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ABSTRACT

This study examines the impact of artificial intelligence (AI) on improving customer loyalty through 
the use of chatbot technology, with a specific focus on the user experience of Moroccan consumers. The 
increasing integration of AI into customer service, especially through chatbots, represents a significant 
shift in how companies interact with their customers. Given Morocco’s growing digitalization and 
the strategic importance of customer loyalty, it is critical to understand how consumers perceive 
and interact with these technologies. To achieve this, the study used a qualitative research method 
of semi-structured interviews to investigate consumers’ perceptions, interaction behaviours, and 
challenges with chatbot usage. A total of 50 interviews were conducted with Moroccan consumers 
over a two‑month period, from January to March. Each session lasted an average of 30 minutes. The 
results show a mixed picture: high awareness of chatbot advances is accompanied by varying degrees 
of appreciation and scepticism. Users cited both the potential and limitations of chatbot interactions, 
particularly in terms of technical responsiveness and personalization. The findings highlight the need 
to close the technology gap and optimize the user experience to increase the effectiveness of chatbots 
in customer service. The study contributes to theory and practice through a deeper understanding 
of AI-driven customer interactions and offers actionable recommendations for Moroccan companies 
seeking to update their digital customer engagement strategies.
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1. INTRODUCTION

Marketing’s main mission is to create value for both the customer and the company. Its strength 
lies in the constant quest to satisfy the needs and motivations of consumers, whether individuals or 
companies, by creating and developing goods and services. As economic, technological, and socio‑cultural 
developments have progressed, the initial approach has been enriched and professionalized.

Artificial intelligence technologies are being increasingly used by organizations to handle vast 
quantities of data in real-time effectively. This integration of artificial intelligence into various marketing 
processes is presenting marketers with numerous prospects and is garnering significant attention 
from industry professionals (Perez-Vega et al., 2021). Following this trend, marketing researchers are 
dedicating more and more effort to expanding their research in this domain.

Enterprises are increasingly recognizing the importance of artificial intelligent devices for various 
reasons. One key advantage of AI-enhanced services is their ability to complete tasks faster and with 
greater accuracy compared to humans. Almost all organizations now utilize AI-based Chatbots on 
popular social media and messaging platforms such as Facebook, WhatsApp, and others to effectively 
engage with their large customer base and provide instant assistance. However, the potential of AI 
extends beyond this. Engaging in a conversation with a bot that mimics human speech is a novelty for 
many individuals, serving as a powerful tool to captivate customers and encourage them to purchase 
before leaving the website. AI Chatbots have proven their value in guiding customers through ordering 
pizza or navigating complex sales procedures, benefiting both B2C and B2B interactions (Krishnan 
et al., 2022).

In addressing these theoretical underpinnings, this article employs a qualitative research approach 
to delve into the practical implications of AI-powered chatbots on customer engagement within the 
Moroccan context. The qualitative study explores key facets such as consumer awareness, perceptions of 
chatbot technology, frequency of interaction, emotional responses during interactions, and challenges 
encountered. Drawing on insights from interviews with Moroccan consumers, this research aims to 
provide a nuanced understanding of how AI-driven chatbots are perceived, utilized, and optimized 
to meet consumer expectations and enhance overall customer satisfaction.

By combining theoretical insights with empirical findings from qualitative research, this article 
seeks to offer actionable recommendations for Moroccan businesses looking to harness the potential of 
AI and chatbot technology to improve customer engagement strategies effectively. This dual approach 
not only enhances theoretical understanding but also provides practical guidance on implementing 
AI-driven solutions that align with consumer preferences and contribute to organizational success in 
a rapidly evolving digital landscape.

This article is designed to offer an in-depth examination of AI-driven chatbots and their influence 
on customer engagement within Morocco. It commences with an overview of the significance of AI 
in marketing, followed by a literature review that underscores the development of chatbots and their 
roles in customer service. The methodology section details a qualitative approach, which includes semi-
structured interviews carried out over a two-month period with 50 participants from Morocco. Insights 
into consumer awareness, user experiences, and brand perceptions are presented in the findings 
section, bolstered by direct quotes from participants. The discussion interprets these results in relation 
to existing literature, while the conclusion provides practical recommendations for businesses and 
proposes avenues for future research. This organization maintains an equilibrium between theoretical 
insights and practical applications, offering a framework for utilizing chatbots to improve customer 
engagement in emerging markets.

2. LITERATURE REVIEW

2.1. Artificial Intelligence: History and Evolution of AI in the Marketing Industry.

Artificial Intelligence (AI) has been defined in various manners, with the most commonly employed 
definition referring to it as ‘the collection of theories, tools, and techniques utilized for the creation of 
intelligent machines’. The term was first introduced in the 1950s, referring to the concept of machines 
exhibiting human-like intelligence (Bini, 2018). In our current age of swift technological progress 

https://www.sciencedirect.com/science/article/abs/pii/S0883540318302158
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and innovation, with the advent of ‘big data’ and the exponential growth of vast data sets, artificial 
intelligence (AI) has evolved from a theoretical concept to a practical reality on an unparalleled level. 
This includes the ability to analyse massive data sets in almost real-time, as well as the development of 
autonomous driving vehicles (Helm et al., 2020).	

