s  ftioio  Isa  I   

ntsltitsoln itlolstof n olnosntaln ol   on  Isaslt I  on alI ai naI rotl sfodI n tl naI e oltol na  tnr 

tl  nn ds  tna  Isa nn tl tsontls naon tn ossa lnI  ia  oss antronIfd 20 n tfftal ett ai naI na  tnr 

ro vIno (2 ) lossh tss o n int to d ai naI  loss w a ss  atsa tl o  tntal na iftsan ol  aanIf 

 InI rontaln ofna aiiI n nI rtsIn n sa on so   Ilnofn ol  iaavtls ai fasof ol  n o tntalof 

ossarra ontalno (3 )  itftns  atsa nsIstoft In tl nIfftls  tiiI Iln ndsIn ai ntsvInn )ot sfolIs n otls 

ol  i n( ol  s art In s nnarI n  tna naafn na sarso I s tsIn ol  saaanI naI iInn asntalno unaI  

sfonia rn n sa on eoioros  oio ro vIns ol  anaI n ofna saln ti nI na natn sarsIntntrI fol nsosIo htna 

naI  IrIfasrIln ai tli onn  sn  I ol  tlnIlnI sarsIntntal tl natn ro vIns tllarontrI nI rtsIn aorI 

IrI sI s tlsf  tls naI oitftnd na iaav fasof aanIfn ol  n o tntalof ossarra ontalno  

urI   IsIln dIo ns e oltol na  tnr sfonia rn aorI InsI tIlsI   Iro voifI s a nao eltntoffds naInI 

sfonia rn  I I ftrtnI  na aanIf ol  ntsvIn  InI rontalns aa IrI s naId aorI s as InntrIfd tlnIs onI  

nIsalafastsof ol   tstnof tllarontalns  e ndnnIrns ol   ono olofdntsno haInI o rolsIrIlnn aorI 

IloifI  naIr na aiiI  sI naloft I   IsarrIl ontalns naI Iid Ilaolstls s nnarI  InsI tIlsIo 

 a IarI s sarsIntntal orals sfonia rn aon nntr fonI  r fntsfI tllarontaln tl nI rtsIn ol  naafns 

n sa on i  sIn-ionI  n ssInntaln ol  aiiI n notfa I  na s nnarI  s IiI IlsIn . 

 old ai naI  a f sn fIo tls natlvI n aorI  IionI  aa  o ntitstof tlnIfftsIlsI tn  Inaostls a   ftrIn 

na odo tInIo sa aon atsaftsanI  naI s artnI ai  e nIsaltm In n sa on rosatlI fIo ltls ol  anaI  

rInaa n tl nosvftls o  t I  olsI ai sarsfIn nonvn tl IrI d od ftiI (urItna  o ios 2220 o)  ntitstof 

tlnIfftsIlsI sfodn ol trsa noln  afI tl n ssa ntls  Istntaln  IfonI  na naI ro vIntls rtn—tlsf  tls 

s a  sns s tsIs  tnn ti ntals s arantals ol  saln rI  s  saonI tlnIlntal—ol  aon iIIl  t Ifd 

InortlI  tl naI itIf  ai ro vIntlso el iosns o sarsold naon  IrIfasn  e-ionI  nn onIstIn  tff iI oifI  

na onn osn ra I s nnarI n ol  Innoiftna o r n offd iIlIitstof  Ifontalnats iIn IIl naI it r ol  tnn 

sftIlnno tInIo sa itl tlsn tl ro vIntls naa  naon  e ntsltitsolnfd trsosnn s nnarI  InsI tIlsI ol  

tlif IlsIn naI tlnI osntal iIn IIl i ntlInnIn ol  naIt  s nnarI n (ZI ss Z iitIs f Bollos 2212) o

ha ods o ntitstof tlnIfftsIlsI tn tls Iontlsfd iItls o asnI  on o nnol o   oss aosa tl trsfIrIlntls 

 tstnof ro vIntlss a tls na tnn oitftnd na rolosI its  onos s nnart I s a  snn ol  nI rtsIns IloifI 

ntrIfd  Istntal-rovtlss ol   IftrI  rold anaI  o rolnosIn ( aIls  atols s f  na Ids 2212)o  

Zd fIrI ostls tlntsann  I trI  i ar s nnarI   onos o ntitstof tlnIfftsIlsI s art In sI naloft I  

 IsarrIl ontaln notfa I  na tl trt  of lII ns naI Iid Ilaolstls naI arI off s nnarI  InsI tIlsI 

(  ols f t nn s 2212)o  

haI Io ftInn rI ntaln ai o ntitstof tlnIfftsIlsI  I I  IrIfasI   tna naI otr ai sars ntls saln rI  

iIaorta o ponI s na a sa naafn n sa on rosatlI fIo ltls ofsa tnarns  e o rolsI  na s I tsntls 

saln rI  s IiI IlsIn ol  iIaorta s naI Iid arI sartls naI ftrtnontaln ai sfonntsof ro vIntls nsaaafn 

ai naa san ( o sInn f & aranns 2213)o IIs fIo ltls aon ntsltitsolnfd IlaolsI  naI sosoitftntIn ai 

o ntitstof tlnIfftsIlsI tl  IrIfastls nastof sfonia rno   ar nIlntrIln olofdntn na lon  of fols osI 

s asInntls ol  trosI  Isasltntals tn aon s Ionfd saln ti nI  na trs artls sI ia rolsIo en aon iIIl 

o s I  naon naInI sosoitftntIn sfod ol trsa noln  afI tl Iloiftls ro vInI n na sotl o  IIsI  

 l I nnol tls ai s nnarI  Irantaln (waa iIffa s ZIlstas f  a  rtffIs 2212) o IIs fIo ltls aon  
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IloifI  tlnI osntrI IlsosIrIln  tna o  tIlsIns  atsa tn alI ai naI vId nn Ilsnan ai  tstnof ro vIntls 

