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[bookmark: _Toc224839713]Research background
In the contemporary business landscape, especially in the field of digital marketing, Artificial Intelligence (AI) is a major source of innovation. Chatbots are among the biggest applications of AI that allows businesses to communicate with customers on a real-time basis by using automatic systems. These chat robots are created to mimic human dialogues and to give immediate replies as well as to give customised suggestions of products. Consequently, they are starting to impact the way consumers seek information and make their buying decisions in online platforms more and more (Khan, 2026). The e-commerce and online platform expansion has caused business development to employ the usage of chatbot technologies to increase customer engagement and optimize service. Chatbots enable organisations to offer 24/7 services, lower the costs of operation and offer uniform contact with clients. Nevertheless, in spite of being widely used, the effect of chatbot features on the consumer purchase intention and decision-making remains insufficiently understood (Khandelwal et al., 2025).
[bookmark: _Toc224839714]Aims of Research 
To determine the effects of major chatbot aspects (personalization, responsiveness, and interactivity) on consumer decision-making.
[bookmark: _Toc224839715]Research objectives
· To conduct a literature review and analysis of the available scholarly resources on the topic of AI chatbots and consumer behaviour.
· To determine important variables (e.g., trust, personalization, responsiveness) of purchase intention.
· To compare results obtained by other studies in order to identify the regularities and inconsistencies.
· To critically assess the usefulness of AI chatbots in the digital marketing environment.
[bookmark: _Toc224839716]Research Question
Main Research Question:
· What is the effect of AI chatbot on consumer purchase intentions and decision making in digital marketing?

Sub-Questions:
· What is the impact of consumer purchasing behaviour on chatbot personalization?
· How can trust be used in consumer-AI chatbot interactions?
· What is the relationship between chatbot responsiveness and customer satisfaction and purchase intention?
· What are the most important considerations of the usefulness of AI chatbots in marketing?



[bookmark: _Toc224839717]Literature Review 
[bookmark: _Toc224839718]AI Chatbots in Digital Marketing
The utilization of AI chatbots in digital marketing has greatly changed the process of customer interactions and engagement. Chatbots allow businesses to have such benefits as real-time assistance, customer service automation and personalisation of messages, which impact consumer buying behaviour. It has also been shown that chatbot communication quality is an important factor in determining consumer purchase intention and brand relationships (Armutcu, 2026). Among the most notable issues mentioned in the literature, there is the concept of personalization, meaning the capacity of chatbots to respond to user choices and behaviour. 
[bookmark: _Toc224839719]Personalisation and Consumer Purchase Intention
One-to-one communication has been demonstrated to enhance customer interest and purchase intention due to the providing of relevant recommendations (Guo and Cai, 2024). But too much personalization can bring the privacy concern that will decrease consumer trust and affect purchasing behaviour adversely (Pirzado et al., 2025). This brings out the importance of a balance between personalization and data security. 
[bookmark: _Toc224839720]Responsiveness and Customer Satisfaction
Responsiveness is another important aspect that is connected with the speed and accuracy of the chatbot replies. Digital settings demand consumers to have a fast and effective response, and the speed of response is linked to the degree of satisfaction and better acquisition decisions (Meng et al., 2025). Nevertheless, certain researchers indicate that chatbot reactions might not be as emotionally intelligent as human communication, which might limit its applicability to a complex setting (Chen et al., 2023).
[bookmark: _Toc224839721]Trust and Anthropomorphism in Chatbot Interaction
Consumer acceptance of the use of chatbot technologies is also heavily dependent on trust. Customers tend to follow the suggestions of chatbots more often when they see them as trustworthy and open (Li et al., 2025). Anthropomorphism, or the design of chatbots to mimic human behavior, has been discovered to increase trust and affect the purchase decision in a positive way (Igarashi et al., 2026). However, the studies also show that in case consumers know that they are dealing with AI, it can lead to the lack of trust and negative impact on decision-making (Luo et al., 2019). 
[bookmark: _Toc224839722]Customer Satisfaction as a Mediating Factor
When customers are satisfied with chatbots, they will become more likely to repeat use them and be more loyal to the product (Khandelwal et al., 2025). Moreover, the perceived informational value of chatbots may affect the readiness of consumers to get engaged and make their purchasing decisions (Le, 2023). Most of the research concentrates on one of these factors like trust or personalization and there is no research that concentrates on the comprehensive effect of these factors on consumer decision making.
[bookmark: _Toc224839723]Conceptual framework
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Figure 1: Conceptual Framework
Source: (Author)
[bookmark: _Toc224839724]Research Gap
Even though the available literature thoroughly discusses the personal aspects of individual factors including personalisation, trust, and responsiveness, most researchers evaluate them individually. Little studies have been able to hypothesise the combined or integrated impact of these factors on consumer purchase intention and decision-making. This paper seeks to fill this gap by giving an in-depth review of how the various attributes of chatbots have a cumulative effect on consumer behaviour in digital marketing processes.
[bookmark: _Toc224839725]Methodology 
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Figure 2: Research Onion model
Source: (Kruger and Mitchell, 2022)
[bookmark: _Toc224839726]Research Philosophy
The research philosophy followed in this study is a positivist research philosophy, which focuses on objective measurements and utilization of observable data. This methodology is suitable because the study aims at investigating the effect of chatbot features on consumer purchase intention using empirical findings. Positivism contributes to the establishment of patterns and relationships of consumer behaviour that are driven up by AI technologies.
[bookmark: _Toc224839727]Research Approach
The deductive research method is applied because the research is based on the previous theories about chatbot interaction and consumer decision-making. Some of these important constructs include trust, responsiveness, and personalisation which are based on existing literature and are analysed in order to understand their effect on purchase intention (Pirzado et al., 2025; Pham Thi and Duong, 2025). This method enables secondary data to be used in testing the theories.
[bookmark: _Toc224839728]Research Strategy
The study will be based on the secondary research strategy, which implies a systematic review of the literature, academic and industrial. The approach allows to gain an in-depth insight into the use of chatbots in various settings, such as e-commerce and retail (Mudaliar et al., 2025). It is also able to compare several studies conducted with a view of establishing constant findings.
[bookmark: _Toc224839729]Data Collection Methods
Peer-reviewed journal articles, conference papers, and industry reports are used to collect the data. Examples of databases used are Google Scholar and ScienceDirect. Relevance is ensured by recent studies, especially those that aim at studying the use of chatbots and communication with consumers (Myin and Watchravesringkan, 2024; Roemer et al., 2026).
[bookmark: _Toc224839730]Data Analysis Technique
The research uses thematic analysis to define patterns and relationships of recurring themes in the literature. Several themes, including responsiveness, communication strategies of chatbots, and user experience are examined to learn how they influence the purchase intention (Meng et al., 2025). Such a method gives the opportunity to synthesize various findings in an orderly manner.
[bookmark: _Toc224839731]Research Ethics
The ethical risk associated with this research is low due to the fact that only secondary data is used. No personal information is gathered and all references are duly referenced to ensure academic honesty. The ethical issues like transparency and accuracy are strictly observed.