The evolution of Artificial Intelligence in marketing has had a profound impact on how businesses 
connect with their audiences and analyse data. As AI continues to advance, businesses are expected 
to create more targeted and personalized marketing campaigns, leveraging the capabilities of AI to 
enhance customer experiences and drive marketing success. AI is used in marketing strategies across 
a wide range of sectors, including finance, government, healthcare, entertainment, retail, and other 
industries. The application of AI in each of these areas produces varying results, leading to enhancements 
in various aspects. Marketers are using this tool in programmatic advertising to tackle a 

range of obstacles, such as improving campaign performance, enhancing the customer experience, 
and increasing efficiency in marketing operations (Haleem et al., 2022). Additionally, AI is utilized to 
boost client demand, providing customers with a seamless user experience through the integration of 
applications that harness machine intelligence (Rizv et al., 2021).

2.2. Chatbot Technology: A New Generation Marketing Strategy.

According to the dictionary, a chatbot is described as a computer program specifically created 
to imitate conversation with human users, particularly in online settings. At present, chatbots 
predominantly engage with users through a text-based interface using either rules-driven engines 
or artificial intelligent (AI) engines. The exploration of these conversational systems, which fall under 
various names such as intelligent tutoring systems, spoken dialogue systems, conversational agents, 
and chatbots, has been a subject of study in the language-learning research community since the 1970s 
(Lee et al., 2020). The chatbot allows companies to connect and communicate with their customers 
more efficiently and directly. They can provide information to their users and can even be programmed 
to perform certain tasks such as providing weather reports or answering frequently asked questions. 
They can also be programmed to perform more complex tasks such as processing orders, booking 
hotels, and even troubleshooting or billing customers (Kasilingam, 2020).

These chatbots not only provide personalized assistance, they also deliver prompt and accurate 
responses. Unlike traditional customer service agents, chatbots operate continuously and can handle 
multiple conversations simultaneously, eliminating the need for customers to wait in queues. Moreover, 
chatbots are a cost-effective solution, as they are more affordable than hiring customer service agents 
and require less development and maintenance compared to mobile applications (Hunt, 2017).

Chatbots can be classified based on various factors, including platform, function, and technology. 
This categorization separates chatbots into two main groups: task-oriented and virtual assistants. Task-
oriented chatbots have specific purposes and rely on menus or predefined phrases for interaction, 
with limited artificial intelligence (AI) capabilities. They follow predetermined rules and handle 
common scenarios. On the other hand, virtual assistants are more advanced and personalized. They 
utilize natural language processing (NLP) and machine learning (ML) to continuously improve and 
gather data. By analysing this data, they can personalize user experiences, learn preferences, provide 
recommendations, anticipate needs, and engage in meaningful conversations. These sophisticated 
chatbots comprehend written expressions, understand conversational context, and deliver relevant 
and timely responses (Baris, 2020).

2.3. Customer Engagement: User Experience With Chatbots

Implementation of the strategy known as marketing personalization involves delivering content 
and marketing communications that are tailored to the individual preferences of a specific user or 
niche demographic. This approach aims to improve customer engagement and establish trust by 
demonstrating a deeper understanding of the customer and delivering content that aligns with their 
interests based on their past preferences and interactions (Manthei, 2018).

The concept of customer engagement refers to the dynamic connection between brands 
and their customers, encompassing various interactions that foster awareness, cultivate loyalty, and 
establish enduring relationships (Rouse, 2017). Companies strategically orchestrate these interactions 

https://link.springer.com/article/10.1007/s12178-020-09600-8
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to ensure that customers remain actively engaged and maintain an ongoing dialogue with the brand. 
This approach aims to position the brand at the forefront of customers’ minds, associating it with 
desired attributes that align with the brand’s values and strategy. Gallup’s research (2014) categorizes 
customers into three groups based on their level of engagement: ‘Fully engaged’, ‘Indifferent’, and 
‘Actively Disengaged’. Notably, fully engaged customers tend to conduct more business with the 
company compared to those who are less engaged. Therefore, it can be inferred that a higher number 
of engaged customers correlates with improved business performance.

Companies use conversational marketing as a strategy to engage with their customers and target 
audiences. This approach emphasizes obtaining feedback and gathering extensive customer data 
through interactions on digital platforms (Galetto, 2017). The objective of conversational marketing 
is to replicate personalized one-on-one interactions, fostering an environment where customers feel 
appreciated and loyalty is cultivated. Furthermore, this technique enables a deeper comprehension of 
the consumer on an individual level, which is then utilized to cater to their preferences based on the 
insights gained from these interactions (Collins, 2015).

To gain a deeper comprehension of conversational marketing, it is advantageous to examine its 
various elements. Devaney (2018), in an article for the esteemed pioneers of conversational marketing, 
Drift Group, provides a concise summary of the key components of conversational marketing in the 
accompanying diagram.