( ori tos  sa ffI s ,tos f  onaI tlIs 2213)o  

 a IrI s  InstnI naInI o rolsIns naI s aifIr ai aa  s nnarI n ai e oltol na  tnr sfonia rn osn offd 

sI sItrI ol  InsI tIlsI  e-ionI  nIsalafastIn  Irotln tln iitstIlnfd o nts fonI  tl s ta  nn  tIno 

 aoffIlsIn n sa on  lsfIo  sI naloft ontals ftrtnI  s fn  of o osnontals ol  tlsalntnnIln tlnIs ontal ai 

 e naafn tlna na  tnr nI rtsIn aorI s IonI  sosn tl s nnarI  InsI tIlsIo  a I trsa nolnfds Intnntls 

 InIo sa ainIl n Ionn  e on o ntlsfIs sIlI ts salnn  sns  aI Ion tl  Ioftnd s nnarI  InsI tIlsI tn 

naosI  id  tnntlsn sI sIsn of  trIlntaln ai  eo haInI  trIlntaln tlsf  I sI sItrI   nIi flInns 

sI sItrI  IonI ai  nIs sI sItrI  IlvadrIln ssI sItrI  tlnIfftsIlsIs ol  sI naloft ontalo htnaa n 

Insftstnfd t Ilntidtls ol  asI ontaloft tls naInI  trIlntalns naI rIsaoltnrn na a sa  atsa  e 

tlif IlsIn s nnarI  InsI tIlsI  Irotl salsIsn offd ros Io  

   IrtI  ai naI Intnntls ftnI on  I al naI  afI ai o ntitstof tlnIfftsIlsI tl ro vIntls  IrIofn naI 

s InIlsI ai  InIo sa sosn os ann ro ta n  trIlntaln ai natn itIf o  ssa  tlsfds Inortltls aa  

&I sItrI   e tlif IlsIn  tiiI Iln onsIsnn ai nastof rI to ro vIntlss so nts fo fd  tnatl  trI nI 

sIas osatsof ol  s fn  of salnInnns tn InnIlntofo  fnaa sa nn  tIn aorI iIIl sal  snI  al naI  

i lsntaln ai  e tl nIrI of sa ln tIns  InIo sa  IfonI  na o ntitstof tlnIfftsIlsI ol  tnn a nsarIn tl 

 IrIfastls IsalartIns n sa on e ols  Irotln ftrtnI o  

hatn nn  d nIIvn na ias n al aa  naInI nIsalafastIn tlnI osn  tna s nnarI  s IiI IlsIn ol  iIaorta ns 

aiiI tls tlntsann tlna iInn s osntsIn ia  tlnIs ontls o ntitstof tlnIfftsIlsI  tna nastof rI to ro vIntls 

nn onIstIno en ofna InortlIn naI  afI ai  e-ionI  i lsntaln n sa on saonianns rt n of tlif IlsI ns ol  

o srIlnI   Ioftnd tl Ilaolstls s nnarI  InsI tIlsI al na  tnr sfonia rno  sIstitsoffds tn otrn na 

oln I  naI  InIo sa sos id tlrInntsontls  atsa sI sItrI   trIlntaln ai  e rann nn alsfd tlif IlsI 

s nnarI  InsI tIlsI  aIl rI tonI  id nastof rI to ro vIntlso  

 alnIm Ilnfds strIl naI  ost  s a na ai na  tnr tl  nn d sfonia rn tl e ol ol  naI tls Iontls  nI ai 

 e sosoitftntIn na IlaolsI s nnarI  InsI tIlsIs natn nn  d tlrInntsonIn naI trsosn ai &I sItrI  

  ntitstof elnIfftsIlsI  trIlntaln al s nnarI  InsI tIlsI na a sa naI rI tontal ai nastof rI to 

ro vIntlso en nIIvn na oln I  naI m Inntal ai  aInaI   e-ionI  nIsalafastIn tlif IlsI s nnarI  

InsI tIlsI  aIl rI tonI  id nastof rI to ro vIntlso  

2. Theoretical Framework 

2-1. Artificial Intelligence in Social Media Marketing 
htna naI s a tls  IrIfasrIln ai sI naloft I  s nnarI  tlnI osntalns o ntitstof tlnIfftsIlsI aon 

tltntonI  o  Iraf ntalo d nnosI tl nastof rI to ro vIntls ol  aon n olnia rI   tstnof ro vIntls 

sonnI ln ) aIl s atols s f  na Ids 2212 o)htna naI o rIln ai Io fd sars nontalof ra Ifn naon 

InortlI  saln rI  iIaorta s natn i orI a v IrafrI  na n sa ol InnIln naon o ntitstof tlnIfftsIlsI tn 

la  IrsfadI  na arI sarI salrIlntalof io  tI n tl s nnarI  tlnI osntal )t nnIffs Na rtss 2212o)  

haI IrI sIlsI ai  IsarrIl ontal IlstlIn tl nastof lIn a vn  on Im offd tlnn  rIlnof tl natn 

