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Abstract

This research intends to examine the perceptions of
consumers who use artificial intelligence applicati-
ons towards these applications and to examine the
perceptions, preferences, and usage experiences of
users towards artificial intelligence applications from
the perspective of marketing and consumer beha-
vior. In line with this purpose, the qualitative analy-
sis method was picked as the analytical approach
in the investigation. The sample consists of a total
of 25 participants with different demographic cha-
racteristics who are experienced in artificial intelli-
gence applications. The information gathered from
the participants through interviews was analyzed
through the MAXQDA statistical analysis program,
and descriptive content analysis was performed. In
the study’s findings, 8 different codes were identi-
fied, and the relationships between the codes were
analyzed. "Speed,” ‘Benefit’ (perceived performan-
ce), and '‘Convenience’ (perceived ease of use) are

the themes that stand out positively in consumers’
perceptions of productive artificial intelligence app-
lications. On the other hand, "Distrust” (perceived
risk) is a negative theme. The study’s findings reve-
al consumer perceptions and expectations by exa-
mining the rapidly developing artificial intelligence
technology from the consumers’ perspective. This
information obtained for consumers using artificial
intelligence offers important solution suggestions
for artificial intelligence developers and businesses.
Furthermore, the findings obtained in this study pro-
vide a different perspective for future studies on this
subject.
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Introduction

Consumers acquire tangible items and digital ser-
vices (Kotler & Armstrong, 2010); thus, people utili-
zing Al apps become consumers of these applicati-
ons by engaging with a service or experience. Belk
(2013) also regards individuals as “consumers” in
their engagement with digital services in the digi-
tal realm. Conversely, as Al is engineered to “learn”
and "evolve” from data produced by digital tech-
nologies associated with consumer interactions, the
engagements of Al users likewise amplify consumer
interactions (Olan et al., 2021).

In their study, Rust and Huang (2014) examine the
effects of artificial intelligence in terms of the trans-
formation of marketing science, positioning the
users of these technologies as active consumers and
expressing the interactions of users as an extension
of consumer behavior. Artificial intelligence techno-
logies can collect information about users’ profiles
and behaviors and create consumer segmentation
based on this data. Thus, it can provide realistic
information about consumer behavior (Cannella,
2018). On the other hand, chatbots, which attract
attention in artificial intelligence applications, have
become one of the most influential modern tools
for digital marketing experts by improving the user
experience. Chatbot applications are used in many
areas, such as banking, health, tourism, online shop-
ping, and customer service (Savanur et al., 2021).

OpenAl, a leading Al technology company, launc-
hed ChatGPT, a versatile chatbot for communica-
ting with service users and consumers, In November
2022; by January 2023, around 13 million users en-
gaged with ChatGPT every day (Wang et al., 2023).
Businesses and Al developers constantly try to im-
prove Al capabilities and applications to increase
users’ adoption and experience of Al technologies
(Cheng et al., 2022). At this point, users’ percepti-
ons, desires, and expectations towards these appli-
cations are important. Existing studies focus on how
Al technologies can be used in marketing, but the
effects of these applications on users have not been
sufficiently investigated.

In this direction, the study aims to examine the per-
ceptions of individuals who use artificial intelligen-
ce applications; these applications are grounded in
the Unified Theory of Technology Acceptance and
Use, which is frequently used in marketing resear-
ch. The research seeks to investigate Al users’ atti-
tudes, preferences, and usage experiences towards
Al applications from the perspective of marketing
and consumer behavior by considering Al users as
consumers. To attain this objective, it investigates
the perceptions, intentions, and behaviors of consu-
mers who use the ChatGPT branded Al-supported
chatbot, a sub-brand of the OpenAl brand, towar-
ds this brand through a qualitative analysis method.
Artificial intelligence users can develop preferences