Table 1 
Constituent elements of conversational marketing (Devaney, 2018)

Real Time Scalable Focused  
on engagement Personalized Built-in Feedback 

Loop

The rise of 
messaging means 
you no longer have 
to force people to 
fill out forms and 
wait for follow ups.

Thanks to chatbots, 
even small teams 
can have 1 to 
1 conversation at 
scale and qualify 
leads 24/7

Inbound and 
Outbound 
tactics are used 
to start quality 
conversations for 
sales.

Even before a 
conversation starts, 
you can personalize 
the experience and 
tailor your message 
to specific people.

Conversations give 
you insights you 
can’t get anywhere 
else.

Source: Assessing Chatbot Interaction as a Means of Driving Customer Engagement, Chris Thompson, 2018.

In today’s business landscape, establishing effective and long-lasting connections between brands 
and consumers is of utmost importance. Companies strive to enhance the value of their customers by 
engaging in continuous interaction. However, with the increasing reliance on digital platforms and the 
need for immediate responsiveness, companies often lack the necessary resources to meet customer 
demands (Kurilchik, 2017).

This is where User Experience (hereinafter: UX) comes into play as a vital component of marketing 
strategies. UX encompasses various aspects that shape the end user’s perception and experience, 
including ease of use, functionality, emotional response, and engagement. Among the many strategies 
available, chatbots have emerged as a valuable tool to improve UX. By simulating human-like interactions, 
chatbots enable companies to better understand and cater to their customers’ behaviours, needs, 
and preferences. Moreover, chatbots provide a dedicated platform to deliver on-demand assistance in 
a manner that feels natural to users. This approach not only enhances the overall user experience but 
also serves as a strategic and mutually beneficial solution, devoid of any cynicism.

The use of chatbots for customer service is rising among companies (Følstad & Skjuve, 2019). This 
growing trend is causing a fundamental shift in the way individuals engage with emerging technology. 
Rather than relying on button clicks to navigate web pages, people now can access content and services 
through natural language interactions with artificial agents, such as chatbots. This transition towards 
human-chatbot interaction is characterized by a conversational style that is both social and natural. 
As a result, there are significant implications for how we explore and evaluate the user experience of 
conversing with chatbots (Skjuve & Brandzaeg, 2019).

Hepziba and John (2020) discussed factors that enhance customer engagement, such as chatbots’ 
ability to quickly resolve inquiries and issues. Their patience in handling repeated questions leaves 
customers satisfied. Additionally, chatbots personalize interactions by recognizing and addressing 
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conversation gaps, offering tailored solutions based on patterns. This creates a unique experience for 
customers. Most customers enjoy engaging with chatbots when they provide helpful and accurate 
information, leading to positive interactions. Effective communication and relevant responses are 
crucial for maintaining customer retention.

3. EMPIRICAL ANALYSIS OF CHATBOT ADOPTION AND PERCEPTION IN MOROCCO

This study’s main goal is to investigate how Moroccan consumers adopt, perceive, and use chatbot 
technology, with an emphasis on how chatbots driven by artificial intelligence (AI) can improve 
customer engagement. Through an analysis of chatbot awareness, satisfaction, and evaluation, this 
study seeks to shed light on how well chatbot technology enhances customer interactions and how it 
affects brand perception in Morocco.

In order to identify the obstacles and possibilities related to chatbot adoption in Morocco, the 
research questions given below will direct the examination of the relationship between chatbot 
technology, customer engagement, and brand perception.

3.1. Awareness and Adoption of Chatbot Technology Among Moroccan Consumers

According to a report from Stanford University, previous qualitative research has revealed that 
Morocco is categorized as one of the developing nations in the field of artificial intelligence technology, 
and has yet to achieve a mature level of utilization in this area. The ‘Artificial Intelligence Index 2023’ 
report indicates that as early as 2021, Morocco has taken its initial steps towards developing an AI strategy. 
Currently, the Kingdom of Morocco is primarily focused on data engineering, whereas companies in 
Morocco are primarily engaged in the collection, processing, and digitization of data to facilitate analysis 
and decision-making processes, which is a crucial prerequisite for the successful implementation of 
artificial intelligence. Among the various sectors in Morocco, the financial enterprise sector, specifically 
banking and insurance, has been quick and adaptable in embracing this technological transformation. 
Following closely behind are telecom operators, a number of industrial manufacturers and finally, 
public administrations. Consequently, Moroccan users may not possess sufficient awareness regarding 
marketing tools that can enhance brands’ communication with consumers. While chatbots are widely 
utilized by global firms and brands, their implementation in the Moroccan marketing sector is still in 
its early stages.

RQ1: �Are Moroccans aware of technical advancements in customer services and how brands and firms 
use customer service chatbots within their communication journey? 