 Iraf ntals on nastof rI to sfonia rn iIsol fIrI ostls s nnarI  tlnI osntaln na tlif IlsI naI ndsI ai 

salnIln  IftrI I  na  nI no  a IarI s naI trsosn ai  IIs fIo ltls nIsaltm In aon iIIl i l orIlnof tl 

Ilaolstls naI sosoitftntIn ai nastof rI tos tlsf  tls nIlntrIln olofdntns trosI  Isasltntals ol  

lon  of fols osI s asInntls )waa iIffa s ZIlstas f  a  rtffIs 2212 o)hatn IloifIn ro vInI n na 

 l I nnol  s nnarI  Irantaln ol  s a  sI ra I  IfIroln salnIln ) ori tos  sa ffI s ,tos f 

 onaI tlIs 2213o)  

haI tln a  sntal ai o ntitstof tlnIfftsIlsI tlna nastof rI to sfonia rn aon ntsltitsolnfd n olnia rI  naI 

s nnarI  InsI tIlsIs aiiI tls  trI nI iIon  In naon aorI  InaosI  i ntlInn–s nnarI  tlnI osntaln 

(Baoas 2212 o)haI tln a  sntal ai o ntitstof tlnIfftsIlsI tlna nastof rI to sfonia rn aon ntsltitsolnfd  
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n olnia rI  naI s nnarI  InsI tIlsIs aiiI tls ro ta n iIon  In naon aorI  InaosI  i ntlInn–s nnarI  

tlnI osntalno elnI osntrI  e ossftsontaln IloifI i ntlInnIn na olntstsonI  aon s nnarI n o I ftvIfd na 

 as offa tls sarsoltIn na  l I nnol s s I tsns ol  IrIl naosI s nnarI  iIaorta  )urItnas In ofos 

2220 o)ha a sa salntl a n raltna tls ol  naI  Itlia sIrIln ai alsatls ro vIntls nn onIstIns 

o ntitstof tlnIfftsIlsI trs arIn sI ia rolsI  ontan ol  IlaolsIn naI s nnarI  InsI tIlsI )Not s 

2221 o)elnIfftsIln ofsa tnarn IloifI i ntlInnIn na  lsarI  lI  a  at  Il n Il ns sonnI lns ol  

olaroftIn naon rod lan iI  InIsnoifI na a sa a rol tlntsano haId ofna iostftnonI  Iof-ntrI 

asntrt ontal ai s   Iln ro vIntls nn onIstIn ionI  al s nnarI  iIaorta  ol  salnnolnfd Irafrtls 

ro vIn sal tntaln ) aIl eo s 2222o)  

 a IarI s  IIs fIo ltls ofsa tnarn IloifI o ntitstof tlnIfftsIlsI na  IftrI  IrIl ra I sI naloft I  

salnIln on o atsafd s IstnI fIrIf )  ols f t nns 2221 o)  sa sI naloft I   Ifontalnatsn IlaolsI 

s nnarI  fadofnd )pII f pIIs 2222o(o tInIo saI n n sa on )ia otns 2222 )aorI atsaftsanI  aa   e  

sol trs arI s nnarI  InsI tIlsIs so nts fo fd al nastof rI to sfonia rno  esn sosostnd na s art I 

notfa I  tlnI osntaln ol  tlnnoln  InsalnIn na saln rI n tn ntsltitsolns on tn sol Irof onI ronn ora lnn 

ai tlia rontal na  IftrI  atsafd  IfIroln salnIln sI naloft I  na Iosa tl trt  of s nnarI ) aIls 

 atols s f  na Ids 2212 ) s naI Iid tls Iontls IlsosIrIln  onIno hatn s IstnI  l I nnol tls ai 

saln rI  iIaorta  rovIn tn sanntifI na s IonI  IfIroln ol  ntrIfd tlnI osntalns  atsa o rolsI naI 

arI off s nnarI  InsI tIlsI )Baoas 2212o)  

2-2. Social Media and Customer Experience 
el o saffoia ontrI Ilrt alrIlns sarsoltIn sol nn IlsnaIl naIt   Ifontalnatsn  tna s nnarI no  t rn 

r nn nn onIstsoffd tlrInn tl i tf tls ol  Ilaolstls oina sntrI sosostndo Zd ias ntls al tls Iontls naI 

oitftnd na oina i nastof rI to tlna vId ro vIntls i lsntalns n sa tlrInnrIln rod tlsf  I naI  nI ai 

n otltls s as orn ol  vla fI sI-nao tls sfonia rn na iannI  o s fn  I ai salntl a n fIo ltlso   sa 

tltntontrIn lan alfd iostftnonI a solt ontalof fIo ltls ol  tllarontal i n ofna IlaolsI it rns sosostnd 

na n ssa n ol  IiiIsntrIfd IlsosI tl naI n ssInni f o asntal ai tllarontalns n sa on nastof rI to 

ro vIntlss  tnatl naIt  a solt ontaln )    -tans w I  I a- eolsaI s f  tm If-tarI as 2221o)  

Zd trsfIrIlntls  InsalntrI n ssa n ndnnIrn al nastof rI to sfonia rns i ntlInnIn sol m tsvfd 

o   Inn s nnarI  lII n ol   Iralnn onI naIt  sarrtnrIln na naIro  onn ol  IiiIsntrI n ssa n 

ntsltitsolnfd saln ti nIn na naI  IrIfasrIln ai  Ifontalnatsno  arsoltIn sol nn onIstsoffd tlnIs onI 

nastof rI to tlna naIt  s a  sn  IrIfasrIln s asInnIn id o asntls o s nnarI -sIln ts oss aosa naon 

nn IlsnaIln saffoia ontal orals vId nnovIaaf I no hatn oss aosa tlrafrIn Ilsostls nnovIaaf I n tl 

 tns nntalns Ilsa  ostls naIr na nao I t Ion ol  s IiI IlsIns ol  tlrtntls naIr na so ntstsonI tl 

s a  sn  Intslo  astof rI to tn alI ai naI tllarontaln naon i ntlInnIn o asn ia  naIt  ro vIntls 

osntrtntIn ) o  v s 2220o)  