[bookmark: _Toc224839732]Expected Findings 
This research is likely to prove that artificial intelligence chatbots are important determinants of consumer purchase intention and decision-making. Chatbot attributes like personalization, responsiveness, as well as the anthropomorphic design are expected to have a positive influence on consumer engagement and purchasing behaviour. One-on-one communication is likely to enhance the perceived relevance and foster a buying choice (Guo and Cai, 2024).
The responsiveness is likely to enhance the customer satisfaction because responders will respond timely and correctly hence the user experience will be better (Meng et al., 2025). The importance of trust is also to be expected in the centre stage since consumers will feel more likely to use chatbot suggestions once they are convinced that the system is trustworthy (Li et al., 2025).
Nevertheless, one of the possible outcomes of the findings is the risk of decreased trust when the consumer knows they are dealing with AI systems (Luo et al., 2019). Privacy issues can also affect consumer attitudes and mediate the purchasing behaviour (Pirzado et al., 2025).
On the whole, the research should support the idea that customer satisfaction is the mediator between chatbot interaction and purchase intention, which is why it is essential to provide the customers with high-quality chatbots experiences (Khandelwal et al., 2025).


[bookmark: _Toc224839733]Limitations 
The research has a number of limitations because it makes use of secondary data. Among them is lack of primary data that makes them unable to capture real-time consumer views. Rather, the research relies on the prior studies that might be different in situational and methodological terms.
The other weakness is that there can be a difference in the quality and reliability of sources. Though the work shall be done to choose credible and recent research, there might be some data which is not up to date or may not apply directly to the present market conditions (Pirzado et al., 2025).
There might also be restricted access to some academic data bases which may limit the literature review. Also, secondary data is under the threat of bias, because results can be based on the views of initial authors. Irrespective of these weaknesses, the research should be beneficial as it will summarise a broad spectrum of research.


[bookmark: _Toc224839734]Timeframe
The study will be carried out in a systematictime frame. The first step will be the selection of the topic and a preliminary research. This will be followed by a comprehensive literature review to determine the available sources. The second step will be concentrated on the gathering of information in the secondary sources and classification of material. Thematic analysis will then be used to analyze the data. The dissertation will then be composed, edited and revised. The last step will involve proofreading, formatting and submitting. All the phases will go hand-in-hand to be planned to meet the due time but leave the flexibility of any unidentified delay.
	Task / Activity
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8

	Topic Selection & Proposal Approval
	
	
	
	
	
	
	
	

	Initial Research & Reading
	
	
	
	
	
	
	
	

	Literature Review
	
	
	
	
	
	
	
	

	Data Collection (Secondary Sources)
	
	
	
	
	
	
	
	

	Data Analysis (Thematic Analysis)
	
	
	
	
	
	
	
	

	Writing Draft (Chapters)
	
	
	
	
	
	
	
	

	Editing & Revision
	
	
	
	
	
	
	
	

	Proofreading & Formatting
	
	
	
	
	
	
	
	

	Final Submission
	
	
	
	
	
	
	
	





[bookmark: _Toc224839735]Conclusion 
The research will investigate how AI chatbots influence the consumer intention to purchase and decision-making when doing digital marketing. The study aims at establishing the fundamental aspects of consumer behaviour by evaluating the available literature and industry data. The results will likely leave some impact on the scholarly work as well as practice by offering a look at how companies can make effective use of chatbot technologies. The selected methodology will be feasible and will be ethical. Altogether, this study will contribute to the knowledge regarding AI-based consumer interactions and help organisations streamline their online marketing approaches.
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