3.2. Assessing Moroccan Consumer Satisfaction With Chatbot Interactions: User Experience

When customers make the choice to engage with a chatbot, they naturally wonder about 
the conversation features that will enhance their user experience. Several studies have conducted 
experiments to analyse the impact of anthropomorphic cues in chatbots, and numerous articles 
support the idea that customer satisfaction benefits both consumers and companies. Two key areas 
of impact, as highlighted by Hwang et al. (2021) and Brandtzaeg and Følstad (2017), are efficiency and 
enjoyment. The collective findings from these studies emphasize the importance of improving user 
experience through efficient and enjoyable interactions. Baabdullah et al. (2022) further delve into the 
concept of virtual flow experiences, identifying factors such as readability, transparency, personalization, 
responsiveness, and ubiquitous connection that significantly influence communication quality and 
customer satisfaction. Their research demonstrates a growing understanding of the various factors that 
contribute to positive virtual experiences in customer interactions with chatbots. According to Hadi 
(2019), the effectiveness of humanizing chatbots is contingent upon both customer attributes and the 
particular service environment. While the humanization of chatbots generally led to increased customer 
satisfaction, this effect was not observed in instances where customers were experiencing anger.

RQ2: �What are the key characteristics of customers’ experiences with customer service chatbots? How 
do they perceive the humanization of these chatbots?
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3.3. Brand Perception and Overall Evaluation by Moroccan Consumers

Despite the general consensus among studies that chatbots have a positive effect on customer 
experience and satisfaction, research uncovered a paradox. While chatbots do enhance customer 
experience, they also have a detrimental impact on brand likability. This finding suggests that although 
chatbots facilitate positive interactions with users, there may be reservations or concerns that influence 
customers’ perception of the brand. Trivedi’s study highlights the intricate nature of the relationship 
between chatbots and customer sentiment, prompting further investigation into the complexities of 
user perceptions and the reasons behind the misalignment between chatbot usage and positive brand 
associations. Possible contributing factors to this discrepancy could involve issues of trust, transparency, 
or the specific design and implementation of chatbots.

The research conducted by Suhel et al. (2020) brings forth a noteworthy perspective, asserting that 
human interactions cannot be completely replaced by chatbots. Additionally, previous studies have 
highlighted the importance of trust and perceived enjoyment as outcomes of social presence and as factors 
influencing users’ attitudes towards chatbots. Consistent with earlier research, social presence has been 
found to positively predict users’ joy (Hassanein et al., 2009) and perceptions of honesty (Gefen & Straub, 
2003; Etemad-Sajadi, 2016). Furthermore, perceived enjoyment and trust towards the chatbot have been 
identified as significant predictors of a positive attitude towards the chatbot (Hassanein & Head, 2005).

RQ3: �What are customers’ overall impressions of chatbot implementation, and how does chatbot 
communication affect their perception of brands and companies?

4. RESEARCH METHODOLOGY

4.1. Sample Description

To obtain an insightful and diverse sample, participants were chosen using a set criterion for data 
richness and relevance. Fifty people between the ages of 18 and 45 were involved in the study. This 
population covers young adults, students, and working professionals who have a higher propensity to 
engage with digital technologies. All participants have used a chatbot at least one time so that they 
can provide informed and reflective insights into their experiences. The sample also reflected diversity 
along gender, educational background, and professional occupation variables; this aided in attaining 
an even better understanding of perceptions about and interactions with chatbot technology within 
different strata of Moroccan society.

The interviews were structured around three central research questions: 
RQ1:	 Awareness of chatbot technology and its use in customer service.
RQ2:	 Key characteristics of user experiences with chatbots.
RQ3:	 Impact of chatbots on brand perception and overall satisfaction.

The qualitative approach was selected due to its capacity to capture intricate and subjective insights 
regarding user experiences. This methodology is especially appropriate for examining emerging 
technologies such as chatbots, where user experiences tend to be multifaceted and reliant on context.

By using semi-structured interviews, the research achieved a balance between flexibility and focus, 
facilitating participants in expressing their experiences openly while maintaining consistency with the 
research goals. This methodology also permitted the discovery of unforeseen themes and patterns, 
thereby enhancing the findings of the study. The qualitative approach established a solid framework 
for comprehending the interactions among chatbot technology, customer engagement, and brand 
perception, and yielded significant insights into the challenges and opportunities linked to the adoption 
of chatbots in Morocco.

4.2. Findings

4.2.1. Consumer Awareness of Chatbot Integration in Brand Communication

The insights gathered from interviews conducted with participants in Morocco illustrate a complex 
comprehension of chatbot technology and its function in customer interactions. There is a notable level 
of awareness among participants regarding chatbots, largely attributed to their implementation by 
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well-known brands such as ONCF and Win by INWI. Nevertheless, this awareness does not consistently 
lead to regular usage or uniformly positive experiences. Numerous participants conveyed a range of 
emotions during their engagements with chatbots, oscillating between neutrality, frustration, and 
scepticism. For instance, some participants remarked: 

‘I know chatbots exist, but I don’t use them often because they don’t always understand my questions.’ 
(R6, Female, 32)

‘I’ve seen companies like INWI using them on Facebook, but I usually just skip the chat and look for the 
information myself.’ (R12, Male, 27)

This observation underscores a disconnect between awareness and practical utilization, as users 
frequently question the capability of chatbots to meet their requirements.