for applications by making choices like other consu-
mers of products and services. They can also provi-
de feedback on their satisfaction or dissatisfaction
after using these applications and develop purcha-
se/non-purchase decisions for these applications.
Analyzing users’ perceptions/attitudes, desires, and
expectations of artificial intelligence applications is
strategically important for businesses and marke-
ters. Because the development, use, and marketing
of these technologies are also about responding to
users’ needs. Therefore, it is imperative to examine
users from the perspective of consumer behavior. In
order to offer a new perspective to the literature, the
study aims to present a more comprehensive consu-
mer profile by differentiating from traditional consu-
mer behavior studies and including Al users in this
scope. It also aims to provide in-depth information
about users for businesses and artificial intelligence
developers to improve themselves in this field and
to provide the information they need.

In the study, first of all, a conceptual framework was
created, and the research on the subject was exami-
ned in detail under the literature review title. Under
the “Marketing in the Age of Atrtificial Intelligence”
title, the relationship between artificial intelligence
applications and marketing is examined, and the re-
lationship between the ChatGPT artificial intelligen-
ce application, which is the research subject, and
consumer behavior is also examined. Information
about the Unified Theory of Technology Acceptance
and Use on which the study is based was given, and
the analysis section of the study was started. In the
study, Code Frequency Analysis, Code Relationships
Browser, Code-Based Frequency Analysis, Code
Theory Model (Single Case Model), and Word Cloud
analyses were performed using the qualitative analy-
sis method, and the figures and results were presen-
ted in the findings section. In the discussion section,
the results of previous studies and the results of the
current study were evaluated, and similarities and
differences were examined. In the conclusion sec-
tion, important solution suggestions are presented
for businesses and artificial intelligence developers
based on the findings obtained in the study.

Conceptual Framework and Literature
Review

The literature on the subject was conducted through
marketing-related studies. In particular, the studies
conducted on consumer relationships with Chat-
GPT, one of the uses of artificial intelligence, have
been thoroughly investigated. Zhou et al. (2023) exa-
mine the effect of ChatGPT on marketing; Wu et al.
(2022) focus on artificial intelligence advertising by
examining consumers’ perceptions and conversati-
ons about artificial intelligence on Twitter, one of the
social media platforms.
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Wahid et al. (2023) analyze artificial intelligence in
terms of content marketing and reveal the implicati-
ons of artificial intelligence on content creation, di-
gital marketing, and customer interaction. Hussain
et al. (2024) concluded that content related to Chat-
GPT increased audience interaction on YouTube and
argued that people are interested in this technology
in content creation.

Paul et al. (2023) examined ChatGPT, one of the ar-
tificial intelligence applications, with its advantages
and pitfalls for consumers and made suggestions for
future research. Lee (2023) analyzed the impact of
ChatGPT on consumer perceptions and marketing.
Kim et al. (2023) examined the recommendations of
ChatGPT in terms of consumer perceptions. Again,
while Brand et al. (2023) examined consumer per-
ceptions and preferences through large language
models, Kirshner (2024) investigated ChatGPT and
its impact on consumer recommendations. Slaton
and Pookulangara (2024) emphasized the implicati-
ons of artificial intelligence applications on consu-
mers by investigating the social media marketing
communication of luxury brands and the interest
of consumers. Damasevicius and Zailskaitée-Jaksté
(2024) investigated Al-supported consumer enga-
gement.

McAlister et al. (2023) examine ChatGPT's ethical
implications and potential hazards in marketing. Ri-
vas & Zhao (2023) highlight the advantages of Chat-
GPT in marketing and underscore its ethical assess-
ment. They contend that the ongoing advancement
of artificial intelligence can change the field upon
resolving ethical dilemmas. Niu and Mvondo (2024)
argue that the quality of information plays a crucial
role in improving consumer satisfaction and perce-
ived utility. Moreover, perceived utility and techno-
logical curiosity also influence consumer pleasure.
The study’s primary conclusion pertains to brand
managers and marketers who must consistently eva-
luate the chatbot’s efficacy to guarantee that the
information disseminated is pertinent, dependable,
succinct, and promptly sent. It also highlights ethical
concerns.

