
 

Laura Prasasti  

 

35 

The Impact of AI-Based Marketing, Chatbots, and Social Media on 
Customer Satisfaction and the Economic Behavior of  MSMEs  

Consumers in Jambi City 
 
 

 Laura Prasasti1,  Yosi Fahdillah*2, Mira Gustiana Pangestu3 

 
1, 2, 3 Universitas Dinamika Bangsa, Indonesia 

 

 

Article Info  ABSTRACT  

Article history: 

Received, 29-09-2025 
Revised, 21-10-2025 
Accepted, 24-11-2025 

 This study investigates the influence of AI-based marketing, 
chatbot services, and social media activities on customer 
satisfaction and consumer economic behavior among Micro, 
Small, and Medium Enterprises (MSMEs) in Jambi City. A 
quantitative approach was applied, and data were collected 
from 400 respondents using a structured questionnaire. The 
analysis was conducted using Structural Equation Modeling 
(SEM) with SmartPLS 4. The results indicate that AI-based 
marketing, chatbot services, and social media engagement each 
have a significant positive effect on customer satisfaction. 
Furthermore, customer satisfaction significantly influences 
consumer economic behavior. The study also finds that 
customer satisfaction mediates the relationship between digital 
marketing strategies and consumer behavior. These findings 
highlight the strategic role of digital technologies in enhancing 
customer experiences and shaping consumer engagement in the 
MSME sector. 

Keywords: 

Digital Marketing, Artificial 
Intelligence, Chatbot, Social 
Media, Customer 
Satisfaction 

This is an open access article under the CC BY-SA license. 

 

Corresponding Author: 

Yosi Fahdillah 
Faculty of Management and Business Science, Dinamika Bangsa University, Jambi, Indonesia 
Jalan Kol. M. Kukuh, Paal Lima, Kec. Kota Baru, Kota Jambi, Jambi 36125 
Email: *yosifadillah230@gmail.com 

 
 

Introduction 

https://creativecommons.org/licenses/by-sa/4.0/
mailto:yosifadillah230@gmail.com


 

Laura Prasasti  36 

In Digital technology is growing rapidly, particularly in artificial intelligence (AI)-

based marketing, chatbots, and social media. MSMEs in Jambi City, as a sector that plays 

an important role in the local economy, face challenges in adopting this technology 

optimally. In the digital era, the rapid advancement of marketing technologies particularly 

artificial intelligence (AI), chatbots, and social media platforms has significantly 

transformed the way businesses design and implement their marketing strategies. This 

transformation is especially crucial for Micro, Small, and Medium Enterprises (MSMEs) 

in developing regions such as Jambi, Indonesia, where businesses often face structural 

challenges, including limited marketing budgets, restricted access to markets, and relatively 

low digital adoption rates. Traditional marketing channels such as print advertisements, 

brochures, and face-to-face promotions typically involve higher costs, limited geographic 

reach, and less effective customer engagement. In contrast, digital technologies enable cost 

efficient, data driven, and interactive marketing strategies that can help MSMEs overcome 

these limitations [1]. 

Social media allows MSMEs to reach a broader audience with minimal promotional 

costs while enabling two-way communication, real-time feedback, and strong community 

engagement. Unlike conventional marketing approaches, social media supports targeted 

promotions, content personalization, and viral dissemination, which are highly effective in 

increasing brand awareness and consumer trust [1]. Moreover, AI-powered marketing 

strengthens these benefits by analyzing consumer data to predict market trends, personalize 

advertisements, and optimize promotional campaigns. Similarly, chatbots provide MSMEs 

with automated 24/7 customer service, improving responsiveness, operational efficiency, 

and customer satisfaction [2]. In the context of Jambi’s MSMEs, these technologies are 

particularly relevant because they offer the ability to leapfrog traditional barriers, such as 

limited capital and infrastructure constraints, by enabling cost effective marketing with 

measurable outcomes. Integrating AI, chatbots, and social media can help MSMEs expand 

their market reach, strengthen customer relationships, and enhance marketing performance 

without requiring substantial physical infrastructure[3]. Furthermore, digital marketing 

technologies are more adaptive to changing consumer behaviors in the post-pandemic era, 
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making them essential tools for local businesses seeking long-term resilience and 

competitiveness. 

This study, therefore, aims to examine the role of AI, chatbots, and social media in 

improving marketing performance among MSMEs in Jambi. It also seeks to highlight how 

these technologies compare with traditional marketing methods in this local context, 

providing both theoretical contributions and practical implications for MSME development 

strategies. By doing so, the research addresses a critical gap in understanding how digital 

transformation can be strategically leveraged to strengthen local economies in emerging 

regions. Although digital marketing technologies such as AI, chatbots, and social media 

offer significant advantages for business growth, there remains a clear gap in the 

implementation and understanding of these strategies among MSMEs. Many MSMEs lack 

adequate knowledge, digital skills, and financial resources to effectively adopt these 

technologies.  

This gap limits their ability to compete with larger firms, reduce operational costs, 

and expand market reach. In regions like Jambi, this challenge is amplified by limited 

digital infrastructure and low levels of technological literacy [4]. This gap has led to limited 

digital transformation among MSMEs, reducing their marketing efficiency and 

competitiveness in the digital era. Many MSMEs still face challenges such as a lack of 

digital literacy, insufficient financial resources to adopt AI-based tools, and limited 

understanding of how to integrate social media or chatbot technology into their marketing 

activities. In line with this, the number of MSMEs continues to grow across various regions 

in Indonesia, including Jambi Province, yet their ability to leverage digital marketing 

innovation remains uneven. In line with that, the growth of the number of MSMEs in 

various regions of Indonesia, especially MSMEs development data, one of which is Jambi 

Province based on MSMEs Criteria. 
 

Table 1. MSME data for 2021-2023 Jambi Province 
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No. MSME CRITERIA Year 2021 Year 2022 Year 2023 
1 Micro 152.373 171.852 165.558 
2 Small 10.708 9.849 9.608 
3 Prevent 2 .416 2.341 885 
 Total 165.497 184.042 176.051 

Source: Central Statistics Agency of Jambi Province 2021-2023 
  

The development of MSMEs shows that the number of micro MSMEs increased in 

2022 but decreased in 2023. Small MSMEs have declined since 2021, while medium 

MSMEs have declined significantly in 2023. The development of MSMEs in Jambi 

Province in 2022 shows fluctuations in number, but still faces obstacles, such as suboptimal 

marketing, low technology utilization, weak productivity, limited access to financing, and 

poor management. The Society 5.0 era strengthens the role of technology in human life, 

including in the business world. Infinitely interconnected technologies create new 

complexities, so business actors need to adapt to maintain their competitiveness [5]. In the 

context of marketing, AI has made a significant impact by offering benefits such as 

personalization of customer experience, optimization of advertising campaigns, and data-

driven decision-making. Experts emphasize that AI-based interactions can foster customer 

loyalty and create a better experience [6]. 

Not only in marketing, AI also plays a role in various other sectors such as 

agriculture, economy, industry, and medicine. AI has been used in stock and foreign 

exchange forecasting through advanced algorithms that help decision-making [7]. In 

addition, the application of AI in digital marketing has improved business efficiency, 

allowing for faster data analysis as well as more effective automation of promotional 

processes [8]. One form of AI implementation in marketing is chatbots. Chatbots assist 

customers in finding information, answering questions, and completing transactions. The 

implementation of chatbots has been proven to increase customer satisfaction as well as 

encourage impulsive buying behavior and repurchase intent [9]. In the financial sector, 

chatbots are used to improve customer service, optimize responses to questions, and resolve 

issues faster [10]. The analysis shows that chatbots and other AI devices, such as predictive 

analytics and personalization engines, significantly improve e-commerce performance [11]. 
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In an increasingly competitive digital business environment, chatbots not only serve 

as customer service, but also play a role in increasing customer loyalty and marketing 

effectiveness. The integration of chatbots into financial services has helped improve 

customer satisfaction through faster and more efficient automated solutions [12]. In 

addition, the study found that the extrinsic and intrinsic value of chatbots have a positive 

effect on consumer satisfaction, suggesting that AI-based digital interactions have great 

potential in improving customer experience [13]. Social media also plays an important role 

in MSME digital marketing. Previous studies have shown that entrepreneurial orientation, 

product innovation, and the use of social media have an effect on the competitive advantage 

and marketing performance of MSMEs in Jambi City [14]. Additionally, other research 

highlights that chatbots and AI provide a more efficient purchasing experience as well as 

improve customer engagement [15]. By understanding customer engagement through 

chatbots and virtual assistants, businesses can gain valuable insights to improve interactions 

with consumers [16]. 

In the world of investment and finance, AI-based analytics and social media have 

helped investors avoid mistakes in decision-making [17]. Research on SMEs in Jambi City 

found that social media has a significant influence on competitive advantage and marketing 

performance, and shows that product innovation and social media have a strong mediating 

effect on marketing performance [18]. Although digital adoption in the form of e-commerce 

and food delivery applications has been implemented by MSMEs, the use of AI is still 

limited. A small percentage of MSMEs have adopted chatbots as automated communication 

solutions with customers, but in general the application of AI in this sector is still in its 

early stages [19]. However, other research results revealed that the adoption of artificial 

intelligence is still not widely used by MSMEs. However, some MSMEs have adopted 

artificial intelligence technology such as chatbot applications for communication services. 