2-3. Chatbots, Augmented Reality, Virtual Influencers, and Customer 

Experience 
 aoniann osn on rosatlI osIlnn naon s art I ossInn na nI rtsIn ol  )Z ol n oIs f  mfnno s 2212 o)haI 

tlnI osntrI rIsaoltnrn tl saoniann nI rI on naafn na a sa  atsa  nI n sol nIl  rInnosIn ol   IsItrI 

tlia rontal ol  salnIln )pts hIlss f  aIls 2222 o)  I na  IsIln o rolsIn tl o ntitstof  tlnIfftsIlsI 

ol  lon  of fols osI s asInntlss tlnI Inn tl saoniann aon s a l salnt I oifdo  aoniann o I ossftI  tl 

sI nalofs s aiInntalofs ol  sarrI stof sarr ltsontalns on  Iff on os ann o  t I  olsI ai  arotln 

n sa on aIofnaso Is I  sontals ol   a vsfosI n ssa n )Z ol n oIs f  mfnno s 2212 o)NIrI naIfInns 

s nnarI  nI rtsI  Irotln alI ai naI s tro d ossftsontal o Ions strIl i ntlInnIns sarrtnrIln na 

s art tls oiia  oifIs trrI tonIs ol  ossInntifI nI rtsIn )irofIs  Iffs  a lIi asf s  mfnno s 2222o)  
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haI sI naloft ontal iIon  I tl o ntitstof tlnIfftsIlsI IlaolsIn s nnarI  InsI tIlsI id aiiI tls 

tl trt  oft I  tlnI osntaln )  ols f t nn s 2212 o)hatn sI naloft ontal tn i  naI  nn IlsnaIlI  

na a sa naI trsfIrIlnontal ai  e-ionI  saoniann naon  Insal  tlnnolnfd na s nnarI  tlm t tIn )ea ftls 

w orIs Zavola nvts f  tvafars 2212 s   ros 1222 o) e aon s IonI  o ntsltitsoln rtfInnalI tl nastof 

rI to ro vIntlss  naI tls tl o lI  I o ai  Iof-ntrI s nnarI  IlsosIrIln na a sa  ltm I nn onIstIn 

(urItnas  f iaono lIas f iaot s 2220 o)NIrI naIfInns n sa sa I i f nIsalafasd  Im t In o 

naa sani f nn onIsd naon saritlIn tllarontal  tna Inatsn )pII f pIIs 2222os pII esof o 2222io)  

haI IrI sIlsI ai  IsarrIl ontal IlstlIn tl nastof lIn a vn  on Im offd tlnn  rIlnof tl natn 

n olnia rontals on nastof rI to sfonia rn iIsol na fIrI osI  nI  tlnI osntaln na tlif IlsI naI ndsI ai 

salnIln  IftrI I  na  nI no  a IarI s naI trsosn ai  IIs fIo ltls nIsaltm In aon iIIl i l orIlnof tl 

Ilaolstls naI sosoitftntIn ai nastof rI tos tlsf  tls nIlntrIln olofdntns trosI  Isasltntals ol  

lon  of fols osI s asInntls )waa iIffa s ZIlstas f  a  rtffIs 2212 o)hatn IloifIn ro vInI n na 

 l I nnol   nI  Irantaln ol  s a  sI ra I  IfIroln salnIln ) ori tos  sa ffI s ,tos f  onaI tlIs 

2213o)  

haI sI naloft ontal iIon  I IlaolsIn s nnarI  InsI tIlsI id aiiI tls tl trt  oft I  tlnI osntalns 

 atsa tn i  naI  nn IlsnaIlI  na a sa naI trsfIrIlnontal ai  e-ionI  saoniann naon  Insal  tlnnolnfd 

na  nI  tlm t tIn )  ols f t nns 2221 o)ZIstlltls  tna Io fd sars nontalof ra Ifn naon InortlI  

saln rI  iIaorta s naI itIf  aon IrafrI  na naI satln  aI I  e tn la  IrsfadI  na arI sarI 

salrIlntalof io  tI n tl s nnarI  tlnI osntal (t nnIffs Na rtss 2212o) tInIo saI n n sa on (urItna  

 o ios 2220) aorI InortlI  aa   e oiiIsnn s nnarI  InsI tIlsIs so nts fo fd al nastof rI to 

sfonia rno haId o s I naon  e sol Irof onI ronn ora lnn ai tlia rontal na  IftrI  atsafd  IfIroln 

salnIln notfa I  na Iosa tl trt  of  nI s naI Iid tls Iontls IlsosIrIln ol  s nnarI  sallIsntalo  

hatn s IstnI  l I nnol tls ai saln rI  iIaorta  rovIn tn sanntifI na s IonI  IfIroln ol  ntrIfd 

tlnI osntalns  atsa IlaolsI naI arI off s nnarI  InsI tIlsI )Baoas 2212 o)el naI itIf  ai 
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o  tIlsIs na naon Iosa  nI   IsItrIn salnIln oftslI   tna naIt  n orIf tlnI Innn ol  iIaorta  na a sa 