Fraiwan and Khasawneh (2023) drew attention to
the future impact of ChatGPT by investigating its
applications in areas such as education, enginee-
ring, health, and marketing. Bughin (2023) examined
the use, advantages, and risks of productive artifici-
al intelligence technology in marketing. Arviani et
al. (2023) examined how ChatGPT can be used in
marketing communication and concluded that bu-
sinesses can gain advantages by using ChatGPT in
their marketing strategies. Talarico (2023) analyzed
ChatGPT in the context of marketing communicati-
on and marketers’ perceptions regarding this tech-
nology. Jain et al. (2023) examined the benefits and
obstacles of employing ChatGPT in marketing and
offered recommendations for its application in mar-
keting strategies.

Sudirjo et al. (2023) examine the effects of ChatGPT
in improving customer emotional analysis. He conc-
luded that businesses could better connect with the-
ir customers by utilizing this technology. Abdelkader
(2023) examined ChatGPT and moderator roles in
creating customer experience in digital marketing
and stated that ChatGPT improves customer expe-
rience. Again, Kumar et al. (2023) argue that custo-
mer experience development will be improved by
augmented and virtual reality technologies together
with ChatGPT. Bushell (2023) argues that ChatGPT
can transform customer interaction and insights. Or-
zot & Szopik-Depczynska (2023) concluded through
a case study that ChatGPT creates better customer
service in e-commerce, increased interaction, and
customer loyalty. Agarwal et al. (2020) point out that
customer satisfaction and customer loyalty can be
achieved by providing personalized service to cus-
tomers through artificial intelligence. Huang (2023)
emphasizes that ChatGPT will optimize customer
interaction and marketing activities in digital marke-
ting and online shopping.

Sentlrk et al. (2023) investigated the correlation
between artificial intelligence and digital marketing
via publications published in the Web of Science. Xu
et al. (2023) examined the influence of ChatGPT on
search engines and determined that the evolution of
search engines has expedited.

Huh et al. (2023) contend that ChatGPT has the
potential to transform these sectors in the future
through its application in advertising and educati-
on. Mutoffar et al. (2023) contend that ChatGPT is
beneficial for online marketing and the promotion
of SMEs, while Gotab-Andrzejak (2023) asserts that
ChatGPT will enhance the effectiveness and efficien-
cy of digital advertising efforts. Da Silva et al. (2023)
analyzed ChatGPT concerning cultural marketing,
whereas Glesner and Tvrdisi¢ (2023) investigated
both cultural marketing and plagiarism.

Fusté-Forné and Orea-Giner (2023) investigated
consumers’ motivations for using ChatGPT in gast-
ronomy tourism. Jolly Masih (2023) stated that the-
re may be significant developments in the food in-
dustry if artificial intelligence and ChatGPT are used
in food marketing strategy. Mich & Garigliano (2023)
and Zhang & Prebensen (2023) reveal the effects
of ChatGPT in tourism marketing and Gursoy et al.
(2023) in the tourism industry. Gulati et al. (2024) po-
int out that using ChatGPT in higher education will
be important in the future.

In recent years, artificial intelligence applications
have emerged as a significant domain of study.
However, it may be challenging to say that the litera-
ture is fully formed. In particular, it can be observed
that studies on consumer behavior are insufficient.
Although there are some studies on consumers’
perceptions, customer experience, and adoption
of artificial intelligence applications, in-depth analy-
ses are needed in this field. This research seeks to
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comprehend the underlying reasons behind these
perceptions and motivations by examining consu-
mers’ attitudes/perceptions and motivations regar-
ding using artificial intelligence in more detail. In
this direction, the findings obtained using qualitati-
ve research methods on consumers who are experts
in using ChatGPT, one of the artificial intelligence
applications, will bring a different perspective to the
knowledge in the literature. In addition, the study re-
veals its originality in this way.