Research on AI-powered recommendation systems reveals that AI-based personalization 

can increase sales by 25% and user engagement by 30%, although there are still challenges 

in terms of algorithmic bias and data privacy [20]. 



 

Laura Prasasti  40 

The development of AI and social media is also in line with the principles of 

behavioral economics. These technological advancements allow marketers to understand 

consumer behavior more deeply, as well as direct their decision-making more responsibly 

[21]. Most studies on behavioral economics and AI focus on decision-making in 

uncertainty, behavioral game theory, as well as machine learning, all of which are relevant 

in understanding consumer economic behavior [22]. In addition, recent research shows that 

consumption behavior can be influenced by self-efficacy and intensity of social media use, 

where the intensity of social media use contributes more to shaping consumer consumption 

patterns [23]. From the Research Results [24] also revealed that the chatbot was developed 

to improve customer service at Kafe Duniawi Coffee, making it easier for potential visitors 

to get information and function as a communication tool that can respond to visitors 

anywhere as long as the server is still running. Research  [25];[26];[27];[28];[29] previous 

shows that the use of AI, chatbots, and social media helps MSMEs provide faster and easier 

services, so that customers become more satisfied and trusted. These methods also make 

customers buy more often at MSMEs. All research it agrees that AI, chatbots, and social 

media play an important role in modern marketing, having a significant impact on customer 

satisfaction, loyalty, purchasing decisions, and digital consumption behavior 

[30];[31];[32];[33];[34];[35];[36].  

Digital transformation has profoundly changed the way businesses operate, 

particularly through the adoption of Artificial Intelligence (AI), chatbots, and social media 

technologies. These digital innovations enable companies to improve marketing efficiency, 

personalize customer experiences, and make data driven decisions. However, in developing 

regions such as Jambi City, Micro, Small, and Medium Enterprises (MSMEs) still face 

major challenges in fully adopting AI-based marketing tools due to limited resources, 

digital skills, and infrastructure readiness. According to data from the Central Statistics 

Agency of Jambi Province (2021–2023), the number of MSMEs fluctuated micro 

enterprises increased in 2022 but declined in 2023 indicating that digital adaptation remains 

inconsistent and technology integration suboptimal. The urgency of this study arises from 

the need to strengthen MSME competitiveness through technology adoption that can 
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improve customer satisfaction and stimulate positive consumer economic behavior. While 

previous studies have examined AI, chatbots, or social media separately [37], there remains 

a research gap in integrating these three technologies into a unified framework to 

understand their combined influence on MSME customer satisfaction and behavioral 

economics in Indonesia. Moreover, most research has focused on large corporations, 

leaving MSMEs in emerging markets underrepresented in empirical data. 

This study introduces a novel model that integrates AI-based marketing, chatbots, 

and social media engagement to analyze both their direct and indirect impacts via customer 

satisfaction on consumer economic behavior. The novelty of this research lies in bridging 

digital marketing and behavioral economics theories by identifying satisfaction as the 

mediating psychological mechanism that transforms digital interaction into economic 

action. Theoretically, this study enriches digital marketing and consumer behavior literature 

by extending the Technology Acceptance Model (TAM) to an AI-driven MSME context. 

Practically, the findings contribute strategic implications for MSME owners and 

policymakers in Jambi to optimize AI and social media tools for sustaining customer loyalty 

and digital competitiveness. 

 

Method 
 

This study employed a quantitative research design with a survey method, involving 

400 respondents who were consumers or customers of MSMEs in Jambi Province, 

Indonesia. Respondents were selected using a random sampling technique to ensure that 

the sample adequately represented the MSME customer population. The inclusion criteria 

for this study were individuals who had purchased products or services from MSMEs in the 

past six months. The sample size of 400 respondents was determined using the Cochran 

formula, ensuring sufficient statistical power for the Structural Equation Modeling (SEM) 

analysis using SmartPLS. The research instrument was a questionnaire adapted from a 

previously validated measurement scale, covering variables such as AI-based marketing, 
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chatbots, social media engagement, customer satisfaction, and consumer economic 

behavior. Prior to primary data collection, a pilot test was conducted with 30 respondents 

to verify the clarity and relevance of the questions. Content validity was confirmed through 

expert review in the fields of marketing and consumer behavior. 

Next, construct validity was analyzed in two stages: Convergent validity, which was 

evaluated using factor loading values. Each indicator with a factor loading value above 0.70 

was deemed to meet convergent validity criteria. Discriminant validity, which was met if 

the value of each construct was greater than the correlation between the other constructs, 

was assessed. After the measurement model (outer model) met validity and reliability 

criteria, the structural model (inner model) was tested using the bootstrapping procedure in 

SmartPLS to test the research hypotheses. Hypothesis testing used t-statistics and p-values 

with a 5% significance level (α = 0.05). The 5% significance level was chosen because it is 

the most commonly used threshold in social science research, providing a balance between 

minimizing Type I errors (false positives) and maintaining adequate statistical power to 

detect true effects. A hypothesis was declared significant if the t-statistic value was greater 

than 1.96 and the p-value was less than 0.05. This study also considered ethical aspects of 

research, including voluntary participation, informed consent, and respondent 

confidentiality and anonymity. 

   

Results and Discussion 
 
  Before presenting the outer loading table, it is essential to evaluate the measurement 

model to ensure that each indicator used in this study accurately measures its intended 

construct. The assessment of the measurement model includes testing for convergent 

validity, discriminant validity, and reliability. Convergent validity is examined through the 

outer loading values of each indicator, which reflect the degree to which items correlate with 

their respective latent variables. An indicator is considered valid if its outer loading value 

exceeds 0.70, indicating that the indicator effectively represents the underlying construct 

[38]. The following table presents the outer loading values for all indicators used in this 

study. 
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Table 2. Outer Loading 
  

AI - Based 
Marketing 

(AIBM) 

Chatbot 
(CB) 

Consumer 
Economic 
Behavior 

(CEB) 

Customer 
Satisfaction (CS) 

Social 
Media 
(SM) 

AIBM.2 0,805 
    

AIBM.3 0,778 
    

CB.1 
 

0,820 
   

CB.2 
 

0,774 
   

CB.3 
 

0,764 
   

CB.4 
 

0,732 
   

CEB.1 
  

0,869 
  

CEB.2 
  

0,836 
  

CS.1 
   

0,844 
 

CS.2 
   

0,845 
 

CS.3 
   

0,817 
 

SM.1 
    

0,807 
SM.2 

    
0,821 

SM.3 
    

0,768 
SM.4 

    
0,713 

 AIBM.1 0,853 
    

Source: SmartPLS4 

 

The table above presents the results of the outer loading test used to assess the 

convergent validity of the measurement model in this study. The outer loading values 

indicate how strongly each indicator represents its corresponding latent construct, namely 

AI-Based Marketing (AIBM), Chatbot (CB), Consumer Economic Behavior (CEB), 

Customer Satisfaction (CS), and Social Media (SM). Indicators are considered valid when 

their loading values exceed 0.70. The results show that all indicators have loading values 

ranging from 0.713 to 0.869, indicating that all items are valid and effectively explain their 

respective variables [38]. Therefore, the research instrument is deemed reliable and 

appropriate, as all indicators contribute strongly to their measured constructs. 
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Table 3. Cross Loading 
  

Ai - Based 
Marketing 

(AIBM) 

Chatbot 
(CB) 

Consumer 
Economic 
Behavior 

(CEB) 

Customer 
Satisfaction 

(CS) 

SOCIAL 
MEDIA 

(SM) 

AIBM.2 0,805 0,562 0,361 0,496 0,400 

AIBM.3 0,778 0,478 0,340 0,505 0,397 

CB.1 0,547 0,820 0,418 0,507 0,452 

CB.2 0,558 0,774 0,341 0,466 0,389 

CB.3 0,465 0,764 0,379 0,514 0,484 

CB.4 0,518 0,732 0,386 0,451 0,468 

CEB.1 0,387 0,439 0,869 0,502 0,492 

CEB.2 0,358 0,401 0,836 0,454 0,539 

CS.1 0,525 0,533 0,468 0,844 0,545 

CS.2 0,607 0,598 0,451 0,845 0,480 

CS.3 0,446 0,437 0,492 0,817 0,490 

SM.1 0,459 0,469 0,458 0,472 0,807 

SM.2 0,400 0,505 0,507 0,521 0,821 

SM.3 0,492 0,451 0,409 0,451 0,768 

SM.4 0,321 0,373 0,503 0,432 0,713 

 AIBM.1 0,853 0,599 0,365 0,538 0,506 

Source: SmartPLS4 
 

The cross loading table shows the discriminant validity test results, which evaluate 

whether each indicator is more strongly associated with its own construct than with other 

constructs. The results indicate that all indicators, such as those for AI-Based Marketing, 

Chatbot, Consumer Economic Behavior, Customer Satisfaction, and Social Media, have the 

highest loading values on their respective variables. This confirms that each item uniquely 

measures its intended construct, thereby fulfilling the discriminant validity requirement and 

ensuring that the measurement model is valid and reliable. 
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Figure 1. Results of the Bootstrapping Analysis 

              
Source: SmartPLS4 
 

The bootstrapping results illustrate the significance testing of relationships between 

variables in the structural model. Each path coefficient indicates the strength and direction 

of influence among constructs such as AI-Based Marketing, Chatbot, Social Media, 

Customer Satisfaction, and Consumer Economic Behavior. Relationship is considered 

significant when the t-statistics value exceeds 1.96 or the p-value is less than 0.05. Therefore, 

the bootstrapping output helps confirm which hypotheses are supported and which are not, 

ensuring that the proposed structural model has statistically validated relationships between 

constructs [38]. 

