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Abstract

This paper explores the integration of Generative Artificial Intelligence (AI) in conversational marketing, 
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customer engagement and satisfaction. The paper also addresses the challenges and ethical considerations of 
using anthropomorphic AI in marketing, balancing human-like AI traits with user expectations. Additionally, 
it presents a novel framework that conceptualizes the combination of Generative AI and anthropomorphism in 
conversational marketing into four distinct quadrants, providing a comprehensive analysis of their potential 
interplay. Conclusively, it offers strategic insights for leveraging AI in marketing while adhering to ethical 
practices, highlighting the potential of Generative AI to transform customer engagement in the digital age. This 
research has two important consequences. Practically, it offers valuable insights and strategic recommendations for 
businesses aiming to integrate Generative AI into their conversational marketing practices effectively. Theoretically, 
it contributes to the academic discourse by highlighting the transformative role of Generative AI in marketing, 
suggesting avenues for future research in this rapidly evolving field. This study provides a brief overview of the 
evolving role of AI in modern marketing strategies, emphasizing the future potential and implications of AI-driven 
conversational marketing.
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1. INTRODUCTION

The field of marketing has changed dramatically 
in recent years, particularly due to the rapid 
evolution of digital technologies and the 
emergence of Artificial Intelligence (AI). This 
paper expands into the world of conversational 
marketing, a paradigm shift away from 
traditional broadcast marketing and towards a 
more interactive, customer-centric approach. The 
integration of Generative AI, which has redefined 
the boundaries of customer engagement and 
interaction, is central to this transformation.

Historically, marketing strategies were primarily 
one-way, with businesses broadcasting content 
across various mediums and treating customers 
as passive recipients. Although effective in 
reaching large audiences, this approach lacked 
personalisation and interactive engagement. 
The rise of digital marketing, fuelled by the 
increasing number of social media platforms, 
has resulted in a major change, demanding a 
deeper strategy that appeals to the informed 
and interactive modern customer (Einhorn & 
Löffler, 2021; Pilelienė, Alsharif, & Alharbi, 2022; 
Babayev & Israfilzade, 2023).

Conversational marketing is becoming 
increasingly important in the current era, as 
it focuses on immediate and personalised 
interactions between brands and customers 
(Kaczorowska–Spychalska, 2019; Israfilzade, 
2021; 2023b; Chandra, Shirish & Srivastava, 
2022). This approach is to encourage a two-
way dialogue with customers that relates on a 
personal level, rather than simply providing 
information. The incorporation of Generative AI 
into conversational marketing has changed the 
game, allowing for the creation of sophisticated, 
human-like interactions that go beyond simple 
transactional exchanges. These AI-powered 
interactions are not only more engaging, but they 
also allow for a more in-depth understanding of 
customer needs and preferences.

This paper aims to provide a concise definition 
and scope of conversational marketing, situating 
it within the broader context of digital and AI-
driven marketing strategies. It will explore how 
conversational marketing leverages Generative 

AI to create personalized, adaptive, and 
engaging customer experiences. The review is 
limited to the integration of AI in conversational 
marketing, specifically focusing on the role of 
Generative AI. It will not delve into traditional 
marketing strategies that lack an AI component 
or conversational aspect.

In addition, the paper investigates the concept 
of anthropomorphism in AI, examining 
how humanising AI can improve customer 
engagement while also discussing the ethical and 
practical challenges it presents (Epley, Waytz, & 
Cacioppo, 2007; Israfilzade, 2023a, 2023b). The 
future directions and strategies for Generative 
AI in conversational marketing are investigated, 
revealing how businesses can effectively navigate 
and leverage these advancements.

Nevertheless, as we enter this new era 
of marketing, this paper aims to provide 
a comprehensive understanding of the 
evolution, current state, and future potential of 
conversational marketing. It attempts to provide 
a strategic framework for businesses and 
researchers looking to harness the full potential 
of Generative AI in transforming customer 
interactions and experiences by examining 
the intersection of technology, customer 
engagement, and ethical considerations.

2. LITERATURE REVIEW

2.1. Foundations of Conversational Marketing

Historically, the predominant strategy in 
marketing has been a broadcast approach, as 
outlined by Sinha & Singh (2018). This approach 
saw companies disseminating promotional 
content across various mediums like 
newspapers, television, radio, and early digital 
platforms, with customers mainly as passive 
recipients. Personalization and engagement on 
a one-to-one level were virtually non-existent 
in this model, although it allowed companies 
to reach vast audiences. However, the dawn of 
the digital age and the explosion of social media 
platforms heralded a significant transformation 
in marketing strategies, transitioning into what 
is now often termed Digital Marketing. Today’s 
customers, more informed than ever before 
(Einhorn & Löffler, 2021; Pilelienė, Alsharif & 
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Alharbi, 2022), demand experiences that are not 
only personalized but also interactive (Babayev & 
Israfilzade, 2023), seeking two-way interactions 
where their inquiries and feedback are promptly 
addressed and valued.

Accompanied by this paradigm shift, 
new methodologies have emerged, with 
conversational marketing standing out as a key 
development (Kaczorowska–Spychalska, 2019; 
Israfilzade, 2021; 2023a; 2023b). This approach is 
a renaissance of the age-old tradition of personal, 
one-to-one interactions adapted for the digital 
era. Conversational marketing is about creating a 
dialogue with customers, offering a personalized 
and engaging experience vastly different from 
traditional marketing methods.

This paradigm shift resulted in the creation of new 
methods and strategies, one of which came to be 
known as conversational marketing (Israfilzade, 
2021; 2023b). Conversational marketing emphasizes 
the significance of direct and meaningful 
discussions between firms and customers.  The 
concept of “dialogue” is at the very core of what is 
referred to as “conversational marketing.” Even 
while it would appear obvious given its name, 
the relevance of this straightforward idea cannot 
be underestimated. This is especially true when 
compared to the context of traditional marketing 
methods, which tend to overload consumers 
with a wave of information, oftentimes without 
their request.

2.1.1. Historical Context and Evolution

The origins of conversational marketing can 
be traced back to the early days of commerce, 
where personal, one-on-one interactions were 
the cornerstone of business transactions. In 
traditional marketplaces, merchants and 
customers engage in direct dialogue, creating 
a personalized experience that influences 
purchasing decisions. This foundational 
principle of personal interaction has evolved and 
adapted with technological advancements and 
changes in consumer behaviour.

Interestingly, the development of these 
technological improvements did not occur 
immediately. It is necessary to take into 
consideration the contact that takes place between 

humans and computers, which is referred to as 
Human-Computer Interaction (HCI) (Grudin, 
2022), in order to comprehend the initial stages 
of conversational marketing.  A phenomenon 
that has been around since the beginning of 
personal computing, HCI is a multidisciplinary 
field of research that investigates how people 
communicate with machines to enhance the 
technology experience, and more generally, 
communication between users (consumers) and 
computing devices.

Humans and virtual devices are moving towards 
natural language-based interfaces, such as the 
Conversational Interface (CI), which simulates 
talking to an “actual” person by speech or text 
(Kocaballi, Laranjo & Coiera, 2019). The use 
of natural language as a persuasive usability 
approach allows users to communicate with the 
device on their own terms rather than utilising 
a limited set of predefined ways (Zadrozny, 
2000; Moore et al., 2017). The user asks natural-
language queries in text-based, and voice-
based discussions, and the conversational agent 
responds naturally. These systems use natural 
language dialogues with auditory or textual 
input to let individuals engage with non-human 
things (Zhang et al., 2018; Hussain, Ameri Sianaki 
& Ababneh, 2019). The conversational interface 
in business drives machines to communicate in 
a human manner, reflecting the context around 
us (Følstad & Brandtzaeg, 2017; Bavaresco et al., 
2020; Jamil & Shahzadi, 2023).