Marketing in the Era of Artificial Intelligence

In recent years, technologies such as blockchain, the
Internet of Things, and artificial intelligence techno-
logies have transformed corporate processes. Arti-
ficial intelligence (Al) is the most recent and potent
disruptive technology among these revolutionary
technologies. Nowadays, it has a significant impact
and potential in many sectors, such as production,
medicine, health, agriculture, logistics, and marke-
ting.

Marketing is undergoing significant evolution due to
advancements in artificial intelligence technologies.
Artificial Intelligence has numerous opportunities,
including the acquisition of insights, hyper-perso-
nalization, enhancement of customer experience,
provision of superior customer service, reduction of
operating expenses, and augmentation of efficien-
cy (Akylz & Maynacioglu, 2021; Jarek & Mazurek,
2019). Technological advancements have continually
led to substantial changes in marketing evolution,
demonstrating that marketing may effectively part-
ner with artificial intelligence to provide significant
results (Siau, 2017; Wirth, 2018).

Nine critical ways of using Al in marketing are sum-
marized: conversational Al, content generation,
audience segmentation, paid ad management,
personalization dynamic pricing, sales forecasting,
predictive analytics, and recommendation engines
(Chen et al., 2021).

Artificial intelligence has found a wide range of app-
lications in marketing. For example, Amazon.com
automates delivery processes with Prime Air using
drones. Domino's Pizza is experimenting with auto-
nomous vehicles and delivery robots for customer
pizza delivery. RedBalloon uses Albert’s Artificial In-
telligence marketing platform to recruit and engage
new clientele. Replika, an artificial intelligence chat-
bot, offers emotional assistance by emulating users'’
communication patterns. These instances illustrate
how artificial intelligence can profoundly transform
the future of marketing (Davenport et al., 2020).

The swift advancement of artificial intelligence app-
lications has generated significant interest and ex-
pectation in marketing among both scholars and
practitioners. In addition to being a highly studied
subject in academic studies, it is also used in many
ways in marketing. In terms of product and promo-

tion, it can create higher quality content in a shorter
time than people. By collecting and analyzing large
volumes of data with ChatGPT, consumers’ feedba-
ck can be analyzed (Zielinski et al., 2023). Consequ-
ently, marketing research can be conducted more
effectively to comprehend consumers’ opinions and
attitudes regarding marketing efforts. Personalized
content advertisements and customer services that
will provide 24/7 support can be carried out with
chatbots. Therefore, transaction costs may be re-
duced, and problem-solving can become more ef-
ficient. Similarly, it is expected that the transactions
carried out with ChatGPT in marketing will be de-
veloped and increase even more over time (Rivas &
Zhao, 2023).

Alongside the advantages offered by ChatGPT in
marketing, it also entails specific hazards. Artificial
intelligence marketing systems like ChatGPT may
source information from unreliable origins, resul-
ting in the dissemination of erroneous and obso-
lete data. Similar and non-homogenous responses
may come from ChatGPT for the requested actions.
Thus, marketers who attach importance to inno-
vation may face problems. In addition to all these,
concerns such as privacy violations and ethics also
draw attention. It is predicted that these risks can be
reduced with the excellent design of ChatGPT and
future improvements (Stone et al., 2020; Yara et al.,
2021; Sun & Hoelscher, 2023).

ChatGPT and Consumer Behavior

Since consumers are the focus of marketing stra-
tegies, consumer behavior analysis is vital for busi-
nesses. Studies on consumer behavior have been
conducted in marketing for years, but in recent ye-
ars, consumer behavior has been examined more in
terms of artificial intelligence. It is seen that artificial
intelligence technology offers new opportunities for
understanding consumer behavior. Organizations
utilizing big data have acquired a substantial advan-
tage in formulating marketing and customer service
strategies by forecasting consumer behavior throu-
gh artificial intelligence technology (Wibowo & Ari-
yanti, 2023).