The table of results for inner weights from the bootstrapping output is used to 

determine the direct effects between variables for each hypothesis. This is done by 

examining the path coefficient values of each hypothesis and the t-statistic values. A good 

path coefficient should exceed >0.5. This coefficient can be found in the 'Original Sample 
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(O)' column. The t-statistic values are found in the 'T Statistics (|O/STDEV|)' column of the 

results for inner weights table. A t-statistic value greater than 1.96 indicates a significant 

direct effect for each hypothesis. 

Table 4. Direct Effect 
 

Original 
sample (O) 

Sample 
mean (M) 

Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDEV|) 

P 
values 

AI - Based Marketing (AIBM) -
> Customer Satisfaction (CS) 

0,304 0,302 0,070 4,349 0,000 

Chatbot (CB) -> Customer 
Satisfaction (CS) 

0,253 0,255 0,072 3,491 0,000 

Customer Satisfaction (CS) -> 
Consumer Economic Behavior 
(CEB) 

0,562 0,564 0,043 13,126 0,000 

Social Media (SM) -> Customer 
Satisfaction (CS) 

0,294 0,297 0,056 5,264 0,000 

Source: SmartPLS4 
 

Table 5. Indirect Effect 
  

Original 
sample (O) 

Sample 
mean (M) 

Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDEV|) 

P values 

Social Media (SM) -> 
Customer Satisfaction (CS) 
-> Consumer Economic 
Behavior (CEB) 

0,165 0,169 0,038 4,376 0,000 

AI - Based Marketing 
(AIBM) -> Customer 
Satisfaction (CS) -> 
Consumer Economic 
Behavior (CEB) 

0,171 0,170 0,039 4,401 0,000 

Chatbot (CB) -> Customer 
Satisfaction (CS) -> 
Consumer Economic 
Behavior (CEB) 

0,142 0,145 0,044 3,201 0,001 

Source: SmartPLS4 
 

Beyond statistical significance, the magnitude of the coefficients provides valuable 

managerial insights. The path coefficient between customer satisfaction and consumer 
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economic behavior (β = 0.562) indicates that every one-unit increase in satisfaction improves 

consumer economic behavior by approximately 56%. Likewise, AI-based marketing (β = 

0.304), chatbot service quality (β = 0.253), and social media engagement (β = 0.294) each 

contribute substantially to enhancing customer satisfaction. These findings demonstrate that 

digital interaction quality characterized by personalization, responsiveness, and consistent 

social engagement strongly drives consumer loyalty and purchasing consistency. 

The mediating analysis also reveals that customer satisfaction effectively transmits 

the influence of AI-based marketing, chatbots, and social media on consumer economic 

behavior (β = 0.171, 0.142, and 0.165; p < 0.001). This suggests that the impact of digital 

marketing technologies on consumer decisions occurs indirectly through satisfaction rather 

than through direct persuasion alone. Therefore, satisfaction acts as a key behavioral bridge 

between technology-driven experiences and sustainable economic actions among MSME 

consumers. 

Based on the analysis results presented in Table 4 and Table 5, it can be concluded 

that all variables have a positive and significant effect on both customer satisfaction and 

consumer economic behavior. The path coefficient of AI-based marketing on customer 

satisfaction is 0.304, indicating that each increase in the effectiveness of AI strategies leads 

to a 30.4% increase in customer satisfaction. The chatbot variable has a coefficient of 0.253, 

emphasizing the importance of response speed, ease of interaction, and information accuracy 

in shaping a positive digital experience. Meanwhile, social media shows a coefficient of 

0.294, demonstrating the strong role of social interaction and customer engagement in 

building satisfaction. The path coefficient of customer satisfaction on consumer economic 

behavior is 0.562 (t = 13.126), making it the most dominant effect, which indicates that 

customer satisfaction is a key factor in driving loyalty, repeat purchases, and the intensity of 

digital consumption. 

Furthermore, the mediation analysis through customer satisfaction as a mediating 

variable shows significant results for all three digital marketing variables. The mediation 

coefficient of AI-based marketing on consumer economic behavior is 0.171, chatbot 0.142, 
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and social media 0.165 all significant (t > 1.96). These findings indicate that the impact of 

digital technology on consumer economic behavior does not occur directly but rather 

through the enhancement of customer satisfaction as a psychological bridge that strengthens 

digital experiences into actual economic actions. This aligns with the Technology 

Acceptance Model (TAM) and Expectation Confirmation Theory (ECT), which emphasize 

satisfaction as a key mechanism shaping consumer behavioral intentions. In the context of 

MSMEs in Jambi, these results confirm that the integrated use of AI, chatbots, and social 

media can strengthen customer loyalty, enhance digital experiences, and expand market 

potential in a sustainable manner. 

Based on Table 4 and Table 5, the results of hypothesis testing using t-statistics can 

be explained as follows:  

Direct Effect : 1) AI-based marketing on customer satisfaction : The t-statistic value 

for AI-based marketing on customer satisfaction is 4.349, which is greater than the t-table 

value of 1.96. This result shows that AI-based marketing has a significant effect on customer 

satisfaction. 2) Chatbot on customer satisfaction: The t-statistic value for Chatbot on 

customer satisfaction is 3.491, which is greater than the t-table value of 1.96. This means 

that Chatbot has a significant effect on customer satisfaction. 3) Social media on customer 

satisfaction: The t-statistic value for Social media on customer satisfaction is 5.264, which 

is greater than the t-table value of 1.96. This shows that social media has a significant effect 

on customer satisfaction. 4) Customer satisfaction on consumer economic behavior: The t-

statistic value for customer satisfaction on consumer economic behavior is 13.126, which is 

greater than the t-table value of 1.96. This indicates that customer satisfaction has a 

significant effect on consumer economic behavior. 

Indirect effect: 1) Customer satisfaction mediates the relationship between AI-based 

marketing and consumer economic behavior; The t-statistic value for this relationship is 

4.401, which is greater than the t-table value of 1.96. This means that customer satisfaction 

significantly mediates the effect of AI-based marketing on consumer economic behavior. 2) 

Customer satisfaction mediates the relationship between Chatbot and consumer economic 

behavior; The t-statistic value for this relationship is 3.201, which is greater than the t-table 
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value of 1.96. This indicates that customer satisfaction significantly mediates the effect of 

Chatbot on consumer economic behavior. 3) Customer satisfaction mediates the relationship 

between social media and consumer economic behavior; The t-statistic value for this 

relationship is 4.376, which is greater than the t-table value of 1.96. This shows that customer 

satisfaction significantly mediates the effect of social media on consumer economic 

behavior. 
 
Discussion 
 
AI-Based Marketing Significantly Affects Customer Satisfaction 

AI-based marketing significantly enhances customer satisfaction (t = 4.349 > 1.96), 

confirming that personalized, data driven promotions and real-time services improve 

consumer experiences. This result who found that AI personalization strengthens brand 

image and perceived quality, and [39], who emphasized that efficiency gains from AI-based 

systems increase loyalty. Who noted that price sensitivity dominates satisfaction in 

telecommunications. For MSMEs, personalized recommendations and automation appear 

more decisive than pricing factors, reinforcing the TAM concept that perceived usefulness 

and ease of use lead to satisfaction and adoption. AI-based marketing has a significant effect 

on customer satisfaction with a t-statistic value of 4.439 (> 1.96), showing that the presence 

of AI, service personalization, process efficiency, and promotional optimization successfully 

create a satisfying digital experience for customers. AI-based marketing strategies that can 

recognize individual preferences in real-time make customers feel valued, thereby increasing 

their satisfaction with the service. 

This empirical evidence confirms that when AI is optimally used, including in 

creating relevant promotional content and efficiently managing interactions, customers not 

only feel satisfied with the service but also have a stronger intention to recommend it to 

others. That brand image has a positive and significant effect on customer satisfaction. 

Furthermore, AI-based service quality, AI-based interaction, and AI-based customization 

are positively correlated with brand image [40]. The study also supports the mediating role 
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of brand image and helps banking strategists in Saudi Arabia leverage technology to improve 

customer satisfaction. Provide strong evidence of the significant impact of AI-based 

customer service on customer satisfaction and perceived efficiency [39]. Showed that AI 

personalization has a significant positive relationship with customer satisfaction, as proven 

by a significant positive correlation with repeat purchases and customer referrals [41]. 

Moreover, in the context of MSMEs, AI adoption plays a critical role because these 

businesses often face limited human resources and marketing budgets. By automating 

interactions and tailoring promotions, AI provides MSMEs with a competitive leverage 

similar to large enterprises. This is particularly important in emerging markets, where 

customer experience is often a key differentiator. The findings also suggest that for MSMEs, 

personalized recommendations and process automation have a stronger influence on 

satisfaction than price sensitivity, which traditionally dominates satisfaction in sectors such 

as telecommunications. Strategically, this means MSMEs should not view AI merely as a 

technological upgrade but as an integrated marketing strategy that enhances customer 

relationships, accelerates service delivery, and builds sustainable loyalty. Thus, AI-based 

marketing not only improves satisfaction but also lays the groundwork for stronger 

behavioral intentions such as repurchase and advocacy. 