A prominent theme that emerged from the interviews was the emotional intricacy associated 
with interactions involving chatbots. While certain participants maintained a neutral stance towards 
chatbots, others expressed frustration stemming from repetitive replies and a perceived absence of 
personalization. One participant articulated, 

‘I feel like I’m talking to a robot that doesn’t really care about my problem.’ (R43, Male, 35)

‘It’s like they give generic answers no matter what you ask. You don’t feel heard.’ (R16, Female, 35)

‘There’s a big gap between what they promote and what the chatbot actually does. It feels limited, not 
smart.’ (R17, Female, 22)

Such negative sentiments, encompassing doubt and frustration, were frequently identified 
as obstacles to achieving satisfaction. Many participants perceived that chatbots did not offer the 
empathy or customized solutions they anticipated, which adversely affected their overall experience. 
Nevertheless, some participants recognized the potential of chatbots, especially when they had 
favourable encounters with particular brands. For example, the effective engagement exemplified by 
ONCF’s successful implementation of chatbots was highlighted, indicating that thoughtfully designed 
chatbots can enhance user satisfaction.

A significant finding was the distinct inclination towards human customer service representatives 
rather than chatbots. Participants consistently highlighted the effectiveness and emotional 
connection present in human interactions, which they believed chatbots were unable to emulate. One 
participant said: 

‘I prefer talking to a person because they understand my problem better and can give me a solution 
faster.’ (R1, Female, 23)

This preference illustrates the constraints of chatbots in addressing intricate or emotionally sensitive 
queries as well as the critical roles of empathy and flexibility in customer service.

In conclusion, although chatbot technology is acknowledged and used to a degree in Morocco, 
the interviews indicate considerable obstacles in attaining consistent user satisfaction. During their 
interactions, participants frequently experience mixed feelings, such as frustration and scepticism, 
leading many to favour human agents due to their greater efficiency and emotional comprehension. 
To enhance user engagement, it is essential for chatbots to bridge the emotional and functional gaps 
by providing interactions that are more personalized, empathetic, and effective. In achieving this, 
chatbot technology has the potential to evolve into a more viable and favoured instrument for customer 
engagement, thereby aligning more closely with the expectations and needs of users.

4.2.2. Navigating Chatbot Interactions: Experience Quality and Perceived Humanization

The findings from the interviews indicate consistent themes regarding user interactions with 
chatbots. Participants express appreciation for timely responses, 24/7 availability, precision, and intuitive 
interfaces; one individual remarked: 

‘I like how quickly the chatbot responds, even late at night.’ (R4, Male, 34)

‘It’s convenient when you just need a fast answer, like store hours or a delivery update.’ (R23, Male, 28)
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Nevertheless, issues such as repetitive replies, inadequate comprehension of inquiries, and a lack of 
personalization frequently result in dissatisfaction. As one participant noted: 

‘The chatbot keeps giving the same answer, even when it doesn’t fit my question.’ (R17, Female, 22)

A range of mixed emotions – appreciation, scepticism, frustration, and indifference – has surfaced 
regarding chatbots that replicate human interactions. While certain individuals valued the use of 
friendly language, others perceived it as inauthentic, with one remarking: 

‘It’s nice when the chatbot sounds friendly, but it still feels fake.’ (R24, Male, 33)

A significant number of users prioritize efficiency over human-like characteristics, asserting,

‘I just want the right answer quickly.’ (R29, Female, 41)

Preferences regarding language style differed among users, with a segment favouring formal 
tones to convey professionalism, while others leaned towards informal styles for greater accessibility. 
The context was crucial, as users emphasized the importance of adaptability in communication.

In conclusion, users desire chatbot interactions that are efficient, accessible, and tailored to their 
individual needs. Key themes that emerge include the significance of accuracy, dissatisfaction with 
responses that are repetitive or lack personalization, and ambivalent attitudes toward human-like 
characteristics. By focusing on these aspects, enhancements in user satisfaction and engagement 
could be achieved.

4.2.3. Brand Perceptions Shaped by Chatbot Communication

Discussions with consumers in Morocco yield varied yet enlightening perspectives on the 
deployment of chatbots and their influence on brand perception. A consistent motif emerges, linking 
chatbots to notions of modernity and innovation; respondents perceive the utilization of chatbots as 
indicative of a company’s technological sophistication and its commitment to enhancing customer 
service. For instance, one participant remarked, 

‘When a company uses chatbots, it shows they’re up-to-date with technology.’ (R20, Female, 29)

‘Using a chatbot gives the impression that the company wants to be accessible, but it depends on how 
well it works.’ (R8, Male, 33)

This viewpoint holds particular importance in Morocco, where the embrace of such technologies 
is frequently interpreted as a demonstration of a brand’s commitment to advancement and customer 
satisfaction.

Participants emphasized the convenience and efficiency of chatbots, noting their capacity to 
deliver rapid responses and operate around the clock. Such attributes were recognized as contributing 
to increased customer satisfaction and favourably impacting brand perception.