Since the development of technology can change
consumer behavior, businesses are making great ef-
forts to create customer satisfaction and loyalty. At
this point, artificial intelligence can help businesses
with marketing strategies and consumer behavior
analysis, thus increasing sales (Gkikas & Thedoridis,
2022). At this point, the use of artificial intelligence in
consumer behavior and customer experience is inc-
reasing daily. By offering personalized experiences
to consumers, consumers’ satisfaction and loyalty
can be gained (Abdelkader, 2023).

Artificial intelligence is crucial in comprehending
and shaping customer behavior. Al evaluates exten-
sive datasets to deliver immediate and actionable

189




Examination of Consumer Perceptions Regarding Productive Artificial Intelligence
Applications: A Qualitative Study on the Case of ChatGPT

consumer insights when integrated with associated
technologies like big data and machine learning.
These insights enable organizations to tailor their
products and services to client preferences (Kumar
et al., 2023).

Consumer attitudes are expressed through trust,
satisfaction, and loyalty to a product or service. Pro-
duct and service prices can significantly influence
consumer behavior; however, even if consumers are
loyal to a brand, price changes may cause oppor-
tunity costs. At this point, sharing consumers’ trust
in a product or service through social media is very
important for both consumers and brands. Therefo-
re, businesses and marketers should utilize artificial
intelligence to understand consumers’ reactions to
product or service changes (Olan et al., 2021).

Unified Theory of Technology Acceptance and
Use

The Technology Acceptance Model (TAM), one of
the most common models for explaining the use of
new technologies and purchasing tendencies, was
developed by Davis in 1985, based on Fishbein's mo-
del of human behavior. TAM suggests that a user’s
attitude towards using a system is the most critical
determinant of the actual use of the system. Over
time, the model has been criticized for not conside-
ring the factors hindering technology adoption, and
improved versions have been proposed. Venkatesh
(2000) developed TAM 2 in light of these criticisms
and added factors such as perceived usefulness to
the model. Venkatesh et al. (2003) subsequently es-
tablished the Unified Theory of Acceptance and Use
of Technology (UTAUT) paradigm to clarify techno-
logy acceptance and usage (Zalluhoglu et al., 2023).

The probability of technology adoption is linked to
the direct impact of four fundamental constructs:
performance expectancy, effort expectancy, social
influence, and facilitating factors (Venkatesh et al.,
2016). Alongside these four fundamental categories,
hedonic motivation is recognized as the degree to
which an individual experiences enjoyment or plea-
sure from a new technology (Beh et al., 2021).

Performance expectancy denotes the conviction
that individuals will enhance their work performan-
ce through the utilization of technology. In contrast,
the degree of ease of using technology refers to the
expectation of effort. While the adequacy of the in-
frastructure to use the technology is accepted as a
facilitating condition, the attitudes and thoughts of
individuals toward other people’s use of this tech-
nology express the social effect (Venkatesh et al.,
2003). It is stated that factors such as hedonic value,
price, and habit are added to these basic structures
(Venkatesh et al., 2003).

The adoption of artificial intelligence technologies
is essential for businesses. At this point, busines-
ses’ resources are also necessary. It is also seen that

many companies are not strategically ready to adopt
artificial intelligence (Ransbotham et al., 2017). This
rapidly developing technology was examined from a
marketing perspective and aimed to provide essen-
tial results to businesses, and research was conduc-
ted with a focus on the Unified Technology Accep-
tance and Use Theory.

The Unified Theory of Technology Acceptance and
Use has been supported by empirical research and
outperformed other individual models in explaining
individuals’ intentions to use information techno-
logies (Momani, 2020). In this direction, the study
examines the Unified Theory of Acceptance and Use
of Technology by focusing on it.