rt n of sI nalono  

en tn  IsarrIl I  na  IrIfas  t- ol   e-ionI  ro vIntls sorsotsln naon offa   nI n na tlnI osn 

rt n offd  tna na  tnr  Inntlontalns InsIstoffd tl naI s I-n orIf nnosIs ol  na Irsfad  e ofsa tnarn na 

tlnIfftsIlnfd olofd I  nI   Iosntaln na  t sorsotsln al nastof rI tos tl a  I  na asntrt I rtn of 

salnIln ol  o rI ntntls nn onIstIno  

crI d  InIo sas  Iso  fInn ai tnn  tsa  tl  Intsl ol  trsfIrIlnontals iosIn sI notl ftrtnontaln naon rod 

oiiIsn naI sIlI oft oitftnd a  oss  osd ai tnn itl tlsno haI s InIln nn  d tn la InsIsntal ol  

Ilsa lnI I  nIrI of vId salnn otlnno  t nns naI tlrInntsontal  on sal  snI  Insf ntrIfd  tnatl e oltol 

 tstnof na  tnr sfonia rns  tna naI nnontnntsof sas fontal ftrtnI  na fasof s nnarI ns aIlsIs InnIl tls 

naI  In fnn na anaI  nI rtsI tl  nn tIn a  tlnI lontalof  nI n  Im t In so ntal ol  i  naI  roft ontal 

os ann  trI nI s fn  of ol  tl  nn tof salnInnno  Isal s rold rI tontls ro toifIn n sa on saonianns 

rt n of tlif IlsI ns ol  o srIlnI   Ioftnd o I nntff tl naIt  Io fd nnosIn ai  IrIfasrIln tl e ols  atsa 

rod aorI tlif IlsI   Insal Ilnns sI sIsntaln ol  naI  Isna ai olofdntno hat  s  ono saffIsntal  IftI  

al m Inntallot Ins  atsa tlaI Ilnfd tlrafrI n ivIsntrI tlnI s Inontals aalInnd ai  InsalnIns ol  ro tI  

 l I nnol tls ai nIsaltsof salsIsnno  a  nas   I na lal-la rof  ono  tnn ti ntals naI nn  d IrsfadI  

&p - c s  atsa tn  ai nn ia  lal-la rof  ono i n fosvn narI olofdntsof sosoitftntIn sarso I  na 

saro tolsI-ionI  ra Ifno  tloffds strIl naI IrI stls lon  I ai o ntitstof tlnIfftsIlsI tl na  tnr 

ro vIntlss  arInnts naIa Intsof  Ina  sIn  I I ftrtnI s ol   IftolsI al ia Itsl nn  tIn rod aorI 

tln a  sI  s fn  of ol  nn  sn  of  tiiI IlsIn tl tlnI s Inontalo ZonI  al naInI ftrtnontalns i n  I 

 InIo sa tn Ilsa  osI  na Insfa I naI  afI ai o rolsI  nIsalafastIn n sa on  IIs fIo ltlss InortlI  

naI trsosn ai  e tl anaI  nI rtsI nIsna n ftvI aIofnaso I ol  I  sontals sal  sn falstn  tlof nn  tIn al 

s nnarI  fadofnd ol  n  nns sarso I a rol rI n n rt n of tlif IlsI ns tlrInntsonI ra I ontls 

ro toifIn n sa on n  nns tlia rontal nIs  tnds ol   Iras osats iosna ns ol  Irsfad rtnI -rInaa  

oss aosaIn )m olntnontrI ol  m oftnontrI( na sotl  IIsI  tlntsann tlna  nI ns onntn  In na o   tlnIfftsIln 

nIsalafastIn tl n orIf ol  na  tnro  

 



International Journal of Business Management and Entrepreneurship, Vol X, No X, (2022), X-X 

 

6. References 
Azuma, R. T. (1997). A survey of augmented reality. Presence: Teleoperators and Virtual Environments, 6(4), 355–385. 

https://doi.org/10.1162/pres.1997.6.4.355 

Bashokouh Ajirlo, M., & Mohammad Khani, R. (2023). Designing a B2B digital marketing implementation model with an 

emphasis on artificial intelligence-based customer relationship management. New Marketing Research Journal, 13(3), 133–

158. https://doi.org/10.22108/nmrj.2023.138898.2952 

Berg, A., Buffie, E. F., & Zanna, L.-F. (2018). Should we fear the robot revolution? (The correct answer is yes). Journal of 

Monetary Economics, 97, 117–148. https://doi.org/10.1016/j.jmoneco.2018.05.014 

Beyari, H., & Hashem, T. (2025). The role of artificial intelligence in personalizing social media marketing strategies for 

enhanced customer experience. Behavioral Sciences, 15(5), 700. https://doi.org/10.3390/bs15050700 

Boghossian, B., & Vaidyanathan, P. (2021). Virtual influencers in luxury brand marketing. Journal of Luxury Brand 

Management, 4(2), 143–160. 

Brandtzaeg, P. B., & Følstad, A. (2017). Why people use chatbots. In Proceedings of the International Conference on 

Internet Science (INSCI 2017) (pp. 377–392). Springer. https://doi.org/10.1007/978-3-319-70284-1_30 

Cambria, E., Schuller, B., Xia, Y., & Havasi, C. (2013). New avenues in opinion mining and sentiment analysis. IEEE 

Intelligent Systems, 28(2), 15–21. https://doi.org/10.1109/MIS.2013.30 

Chen, H., Chiang, R. H. L., & Storey, V. C. (2012). Business intelligence and analytics: From big data to big impact. MIS 

Quarterly, 36(4), 1165–1188. https://doi.org/10.2307/41703503 

Chen, J. (2020). Adaptive marketing strategies in social media. International Journal of Interactive Marketing, 14(3), 205– 

220. 