The success of chatbots in fostering a favourable perception is significantly influenced by their 
capacity to provide accurate, personalized, and seamless interactions. One participant remarked: 

‘If the chatbot cannot resolve my issue or continues to offer generic responses, it leads me to 
question the competence of the company.’ (R26, Female, 45)

‘Sometimes the chatbot feels like it’s just sending canned replies. When that happens, I lose trust 
in the company and would rather speak to a human.’ (R42, Male, 22)

Notwithstanding these benefits, certain participants voiced their dissatisfaction with chatbots, 
especially when interactions appeared impersonal or were inadequate in addressing intricate matters. 
A common source of frustration was the absence of a seamless transition to human representatives in 
these instances, as articulated by the participant: 

‘I get annoyed when the chatbot can’t help me and I can’t easily reach a real person.’ (R26, Female, 45)

‘I don’t mind using a chatbot for basic support, but there should always be a clear and easy option to 
escalate to a human when needed.’ (R28, Female, 38)

Such discontent has the potential to adversely affect brand perception, given that users frequently 
associate unsatisfactory chatbot interactions with the overall quality of a company’s customer service.
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Overall, the implementation of chatbots was regarded as a double-edged sword. Although many 
perceived an enhancement in innovation and efficiency, the limitations associated with personalization 
and problem-solving posed a risk to customer trust. Participants indicated that brands could bolster 
their reputation by ensuring that chatbots are not only efficient but also adept at addressing nuanced 
inquiries and smoothly transitioning to human agents when necessary.

In summary, chatbots possess the capacity to greatly enhance brand perception in Morocco 
by indicating technological progress and fostering customer engagement. Nevertheless, their 
effectiveness is contingent upon overcoming critical challenges, including personalization and the 
seamless integration of human agents. By honing these factors, businesses can utilize chatbots to 
cultivate loyalty, elevate customer satisfaction, and establish themselves as pioneers of innovation in 
the Moroccan marketplace.

5. DISCUSSION AND IMPLICATIONS

The results of this study offer significant insights regarding the adoption, user experience, and 
brand perception of chatbot technology among consumers in Morocco. A comparative analysis of these 
findings with existing literature enhances our comprehension of the implications for both theoretical 
frameworks and practical applications within the realm of AI-driven customer engagement.

The research indicates that although Moroccan consumers possess a general awareness of 
chatbot technology, their levels of engagement are inconsistent. This observation is consistent with 
the conclusions drawn by Følstad and Brandtzaeg (2018), which suggest that awareness does not 
necessarily lead to regular usage. Participants expressed a spectrum of emotions, from neutrality to 
frustration, reflecting the insights of Sheehan et al. (2020), who emphasized that negative emotional 
reactions can impede the perceived efficacy of chatbots.

The study’s findings regarding the preference for human interaction over chatbots align with the 
research conducted by Ashfaq et al. (2020), which indicated that chatbots frequently do not achieve 
the same levels of satisfaction as human agents. This highlights the necessity for chatbots to enhance 
their ability to emulate the empathy and subtlety characteristic of human interactions. For brands in 
Morocco, this suggests a dual approach: enhancing the capabilities of chatbots while ensuring that 
human support remains an available supplementary option.

Furthermore, the significance of promptness, round-the-clock availability, and accuracy in 
interactions with chatbots was underscored by participants, corroborating the conclusions drawn by 
Ashfaq et al. (2020). Nonetheless, the presence of frustrations stemming from repetitive replies and 
restricted understanding points to areas that require enhancement. This observation aligns with the 
research conducted by Brandtzaeg and Følstad (2017), which posited that chatbots need to strike 
a balance between efficiency and personalization to fulfil user expectations.

The varied perceptions regarding the humanization of chatbots illustrate the wider discourse 
surrounding anthropomorphism in artificial intelligence. Although certain users value interactions 
that resemble human communication, others perceive these interactions as artificial, as highlighted 
by Huang and Rust (2018). This indicates that brands ought to prioritize functional efficiency instead of 
excessively highlighting human-like characteristics, especially in situations where users emphasize the 
importance of prompt and precise responses.

Moreover, the research underscores the capability of chatbots to improve brand perception by 
indicating innovation and modernity, aligning with the conclusions drawn by Brandtzaeg and Følstad 
(2018). In emerging markets such as Morocco, where the adoption of technology is frequently regarded 
as a symbol of advancement, chatbots can act as an effective means for distinguishing brands (Chung 
et al., 2020).

The study, however, uncovers a paradox: although chatbots have the potential to enhance 
customer satisfaction, their ineffective implementation may adversely affect brand likability. This 
finding is consistent with Trivedi’s (2020) assertion that subpar chatbot design can undermine trust 
and transparency. To address this issue, it is imperative for brands to guarantee that chatbots are not 
only efficient but also adept at managing intricate inquiries and smoothly transitioning interactions to 
human agents when required (Adam et al., 2020).

Also, cultural factors, such as language, communication styles, and levels of trust, significantly 
impact the adoption and effectiveness of chatbot technology in Morocco. These aspects influence user 
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experiences and play a crucial role in determining the success of chatbot implementations within this 
diverse and multilingual environment.