 

Chatbots Significantly Affect Customer Satisfaction 

The influence of chatbots on satisfaction (t = 3.491) highlights the importance of 

responsiveness, interactivity, and accuracy in digital communication. This finding aligns 

with [42], who identified chatbots as key drivers of service quality, Linked playfulness and 

social presence to user satisfaction. The present study extends their insights to MSMEs, 

showing that even small enterprises can replicate human like service quality through 

chatbots, improving satisfaction and loyalty in digital interactions. The analysis shows that 

chatbots significantly affect customer satisfaction with a t-statistic value of 3.491. Chatbot 

features such as response speed, ease of interaction, information accuracy, and service 

availability play a key role in shaping a positive digital experience. Chatbots that respond 

quickly and accurately help reduce customer frustration and improve interaction comfort. 
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Customers who are served efficiently by chatbots tend to rate the overall service 

quality higher, leading to increased satisfaction. This also encourages them to recommend 

the service to others as a reflection of their satisfaction. Found that these functions positively 

affect service quality, the main functional goal of chatbots [43]. Revealed that chatbots 

influence customer loyalty. System quality, service quality, and information quality are 

essential dimensions that chatbots must fulfill to provide a good customer experience. To 

make chatbots more personal, companies can adjust their language style. Human like 

chatbots generate greater satisfaction and trust among users, leading to broader adoption 

[44]. Showed that chatbot characteristics such as ease of use, playfulness, and usefulness 

significantly increase service value in mobile fashion shopping, while social presence had 

no significant effect on service value. However, for customer satisfaction, social presence, 

playfulness, and usefulness were significant, while ease of use was not [45]. 

This aligns with Technology Acceptance Model (TAM) assumptions: when 

technology is perceived as useful and enjoyable, it triggers positive attitudes and satisfaction. 

Strategically, this means MSMEs should not view chatbots merely as automated service 

tools, but as experience amplifiers. By designing chatbot conversations that are fast, natural, 

and personalized such as using human like language or adaptive responses businesses can 

build deeper customer trust and increase emotional attachment. This not only enhances 

satisfaction but also encourages loyalty and positive word-of-mouth, which are crucial for 

MSME competitiveness in a digital economy. 

 

Social Media Significantly Affects Customer Satisfaction 

Social media has the strongest effect on satisfaction (t = 5.264), demonstrating that 

frequent activity, customer interaction, and engaging content improve emotional 

connections with customers. This supports found that perceived social media quality 

enhances satisfaction and trust. Unlike studies in large corporations that emphasize branding, 

this study reveals that for MSMEs, interactive engagement such as prompt replies and 

consumer feedback plays a more critical role than promotional intensity [46]. Social media 
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significantly affects customer satisfaction with a t-statistic value of 5.264. The dimensions 

of activity frequency, customer interaction, promotional content, and consumer engagement 

contribute to enhancing the digital customer experience. A brand's active presence on social 

media allows customers to stay connected, receive updates, and feel involved in two-way 

communication. 

Consistent interaction through engaging content increases customer satisfaction with 

the overall service. When customers feel appreciated and involved on a company’s social 

media platform, they become more satisfied and develop a positive perception of the service. 

That social media plays an important role in delivering information to customers and acts as 

an antecedent that enhances salesperson behavior to increase customer satisfaction [47]. That 

in mobile social media contexts, service quality dimensions usefulness, convenience, design, 

and security/privacy significantly and positively influence customer satisfaction [46]. 

Showed that both digital marketing strategies through social media and price promotions 

directly increase customer satisfaction [48]. Unlike large corporations where social media is 

often focused on branding and image management, MSMEs rely more on personal 

interaction to build strong customer relationships. Quick responses to comments, 

personalized messages, and interactive feedback loops make customers feel acknowledged 

and emotionally attached to the business. This emotional closeness builds trust and a sense 

of community—two critical components of satisfaction and loyalty. In emerging markets 

like Jambi, where personal trust remains a major driver of consumer decisions, this relational 

interaction is even more powerful than formal brand campaigns. 

Strategically, this finding indicates that MSMEs should invest in structured social 

media strategies that prioritize engagement over broadcasting. By maintaining consistent 

activity and fostering genuine dialogue with consumers, MSMEs can transform social media 

from a mere marketing channel into a relationship-building ecosystem. This does not require 

large financial investment but rather strategic time allocation, content planning, and real-

time responsiveness. Such efforts can significantly increase satisfaction, strengthen trust, 

and encourage repeat purchasing behavior. 
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Customer Satisfaction Significantly Affects Consumer Economic Behavior 

Customer satisfaction exerts a major impact on consumer economic behavior (t = 

13.126), consistent with [49], who confirmed satisfaction as a driver of loyalty and purchase 

repetition. This finding reinforces behavioral economics theory, indicating that emotional 

satisfaction influences rational consumer decisions. Satisfied consumers not only repeat 

purchases but also engage in advocacy and social influence, generating positive economic 

cycles for MSMEs. A t-statistic value of 13.126 shows that customer satisfaction 

significantly affects consumer economic behavior. When customers are satisfied with the 

service, experience a pleasant digital journey, and intend to recommend it, they tend to show 

high loyalty and consistent purchasing decisions. This satisfaction fosters sustainable digital 

consumption preferences. Satisfied customers are more open to repeat purchases and brand 

loyalty, ultimately leading to favorable economic behavior for businesses. showed That in 

Indonesia’s highly competitive e-commerce environment, factors related to customer 

experience, brand perception, and trust are more influential in shaping satisfaction than price 

alone [50]. This finding urges e-commerce businesses to focus on improving service quality 

and customer experience to maintain satisfaction and loyalty. 

That understanding consumer behavior significantly affects customer satisfaction, 

which in turn drives value creation, especially for micro and small service businesses [51]. 

Stated that customer satisfaction strengthens the relationship between price and packaging 

perception and purchasing decisions. Therefore, product managers should not only focus on 

pricing strategies but also consider packaging elements to effectively boost satisfaction and 

consumer buying interest [52]. In the MSME context, this relationship becomes particularly 

crucial. Unlike large corporations that may rely on scale or heavy branding, MSMEs often 

depend on long term customer relationships as their main source of sustainable income. 

Satisfied customers are not only more likely to make repeat purchases but also to act as 

informal brand ambassadors promoting businesses through trusted social networks. This 

creates a positive economic multiplier effect, where satisfaction leads to loyalty, loyalty 

leads to retention, and retention lowers marketing costs while increasing revenues. 
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Strategically, this finding highlights that MSMEs should treat customer satisfaction 

as a core economic driver, not just a marketing KPI. Investments in improving service 

quality, personalization, and customer experience are likely to yield stronger behavioral 

responses than competing solely on price. Building trust and emotional attachment through 

consistent service quality can secure long-term consumer economic behavior, making 

satisfaction a strategic pillar for sustainable business growth. 

 

Customer Satisfaction Significantly Mediates the Effect of AI Marketing on Consumer 

Economic Behavior 

 
Customer satisfaction is proven to mediate the relationship between AI-based 

marketing and consumer economic behavior with a t-statistic value of 4.401. This indicates 

that the success of AI in creating personalized, efficient, and optimized promotional 

interactions will more effectively shape consumer behavior when accompanied by customer 

satisfaction. Consumers satisfied with responsive and relevant AI-based services are more 

likely to develop loyalty and stronger digital consumption preferences. Without satisfaction, 

AI marketing efforts may not directly influence consumer behavior. Showed that AI 

technologies like machine learning, natural language processing, and expert systems help 

companies identify customer needs, personalize services, and improve promotional 

effectiveness [53]. Thus, AI not only enhances operational efficiency but also significantly 

contributes to improving customer satisfaction, loyalty, and sales predictions making it a 

strategic asset for navigating consumer behavior in the digital age. 

That marketing through AI-based chatbots significantly increases customer 

satisfaction, which in turn positively affects customer loyalty in the online shopping context 

in Saudi Arabia. The study also found that customer satisfaction mediates the relationship 

between AI chatbot marketing and customer loyalty, meaning the chatbot's impact on 

loyalty primarily operates through improved satisfaction [54]. Emphasized the role of AI in 

predicting consumer behavior and optimizing marketing strategies. AI can analyze large 

data sets such as purchase histories and survey responses to understand and forecast 

customer behavior using machine learning techniques [55]. The findings show that 
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customer satisfaction significantly mediates the relationship between AI-based marketing 

and consumer economic behavior. This indicates that the effectiveness of AI in creating 

personalized, efficient, and optimized promotional interactions becomes more impactful 

when accompanied by high levels of satisfaction. Theoretically, this aligns with the 

Technology Acceptance Model (TAM) and Expectation Confirmation Theory (ECT), 

which posit that perceived usefulness and positive experiences with technology increase 

satisfaction and subsequent behavioral intention [56]. In marketing contexts, AI enhances 

customer engagement by providing tailored recommendations, predictive analytics, and 

automated services, thereby increasing perceived service quality and overall satisfaction. 