Crawford, K., & Calo, R. (2016). There is a blind spot in AI research. Nature, 538(7625), 311–313. 

https://doi.org/10.1038/538311a 

Cruz-Ros, S., Guerrero-Sánchez, D., & Miquel-Romero, M.-J. (2021). Absorptive capacity and its impact on innovation and 

performance: Findings from SEM and fsQCA. Review of Managerial Science, 15(2), 239–249. 

https://doi.org/10.1007/s11846-018-0319-7 

Deepika, K., & Massand, A. (2025). A study on reflective factors of social media marketing activities and its influence on 

purchase intention of Gen Z. Acta Psychologica, 259, 105459. https://doi.org/10.1016/j.actpsy.2025.105459 

Dehghani Kohneh Shahri, K., Afshar Kazemi, M.-A., & Pourebrahimi, A. R. (2024). Sentiment analysis in the AI-based 

social networks. International Journal of Information Science and Management, 22(4), 287–307. 

https://doi.org/10.22034/ijism.2024.2019923.1360 

Fawcett, T., & Provost, F. (2013). Data science for business. O’Reilly Media. Goodfellow, I., Bengio, Y., & Courville, A. 

(2016). Deep learning. MIT Press. 

Hegde, G., & Shainesh, G. (2018). Social media marketing. Springer. https://doi.org/10.1007/978-981-10-5323-8 
Huang, M.-H., & Rust, R. T. (2021). A strategic framework for artificial intelligence in marketing. Journal of the Academy 

of Marketing Science, 49(1), 30–50. https://doi.org/10.1007/s11747-020-00749-9 

Huang, M.-H., & Rust, R. T. (2018). Artificial intelligence in service. Journal of Service Research, 21(2), 155–172. 

https://doi.org/10.1177/1094670517752459 

Jami Pour, M., Hosseinzadeh, M., & Mansouri, N. S. (2022). Challenges of customer experience management in social 

commerce: An application of social network analysis. Internet Research, 32(1), 241–272. https://doi.org/10.1108/INTR- 01-

2021-0076 

Jin, S. A. A., Muqaddam, A., & Ryu, E. (2020). Artificial influencers: The implications of computer-generated personalities. 

Computers in Human Behavior, 111, 106438. https://doi.org/10.1016/j.chb.2020.106438 

Johrii, S. (2024). How does the proliferation of e-commerce influence consumer expenditure patterns, and what factors 

contribute to the effectiveness of e-commerce strategies in stimulating consumer spending in the digital age. EPH- 

International Journal of Business and Management Science, 10(1), 1–9. https://doi.org/10.53555/eijbms.v10i1.167 

Joulin, A., Grave, E., Bojanowski, P., & Mikolov, T. (2017). Bag of tricks for efficient text classification. Proceedings of the 

5th Workshop on Representation Learning for NLP (RepL4NLP 2017), 427–431. https://doi.org/10.48550/arXiv.1607.01759 

Kadekova, Z., & Činčová, H. (2018). Influencer marketing as a modern phenomenon creating a new frontier of virtual 

opportunities. Communication Today, 9(2), 90–104. 

Karimi, F., Khadivar, A., & Abbasi, F. (2024). Classification of user comments on virtual reality technology by topic 

modeling. Business Intelligence Management Studies, 12(47), 1–43. https://doi.org/10.22054/ims.2023.74147.2342 

Kazemi Saraskanrood, Z., & Safari, M. (2024). Designing a marketing process model based on artificial intelligence: 

Application of systematic review strategy. Commercial Surveys, 21(123), 109–126. 

https://doi.org/10.22034/bs.2023.1999484.2765 

Khrais, R. (2020). Personalizing customer experiences through AI: The future of social media marketing. Journal of Social 

Media Studies, 4(2), 125–140. 

Kleinsmith, N., Villareal, M., & Chen, Y. (2021). The rise of virtual influencers in fashion marketing. Journal of Fashion 

Marketing and Management, 25(4), 435–450. https://doi.org/10.1108/JFMM-03-2020-0045 

https://doi.org/10.1162/pres.1997.6.4.355
https://doi.org/10.22108/nmrj.2023.138898.2952
https://doi.org/10.1016/j.jmoneco.2018.05.014
https://doi.org/10.3390/bs15050700
https://doi.org/10.1007/978-3-319-70284-1_30
https://doi.org/10.1109/MIS.2013.30
https://doi.org/10.2307/41703503
https://doi.org/10.1038/538311a
https://doi.org/10.1007/s11846-018-0319-7
https://doi.org/10.1016/j.actpsy.2025.105459
https://doi.org/10.22034/ijism.2024.2019923.1360
https://doi.org/10.1007/978-981-10-5323-8
https://doi.org/10.1007/s11747-020-00749-9
https://doi.org/10.1177/1094670517752459
https://doi.org/10.1108/INTR-01-2021-0076
https://doi.org/10.1108/INTR-01-2021-0076
https://doi.org/10.1108/INTR-01-2021-0076
https://doi.org/10.1016/j.chb.2020.106438
https://doi.org/10.53555/eijbms.v10i1.167
https://doi.org/10.48550/arXiv.1607.01759
https://doi.org/10.22054/ims.2023.74147.2342
https://doi.org/10.22034/bs.2023.1999484.2765
https://doi.org/10.1108/JFMM-03-2020-0045