Irrespective of the industry, whether it is 
business-to-business (B2B) or business-to-
consumer (B2C) (Rėklaitis & Pilelienė, 2019), 
the ultimate customer is the individual who 
interacts with the company’s website or 
marketing through a conversational interface. 
Conversational interfaces represent the third 
major advancement in user interfaces, specifically 
in relation to Natural User Interfaces (NUIs) and 
User-Centered Programming (UCP) (Figure 1). 
According to the influential book “Brave NUI 
environment” (Wigdor & Wixon, 2011), the 
Command-Line Interfaces (CLI) were initially 
used to control early machines, but they were 
later replaced by Graphical User Interfaces (GUI) 
which utilise graphical displays and icons. This 
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transition occurred during the era of personal 
computers (Fernandez et al., 2016).

To create effective interface environments 
for customers, scientists and practitioners 
are required to be aware of changes in 
communication between humans and machines 
over time (Fitzpatrick, 2018; Xu, 2019; Becerik-
Gerber, 2022). The idea of developing a 
computer — or, better yet, software — that can 
speak with people and provide the illusion of 
actual human relationships to individuals dates 
back to the 1950s, when Alan Turing debuted his 
groundbreaking “Imitation Game” (Alan, 1950). 
The goal of the “Turing test,” as it is more often 
known, is to determine whether a computer can 
give other individuals the impression that they 
(e.g., bots) are human.

Early instances of this type of programme 
include ELIZA at the MIT AI Laboratory in 
1966. Through ELIZA, Joseph Weizenbaum 
(1966) demonstrated the potential for natural 
language information interchange between 
humans and computers. When answering, the 
machine assumed the role of a psychotherapist, 
searching a defined dictionary for terms. The 
initial “chatterbot” (Weizenbaum & McCarthy, 
1977) established the foundation for chatterbots 
and bots throughout the next 50 years.

Before graphical user interfaces, textual and 

natural interface technologies advanced 
rapidly in the 1970s and 1980s. According to 
Przegalinska (2019) and colleagues, some chatbot 
programmers believe they are encouraged to 
utilise techniques to deceive customers. They 
prioritised deceiving consumers over doing 
complicated natural language processing tests. 
The “Chinese Room” (Searle, 1980) asserts that 
a digital machine performing a programme 
cannot be considered “mindful,” “understood,” 
or “conscious.” This stimulation method is 
reminiscent of this notion. The cognitive power 
of profound natural languages will rapidly 
improve with the emergence of “conscious” 
structures.

In simple terms, a bot is a software program 
that automates certain tasks. Chatbots automate 
human interactions one-on-one (Mauldin, 1994, 
Gaetano & Diliberto, 2018; Jamil & Shahzadi, 
2023). The conversational AI ecosystem 
encompasses voice bots (e.g. Siri, Google Now, 
Cortana, Alexa, Bixby, Alice) and text-based 
technologies on instant messaging platforms (e.g. 
Facebook, Telegram, WeChat, Skype) (Gaetano 
& Diliberto, 2018; Sheehan, Jin & Gottlieb, 2020; 
Dhandayuthapani, 2022; Pilelienė & Jucevičius, 
2023). Chatbots, also known as conversational 
agents, may utilise advanced technology like 
natural-language processing, machine learning, 
and artificial intelligence.

2.1.1. Historical Context and Evolution 

The origins of conversational marketing can be traced back to the early days of commerce, where 
personal, one-on-one interactions were the cornerstone of business transactions. In traditional 
marketplaces, merchants and customers engage in direct dialogue, creating a personalized experience 
that influences purchasing decisions. This foundational principle of personal interaction has evolved 
and adapted with technological advancements and changes in consumer behaviour. 

Interestingly, the development of these technological improvements did not occur immediately. It is 
necessary to take into consideration the contact that takes place between humans and computers, which 
is referred to as Human-Computer Interaction (HCI) (Grudin, 2022), in order to comprehend the initial 
stages of conversational marketing.  A phenomenon that has been around since the beginning of 
personal computing, HCI is a multidisciplinary field of research that investigates how people 
communicate with machines to enhance the technology experience, and more generally, 
communication between users (consumers) and computing devices. 

Humans and virtual devices are moving towards natural language-based interfaces, such as the 
Conversational Interface (CI), which simulates talking to an "actual" person by speech or text (Kocaballi, 
Laranjo & Coiera, 2019). The use of natural language as a persuasive usability approach allows users to 
communicate with the device on their own terms rather than utilising a limited set of predefined ways 
(Zadrozny, 2000; Moore et al., 2017). The user asks natural-language queries in text-based, and voice-
based discussions, and the conversational agent responds naturally. These systems use natural language 
dialogues with auditory or textual input to let individuals engage with non-human things (Zhang et al., 
2018; Hussain, Ameri Sianaki & Ababneh, 2019). The conversational interface in business drives 
machines to communicate in a human manner, reflecting the context around us (Følstad & Brandtzaeg, 
2017; Bavaresco et al., 2020; Jamil & Shahzadi, 2023). 

Irrespective of the industry, whether it is business-to-business (B2B) or business-to-consumer (B2C) 
(Rėklaitis & Pilelienė, 2019), the ultimate customer is the individual who interacts with the company's 
website or marketing through a conversational interface. Conversational interfaces represent the third 
major advancement in user interfaces, specifically in relation to Natural User Interfaces (NUIs) and 
User-Centered Programming (UCP) (Figure 1). According to the influential book "Brave NUI 
environment" (Wigdor & Wixon, 2011), the Command-Line Interfaces (CLI) were initially used to 
control early machines, but they were later replaced by Graphical User Interfaces (GUI) which utilise 
graphical displays and icons. This transition occurred during the era of personal computers (Fernandez 
et al., 2016). 

 
CLIs - Command-Line Interfaces,  
GUIs - Graphical User Interfaces,   
NUIs - Natural User Interfaces  

Figure 1. Evolution of User Interfaces. 
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In the past 50 years, individuals have been using 
machines to communicate on their own terms, 
pointing, dragging, swapping, and tapping 
(Babayev & Israfilzade, 2023). By learning our 
language, computers can adapt and respond 
to messages (Cancel, Gerhardt & Devaney, 
2019; Cheng & Jiang, 2021; Jamil & Shahzadi, 
2023). Companies that thrive in interfaces may 
also meet their own standards and become 
more customer-centric. Companies aim to 
improve customer relationships and revenue 
by communicating with customers in their 
preferred language, anticipating their needs, 
and maximising touchpoints throughout their 
journey.

2.1.2. Basic Principles of Conversational 
Marketing

To have a complete understanding of what 
conversational marketing is all about, it 
is necessary to begin with a fundamental 
comprehension of the term at its most 
fundamental level. At this point, starting with 
‘conversation’ is essential.

Cambridge English Dictionary (2023) defines 
conversation as a talk between two or more people 
whose thoughts, feelings, and ideas are expressed, 
questions are asked and answered, or news and 
information are exchanged.

However, academically speaking, Conversational 
marketing is an approach that prioritises 
customer engagement through interactive 
conversations in real-time. It focuses on creating 
meaningful dialogue with customers (Cancel & 
Gerhardt, 2019; Israfilzade, 2021; 2023b; Chandra, 
Shirish & Srivastava, 2022). Differentiating 
from conventional, one-directional marketing 
communications, the objective is to engage with 
customers by utilising the influence of dialogue 
to convey information, address inquiries, and 
gather feedback, thereby establishing more 
profound, individualised relationships with 
customers. Given the widespread usage of the 
digital era (Babayev & Israfilzade, 2023), it is 
unsurprising that most of these interactions occur 
on instant messaging platforms. These platforms 
serve as the contemporary benchmarks of online 
communication.

Hence, it is feasible to understand the precise 
components that make up conversational 
marketing. The current study provides an 
obvious definition of conversational marketing:

“Conversational marketing is a contemporary 
marketing approach that utilizes real-time, AI-
enhanced, personalized one-to-one interactions 
across diverse channels to facilitate collaborative 
brand and product experiences, thereby 
strengthening customer relationships and 
enhancing overall customer experience.”

The revised definition was first presented in the 
research paper “Conversational Marketing as a 
Framework for Customer Interaction” authored by 
Israfilzade in 2021.