From a consumer behavior perspective, satisfaction acts as a psychological 

mechanism that translates cognitive evaluations into economic behavior such as purchase 

decisions and loyalty [57]. The adoption of AI in marketing enables real-time 

personalization and seamless customer interaction, improving both functional and 

emotional value. When consumers perceive the interaction as relevant and effortless, 

satisfaction rises, leading to consistent and loyal consumption behavior. Thus, AI marketing 

not only automates decision-making but also strengthens customer trust and satisfaction, 

which in turn fosters positive economic outcomes. This finding who demonstrated that AI-

based marketing positively affects satisfaction and loyalty through personalization and 

improved brand image. Similarly, Found that AI-driven systems enhance satisfaction and 

repurchase intentions by improving service efficiency and predictive accuracy [39]. Further 

confirmed that in the Saudi Arabian online shopping context, satisfaction mediates the 

relationship between AI chatbot marketing and customer loyalty showing that AI’s impact 

operates primarily through improved satisfaction [58]. 

Moreover, Emphasized that machine learning and expert systems enable firms to 

understand customer preferences and forecast behavior more precisely, thereby 

strengthening satisfaction and purchase likelihood. Empirically, these results reinforce that 

satisfaction bridges AI adoption and digital consumer behavior, validating that AI marketing 

not only increases operational efficiency but also enhances emotional connection and 
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economic engagement [59]. From a consumer behavior perspective, satisfaction serves as a 

psychological mechanism that converts cognitive evaluations into actual economic 

decisions. When customers feel that AI tools are not only efficient but also emotionally 

engaging by recognizing preferences, recommending relevant products, and providing quick 

support they perceive higher value. This leads to trust formation, brand attachment, and 

consistent consumption patterns. Without satisfaction, even advanced AI marketing 

technologies may fail to generate sustained behavioral impact because the interaction 

remains transactional, not relational. For MSMEs, this mediating effect is strategically 

critical. Unlike large corporations with heavy advertising power, MSMEs can compete 

through superior customer experience. By adopting AI for personalization and combining it 

with service quality enhancement, MSMEs can create stronger satisfaction and loyalty 

effects than traditional marketing methods. This is particularly relevant in emerging markets 

like Indonesia, where trust and relationship quality are central to consumer decision-making. 

Strategically, the findings suggest that MSMEs should not focus solely on adopting 

AI technology, but on integrating AI with customer satisfaction strategies such as feedback 

loops, continuous personalization, and responsive communication. In this way, AI functions 

not merely as an operational tool but as a behavioral catalyst that amplifies satisfaction and 

transforms it into economic outcomes like repeat purchase, increased transaction value, and 

positive word-of-mouth.  

 

Customer Satisfaction Significantly Mediates the Effect of Chatbots on Consumer 

Economic Behavior 

Customer satisfaction also mediates the effect of chatbots on consumer economic 

behavior, with a t-statistic value of 3.201. Chatbots with fast responses, ease of use, and 

accurate information create satisfying service experiences that lead to purchasing decisions 

and loyalty. In other words, a fast chatbot alone is not enough to change consumer behavior 

without delivering satisfaction. Satisfaction plays a key mediating role in linking chatbot 

services with purchasing behavior and ongoing digital preferences. Showed that using 

anthropomorphic (human-like) chatbots in food e-commerce significantly increases 
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customer satisfaction [60]. That satisfaction with chatbot usage significantly affects the 

intention to reuse chatbots and has a greater impact than the intention to make online 

purchases [61]. Revealed that AI-based chatbots play a key role in enhancing user 

satisfaction, continued usage intention, and encouraging positive electronic word of mouth 

(e-WOM) in the online shopping context [62]. 

Customer satisfaction is also proven to mediate the relationship between chatbot 

services and consumer economic behavior, suggesting that fast response, usability, and 

accurate information contribute to service satisfaction, which in turn shapes purchasing 

decisions and loyalty. This finding is supported by the SERVQUAL model [63], which 

highlights reliability, responsiveness, and assurance as key determinants of satisfaction. In 

the digital context, anthropomorphic (human-like) chatbots enhance social presence, 

creating a sense of warmth and interactivity that increases user satisfaction and trust in the 

brand. According to the Theory of Planned Behavior [64], behavioral intentions are 

influenced by attitudes and perceived control both of which are shaped by satisfaction. 

Chatbots that deliver personalized, friendly, and seamless conversations elevate both 

emotional and cognitive satisfaction, fostering continued usage and purchase behavior. 

Therefore, customer satisfaction functions as a mediating psychological factor that links 

service quality with consistent economic action in digital environments. 

Demonstrated that anthropomorphic chatbots significantly increase customer 

satisfaction in food e-commerce [60]. Similarly, reported that satisfaction from chatbot 

interaction has a stronger effect on reuse intention than on direct purchase intention. This 

confirms that satisfaction acts as a behavioral gateway that connects chatbot experiences to 

consumer loyalty and repetitive engagement [61]. Additionally, revealed that AI-based 

chatbots enhance satisfaction, continuous usage intention, and positive electronic word of 

mouth (e-WOM) in online shopping. These empirical results align with the current study’s 

conclusion that the chatbot’s influence on economic behavior occurs indirectly through the 

satisfaction pathway underscoring satisfaction as the emotional core of digital consumer 

engagement. 
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Strategically, these findings provide an important implication for MSMEs. Unlike 

large firms with advanced CRM systems, MSMEs can use chatbots to replicate high quality 

service interactions at low cost. However, the real impact is not in chatbot deployment alone 

but in how well the chatbot experience satisfies users through natural conversation, 

friendliness, and quick assistance. This satisfaction builds loyalty, drives repeat purchases, 

and encourages positive digital word of mouth, creating a long-term competitive advantage 

in the digital marketplace. 

 

Customer Satisfaction Significantly Mediates the Effect of Social Media on Consumer 

Economic Behavior 

Social media influences consumer economic behavior indirectly through customer 

satisfaction, with a t-statistic value of 4.376. Active interactions and promotional content on 

social media enhance digital experiences and customer satisfaction, which then lead to 

purchase decisions and loyalty. Customers who are satisfied with social media interactions 

feel closer to the brand and more engaged, which drives them to make purchases and 

continue choosing the brand’s digital offerings. Satisfaction mediation shows that a social 

media strategy relying solely on activity frequency without quality interaction is not enough 

to change economic behavior. That Social Media Marketing Activities (SMMA) and 

customer experience significantly affect relationship quality, which positively influences 

customer behavior such as purchase intention, loyalty intention, and participation intention 

[65]. 

Showed that online delivery services and social media marketing positively affect 

customer satisfaction at Upnormal Store in Jatinangor, Sumedang. Using a case study 

approach with food consumers as respondents, the study found that convenient delivery 

access and effective interaction and promotion through social media improved consumers’ 

positive perceptions of the services provided [66]. The study finds that social media 

influences consumer economic behavior indirectly through customer satisfaction. This 

supports the Customer Experience Framework, which suggests that customer experience 

quality encompassing interaction, emotional engagement, and informational value shapes 
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satisfaction and drives loyalty intentions. Social media thus serves not only as a promotional 

channel but also as a relational platform that fosters emotional bonds and strengthens brand 

attachment through continuous engagement. 

The mediating role of satisfaction implies that mere frequency of social media 

activity is insufficient to change behavior without meaningful interaction quality. According 

to the Uses and Gratification Theory (UGT), consumers engage with media to fulfill specific 

psychological gratifications, such as entertainment, connection, and information. When 

social media content meets these needs, consumers report higher satisfaction, which 

translates into increased purchase intention, loyalty, and advocacy behavior. This finding is 

who showed that Social Media Marketing Activities (SMMA) and customer experience 

significantly influence relationship quality and behavioral outcomes such as purchase 

intention and loyalty [65]. Similarly, found that perceived service quality in mobile social 

media contexts including design, convenience, and privacy positively affects satisfaction, 

which then enhances loyalty [46]. Moreover, revealed that online delivery services and 

social media marketing significantly improve customer satisfaction and positive perceptions 

among food consumers in Indonesia. Empirically, these findings validate that customer 

satisfaction bridges the relationship between social media activity and consumer behavior in 

MSMEs demonstrating that interactive, engaging, and relational social media strategies are 

critical for fostering digital economic engagement and loyalty [66]. 

In the MSME context, this mediating relationship is particularly important. Unlike 

large corporations that can rely on mass advertising, MSMEs benefit most from 

personalized, interactive, and relational marketing through social media. When MSMEs 

build meaningful conversations and engage with their customers authentically, they generate 

satisfaction that encourages repeat purchases and loyalty. This creates a relationship loop 

engagement leads to satisfaction, satisfaction leads to loyalty, and loyalty strengthens long-

term economic performance. Strategically, this implies that MSMEs should not merely 

increase the volume of their social media activity but must focus on improving interaction 

quality through timely responses, emotionally engaging storytelling, and valuable content. 
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Satisfaction acts as a behavioral amplifier, converting digital interactions into measurable 

economic actions such as repeat buying, advocacy, and long-term retention. This finding 

reinforces the centrality of satisfaction as a mediating variable that transforms digital 

engagement into tangible business outcomes. 

This study provides important theoretical contributions by strengthening the 

integration between digital marketing and consumer behavior theories in the context of 

MSMEs. First, the findings expand the Technology Acceptance Model (TAM) and 

Expectation Confirmation Theory (ECT) by confirming that customer satisfaction plays a 

mediating role in translating digital marketing activities such as AI-based marketing, 

chatbots, and social media into consumer economic behavior. Second, the results reinforce 

the principles of behavioral economics, which emphasize that consumer decisions are 

influenced not only by rational factors but also by emotional and experiential components. 