The linguistic diversity in Morocco, which includes Arabic (both Modern Standard Arabic and 
Moroccan Darija), French, and Amazigh, presents distinct challenges for the design of chatbots. Research 
conducted by Følstad and Brandtzaeg (2017) indicates that chatbots created for monolingual settings 
frequently fail to fulfil user expectations within multilingual contexts, resulting in user frustration and 
disengagement. In Morocco, where French is widely utilized in formal and business settings (Ennaji, 
2005), it is essential for chatbots to accommodate multiple languages to promote inclusivity and 
accessibility. Research conducted by Huang and Rust (2018) highlights that users exhibit a greater 
propensity to interact with chatbots that converse in their preferred language, as this practice improves 
usability and cultivates trust.

The Moroccan cultural framework emphasizes politeness, respect, and indirect forms of 
communication, as highlighted by Hofstede’s cultural dimensions theory (Hofstede, 2011). Chatbots that 
maintain a formal and respectful tone are more in line with these cultural expectations. Nonetheless, it is 
essential to achieve a balance between formality and approachability. Følstad and Skjuve (2019) observe 
that chatbots that are excessively formal may come across as impersonal, while those that adopt an 
overly casual demeanour might be viewed as disrespectful. In Morocco, where communication styles 
differ based on context, it is imperative for chatbots to adjust their tone according to user preferences 
and the demands of the situation.

A fundamental element in the adoption of chatbots is trust, particularly in cultures characterized 
by high uncertainty avoidance, such as Morocco (Hofstede, 2011). Users may exhibit scepticism towards 
chatbots, stemming from apprehensions regarding data privacy, accuracy, and the systems’ capacity 
to manage intricate inquiries. Gefen and Straub (2003) highlight that the level of trust in technology is 
contingent upon its perceived reliability and transparency. To cultivate trust, chatbots should showcase 
their competence, deliver clear explanations, and facilitate smooth transitions to human agents when 
necessary (Adam et al., 2020). In Morocco, where interpersonal relationships hold significant importance, 
chatbots that emulate the warmth and empathy typical of human interactions are more likely to earn 
user trust.

From a theoretical perspective, this research adds to the expanding literature on AI-driven 
customer engagement, especially within developing markets. It emphasizes the significance of 
contextual elements, including cultural preferences and technological preparedness, in influencing 
user experiences with chatbots. The results highlight the necessity for additional investigation into 
the emotional and psychological aspects of human-chatbot interactions, particularly in non-Western 
settings.

The implementation of chatbots carries significant practical implications that encompass several 
fundamental strategies. Firstly, it is crucial to enhance the functionality of chatbots by refining response 
accuracy, personalizing interactions, and equipping them to handle complex inquiries. Striking 
a balance between humanization and operational efficiency is also vital; while prioritizing efficiency, it 
is important to ensure that interactions are intuitive and natural without being overly dependent on 
human-like characteristics. Furthermore, chatbots can serve to communicate innovation and a modern 
appeal, aligning with customer expectations and aiding in the establishment of a unique brand identity. 
To elevate overall customer satisfaction, the integration of chatbots with human customer service 
representatives is recommended, facilitating seamless transitions and improving support.

Given the linguistic variety present in Morocco, it is essential for chatbots to support multiple 
languages, including Arabic, French, and Berber, in order to meet the diverse requirements of users. 
Additionally, it is vital to tailor communication strategies, achieving a harmonious balance between 
accessibility and formality that aligns with cultural norms. Finally, establishing trust is imperative; 
chatbots must prioritize transparency, exhibit reliability, and engage in empathetic dialogue to cultivate 
a constructive relationship with users.

To expand the scope of these findings, it is useful to examine similar patterns observed in other 
emerging markets. The research conducted in Morocco concerning the adoption of chatbots and user 
experiences aligns with patterns observed in other emerging markets, where factors such as linguistic 
diversity, cultural traditions, and varying degrees of technological readiness significantly influence user 
interactions with AI-driven tools. For example, in India – home to more than 22 officially recognized 
languages – Dwivedi et al. (2019) found that chatbots frequently struggle to engage users effectively due 
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to insufficient language capabilities and a lack of cultural responsiveness. This reflects the difficulties 
faced in Morocco, where the presence of Arabic, French, and Amazigh requires the development of 
multilingual and culturally attuned chatbot designs to promote inclusivity (Ennaji, 2005). Likewise, in 
Southeast Asia, research indicates that users in Indonesia and the Philippines favour chatbots that 
integrate local languages and cultural subtleties, including politeness and indirect communication 
styles. This is consistent with research conducted in Morocco, which indicates that users appreciate 
chatbots that strike a balance between formality and approachability while adhering to cultural norms 
(Følstad & Brandtzaeg, 2017).

A significant obstacle to the adoption of chatbots in emerging markets is the issue of trust. Research 
conducted in Latin America indicates that users frequently express scepticism towards chatbots, 
primarily due to apprehensions regarding data privacy and the limitations of chatbots in managing 
complex inquiries. This situation is mirrored in Morocco, where users place a high value on transparency, 
reliability, and the ability to transition effortlessly to human agents when necessary (Gefen & Straub, 
2003). Additionally, studies by Adam et al. (2020) in Sub-Saharan Africa underscore the necessity of 
creating chatbots that are not only multilingual but are also adept at comprehending regional dialects 
and cultural nuances. These comparisons across markets illuminate the shared challenges faced in 
the adoption of chatbots within emerging economies, which include the demand for multilingual 
capabilities, cultural customization, and mechanisms to foster trust.