Conversational marketing, on the other hand, 
makes use of the potential of interactive dialogues 
to do more than just relay information; rather, 
it deeply engages customers by facilitating a 
dynamic exchange in which they move from 
being passive receivers to active participants. 
Interactions become more meaningful and 
personalised, and as a result, more engaging 
(Zhang et al., 2018; Shumanov & Johnson, 
2021). This can be accomplished by tailoring 
conversations to the specific context of each 
individual customer. For instance, artificial 
intelligence chatbots are able to handle multiple 
customer conversations at the same time (Cheng 
& Jiang, 2021; Harbola, 2021; Chandra, Shirish & 
Srivastava, 2022), which enables them to provide 
instant responses and individualised experiences 
to a wider audience.

From this foundational understanding of 
conversation as a reciprocal and dynamic 
exchange, conversational marketing emerges as a 
sophisticated marketing approach. It transcends 
the traditional one-way dissemination of 
information, embodying instead a two-sided 
dialogue where interaction is key. Just as a 
conversation involves listening, responding, and 
adapting to the flow of dialogue, conversational 
marketing is built on similar principles.

According to the author (Israfilzade, 2021; 2023b), 
conversational marketing is an innovative and 
forward-thinking strategy that fundamentally 
revolves around eight key principles (Table 1) 
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that have been formulated specifically for the 
purpose of this research. To begin, it takes a 
customer-centric approach, which centres on 

addressing customer needs and interests in 
order to provide a curated and individualised 
experience. It also highlights the importance of 

Table 1. Key principles of conversational marketing
Table 1. Key principles of conversational marketing 

Principles of 
Conversational 
Marketing 

Description 

Customer-
Centric 
Engagement 

At the heart of conversational marketing is the principle of customer-centricity. 
This approach prioritizes the customer's needs, preferences, and feedback, 
ensuring that every interaction is tailored to the individual. It's about 
understanding the customer as a unique entity rather than a part of a broad 
market segment, thus fostering a deeper, more meaningful connection. 

Real-Time 
Interaction 

One of the defining features of conversational marketing is its emphasis on real-
time communication. This immediacy mimics the natural flow of a human 
conversation, making interactions more dynamic and responsive. Whether 
through chatbots or live agents, the ability to engage customers instantly is 
crucial in building trust and maintaining their interest. 

Personalization Conversational marketing leverages data and insights to deliver personalized 
experiences. By analysing customer interactions, preferences, and behaviours, 
brands can customize their communication, making it relevant and appealing to 
each individual. This level of personalization goes beyond addressing a 
customer by name; it involves tailoring content, recommendations, and 
responses to align with specific customer needs and interests. 

Feedback and 
Adaptability 

Conversational marketing is an iterative process that relies heavily on customer 
feedback. It involves not only listening to what customers say but also adapting 
strategies based on this feedback. This continuous loop of feedback and 
adaptation helps businesses to stay relevant and responsive to changing 
customer needs and market trends. 

Omnichannel 
Presence 

This principle involves being present across multiple channels and platforms 
where customers are likely to engage. Whether it's social media, messaging apps, 
email, or a website, conversational marketing ensures a seamless and consistent 
experience across all these touchpoints. This omnichannel strategy allows 
customers to interact with a brand on their preferred platform, enhancing 
accessibility and convenience. 

Scalability and 
Automation 

While maintaining a personal touch, conversational marketing also embraces 
automation for scalability. Tools like AI-driven chatbots can handle a large 
volume of interactions simultaneously, ensuring efficiency without 
compromising the quality of engagement. This scalability is essential for 
managing large customer bases without losing the essence of personalized 
interaction. 

Contextual 
Understanding 

Effective conversational marketing requires a deep understanding of the context 
of each interaction. This means recognizing the customer’s current position in 
the buying journey, their previous interactions with the brand, and their 
potential needs. Such contextual awareness enables more relevant and helpful 
conversations. 

Transparency 
and Trust 

Building trust is fundamental in conversational marketing. This involves being 
transparent about data usage, privacy policies, and the nature of AI-driven 
interactions. Clear communication about how customer data is used and 
protected helps in establishing trust and credibility. 

Source: created by author
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real-time engagement, which involves promptly 
interacting with customers to significantly 
improve both their level of satisfaction and 
their experience as a whole. In addition, this 
method of marketing encourages interactive 
dialogues, which helps to foster communication 
in both directions and active participation from 
customers, rather than limiting customers to the 
role of passive receivers of marketing messages.

The essence of conversational marketing 
is encapsulated in its core principles, each 
playing a pivotal role in forging deeper, more 
meaningful connections between brands and 
customers. Central to this approach is customer-
centric engagement, where the focus shifts from 
broad market segments to individual customer 
needs, preferences, and feedback. This principle 
ensures that every interaction is uniquely 
tailored, recognizing each customer as a distinct 
entity with specific desires and concerns. This 
level of personalization, bolstered by data-
driven insights, allows for the customization of 
communication, ensuring that each interaction is 
not only relevant but also resonates on a personal 
level. Personalization in conversational marketing 
goes beyond mere superficial adjustments; it’s 
about aligning content, recommendations, and 
responses with the specific needs and interests 
of each customer. Such a strategy transforms the 
customer experience from a standard transaction 
to an engaging, personalized journey (Shumanov 
& Johnson, 2021).

Supporting these principles are the crucial 
aspects of real-time interaction, omnichannel 
presence (Pagani, Racat & Hofacker, 2019; Rheu 
et al., 2022), and the adaptability of the marketing 
strategy based on customer feedback. The 
emphasis on real-time communication mirrors 
the dynamics of natural human conversation 
(Kaczorowska–Spychalska, 2019), lending 
immediacy and responsiveness to customer 
interactions, whether through AI-driven 
chatbots or live agents. This immediacy is key to 
maintaining customer interest and building trust 
(Rheu et al., 2022). Furthermore, conversational 
marketing thrives on its omnichannel presence, 
ensuring a seamless experience across various 
platforms, from social media to email, aligning 

with customers’ preferred modes of interaction. 
This strategy is complemented by the continual 
adaptation of marketing tactics based on customer 
feedback, creating an iterative process that keeps 
businesses attuned to evolving customer needs 
and market trends (Babayev & Israfilzade, 2023). 
The integration of scalability and automation, 
alongside a deep contextual understanding 
of each interaction, further enhances the 
effectiveness of conversational marketing, 
making it a robust, responsive, and customer-
centric approach. Lastly, the foundation of 
transparency and trust is paramount, with clear 
communication about data usage and privacy 
policies, reinforcing the credibility and reliability 
of brand-customer interactions.

2.2. The Role of AI in Conversational Marketing

Throughout the past few years, advancements 
in Artificial Intelligence (AI) approaches have 
provided a boost to powerful strategies, such 
as deep neural networks and machine learning. 
These techniques have also been utilised in the 
conversation, which has traditionally included 
Natural Language Understanding (NLU), 
Dialogue State Monitoring (DST), Natural 
Language Generation (NLG), and Natural 
Language Processing (NLP) in general (Wang 
& Yuan, 2016; Zhang et al., 2018; Hori et al., 
2019; Hussain, Ameri Sianaki & Ababneh, 2019). 
Several papers have also been published that 
have utilised these techniques.

AI is not a phenomenon that emerged out of 
nowhere; in fact, the majority of its practical 
and methodological underlying structure has 
developed over the course of the past sixty years. In 
accordance with the records (McCarthy, Minsky, 
and Rochester, 1956), the official introduction 
of artificial intelligence was considered to have 
occurred during the “Dartmouth Conference” 
or “The Dartmouth Summer Research Project on 
Artificial Intelligence” in 1916.

However, an important aspect of this evolution 
is the increasing accessibility and affordability of 
AI technology. As AI becomes more mainstream, 
its adoption across various business sectors has 
surged, making sophisticated conversational 
marketing tools more readily available to a wider 
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range of businesses. This democratization of AI 
technology means that even small and medium-
sized enterprises can now leverage advanced AI 
to enhance their customer interactions, a luxury 
that was previously available only to large 
corporations with substantial resources.