In this study, satisfaction acts as a psychological bridge that connects technological 

interactions with real economic actions, such as repeat purchases and loyalty. Third, by 

focusing on MSMEs in Jambi, this research contributes to filling the empirical gap in 

developing economies, which have been underrepresented in previous studies on AI 

marketing and consumer behavior. 

The findings of this research offer practical insights for MSME owners, marketing 

practitioners, and policymakers. First, MSME owners are encouraged to adopt simple but 

effective AI-based marketing strategies, such as personalized promotions and automated 

recommendations, to strengthen customer engagement. Second, implementing chatbots can 

help improve customer service quality by providing fast, accurate, and interactive responses, 

which lead to higher satisfaction and loyalty. Third, strengthening social media activities 

through frequent interactions, engaging content, and responsive communication can build 

stronger emotional connections with customers. Finally, local governments and business 

associations can play a supporting role by providing training and infrastructure to accelerate 

MSMEs’ digital transformation. A well-designed digital marketing strategy can significantly 

improve competitiveness and long-term sustainability in the MSME sector. 
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Although this study provides meaningful contributions, it has several limitations that 

should be acknowledged. First, the research is geographically limited to Jambi Province, 

which may affect the generalizability of the results to other regions. Second, the data were 

collected using self-reported questionnaires, which may not fully capture actual consumer 

behavior. Third, this study focuses only on three digital marketing variables (AI-based 

marketing, chatbots, and social media), while other factors such as digital literacy, trust, and 

cultural influences were not examined. These limitations provide valuable opportunities for 

further research. 

 
Conclusion 
 

Based on the results of hypothesis testing presented in Table 4 and Table 5, this 

study concludes that all variables examined AI-based marketing, chatbots, and social media 

have a positive and significant effect on customer satisfaction and consumer economic 

behavior. Digital marketing technologies, particularly those powered by artificial 

intelligence, have been shown to enhance marketing efficiency, personalization, and 

responsiveness. These improvements result in more relevant and meaningful interactions 

between businesses and consumers, which ultimately strengthen customer satisfaction and 

digital engagement. Furthermore, customer satisfaction has a direct and significant 

influence on consumer economic behavior. Satisfied customers tend to demonstrate 

consistent digital consumption patterns, stronger purchase intentions, and higher loyalty to 

digital products and services. This aligns with behavioral economics, which emphasizes 

that emotional satisfaction acts as a psychological driver, transforming rational decision-

making into sustainable economic action. In the MSME context, this translates into stronger 

customer retention, increased repeat purchases, positive word-of-mouth, and expanded 

participation in digital marketplaces. 

Additionally, the findings confirm that customer satisfaction mediates the 

relationship between AI-based marketing, chatbots, and social media with consumer 

economic behavior. This indicates that digital technologies do not directly trigger economic 
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actions but rather operate through the enhancement of customer experience and satisfaction. 

When consumers perceive digital platforms as useful, convenient, and emotionally 

engaging, their satisfaction rises, ultimately strengthening their purchasing and loyalty 

behaviors. Satisfaction therefore functions as a crucial psychological bridge linking digital 

innovation to economic impact. Theoretically, this study enriches the understanding of 

digital marketing and consumer behavior by extending the Technology Acceptance Model 

(TAM) and Expectation Confirmation Theory (ECT) to the MSME context. It emphasizes 

the mediating role of satisfaction as a key construct that connects technological adoption 

with behavioral outcomes. This also contributes to the growing literature on AI marketing 

in emerging markets by providing empirical evidence from Jambi Province, Indonesia. 

Practically, the findings offer strategic insights for micro, small, and medium enterprises 

(MSMEs). Business owners are encouraged to leverage AI-driven personalization, 

interactive chatbot systems, and active social media engagement not merely as 

technological tools but as mechanisms to build trust, satisfaction, and emotional connection 

with their customers. By focusing on customer satisfaction, MSMEs can create sustainable 

competitive advantages and stimulate long-term digital consumer engagement. 

Future research can expand this study by examining different regions or countries 

to enhance generalizability. Longitudinal or experimental designs can also be used to 

capture changes in consumer behavior over time. Incorporating variables such as trust, 

digital literacy, or perceived value may deepen the understanding of behavioral dynamics 

in digital marketing contexts. Furthermore, qualitative methods such as interviews or focus 

group discussions can provide richer insights into customer experiences with AI, chatbots, 

and social media in MSMEs. The finding that customer satisfaction mediates the 

relationships among AI-based marketing, chatbots, social media engagement, and 

consumer economic behavior suggests that MSMEs should prioritize customer satisfaction 

as the central focus of their digital marketing strategy. Rather than viewing AI tools, 

chatbots, or social media activities as isolated efforts, MSMEs should use these 

technologies strategically to enhance customer experience, trust, and perceived value. 

Practically, MSMEs can leverage AI-based marketing to personalize offers and content 
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according to customer preferences, thus creating more relevant and satisfying experiences. 

Chatbots can be optimized not only for faster response times but also for empathetic and 

helpful communication that strengthens customer relationships. Likewise, consistent and 

engaging social media interactions can be used to build communities around the brand, 

fostering emotional attachment and loyalty. By continuously monitoring customer feedback 

and satisfaction levels, MSMEs can refine their marketing efforts, leading to stronger 

consumer loyalty and improved economic outcomes such as repeat purchases and positive 

word of mouth. 
 
Acknowledgment 
 

The authors would like to express their deepest gratitude to the Directorate General 

of Higher Education, Research, and Technology (DIKTI) for the financial support provided 

under the 2025 Beginner Lecturer Research Grant program. This support has been essential 

in carrying out this research and publishing this article, contributing to the advancement of 

knowledge and research quality in Indonesia. 

 

References 
 
[1] B. M. Wibawa, I. Baihaqi, N. Nareswari, R. R. Mardhotillah, and F. Pramesti, 

“Utilization of Social Media and its Impact on Marketing Performance: A Case Study 

of Smes in Indonesia,” Int. J. Bus. Soc., vol. 23, no. 1, pp. 19–34, 2022, doi: 

10.33736/ijbs.4596.2022. 

[2] G. Wijayanto, Y. Rivai, A. Alvionita, S. W. Wildah, and J. Jushermi, “Evaluation of 

the Effect of Chatbot in Improving Customer Interaction and Satisfaction in Online 

Marketing in Indonesia,” West Sci. Bus. Manag., vol. 1, no. 04, pp. 304–310, 2023, 

doi: 10.58812/wsbm.v1i04.248. 

[3] W. Basri, “Examining the impact of artificial intelligence (Ai)-assisted social media 

marketing on the performance of small and medium enterprises: Toward effective 

business management in the saudi arabian context,” Int. J. Comput. Intell. Syst., vol. 



 

Laura Prasasti  64 

13, no. 1, pp. 142–152, 2020, doi: 10.2991/ijcis.d.200127.002. 

[4] M. H. Saputra, Fitriaty, P. Firmasari, Y. Fadillah, M. R, and I. Hassandi, “Tantangan 

Sosial Ekonomi Pasca Covid-19 Menghadapi Era 5.0 Society Untuk Mencapai 

Kinerja Berkelanjutan,” J. Ilm. Manaj. dan Kewirausahaan, vol. 2, no. 1, pp. 146–

151, 2023, doi: 10.33998/jumanage.2023.2.1.708. 

[5] M. Basha, “Impact of artificial intelligence on marketing,” East Asian J. Multidiscip. 

Res., vol. 2, no. 3, pp. 993–1004, 2023, doi: 10.55927/eajmr.v2i3.3112. 

[6] J. Karimi, S. Pashaie, and H. Golmohammadi, “Artificial Intelligence (AI) and the 

Future of Sports Marketing: Exploring New Challenges and Opportunities,” J. Adv. 

Sport Technol., vol. 4, no. 8, pp. 65–79, 2025, doi: 10.22098/JAST.2025.15830.1374. 

[7] N. Venkatarathnam et al., “An Empirical Study on Implementation of AI & ML in 

Stock Market Prediction,” Indian J. Inf. Sources Serv., vol. 14, no. 4, pp. 165–174, 

2024, doi: 10.51983/ijiss-2024.14.4.26. 

[8] R. Basu, N. Aktar, and S. Kumar, “The interplay of artificial intelligence, machine 

learning, and data analytics in digital marketing and promotions: a review and 

research agenda,” J. Mark. Anal., pp. 1–21, Oct. 2024, doi: 10.1057/s41270-024-

00355-6. 

[9] V. Jalaja et al., “Maximizing Marketing Value: An Empirical Study on the 

Framework for Assessing AI and ML Integration in Marketing Management,” Indian 

J. Inf. Sources Serv., vol. 14, no. 3, pp. 64–70, 2024, doi: 10.51983/ijiss-2024.14.3.09. 

[10] A. D. Vergaray, W. F. P. Robles, and J. A. S. Jiménez, “The Impact of Chatbots on 

Customer Satisfaction: A Systematic Literature Review,” TEM J., vol. 12, no. 3, pp. 

1407–1417, 2023, doi: 10.18421/TEM123-21. 