The Effect of Artificial Intelligence on Enhancing Customer Experience through the Mediation of Social … 

 

Kshetri, N., Dwivedi, Y. K., Davenport, T. H., & Panteli, N. (2024). Generative artificial intelligence in marketing: 

Applications, opportunities, challenges, and research agenda. International Journal of Information Management, 75, 102716. 

https://doi.org/10.1016/j.ijinfomgt.2023.102716 

Kvale, K., Sell, O., Hodnebrog, S., & Følstad, A. (2020). Improving conversations: Lessons learnt from manual analysis of 

chatbot dialogues. In A. Følstad et al. (Eds.), Conversations 2019: International Workshop on Chatbot Research and Design 

(pp. 187–200). Springer. https://doi.org/10.1007/978-3-030-39540-7_13 

Larbi, D., Denecke, K., & Gabarron, E. (2020). Usability testing of a social media chatbot for increasing physical activity 

behavior. Journal of Personalized Medicine, 12(5), 823. https://doi.org/10.3390/jpm12050823 

Lee, J. (2020b). An exploratory study of the influence of perceived benefits and community collaboration on sharing 

economy engagement. Journal of Business Research, 50, 303–316. 

Lee, J., & Lee, J. (2020a). Exploring personalization and customer engagement in social media marketing. Journal of 

Consumer Research, 47(3), 340–360. https://doi.org/10.1093/jcr/ucaa012 

Li, M., Teng, H., & Chen, C. (2020). Unlocking the customer engagement–brand loyalty relationship in tourism social 

media: The roles of brand attachment and customer trust. Journal of Hospitality and Tourism Management, 44, 184–192. 

https://doi.org/10.1016/j.jhtm.2020.06.015 

Louzri, N., & Kheidre, N. (2024). Artificial intelligence in hotel management: Experiences of Switzerland and China. 
Economy and Environment Review, 7(2), 152–168. 

Maduku, D. (2024). Social media marketing assimilation in B2B firms: An integrative framework of antecedents and 

consequences. Industrial Marketing Management, 119, 27–42. https://doi.org/10.1016/j.indmarman.2024.04.003 

McLean, G., & Wilson, A. (2019). Shopping in the digital world: Examining customer engagement through augmented 

reality mobile applications. Computers in Human Behavior, 101, 210–224. https://doi.org/10.1016/j.chb.2019.07.002 

Monfort, A., Villagra, N., & López‐Vázquez, A. (2019). Exploring stakeholders’ dialogue and corporate social 

responsibility 

(CSR) on Twitter. El Profesional de la Información, 28(5), e290. https://doi.org/10.3145/epi.2019.sep.13 

Nair, R. (2021). Optimization of digital marketing strategies through AI. Journal of Modern Marketing, 10(2), 141–155. 

Omeish, A. K. (2024). Investigating the impact of AI on improving customer experience through social media marketing: An 

analysis of Jordanian Millennials. Computers in Human Behavior, 145, 106789. 

https://doi.org/10.1016/j.chb.2024.106789 

Omeish, F., Al Khasawneh, M., & Khair, N. (2024). Investigating the impact of AI on improving customer experience 

through social media marketing: An analysis of Jordanian Millennials. Computers in Human Behavior Reports, 155, 100464. 

https://doi.org/10.1016/j.chbr.2024.100464 

Omeish, F., Sharabati, A., Abuhashesh, M., Al-Hadd, S., Nasereddin, A., Alghizzawi, V., & Badran, O. (2024). The role of 

social media influencers in shaping destination image and intention to visit Jordan: The moderating impact of social media 

usage intensity. International Journal of Data and Network Science, 8(3), 1701–1714. 

https://doi.org/10.5267/j.ijdns.2024.3.012 

Parra, J., & Chatterjee, S. (2024). Social media and artificial intelligence: Critical conversations and where do we go from 

here? Education Sciences, 14(1), 1–13. https://doi.org/10.3390/edusci14010068 

Pera, V. F. (2016). Who am I? How compelling self-storytelling builds digital personal reputation. Journal of Interactive 

Marketing, 35, 44–55. https://doi.org/10.1016/j.intmar.2015.11.002 

Peruchini, M., Modena da Silva, G., & Monteiro Teixeira, J. (2024). Between artificial intelligence and customer experience: 

A literature review on the intersection. Discover Artificial Intelligence, 4(1), 1–10. https://doi.org/10.1007/s44163-024- 

00105-8 

Bharadiya, J. P. (2023). The role of machine learning in transforming business intelligence. International Journal of 

Computing and Artificial Intelligence, 4(1), 16–24. https://doi.org/10.33545/27076571.2023.v4.ila.60 

Radianti, J., Majchrzak, T. A., Fromm, J., Stieglitz, S., & vom Brocke, J. (2021). Virtual reality applications for higher 

education: A market analysis. In Proceedings of the 54th Hawaii International Conference on System Sciences (pp. 124– 

133). Retrieved from https://aisel.aisnet.org/hicss-54 

Ramezani, K., Bodaghi Khajeh Noubar, H., Feghhi Farahmand, N., & Mahmoodzadeh, M. (2024). Presenting the knowledge 

extraction model of users’ trust in marketing based on information and social network data. International Journal of 

Knowledge Processing Studies, 4(3), 128–145. https://doi.org/10.22034/kps.2024.455534.1182 

Ramya, K., & Karthikeyan, K. (2024). A study on the usage of artificial intelligence technology in influencing consumer 

buying behaviour with special reference to online shopping. Proceedings on Engineering Science, 6(1), 13–20. 

https://doi.org/10.24874/PES06.01.002 

Russell, S., & Norvig, P. (2016). Artificial intelligence: A modern approach (3rd ed.). Pearson. 