This level of proactive engagement was 
unimaginable in the early years of AI but is 
now becoming a reality, thanks to continuous 
advancements and the increasing integration 
of AI in everyday business processes. With AI 
becoming more affordable and widely adopted, 
its impact on conversational marketing is 
profound, offering businesses of all sizes the 
opportunity to engage with their customers in 
more meaningful, intelligent, and personalized 
ways.

2.2.1. Integration of Generative AI in 
Conversational Marketing

The field of Generative Artificial Intelligence 
(AI) marks a significant evolution in the broader 
landscape of AI technologies. Generative AI, 
distinct from traditional AI, focuses on creating 
new and original content, ranging from text and 
images to music and voices, based on the patterns 
it learns from existing data. This technology goes 
beyond mere data interpretation or response 
generation, as it involves the synthesis of novel 
outputs that can mimic human-like creativity 
and intuition.

Generative AI, a particular area of Artificial 
Intelligence, is revolutionising the domain of 
content creation through its advanced machine 
learning methodologies. This evolution signifies 
a notable deviation from traditional AI, which 
predominantly emphasised data analysis and 
decision-making, thereby enabling more creative 
applications in content creation (Goodfellow et 
al., 2014; Houde et al., 2020; Cheng & Jiang, 2021; 
Dwivedi et al., 2023).

Generative artificial intelligence, in contrast to 
its traditional counterparts, extends its reach 
into the realm of creativity by producing a wide 
range of content responses that are specifically 
tailored to the interactions of users (Israfılzade, 
2023b). Generative Adversarial Networks 
(GANs), Variational Autoencoders (VAEs), and 

Transformer-based models such as the GPT 
series from OpenAI are some of the models that 
are included in this category (Liu et al., 2023). 
GANs, for example, are very good at creating 
images that look like they were taken from 
real life, whereas GPT models are very good 
at producing text that is very similar to how 
humans write (Radford et al., 2019; Houde et 
al., 2020; Liu et al., 2023). Each of these models 
brings its own set of capabilities to the table.

Within the context of conversational marketing, 
the most obvious manifestation of generative 
artificial intelligence can be seen in the creation of 
sophisticated chatbots or virtual administrative 
assistants. In contrast to their rule-based 
counterparts (Cheng & Jiang, 2021), these 
chatbots powered by artificial intelligence are 
able to comprehend human input, learn from it, 
and respond to it in an unpredictable manner. In 
order to interpret customer inquiries, learn from 
previous interactions, and generate responses 
that are human-like in real-time, they make use 
of natural language processing and machine-
learning techniques (Nuruzzaman & Hussain, 
2018; Harbola, 2021; Ooi et al., 2023).

The integration of Generative AI into 
conversational marketing significantly 
transforms customer engagement, offering a 
multitude of benefits. It enhances the customer 
experience through personalized (Kaczorowska–
Spychalska, 2019), relevant interactions, and 
ensures 24/7 availability, addressing inquiries 
anytime without the constraints of human 
operation hours. This technology scales 
personalization by analysing extensive customer 
data, providing tailored experiences more 
efficiently than human agents. Additionally, 
Generative AI proves to be a cost-effective 
solution, handling high volumes of interactions 
simultaneously, reducing operational costs, 
and minimizing human error (Budhwar et al., 
2023). Its learning capability allows for continual 
improvement in service quality, with the system 
adapting and evolving from each interaction. 
Moreover, AI-driven insights equip businesses 
with data for informed decision-making, 
enhancing product and strategy development. 

Importantly, Generative AI shifts the paradigm 
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from reactive to proactive customer service, 
initiating conversations and anticipating needs, 
thereby opening new avenues for engagement 
and marketing opportunities. This holistic 
enhancement of customer service and marketing 
strategies underscores Generative AI’s growing 
indispensability in the modern business 
landscape.

When looking into the future, generative 
artificial intelligence has the potential to play 
a significant role in further transforming 
conversational marketing strategies. It is likely 
that as technology continues to advance, we 
will see the development of more sophisticated 
models that are able to handle more complicated 
conversations, comprehend the context with 
greater precision, and generate responses that 
are more pertinent and engaging. Generative 
artificial intelligence is also beginning to 
synergize with other technologies, such as 
augmented reality (AR) and virtual reality (VR), 
which promises to create more immersive and 
interactive conversational experiences (Dwivedi 
et al., 2023; Ooi et al., 2023).

On the other hand, the development of generative 
artificial intelligence brings with it a number of 
difficulties and ethical responsibilities. Concerns 
regarding data privacy, the transparency of AI 
mechanisms, and the possibility of AI-generated 
misinformation or deception must be addressed 
with the greatest of caution. To truly capitalise on 
the potential of generative artificial intelligence 
in conversational marketing, it will be essential 
to successfully navigate these challenges as we 
continue to advance further into this potentially 
exciting future.

2.3. Anthropomorphic Generative AI on 
Conversational Marketing

Anthropomorphism is a term that originates 
from the Greek words anthrōpos (ἄνθρωπος), 
which means «human,» and morphē, which 
means “shape” or “form.” Together, these 
words form the basis of the term. In addition 
to the practice of attributing life to non-living 
things, which is referred to as animism, this term 
encompasses a wider range of interpretations. In 
order to engage in anthropomorphism, one must 

go beyond the practice of describing actions, 
whether those actions are imagined or observed 
(Israfilzade, 2023b).

Scholars from a wide range of disciplines 
have long observed that humans perceive 
nonhuman agents to be humanlike (Horowitz 
& Bekoff, 2007; Epley, Waytz, & Cacioppo, 
2007; Murphy, Gretzel, & Pesonen, 2019; Wan 
& Chen, 2021; Crolic et al., 2022; Makany et al., 
2023). Anthropomorphic explanations have been 
questioned as to whether they have a proper 
place in scientific discourse and whether they can 
account for phenomena ranging from religious 
belief to successful marketing campaigns.

Anthropomorphizing non-human entities or 
objects involves empowering them with human-
like characteristics, intentions, emotions, or 
behaviours (Epley, Waytz, & Cacioppo, 2007). 
The concept is fundamental to human cognition 
and is frequently unconscious (Guthrie, 1993). 
In artificial intelligence and conversational 
marketing, anthropomorphism is used to create 
conversational agents that feel human and 
improve user experience.

The humanization of AI through 
anthropomorphism brings several benefits to 
conversational marketing. Firstly, it enhances 
customer engagement by making interactions 
more natural and intuitive (Israfilzade, 2023a, 
2023b). Customers are more likely to feel 
understood and valued when interacting 
with AI that can mirror human empathy and 
understanding. This leads to improved customer 
satisfaction and loyalty, as well as higher 
conversion rates. Additionally, anthropomorphic 
AI can handle sensitive customer service 
situations more effectively, providing responses 
that are empathetic and considerate.

Moreover, the learning and evolution capacity 
of Generative AI enables the creation of more 
personalized, relevant, and valuable dialogues. 
By amassing and analyzing data from user 
interactions, these AI systems can fine-
tune their responses to better mirror human 
conversation patterns. This feature paves the 
way for more dynamic and robust dialogues, 
allowing marketers to engage customers in more 
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meaningful and impactful conversations.

However, there are also challenges associated 
with humanizing AI. One significant challenge 
is the ethical and psychological implications of 
AI that too closely resembles human behaviour 
(Israfilzade,  2023b). There is a fine line between 
creating AI that is relatable and creating AI that 
is deceptive in its level of human resemblance. 
This raises questions about user consent and 
the transparency of AI interactions. Another 
challenge is the technical complexity involved 
in creating sophisticated anthropomorphic AI. 
Developing AI systems that accurately interpret 
and respond to human emotions and nuances 
requires advanced technology and ongoing 
refinement, which can be resource-intensive.

Nevertheless, blending anthropomorphic design 
with Generative AI in conversational marketing is 
not without other hurdles. AI systems that closely 
imitate human conversation can potentially lead 
to user dissonance and perceptions of deception. 
Over-promising with anthropomorphic design 
can generate high user expectations, and any 
failure to meet these expectations can lead 
to dissatisfaction (Ciechanowski et al., 2019, 
Makany et al., 2023; Hu & Sun, 2023; Ooi et al., 
2023).