Research Methodology

A qualitative method was chosen as the analysis
method in the research, and the interview tech-
nique was used. Qualitative research is defined as
the comprehensive presentation of data acquired
through methods such as observation, interviews,
and document analysis. Notwithstanding its chal-
lenges, qualitative research is a potent methodo-
logy capable of yielding significant outcomes in
the social sciences. The analysis was carried out th-
rough MAXQDA statistical analysis programs. The
number of samples in qualitative research may be
less than in quantitative research. When the num-
ber of samples is increased in qualitative research,
primarily observations and interviews, it may beco-
me repeated after a particular stage (Turk, 2023). In
this direction, 25 participants who were actively ex-
perienced in using ChatGPT were targeted as the
study sample. Interviews with the participants were
conducted face-to-face. The analysis of the partici-
pants’ demographic data revealed a composition of
11 females and 14 males, aged between 23 and 42
years. Among the participants, opinions of peop-
le from different professions, such as academicians,
doctoral and graduate students, public and private
sector employees, marketing managers, pilots, and
housewives, were taken. Data collection was carried
out in March and April 2024.

The inquiries posed to the participants were groun-
ded in the Unified Theory of Acceptance and Use
of Technology (UTAUT) paradigm established by
Venkatesh et al. (2003). In this direction, the ques-
tion about the priority and reasons for users to use
ChatGPT is directed toward performance expectati-
ons from the Unified Technology Acceptance Model
variables. The difficulties encountered in using Chat-
GPT are analyzed with the perceived risk variable,
the areas that are thought to be most helpful are
analyzed with the effort expectation variable, and
the hedonic value variable is analyzed with the fe-
ature that users like the most. The question about
the areas in which ChatGPT should be improved is
associated with the desire for improvement and per-
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formance expectancy in terms of providing benefits
to the user. While hedonic value and performance
expectancy are associated with the question about
users’ opinions on the advantages of ChatGPT, the
perceived risk variable is associated with the questi-
on about its disadvantages.

Variables of the Study

Performance expectancy, or perceived performan-
ce, is defined as "the degree to which an individual
perceives that using the system will improve their
job performance.” Along with performance expec-
tancy, effort expectancy is also one of the study’s va-
riables. Perceived ease of use is expressed by effort
expectancy (Venkatesh et al., 2003).

Perceived enjoyment, hedonic motivation, and plea-
sure themes are generally accepted as hedonic valu-
es (Chitturi et al., 2007). Consumers’ concerns about
the possibility of unpleasant consequences are exp-
ressed as perceived risks. Schierz et al. (2010) also
define perceived risk as loss expectancy. The greater
the loss expectations, the higher the degree of risk
consumers perceive (Schierz et al., 2010).

Trust is characterized as “the readiness of one party
to be susceptible to the actions of another party,
predicated on the anticipation that the latter will
execute a specific action significant to the trustor, ir-
respective of the former’s capacity to oversee or re-
gulate” (Mayer et al., 1995). Consumers’ perceptions
of the opinions of other consumers are expressed
as social pressure. Although it has been expressed
differently in the literature as subjective norms, soci-
al factors, and normative pressure, social pressure is
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seen as the perceived social influence of consumers
(Belanche et al., 2019; Lin et al., 2020).

Individuals’ judgments concerning engagement in
behavior are typically defined as behavior by Ajzen
(1991). On the other hand, in the concept of beha-
vior in the study and the literature, consumers’ atti-
tudes toward artificial intelligence are expressed as
behavior (Ajzen, 1991; Zhong et al., 2021). Individu-
als’" willingness to use Al-based platforms is defined
as behavioral intention. Behavioral intention, which
is considered the intention of users to adopt Al-sup-
ported chatbots, can also be seen as the desire to
use new technologies (Sohn & Kwon, 2020; Maseeh
et al., 2021; Mehta et al., 2022).

The measurement of how often a behavior is perfor-
med or the approximate number of times a behavior
is repeated in a certain period is considered actual
usage (Davis et al., 1989). The literature has explored
the topic of actual usage as the prevalent application
of technology, including the Internet of Things, arti-
ficial intelligence, and mobile banking (Chatterjee &
Bhattacharjee, 2020; Elhajjar et al., 2021). Customer
satisfaction refers to the satisfaction of consumers.
In the studly, it refers to the satisfaction of consumers
with using it, while perceived personalization is exa-
mined as ChatGPT providing personal responses to
the person’s requests and needs.