Salaji, N. (2024). Identification of the pattern of development of artificial intelligence and smart technologies in enhancing 

urban tourism experience. Urban Tourism, 11(4), 77–93. https://doi.org/10.22059/jut.2024.380577.1227 

Schepman, A., & Rodway, P. (2020). Initial validation of the general attitudes towards artificial intelligence scale. 

Computers in Human Behavior Reports, 1, 100014. https://doi.org/10.1016/j.chbr.2020.100014 

https://doi.org/10.1016/j.ijinfomgt.2023.102716
https://doi.org/10.1007/978-3-030-39540-7_13
https://doi.org/10.3390/jpm12050823
https://doi.org/10.1093/jcr/ucaa012
https://doi.org/10.1016/j.jhtm.2020.06.015
https://doi.org/10.1016/j.indmarman.2024.04.003
https://doi.org/10.1016/j.chb.2019.07.002
https://doi.org/10.3145/epi.2019.sep.13
https://doi.org/10.1016/j.chb.2024.106789
https://doi.org/10.1016/j.chbr.2024.100464
https://doi.org/10.5267/j.ijdns.2024.3.012
https://doi.org/10.3390/edusci14010068
https://doi.org/10.1016/j.intmar.2015.11.002
https://doi.org/10.1007/s44163-024-00105-8
https://doi.org/10.1007/s44163-024-00105-8
https://doi.org/10.33545/27076571.2023.v4.ila.60
https://aisel.aisnet.org/hicss-54
https://doi.org/10.22034/kps.2024.455534.1182
https://doi.org/10.24874/PES06.01.002
https://doi.org/10.22059/jut.2024.380577.1227
https://doi.org/10.1016/j.chbr.2020.100014


International Journal of Business Management and Entrepreneurship, Vol X, No X, (2022), X-X 

 

Shakib, B., Pourradi Gargari, S., Lo, S. M., & Bigelow, L. G. (2024). Investigating the impact of artificial intelligence 

capabilities on company performance with regard to the mediating role of marketing capabilities (Case study: top artificial 

intelligence companies in Iran). New Research in Management and Accounting, 8, 381–400. Retrieved from 

https://dl.pantajournals.ir/uploads/pdf/2024916143216112.pdf 

Trim, P. (2022). Virtual influencers in marketing. Journal of Strategic Marketing, 30(1), 19–35. 

https://doi.org/10.1080/0965254X.2021.1879204 

van Esch, P., & Black, J. S. (2021). Artificial intelligence (AI): Revolutionizing digital marketing. Australasian Marketing 

Journal, 29(3), 199–203. https://doi.org/10.1177/1839334921103 

Wang, X., Wong, Y. D., Yuen, K. F., & Qi, G. (2021). Contactless shopping and delivery in the context of social distancing 

in response to COVID-19 pandemic. Electronic Commerce Research and Applications, 48, 101075. 

https://doi.org/10.1016/j.elerap.2021.101075 

Waqas, M., Hamzah, Z. L., & Salleh, A. N. (2021). Branded content experience in social media: Conceptualization, scale 

development, and validation. Journal of Interactive Marketing, 56(1), 106–120. https://doi.org/10.1016/j.intmar.2020.11.004 

Xie, C., Wang, Y., & Cheng, Y. (2022). Does artificial intelligence satisfy you? A meta-analysis of user gratification and 

user satisfaction with AI-powered chatbots. International Journal of Human-Computer Interaction, 40(7), 613–623. 

https://doi.org/10.1080/10447318.2022.2121458 

Yazdanparast, S., Jami Pour, M., & Jafari, S. (2022). Identifying and prioritizing artificial intelligence (AI) applications in 

online marketing. Journal of Business Administration Researches, 14(28), 103–137. 

https://doi.org/10.22034/jbar.2022.15783.3850 

Yousefi, B., Sanaeifar, Z., & Nadari, R. (2023). The impact of using artificial intelligence on integrated marketing 

communications and the effectiveness of marketing activities from the perspective of sporting goods marketers. Journal of 

Management Science Research, 5(1), 42–52. 

Zhao, Y. (2018). Customer experience management: A strategic perspective. Journal of Marketing Research, 55(1), 1–15. 

https://doi.org/10.1177/0022243717750089 

Zhu, M. (2022a). Augmented reality in retail: A review. International Journal of Retail & Distribution Management, 50(1), 

1–22. https://doi.org/10.1108/IJRDM-06-2021-0301 

Zhu, X. (2022). Augmented reality in advertising: Engaging customers in a new dimension. Journal of Innovative Marketing 

Strategies, 6(4), 175 

 

 
This work is licensed under a Creative Commons Attribution 4.0 International License. 

https://dl.pantajournals.ir/uploads/pdf/2024916143216112.pdf
https://doi.org/10.1080/0965254X.2021.1879204
https://doi.org/10.1177/1839334921103
https://doi.org/10.1016/j.elerap.2021.101075
https://doi.org/10.1016/j.intmar.2020.11.004
https://doi.org/10.1080/10447318.2022.2121458
https://doi.org/10.22034/jbar.2022.15783.3850
https://doi.org/10.1177/0022243717750089
https://doi.org/10.1108/IJRDM-06-2021-0301
https://creativecommons.org/licenses/by/4.0/