It is critical to achieve an optimal balance in the 
use of anthropomorphism in conversational 
marketing. A comprehensive strategy that goes 
beyond simply providing AI systems with 
human-like characteristics is required. To avoid 
potential divergence or misrepresentation caused 
by exaggerated AI capabilities, conversational 
agent design and competencies must be aligned 
with user expectations. According to Jakesch et 
al. (2019), the use of anthropomorphized artificial 
intelligence (AI) has the potential to improve 
interaction quality, increase user satisfaction, 
and enable a more efficient marketing strategy.

The primary challenge is striking a balance 
between incorporating desirable human-like 
characteristics and effectively managing user 
expectations about the AI system’s capabilities. 
Excessive anthropomorphism can lead to the 
formation of unrealistic expectations, whereas 
insufficient anthropomorphism can result in 

the AI appearing impersonal and mechanical 
(Israfilzade, 2023a; 2023b). As a result, effectively 
managing this delicate balance is critical for fully 
utilising the capabilities of Anthropomorphic 
Generative AI in the context of conversational 
marketing.

Moreover, there is the risk of over-reliance on AI 
for complex emotional interactions, which might 
be better handled by human agents. Balancing 
the use of anthropomorphic AI with human 
intervention is crucial to ensure that the AI 
enhances rather than detracts from the customer 
experience.

3. DISCUSSION

3.1. Future Directions and Strategies for 
Generative AI in Conversational Marketing

The recent development of Generative AI stands 
as a pivotal force in the dynamic and ever-
changing landscape of conversational marketing, 
poised to redefine how businesses interact and 
engage with their customers. The following 
section will go over the horizon of possibilities 
that this technology opens up. It aims to shed 
light on the paths and strategic approaches that 
businesses and researchers can take to fully 
realise the transformative power of Generative 
AI. This section will provide insights into how 
Generative AI can be optimally integrated 
into conversational marketing strategies, thus 
improving customer experiences, driving 
engagement, and shaping the future of digital 
interactions in the marketing domain.

3.1.1. Predicting the Future of Generative AI in 
Conversational Marketing

In the near future, AI is projected to become 
the backbone of marketing strategies, driven 
by its ability to analyze and synthesize data at 
unprecedented scales (Babayev & Israfilzade, 
2023). Predictive analytics, powered by AI, will 
enable marketers to forecast consumer behaviour 
with high accuracy, facilitating the crafting of 
strategies that cater to future consumer demands. 
Therefore, Generative AI is poised to catalyze a 
paradigm shift in marketing practices. With its 
evolving capacity to create content that mirrors 
human creativity, Generative AI will enable 
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marketers to craft highly personalized narratives 
at scale (Shumanov & Johnson, 2021). The future 
will likely see these AI systems not only predict 
consumer behaviour but also dynamically 
generate marketing materials in real-time, such 
as personalized advertisements, written content, 
and interactive media. These advancements in 
Generative AI will also facilitate the development 
of deep learning models that can understand 
and adapt to cultural nuances and emotional 
undercurrents, making global campaigns more 
effective and resonant.

Generative AI is set to become a cornerstone 
of conversational marketing by providing 
advanced capabilities to simulate human-
like conversations and generate content that 
is increasingly indistinguishable from that 
produced by humans. Looking forward, we 
can anticipate Generative AI to craft not just 
text but also voice and video content that can 
interactively engage consumers in a two-way 
dialogue, adapting to the consumer’s responses 
in real-time and learning from each interaction 
to refine its communication approach. 

The advancement of Generative AI is expected 
to revolutionize conversational marketing by 
enabling more nuanced and contextually rich 
interactions. For example, a customer interacting 
with an AI-powered chatbot could receive 
product recommendations that are not only 
based on their past purchases but also on their 
current mood, discerned from the sentiment 
of their messages. Generative AI could also 
create dynamic marketing campaigns, where 
the storyline evolves based on the customer’s 
responses, providing a unique and engaging 
narrative for each user.

3.1.2. Emerging Technologies and Their 
Potential Impact

In the evolving landscape of conversational 
marketing, the integration of Generative AI 
with other emerging technologies is set to 
significantly enhance the way businesses engage 
with customers.

Enhanced data processing with edge computing. 
The integration of edge computing with 
Generative AI in conversational marketing can 

lead to faster and more efficient data processing. 
This synergy allows real-time analysis and 
response generation, even in data-intensive 
scenarios. For instance, a retail brand can use 
edge computing to rapidly process customer 
inquiries and feedback received across various 
touchpoints, enabling their Generative AI system 
to provide instant, personalized conversation.

Voice technology integration. The incorporation 
of voice recognition and synthesis technologies 
will make conversational marketing more 
accessible and interactive, especially through 
mobile devices and smart speakers. Customers 
could engage in voice-based conversations with 
AI-powered systems for product inquiries, 
support, or even to complete purchases, all 
hands-free.

Seamless omnichannel integration. Generative 
AI will enable consistent and continuous 
customer experiences across multiple channels, 
from text and email to voice and messaging apps. 
A customer’s conversation with a brand could 
transition smoothly from a website chatbot to a 
messaging app or email, with the AI maintaining 
the context across these platforms.

Predictive customer engagement. Leveraging 
predictive analytics, Generative AI can 
foresee customer needs and initiate proactive 
conversations, offering information or solutions 
even before the customer explicitly asks. An AI 
system might automatically send tips, reminders, 
or promotions based on the customer’s purchase 
history or recent interactions, enhancing 
engagement and customer loyalty.

Advanced personalization through machine 
learning algorithms. Generative AI, powered 
by sophisticated machine learning models, can 
analyze large datasets to understand individual 
customer preferences and behaviour patterns. 
This leads to highly personalized marketing 
communications and suggestions. A travel 
company could use this technology to offer 
personalized travel recommendations based on 
a customer’s previous bookings, searches, and 
preferences, all communicated through an AI-
driven conversational agent.
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Integration of ai with the internet of things. 
Internet of Things (IoT) devices promise 
hyper-contextualized marketing opportunities, 
where consumer needs can be met almost 
instantaneously as devices communicate with 
marketing platforms to deliver a seamless 
consumer experience. The synergy between 
these technologies and AI will not only amplify 
the personalization capabilities of conversational 
marketing but also elevate the security and 
efficiency of these interactions.

Augmented Reality and Virtual Reality. 
Emerging technologies such as Augmented 
Reality (AR) and Virtual Reality (VR) will 
likely intertwine with Generative AI, creating 
immersive marketing experiences. For instance, 
a furniture retailer could use an AR-enabled 
chatbot that not only advises customers on 
furniture choices but also visualizes these choices 
in the customer’s living space in real-time. 
Similarly, Generative AI could be used in VR 
settings to simulate a virtual shopping assistant, 
providing a highly personalized and interactive 
shopping experience.

As these technologies continue to advance, they 
will empower Generative AI to create more 
sophisticated and contextually aware marketing 
conversations, pushing the boundaries of 
how brands connect and converse with 
their audience. By focusing on these areas, 
businesses and researchers can harness the full 
potential of Generative AI in conversational 
marketing, creating more meaningful, efficient, 
and personalized customer interactions. As 
technology evolves, these applications are 
likely to become more sophisticated, further 
transforming the landscape of digital marketing.

3.1.3. Preparing for the Next Wave: Strategies 
and Recommendations

To navigate the upcoming advancements in 
Generative AI within conversational marketing, 
brands should consider several strategic actions. 
Firstly, investing in talent and infrastructure that 
support the integration of Generative AI will 
be essential. Secondly, establishing robust data 
governance and ethical guidelines will ensure 
that AI interactions remain transparent and 

trustworthy. Marketers should also experiment 
with different AI modalities, like text, voice, 
and visual AI, to understand which approaches 
resonate best with different segments of their 
audience. Moreover, staying agile and receptive 
to consumer feedback will be key in refining 
AI-driven conversational strategies. Lastly, 
marketers must remain informed about the legal 
and social implications of utilizing AI in consumer 
interactions, ensuring that their strategies are not 
only effective but also responsible and aligned 
with societal values.