By addressing these common challenges, companies can develop chatbots that are more inclusive, 
user-friendly, and proficient in improving customer engagement across various contexts.

6. LIMITATIONS AND FUTURE RESEARCH

While this study provides valuable insights into Moroccan consumers’ experiences with chatbot 
technology, it is not without limitations. Despite their diverse backgrounds, the sample included only 
50 participants, which may not fully reflect the heterogeneity of the Moroccan population. Furthermore, 
the study’s focus on user perceptions limits the consideration of quantitative performance indicators 
such as engagement rates or conversion metrics, which could provide a more comprehensive 
understanding of chatbot effectiveness.

Future research could build on these findings and conduct cross-cultural comparisons to 
investigate how chatbot adoption and user experience differ in developing countries. Such comparative 
studies would provide a more comprehensive global perspective on the role of AI in customer loyalty. 
Longitudinal studies would also be useful to track the evolution of user perceptions over time, 
especially as chatbot technology continues to evolve and become more sophisticated. Furthermore, 
the integration of quantitative and qualitative metrics would allow researchers to assess not only user 
perceptions of chatbots, but also how these technologies specifically impact customer behaviour 
and brand performance. Together, these approaches would contribute to a more comprehensive and 
in‑depth understanding of AI-enabled customer service in different contexts.

7. CONCLUSION 

In conclusion, this study presents a comprehensive investigation of AI-driven chatbots in the context 
of consumer behaviour and perception in Morocco. It reveals a nuanced landscape where awareness of 
chatbot technology coexists with varying levels of adoption and different user experiences. The scientific 
literature supports the hypothesis that chatbots offer significant advantages in customer service, such 
as improved efficiency and accessibility. However, challenges such as limitations in understanding and 
personalization remain, mirroring previous findings.

This study reveals the complex dynamics surrounding the humanization of chatbots. Research 
shows that while attempts to mimic human interactions can increase engagement for some users, 
functional efficiency remains paramount for others. From a brand perspective, chatbots are often 
viewed positively as a symbol of technological advancement and proactive customer service, consistent 
with research highlighting the role of technology in shaping consumer perceptions. However, concerns 
about accuracy, objectivity, and data security pose significant barriers, consistent with previous research 
on user trust and technology adoption.
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In the future, companies and researchers alike should focus on improving chatbots’ capabilities 
in terms of responsiveness, personalization, and emotional intelligence to optimize user satisfaction 
and promote ongoing engagement. Longitudinal studies and cross-cultural comparisons will help 
track changing consumer preferences and behaviours and ensure that chatbots evolve in a way that 
resonates with diverse audiences around the world.

Ultimately, successfully integrating chatbots into customer engagement strategies depends on 
effectively meeting user needs, thereby increasing overall brand perception and customer satisfaction. 
As the technology continues to evolve, exploring new ways to improve chatbot interactions is critical to 
realizing the full potential of chatbots as part of the modern customer service ecosystem.
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APPENDIX: List of Respondents

Respondent No. Gender Age Profession

R1 Female 23 University student

R2 Female 28 Customer service agent

R3 Female 25 Student

R4 Male 34 Digital marketer

R5 Male 22 Student

R6 Female 32 Sales assistant

R7 Male 27 Student

R8 Male 33 Customer service agent

R9 Male 21 Student

R10 Male 29 Student

R11 Female 24 Freelance graphic designer

R12 Male 27 Entrepreneur

R13 Female 23 Business student

R14 Female 31 Junior marketing assistant

R15 Female 26 Sales assistant

R16 Female 35 Kindergarten Teacher

R17 Female 22 Student

R18 Male 38 Call centre agent

R19 Male 25 Event planner

R20 Female 29 Digital marketer

R21 Male 24 Customer service agent

R22 Female 37 Engineer 

R23 Male 28 Junior UX assistant

R24 Male 33 Cardiologist 

R25 Male 21 Student

R26 Female 45 High School Teacher

R27 Female 23 Student

R28 Female 38 Doctor

R29 Female 41 Works in Finance

R30 Female 18 Student

R31 Female 25 Student

R32 Female 34 Dentist



63 | JMCBEM 1(20)

Respondent No. Gender Age Profession

R33 Male 26 Engineer 

R34 Female 27 PhD student

R35 Male 43 UX designer

R36 Female 18 Student 

R37 Male 32 Senior accountant 

R38 Male 32 Entrepreneur

R39 Male 29 Translator

R40 Female 23 Student

R41 Female 22 Student

R42 Male 22 Student

R43 Male 35 Pharmacist

R44 Male 18 Student

R45 Female 19 Student

R46 Female 21 Student

R47 Female 30 PhD Student

R48 Male 29 Engineer 

R49 Male 18 Student

R50 Male 26 PhD Student