[11] W. S. A. F. Zulkiflee and M. N. Almunawar, “Application of chatbot and artificial 

intelligence in business,” Smart Technol. Innov. E-bus., pp. 110–132, 2024, doi: 

10.4018/978-1-6684-7840-0.ch007. 

[12] M. Madanchian, “The Impact of Artificial Intelligence Marketing on E-Commerce 

Sales,” Systems, vol. 12, no. 10, 2024, doi: 10.3390/systems12100429. 

[13] A. Hassan, F. Mohammed, and A. Seyadi, “Artificial Intelligence Applications for 



 

Laura Prasasti 
 
 

65 

Marketing,” 2024, pp. 607–618. doi: 10.1007/978-3-031-56586-1_43. 

[14] R. Eustaquio-jimé, D. Montoya, and N. M. O. Cé, “Chatbots for customer service in 

financial entities — A comprehensive systematic review,” vol. 8, no. 16, pp. 1–22, 

2024. 

[15] Z. Y. Takaria and M. Tjokrosaputro, “Pengaruh Penggunaan Dan Respons Chatbot 

Terhadap Kepuasan Konsumen E-Commerce,” J. Ekon., vol. 29, no. 3, pp. 446–468, 

2024, doi: 10.24912/je.v29i3.2322. 

[16] M. Vijaykumar, S. V. R, and M. M. S, “A Study on Chatbots and Virtual Assistants 

in Customer Engagement: A Review,” Int. J. Eng. Manag. Res. Peer Rev. Ref. J. e, 

vol. 14, no. 1, 2024, doi: 10.5281/zenodo.10791697. 

[17] B. Faromade, “Behavioral Finance – Impact of Artificial Intelligence and Social 

Media Analytics &amp; Impact of Swarms and Human Crowds on the Stock Market,” 

SSRN Electron. J., no. October, 2020, doi: 10.2139/ssrn.3709112. 

[18] Y. Fadhillah, S. Yacob, and T. A. Lubis, “Orientasi Kewirausahaan, Inovasi Produk, 

Dan Media Sosial Terhadap Kinerja Pemasaran Dengan Keunggulan Bersaing 

Sebagai Intervening Pada Ukm Di Kota Jambi,” J. Manaj. Terap. dan Keuang., vol. 

10, no. 01, pp. 1–15, 2021, doi: 10.22437/jmk.v10i01.12175. 

[19] M. R, Y. Fahdillah, M. Kadar, I. Hassandi, and M. R, “Implementasi Transformasi 

Digital dan Kecerdasan Buatan Sebagai Inovasi Untuk UMKM pada Era Revolusi 

Industri 4.0,” J. Ilm. Manaj. dan Kewirausahaan, vol. 3, no. 1, pp. 266–273, 2024, 

doi: 10.33998/jumanage.2024.3.1.1552. 

[20] P. A. Ghule, “AI in Behavioral Economics and Decision-Making Analysis ORCiD,” 

no. 1, pp. 124–131, 2025. 

[21] Z. Aoujil, M. Hanine, E. S. Flores, M. A. Samad, and I. Ashraf, “Artificial Intelligence 

and Behavioral Economics: A Bibliographic Analysis of Research Field,” IEEE 

Access, vol. 11, pp. 139367–139394, 2023, doi: 10.1109/ACCESS.2023.3339778. 

[22] A. Z. Rozikin and E. S. Suyati, “Pengaruh Media Sosial dan Efikasi Diri terhadap 

Perilaku Konsumsi Siswa SMAN 3 Palangka Raya,” J. Pendidik. Ekon. Undiksha, 



 

Laura Prasasti  66 

vol. 15, no. 1, pp. 28–35, 2023, doi: 10.23887/jjpe.v15i1.54366. 

[23] A. Werdayanti, “The Influence of Intensity of Social Media Use on the Consumption 

Behavior of Senior High School 3 Palangka Raya,” J. Pendidik. Ekon. Vol 2 No.2 

Juli, Tahun 2008, vol. 3, no. 2, pp. 79–92, 2023. 

[24] M. D. Mahendra, E. Rasywir, and L. Prasasti, “Implementasi Chatbot Sebagai 

Layanan Customer Service Pada Kafe Duniawi Coffee,” SAINTEKS J. Teknol. 

Komput. dan Sains, vol. 1, no. 1, pp. 15–23, 2023. 

[25] Wagobera Edgar Kedi, Chibundom Ejimuda, Courage Idemudia, and Tochukwu 

Ignatius Ijomah, “AI Chatbot integration in SME marketing platforms: Improving 

customer interaction and service efficiency,” Int. J. Manag. Entrep. Res., vol. 6, no. 

7, pp. 2332–2341, 2024, doi: 10.51594/ijmer.v6i7.1327. 

[26] S. A. M. Habibie, R. Santoso, A. Islamudin, and E. P. Vizandra, “The Effect of Digital 

Marketing-Upgrading and Product Virality on the Sustainability of MSMEs,” J. Ilm. 

Manaj. Kesatuan, vol. 12, no. 6, pp. 2109–2120, 2024, doi: 

10.37641/jimkes.v12i6.2906. 

[27] A. Baihaqi and I. Susila, “Analysis of Social Media Marketing Activities in The 

Influence of The Level of Consumer Trust in Msme Enterprises in Surakarta (Case 

Study on Vendorpanggung.ID) Achmad,” Indones. Interdiscip. J. Sharia Econ., vol. 

8, no. 1, pp. 1885–1902, 2025. 

[28] A. Vania and N. L. Fikriah, “The Impact of Creative Digital Marketing on the 

Sustainability of MSME Businesses: A Mediating Role of Marketing Performance,” 

J. Ilm. Manaj. dan Bisnis, vol. 8, no. 2, pp. 141–150, 2023, doi: 

10.38043/jimb.v8i2.4546. 

[29] R. S. Hamid, Salju, I. Kusdarianto, and M. Ikbal, “The Effects of Social Media 

Marketing on Trust and User Satisfaction,” Proc. 3rd Borobudur Int. Symp. Humanit. 

Soc. Sci. 2021 (BIS-HSS 2021), pp. 1015–1020, 2023, doi: 10.2991/978-2-494069-

49-7_170. 

[30] S. G. Ayinaddis, “Artificial intelligence adoption dynamics and knowledge in SMEs 

and large firms: A systematic review and bibliometric analysis,” J. Innov. Knowl., 



 

Laura Prasasti 
 
 

67 

vol. 10, no. 3, p. 100682, 2025, doi: 10.1016/j.jik.2025.100682. 

[31] M. Adam, M. Weesel, and A. Benlian, “AI-based chatbots in customer service and 

their effects on user compliance,” pp. 427–445, 2021. 

[32] V. Kumar, A. R. Ashraf, and W. Nadeem, “AI-powered marketing: What, where, and 

how?,” Int. J. Inf. Manage., vol. 77, no. December 2023, p. 102783, 2024, doi: 

10.1016/j.ijinfomgt.2024.102783. 

[33] T. H. Nguyen, R. H. Trivedi, K. Fukukawa, and S. Adomako, “Investigating Drivers 

of Customer Experience with Virtual Conversational Agents,” Inf. Syst. Front., no. 

0123456789, 2025, doi: 10.1007/s10796-024-10572-0. 

[34] S. Gomes, J. M. Lopes, and E. Nogueira, “Anthropomorphism in artificial 

intelligence : a game ‑ changer for brand marketing,” Futur. Bus. J., 2025, doi: 

10.1186/s43093-025-00423-y. 

[35] D. Ohanians and R. Wiid, “Consumer Brand Engagement Through Chatbots BT  - 

Digital Transformation for Fashion and Luxury Brands: Theory and Practice,” W. 

Ozuem, S. Ranfagni, and M. Willis, Eds. Cham: Springer International Publishing, 

2024, pp. 47–66. doi: 10.1007/978-3-031-35589-9_3. 

[36] M. Enshassi, R. J. Nathan, Soekmawati, and H. Ismail, “Unveiling barriers and drivers 

of AI adoption for digital marketing in Malaysian SMEs,” J. Open Innov. Technol. 

Mark. Complex., vol. 11, no. 2, p. 100519, 2025, doi: 10.1016/j.joitmc.2025.100519. 

[37] R. Basu, M. N. Aktar, and S. Kumar, “The interplay of artificial intelligence, machine 

learning, and data analytics in digital marketing and promotions: a review and 

research agenda,” J. Mark. Anal., vol. 13, no. 2, pp. 267–287, 2025, doi: 

10.1057/s41270-024-00355-6. 

[38] J. F. Hair, Jr., G. T. M. Hult, C. M. Ringle, Sarstedt, and Marko, A Primer on Partial 

Least Squares Structural Equation Modeling (PLS-SEM) [3 ed], vol. 3, no. 1. 2022. 

[39] P. Singh and V. Singh, “The power of AI: enhancing customer loyalty through 

satisfaction and efficiency,” Cogent Bus. Manag., vol. 11, no. 1, p., 2024, doi: 

10.1080/23311975.2024.2326107. 



 

Laura Prasasti  68 

[40] K. M. A. Alqasa, “Impact of Artificial Intelligence-Based Marketing on Banking 

Customer Satisfaction: Examining Moderating Role of Ease of Use and Mediating 

Role of Brand Image,” Transnatl. Mark. J., vol. 11, no. 1, pp. 167–180, 2023, doi: 

10.58262/tmj.v11i1.1012. 