Nevertheless, to effectively leverage Generative 
AI in conversational marketing, brands should 
explore various scenarios and pilot projects. 
For example, they could test AI-driven 
personalized video messages as part of their 
email marketing campaigns, where the content 
of the video changes based on the customer’s 
past interactions with the brand. Another 
scenario could involve integrating Generative AI 
with social media platforms to create interactive, 
narrative-driven campaigns that evolve based on 
user engagement.

In addition, brands should prepare for a future 
where Generative AI becomes a standard tool in 
marketing. This involves investing in AI training 
for marketing teams, ensuring data infrastructure 
can support AI applications, and staying abreast 
of ethical considerations in AI usage, such as 
ensuring transparency and avoiding biases in 
AI-generated content.

The potential scenarios for Generative AI 
in conversational marketing are vast and 
varied. From creating personalized shopping 
experiences to crafting interactive, evolving 
marketing narratives, Generative AI stands to 
significantly enhance the way brands interact 
with their customers. As these technologies 
continue to develop, they will offer brands 
unprecedented opportunities to engage with 
their audience in more meaningful, personalized, 
and effective ways.

Implications of Generative AI and 
Anthropomorphism Levels on Conversational 
Marketing. Applying the insights from the 
“Creating a Conversational Marketing Matrix 
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for Intersections of AI and Anthropomorphism” 
study (Israfilzade, 2023b) can offer valuable 
recommendations for both researchers and 
managers in the field of conversational marketing. 
Therefore, the matrix presents a strategic 
framework delineated into four quadrants, 
each quadrant in the matrix represents a unique 
blend of Generative AI and anthropomorphism, 
painting a complex picture of how various 
combinations affect conversational marketing 
tactics.

Figure 2. The Conversational Marketing Matrix: 
Intersections of AI and Anthropomorphism

Source: Israfilzade (2023b)

Here is a more detailed explanation of the four 
quadrants:

Digital Clerk (Low Generative AI & 
Low Anthropomorphism): This quadrant 
characterizes the most basic form of AI interaction 
within conversational marketing. Entities in this 
category function primarily as utilitarian tools, 
handling straightforward, rule-based tasks. 
They provide factual information without the 
embellishments of a personalized experience. 
While these digital assistants are efficient for 
simple, transactional customer interactions, they 
do not offer the nuanced engagement that comes 
with more advanced AI or anthropomorphic 
features.

Humanoid Echo (Low Generative AI & High 
Anthropomorphism): Here, the AI entities are 
designed to appear human-like, perhaps in 
avatars or through human-sounding names and 
personas, but their ability to generate content 
and responses is still relatively basic. They 
may echo preset dialogues or responses that 
can seem human on the surface but lack depth. 
While the high level of anthropomorphism 

might initially attract and engage users, the 
limited conversational capabilities could lead to 
a disconnect, as the interaction might not live up 
to the human-like appearance.

Almost Human (High Generative AI & High 
Anthropomorphism): In this quadrant, AI 
systems are both advanced in content generation 
and highly anthropomorphized. They can 
conduct conversations that closely mimic human 
interactions, both in content and emotional 
intelligence, creating a more engaging user 
experience. However, the challenge here lies 
in balancing human-likeness without crossing 
into the uncanny valley, where the AI is so 
human-like that it becomes eerie or unsettling, 
potentially disconcerting users.

Silent Genius (High Generative AI & Low 
Anthropomorphism): This quadrant describes 
AI systems that are highly intelligent and capable 
of generating dynamic, contextually relevant, 
and personalized content, yet they do not have 
a strong human-like appearance or character. 
They are highly functional and can manage 
complex tasks and interactions effectively. 
The focus here is on capability rather than 
appearance, prioritizing function and efficiency 
over relatability.

To put it simply, for brands to successfully 
navigate the evolving landscape of Generative 
AI in conversational marketing, it is critical to 
focus on strategic infrastructure investments, 
adhere to ethical guidelines, and embrace diverse 
AI modalities, all while remaining attentive 
to consumer feedback. The “Conversational 
Marketing Matrix” provides a strategic 
framework for distinguishing the interaction 
between Generative AI and anthropomorphism, 
which is critical for developing effective and 
diverse marketing strategies in this dynamic 
field.

4. CONCLUSION

This paper discusses the evolution from 
traditional marketing strategies to the emergence 
and sophistication of conversational marketing, 
which has been reinforced by advancements in 
artificial intelligence and digital technologies.
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In the field of conversational marketing, the 
inclusion of generative artificial intelligence has 
proven to be a game-changer, as it has enabled a 
previously unattainable level of personalisation, 
real-time interactions, and dynamic customer 
engagement. Consequently, this development 
represents a significant shift away from reactive 
customer engagement strategies and towards 
proactive ones.

This approach transforms the traditional one-
way marketing communication into a dynamic 
two-way interaction, emphasizing customer-
centric engagement, real-time response, 
personalization, and adaptability. It leverages 
omnichannel presence and automation for 
scalability, ensuring contextual understanding 
and maintaining transparency to build trust. 
This methodology marks a significant shift in 
marketing strategies, fostering deeper, more 
meaningful connections with customers.

The paper also discusses the ethical and 
psychological implications of artificial 
intelligence that closely resembles human 
behaviour, and it investigates the balance that 
must be struck between humanising artificial 
intelligence and maintaining transparency in 
customer interactions. Furthermore, the paper 
addresses the challenges that are involved 
in the process of developing sophisticated 
anthropomorphic AI systems, such as the ethical 
considerations and technical complexities that 
are involved in the process. The paper highlights 
the benefits of anthropomorphic AI in terms of 
improving user experience and engagement. In 
addition to this, it investigates methods that can 
be utilised to effectively manage the equilibrium 
that exists between human-like characteristics 
and user expectations in artificial intelligence 
systems.

Nevertheless, as AI becomes more sophisticated 
and human-like, ethical considerations come 
to the forefront. It’s imperative to address 
potential issues such as user manipulation 
or over-reliance on AI for emotional support. 
Maintaining transparency about the use of AI in 
customer interactions is crucial. Customers should 
be aware they are interacting with AI, and their 

consent and preferences must be respected in 
these interactions.

The future predicts AI as a key element in 
marketing, with its ability to create personalized, 
real-time content and understand cultural 
nuances. Emerging technologies like edge 
computing, voice technology, and AR/VR 
will further augment its impact, offering 
sophisticated, context-aware marketing 
conversations. Strategic recommendations 
include investing in AI infrastructure and 
talent, ethical AI usage, and exploring AI-
driven marketing scenarios. The intersection 
of Generative AI and anthropomorphism in 
conversational marketing presents a nuanced 
matrix of strategies, balancing functionality and 
relatability in customer interactions.

Finally, conversational marketing, which 
employs generative artificial intelligence, 
represents a significant step forward in the way 
that businesses interact with their customers. As 
the industry continues to develop, it is essential 
to maintain a balance between the advancements 
in technology and ethical considerations. This 
will ensure that artificial intelligence (AI) 
contributes to the human element in marketing 
rather than taking away from it. The potential of 
this technology is enormous, and it promises to 
completely transform customer interactions by 
making them more personalised, efficient, and 
impactful. Nevertheless, in order to successfully 
navigate this environment, one must take a 
thoughtful approach, one in which innovation 
is paired with responsibility and a profound 
comprehension of the constantly evolving 
demands and expectations of the customer.

REFERENCES

ALAN, M. (1950). Turing. Computing machinery and 
intelligence. Mind. 59(236), 433-460.

BABAYEV, N. & ISRAFILZADE, K. (2023) “Creating 
complexity matrix for classifying artificial intelligence 
applications in e-commerce: New perspectives on 



27

Journal of Life Economics, Volume/Cilt: 11, Issue/Sayı: 1, Year/Yıl:2024

value creation”, JOURNAL OF LIFE ECONOMICS. 
10(3), 141–156. doi: 10.15637/jlecon.2078

BECERIK-GERBER, B., LUCAS, G., ARYAL, A., 
AWADA, M., BERGES, M., BILLINGTON, S. L., ... & 
ZHAO, J. (2022). Ten questions concerning human-
building interaction research for improving the 
quality of life. Building and Environment. 226, 109681.

BUDHWAR, P., CHOWDHURY, S., WOOD, G., 
AGUINIS, H., BAMBER, G. J., BELTRAN, J. R., ... & 
VARMA, A. (2023). Human resource management in 
the age of generative artificial intelligence: Perspectives 
and research directions on ChatGPT. Human Resource 
Management Journal. 33(3), 606-659.

CAMBRIDGE ENGLISH DICTIONARY (2023). 
Conversation. CONVERSATION | meaning 
in the Cambridge English Dictionary. https://
dictionary.cambridge.org/dictionary/english/
conversation?q=Conversation.

CANCEL, D., GERHARDT, D., & DEVANEY, E. 
(2019). Conversational marketing: How the world’s fastest 
growing companies use chatbots to generate leads 24/7/365 
(and how you can too). Hoboken, NJ: Wiley.

CHANDRA, S., SHIRISH, A., & SRIVASTAVA, S. C. 
(2022). To be or not to be… human? Theorizing the 
role of human-like competencies in conversational 
artificial intelligence agents. Journal of Management 
Information Systems. 39(4), 969-1005.

CHENG, Y. & JIANG, H. (2021) ‘Customer–brand 
relationship in the era of artificial intelligence: 
understanding the role of chatbot marketing efforts,’ 
Journal of Product & Brand Management. 31(2), 252–264. 
https://doi.org/10.1108/jpbm-05-2020-2907.

CIECHANOWSKI, L., PRZEGALINSKA, A., 
MAGNUSKI, M., & Gloor, P. (2019). In the shades of 
the uncanny valley: An experimental study of human–
chatbot interaction. Future Generation Computer 
Systems, 92, 539-548.

CROLIC, C., THOMAZ, F., HADI, R., & STEPHEN, 
A. T. (2022). Blame the bot: Anthropomorphism and 
anger in customer–chatbot interactions. Journal of 
Marketing, 86(1), 132-148.

DHANDAYUTHAPANI, V. B. (2022). A Proposed 
Cognitive Framework Model for a Student Support 
Chatbot in a Higher Education Institution. International 
Journal of Advanced Networking and Applications. 14(2), 
5390-5395.

DWIVEDI, Y. K., KSHETRI, N., HUGHES, L., SLADE, 
E. L., JEYARAJ, A., KAR, A. K., ... & WRIGHT, R. (2023). 
“So what if ChatGPT wrote it?” Multidisciplinary 
perspectives on opportunities, challenges and 
implications of generative conversational AI for 

research, practice and policy. International Journal of 
Information Management. 71, 102642.

EINHORN, M. and LÖFFLER, M. (2021) 
‘Transformation of customer insights,’ in Emerald 
Publishing Limited eBooks. 5–18. https://doi.
org/10.1108/978-1-83909-694-520211002.

EPLEY, N., WAYTZ, A., & CACIOPPO, J. T. 
(2007). On seeing human: a three-factor theory of 
anthropomorphism. Psychological review. 114(4), 864.

FERNANDEZ, R. A. S., SANCHEZ-LOPEZ, J. L., 
SAMPEDRO, C., BAVLE, H., MOLINA, M., & 
CAMPOY, P. (2016). Natural user interfaces for 
human-drone multi-modal interaction. In 2016 
International Conference on Unmanned Aircraft Systems 
(ICUAS). 1013-1022. IEEE.

FITZPATRICK, G. (2018). A short history of human 
computer interaction: A people-centred perspective. 
In Proceedings of the 2018 ACM SIGUCCS Annual 
Conference. 3-3.

FØLSTAD, A., & BRANDTZÆG, P. B. (2017). Chatbots 
and the new world of HCI. Interactions. 24(4), 38-42.

FØLSTAD, A., NORDHEIM, C. B., & BJØRKLI, 
C. A. (2018). What makes users trust a chatbot for 
customer service? An exploratory interview study. 
In International Conference on Internet Science. 194-208. 
Springer, Cham.

GAETANO, S., & DILIBERTO, P. (2018). Chatbots 
and conversational interfaces: Three domains of 
use. In Fifth International Workshop on Cultures of 
Participation in the Digital Age, Castiglione della Pescaia, 
Italy. 2101, 62-70..

GOODFELLOW, I., POUGET-ABADIE, J., MIRZA, M., 
XU, B., WARDE-FARLEY, D., OZAIR, S., ... & BENGIO, 
Y. (2014). Generative adversarial nets. Advances in 
neural information processing systems. 27.

GRUDIN, J. (2022). From tool to partner: The evolution of 
human-computer interaction. Springer Nature.

GUTHRIE, S. E. (1995). Faces in the clouds: A new theory 
of religion. Oxford University Press.

HARBOLA, A. (2021). Design and implementation 
of an AI chatbot for customer service. The Philippine 
Statistician  (Quezon City). 70(2), 1295–1303. https://doi.
org/10.17762/msea.v70i2.2321

HORI, C., PEREZ, J., HIGASHINAKA, R., HORI, 
T., BOUREAU, Y., INABA, M., . . . KIM, S. (2019). 
Overview of the sixth dialog system technology 
challenge: DSTC6. Computer Speech & Language. 55, 
1-25. doi:10.1016/j.csl.2018.09.004

HOROWITZ, A. C., & BEKOFF, M. (2007). 
Naturalizing anthropomorphism: Behavioral prompts 

https://doi.org/10.1108/jpbm-05-2020-2907
https://doi.org/10.1108/978-1-83909-694-520211002
https://doi.org/10.1108/978-1-83909-694-520211002


28

Israfilzade & Sadili

to our humanizing of animals. Anthrozoös. 20(1), 23-35.

HOUDE, S., LIAO, V., MARTINO, J., MULLER, M., 
PIORKOWSKI, D., RICHARDS, J., ... & ZHANG, Y. 
(2020). Business (mis) use cases of generative ai. arXiv 
preprint arXiv:2003.07679.

HU, Y., & SUN, Y. (2023). Understanding the joint 
effects of internal and external anthropomorphic 
cues of intelligent customer service bot on user 
satisfaction. Data and Information Management. 7(3), 
100047.

HUSSAIN, S., AMERI SIANAKI, O., & ABABNEH, N. 
(2019). A Survey on Conversational Agents/Chatbots 
Classification and Design Techniques. In L. Barolli, 
M. Takizawa, F. Xhafa, & T. Enokido (Eds.), Advances 
in Intelligent Systems and Computing. Web, Artificial 
Intelligence and Network Applications (Vol. 927, pp. 946–
956). Cham: Springer International Publishing. https://
doi.org/10.1007/978-3-030-15035-8_93

ISRAFILZADE, K. (2020). What’s in a name? 
Experiment on the aesthetic judgments of art produced 
by artificial intelligence. Journal of Arts. 3(2), 143-158. 
https://doi.org/10.31566/arts.3.011

ISRAFILZADE, K. (2021) ‘Conversational marketing 
as a framework for interaction with the customer: 
Development & validation of the conversational 
agent’s usage scale,’ Journal of Life Economics. 8(4), 533–
546. https://doi.org/10.15637/jlecon.8.4.12

ISRAFILZADE, K. (2023a). Beyond Automation: 
The Impact of Anthropomorphic Generative 
Ai on Conversational Marketing. 8th 
INTERNATIONAL EUROPEAN CONFERENCE ON 
INTERDISCIPLINARY SCIENTIFIC RESEARCH. 5(2), 
757–766. https://doi.org/10.5281/zenodo.8253308

ISRAFILZADE, K. (2023b). The Role of Generative AI 
and Anthropomorphism in Shaping Conversational 
Marketing: Creating a Matrix for Future Research. The 
Eurasia Proceedings of Educational and Social Sciences, 32.