[41] D. Nwachukwu and . Nig, “Evaluating the Influence of Artificial Intelligence 

Marketing on Customer Satisfaction with Products and Services of 

Telecommunication Companies in Port Harcourt, Rivers State, Nigeria,” Int. J. 

Manag. Mark. Syst., vol. 13, no. 9, pp. 1–31, 2023, [Online]. Available: 

www.arcnjournals.org 

[42] C. V. Misischia, F. Poecze, and C. Strauss, “Chatbots in customer service: Their 

relevance and impact on service quality,” Procedia Comput. Sci., vol. 201, pp. 421–

428, 2022, doi: https://doi.org/10.1016/j.procs.2022.03.055. 

[43] C. V. Misischia, F. Poecze, and C. Strauss, “Chatbots in customer service: Their 

relevance and impact on service quality,” Procedia Comput. Sci., vol. 201, no. C, pp. 

421–428, 2022, doi: 10.1016/j.procs.2022.03.055. 

[44] K. K. E-commerce, Z. Yanesya, and M. Tjokrosaputro, “Pengaruh Penggunaan Dan 

Respons Chatbot Terhadap,” vol. 29, no. 03, pp. 446–468, 2024. 

[45] J. Kwak, N. Kim, and M.-S. Kim, “The Relationship among Chatbot’s Characteristics, 

Service Value, and Customer Satisfaction,” Int. J. Ind. Distrib. Bus., vol. 10, no. 3, 

pp. 45–58, 2019, [Online]. Available: 

http://dx.doi.org/10.13106/ijidb.2019.vol10.no3.45. 

[46] K. Yum and B. Yoo, “The Impact of Service Quality on Customer Loyalty through 

Customer Satisfaction in Mobile Social Media,” Sustain., vol. 15, no. 14, 2023, doi: 

10.3390/su151411214. 

[47] R. Agnihotri, R. Dingus, M. Y. Hu, and M. T. Krush, “Social media: Influencing 

customer satisfaction in B2B sales,” Ind. Mark. Manag., vol. 53, pp. 172–180, 2016, 

doi: 10.1016/j.indmarman.2015.09.003. 

[48] J. R. Hanaysha, “Impact of Social Media Marketing, Price Promotion, and Corporate 

Social Responsibility on Customer Satisfaction,” Jindal J. Bus. Res., vol. 6, no. 2, pp. 



 

Laura Prasasti 
 
 

69 

132–145, 2017, doi: 10.1177/2278682117715359. 

[49] B. Vlačić, L. Corbo, S. Costa e Silva, and M. Dabić, “The evolving role of artificial 

intelligence in marketing: A review and research agenda,” J. Bus. Res., vol. 128, pp. 

187–203, 2021, doi: https://doi.org/10.1016/j.jbusres.2021.01.055. 

[50] R. Hadiantini, Silalahi, and H. Hendrayati, “The Importance of Consumer Satisfaction 

for E-Commerce Users: How That Affects Consumer Behavior on Consumer 

Satisfaction?,” Proc. First Int. Conf. Sci. Technol. Eng. Ind. Revolut. (ICSTEIR 2020), 

vol. 536, no. Icsteir 2020, pp. 96–104, 2021, doi: 10.2991/assehr.k.210312.016. 

[51] I. M. Nawangwulan, S. P. Anantadjaya, D. H. Widayatmoko, and W. M. Seancho, 

“Consumer Behaviors and Customer Satisfaction: Any Value Created?,” pp. 1–15, 

2012, [Online]. Available: http://papers.ssrn.com/abstract=2083203 

[52] H. Zhao, X. Yao, Z. Liu, and Q. Yang, “Impact of Pricing and Product Information 

on Consumer Buying Behavior With Customer Satisfaction in a Mediating Role,” 

Front. Psychol., vol. 12, no. December, pp. 1–11, 2021, doi: 

10.3389/fpsyg.2021.720151. 

[53] D. C. Gkikas and P. K. Theodoridis, AI in Consumer Behavior, vol. 22, no. January 

2022. Springer International Publishing, 2022. doi: 10.1007/978-3-030-80571-5_10. 

[54] A. A. Alsadoun and A. N. Alnasser, “Role of artificial intelligence chatbot marketing 

in enhancing customer satisfaction and loyalty in digital shopping experiences,” Int. 

J. Innov. Res. Sci. Stud., vol. 8, no. 1, pp. 1902–1909, 2025, doi: 

10.53894/ijirss.v8i1.4826. 

[55] H. Alizadeh, M. J. Filshour, H. N. Kashani, M. J. Filshoor, and A. P. Khameneh, 

“Evaluation of consumer behavior prediction based on artificial intelligence in 

marketing,” no. November, 2023, [Online]. Available: 

https://www.researchgate.net/publication/375596970 

[56] A. Bhattacherjee, “Understanding Information Systems Continuance: An 

Expectation-Confirmation Model,” MIS Q., vol. 25, no. 3, pp. 351–370, Oct. 2001, 

doi: 10.2307/3250921. 



 

Laura Prasasti  70 

[57] P. Kotler and K. L. Keller, Manajemen Pemasaran, 13th ed. Jakarta: Erlangga, 2010. 

[58] A. A. Alsadoun and A. N. Alnasser, “Role of artificial intelligence chatbot marketing 

in enhancing customer satisfaction and loyalty in digital shopping experiences,” Int. 

J. Innov. Res. Sci. Stud., vol. 8, no. 1 SE-Articles, pp. 1902–1909, Feb. 2025, doi: 

10.53894/ijirss.v8i1.4826. 

[59] D. C. Gkikas and P. K. Theodoridis, “AI in Consumer Behavior BT  - Advances in 

Artificial Intelligence-based Technologies: Selected Papers in Honour of Professor 

Nikolaos G. Bourbakis—Vol. 1,” M. Virvou, G. A. Tsihrintzis, L. H. Tsoukalas, and 

L. C. Jain, Eds. Cham: Springer International Publishing, 2022, pp. 147–176. doi: 

10.1007/978-3-030-80571-5_10. 

[60] K. Klein and L. F. Martinez, “The impact of anthropomorphism on customer 

satisfaction in chatbot commerce: an experimental study in the food sector,” Electron. 

Commer. Res., vol. 23, no. 4, pp. 2789–2825, 2023, doi: 10.1007/s10660-022-09562-

8. 

[61] D. M. Akdemir and Z. A. Bulut, “Business and Customer-Based Chatbot Activities: 

The Role of Customer Satisfaction in Online Purchase Intention and Intention to 

Reuse Chatbots,” J. Theor. Appl. Electron. Commer. Res. , vol. 19, no. 4, pp. 2961–

2979, 2024, doi: 10.3390/jtaer19040142. 

[62] A. H. Butt and H. Ahmad, “AI Chatbot Innovation – Leading toward Consumer 

Satisfaction, Electronic Word of Mouth and Continuous Intention in Online 

Shopping,” J. Telecommun. Digit. Econ., vol. 11, no. 4, pp. 156–184, Dec. 2023, doi: 

10.18080/jtde.v11n4.735. 

[63] A. Parasuraman, V. A. Zaithaml, and A. B. L. L., “SERVQUAL : A Multiple-Item 

Scale for Measuring Consumer Perceptions of Service Quality,” J. Retail., vol. 64, 

no. January, pp. 12–35, 2008. 

[64] I. Ajzen, “The theory of planned behavior,” Organ. Behav. Hum. Decis. Process., vol. 

50, no. 2, pp. 179–211, 1991, doi: https://doi.org/10.1016/0749-5978(91)90020-T. 

[65] A. Wibowo, S. C. Chen, U. Wiangin, Y. Ma, and A. Ruangkanjanases, “Customer 

behavior as an outcome of social media marketing: The role of social media marketing 



 

Laura Prasasti 
 
 

71 

activity and customer experience,” Sustain., vol. 13, no. 1, pp. 1–18, 2021, doi: 

10.3390/su13010189. 

[66] Almansyah Rundu Wonua, Rina Sovianti, Andriya Risdwiyanto, I Nyoman Tri 

Sutaguna, and Arief Yanto Rukmana, “Social Media Marketing And Customer 

Satisfaction,” J. Manaj. Ris. Inov., vol. 1, no. 4, pp. 50–60, 2023, doi: 

10.55606/mri.v1i4.1817. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

Laura Prasasti  72 

BIOGRAPHIES OF AUTHORS  
 

 

Laura Prasasti      She obtained her Master’s degree in 
Accounting Science from Universitas Jambi. She is currently a 
permanent lecturer (Lektor) at Universitas Dinamika Bangsa Jambi. 
She can be contacted at email: lauraprasasti28@gmail.com. 

 

Yosi Fahdillah     She obtained her Master’s degree in 
Management from Universitas Jambi. She is currently a permanent 
lecturer (Lektor) at Universitas Dinamika Bangsa Jambi. She can be 
contacted at email: yosifadillah230@gmail.com. 

 

Mira Gustiana Pangestu       She obtained her Master’s degree 
in Management from Universitas Jambi. She is currently a permanent 
lecturer (Lektor) at Universitas Dinamika Bangsa Jambi. She can be 
contacted at email: miragustianapangestu@unama.ac.id. 

 

mailto:lauraprasasti28@gmail.com
mailto:yosifadillah230@gmail.com
mailto:miragustianapangestu@unama.ac.id