JAKESCH, M., FRENCH, M., MA, X., HANCOCK, 
J. T., & NAAMAN, M. (2019, May). AI-mediated 
communication: How the perception that profile 
text was written by AI affects trustworthiness. 
In Proceedings of the 2019 CHI Conference on Human 
Factors in Computing Systems. 1-13.

JAMIL, M. B. A., & SHAHZADI, D. (2023). A 
systematic review A Conversational interface agent 
for the export business acceleration. Lahore Garrison 
University Research Journal of Computer Science and 
Information Technology. 7(2), 37-49.

KACZOROWSKA–SPYCHALSKA, D. (2019) ‘How 
chatbots influence marketing,’ Management. 23(1), 
251–270. https://doi.org/10.2478/manment-2019-0015.

KOCABALLI, A. B., LARANJO, L., & COIERA, E. 
(2019). Understanding and measuring user experience 
in conversational interfaces. Interacting with 
Computers. 31(2), 192-207.

LİU, X., ZHENG, Y., DU, Z., DİNG, M., QİAN, Y., 
YANG, Z., & TANG, J. (2023). GPT understands, 
too. AI Open.

MAKANY, T., ROH, S., HARA, K., HUA, J. M., GOH 
Sİ YİNG, F., & TEH YANG JİE, W. (2023). Beyond 
Anthropomorphism: Unraveling the True Priorities 
of Chatbot Usage in SMEs. In Proceedings of the 
5th International Conference on Conversational User 
Interfaces. 1-5

MAULDIN, M. L. (1994). Chatterbots, tinymuds, and 
the turing test: Entering the loebner prize competition. 
In AAAI. 94, 16-21.

MCCARTHY, J., MINSKY, M. L., & ROCHESTER, N. 
(1956). The Dartmouth summer research project on 
artificial intelligence. Artificial intelligence: past, present, 
and future.

MOORE, R. J., ARAR, R., REN, G. J., & SZYMANSKI, 
M. H. (2017). Conversational UX design. In Proceedings 
of the 2017 CHI Conference Extended Abstracts on Human 
Factors in Computing Systems. 492-497.

MURPHY, J., GRETZEL, U., & PESONEN, J. (2019). 
Marketing robot services in hospitality and tourism: 
the role of anthropomorphism. Journal of Travel & 
Tourism Marketing. 36(7), 784-795.

NURUZZAMAN, M., & HUSSAIN, O. K. (2018). A 
Survey on Chatbot Implementation in Customer Service 
Industry through Deep Neural Networks. https://doi.
org/10.1109/icebe.2018.00019

OOİ, K. B., TAN, G. W. H., AL-EMRAN, M., AL-
SHARAFİ, M. A., CAPATİNA, A., CHAKRABORTY, 
A., ... & WONG, L. W. (2023). The potential of 
Generative Artificial Intelligence across disciplines: 
perspectives and future directions. Journal of Computer 
Information Systems. 1-32.

PAGANI, M., RACAT, M. & HOFACKER, C.F. (2019) 
‘Adding Voice to the Omnichannel and How that 
Affects Brand Trust,’ Journal of Interactive Marketing. 48, 
89–105. https://doi.org/10.1016/j.intmar.2019.05.002.

PILELIENĖ, L. & JUCEVIČIUS, G., (2023). A Decade 
of Innovation Ecosystem Development: Bibliometric 
Review of Scopus Database. Sustainability. 15(23), 1-26.

PİLELİENĖ, L., ALSHARİF, A. H., & ALHARBİ, I. B. 
(2022). Scientometric analysis of scientific literature on 
neuromarketing tools in advertising. Baltic Journal of 
Economic Studies. 8(5), 1-12.

PRZEGALINSKA, A., CIECHANOWSKI, L., 

https://doi.org/10.1007/978-3-030-15035-8_93
https://doi.org/10.1007/978-3-030-15035-8_93
https://doi.org/10.31566/arts.3.011
https://doi.org/10.15637/jlecon.8.4.12
https://doi.org/10.5281/zenodo.8253308
https://doi.org/10.2478/manment-2019-0015
https://doi.org/10.1109/icebe.2018.00019
https://doi.org/10.1109/icebe.2018.00019
https://doi.org/10.1016/j.intmar.2019.05.002


29

Journal of Life Economics, Volume/Cilt: 11, Issue/Sayı: 1, Year/Yıl:2024

STROZ, A., GLOOR, P., & MAZUREK, G. (2019). In bot 
we trust: A new methodology of chatbot performance 
measures. Business Horizons. 62(6), 785–797. https://
doi.org/10.1016/j.bushor.2019.08.005

RADFORD, A., WU, J., CHILD, R., LUAN, D., 
AMODEI, D., & SUTSKEVER, I. (2019). Language 
models are unsupervised multitask learners. OpenAI 
blog. 1(8), 9.

RĖKLAITIS, K., & PILELIENĖ, L. (2019). Principle 
differences between B2B and B2C marketing 
communication processes. Organizacijø Vadyba: 
Sisteminiai Tyrimai. (81), 73-86.

RHEU, M. et al. (2020) ‘Systematic Review: Trust-
Building Factors and Implications for Conversational 
Agent Design,’ International Journal of Human-Computer 
Interaction. 37(1), 81–96. https://doi.org/10.1080/104473
18.2020.1807710.

SEARLE, J. R. (1980). Minds, brains, and programs. 
417-457.

SHEEHAN, B., JIN, H. S., & GOTTLIEB, U. (2020). 
Customer service chatbots: Anthropomorphism and 
adoption. Journal of Business Research. 115, 14-24

SHUMANOV, M., & JOHNSON, L. W. (2021). Making 
conversations with chatbots more personalized. 
Computers in Human Behavior. 117, 106627. https://doi.
org/10.1016/j.chb.2020.106627

SINHA, S., & SINGH, T. (2018). Travel from Traditional 
Marketing to Digital Marketing. International Journal of 
Emerging Research in Management and Technology, 6(11), 
173. https://doi.org/10.23956/ijermt.v6i11.60

SOTOLONGO, N., & COPULSKY, J. (2018). 
Conversational marketing: Creating compelling 
customer connections. Applied Marketing Analytics. 4(1), 
6-21.

WAN, E. W., & CHEN, R. P. (2021). Anthropomorphism 
and object attachment. Current Opinion in 
Psychology. 39, 88-93.

WANG, X., & YUAN, C. (2016). Recent Advances on 
Human-Computer Dialogue. CAAI Transactions on 
Intelligence Technology. 1(4), 303-312. doi:10.1016/j.
trit.2016.12.004

WEIZENBAUM, J. (1966). ELIZA—a computer program 
for the study of natural language communication 
between man and machine. Communications of the 
ACM. 9(1), 36-45.

WEIZENBAUM, J., & MCCARTHY, J. (1977). 
Computer Power and Human Reason: From 
Judgment to Calculation. Physics Today. 30(1), 68-71. 
doi:10.1063/1.3037375

WIGDOR, D., & WIXON, D. (2011). Brave NUI world: 

Designing natural user interfaces for touch and gesture. 
Amsterdam: Elsevier/Morgan Kaufmann.

XU, W. (2019). Toward human-centered 
AI: a perspective from human-computer 
interaction. Interactions. 26(4), 42-46.

ZADROZNY, W., BUDZIKOWSKA, M., CHAI, J., 
KAMBHATLA, N., LEVESQUE, S., & NICOLOV, N. 
(2000). Natural language dialogue for personalized 
interaction. Communications of the ACM. 43(8), 116-120.

ZHANG, S., DINAN, E., URBANEK, J., SZLAM, 
A., KIELA, D., & WESTON, J. (2018). Personalizing 
Dialogue Agents: I have a dog, do you have pets too? 
https://doi.org/10.18653/v1/p18-1205

https://doi.org/10.1016/j.bushor.2019.08.005
https://doi.org/10.1016/j.bushor.2019.08.005
https://doi.org/10.1080/10447318.2020.1807710
https://doi.org/10.1080/10447318.2020.1807710
https://doi.org/10.23956/ijermt.v6i11.60
https://doi.org/10.18653/v1/p18-1205