Findings

The findings are presented through code frequency
analysis, code-based frequency analysis, code rela-
tionships browser, code theory model (single case
model), and word cloud forms.

Convenisnce

Spesd Benefit

Produc tivity Creataaty

Figure 1. Code Frequency Analysis

The code frequency analysis gives information
about the codes that emerged from the participants’
answers and the frequency of these codes. In other
words, according to the perspectives of the speci-
alists engaged in the research, the most frequently
mentioned concept by the participants expresses
what they make their relationships about. In expres-
sing this, it provides evidence through quantitative
data. When analyzing the code frequency analysis,
it was found that the relationship intensity was the
highest positive relationship between ‘speed’ and

‘benefit’ (74). While the relationship between ‘Con-
venience’' and ‘Speed’ (67) ranks second in terms
of positivity, the relationship between ‘Benefit’ and
‘Convenience’ is then observed.

However, an important observation in this table is
the direction and intensity of the negative obser-
vations made by the experts participating in the
research. Evaluated from this perspective, the most
negative relationship is the relationship between
‘Distrust’ and ‘Inconsistency’ (42).
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Figure 2. Code Relationships Browser

In Figure 2, the statistical analysis program MAXQ-
DA was used to determine the codes’ relationships
and examine the frequency with which these codes
were used together in the same sentence or parag-
raph. The relationships between the codes can be
interpreted both qualitatively and quantitatively.
These relationships were revealed by the percepti-
ons and evaluations of the experts who participated
in the study and who experienced and actively used
ChatGPT. The dimensions of the dots in the illustra-
tion signify the frequency of mention.

Coded Documents
23,9%

18,7%
= 17.0%

13,5%

91% 83%

[
0% i
Speed Benefit Distrust Convemence  Inconsistency Creatwity Productivity Asociality

Figure 3. Code-Based Frequency Analysis

Figure 3 shows the most prominent factors in the
discussions and comments about consumers’ expe-
riences and perceptions of ChatGPT use. The main
feature of this finding is that the key elements in the
research are revealed in line with the views obtained
from the focus group experiences. Looking at the
research data, we can see that eight codes are em-
phasized with different intensities. The code 'speed’
is in the first place, while 'benefit’ is in second place,
followed by ‘Distrust.” The results in the code relati-
onships also support these findings. While the co-
des 'Speed’ and ‘Benefit’ are prominent, the code
‘Distrust’ stands out in the code-based frequency
analysis. While ‘speed’ and 'benefit’ are prominent
as positive concepts in participants’ perceptions of
ChatGPT, ‘Distrust,’ in contrast, highlights the theme
that participants see as negative. Although the per-
centage of emphasis is low, the codes ‘Inconsisten-
cy' (9.1%) and 'Asociality’ (4.3%) also emerged due
to participants’ negative perceptions.

The main emphasis of this analysis is related to
the density of explanations for each code and the
answers given by the experts participating in the
research. In other words, each participant emp-
hasized the code “Speed,” with a rate of 23.9% in
all research documents. When evaluated from this

perspective, the phenomenon code of the research
was “Speed” with a positive perspective in the use
of ChatGPT, while it was the code “Distrust” with a
negative perspective with 17%.

Figure 4 shows the Code Theory Model (Single Case
Model) from the analysis findings. This model aims
to present a detailed and comprehensive analysis of
a single case. The interviews are analyzed indepen-
dently of each other as if they were evaluated on a
single case. In other words, when examining genera-
tive artificial intelligence applications through con-
sumer perceptions, when the different opinions put
forward by the experts participating in the research
are brought together and evaluated as the opinion
of a single person, a finding is made regarding the
answer to the question “"what is the main idea?”

Single Case Model
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Figure 4. Code Theory Model (Single Case Model)

The figure shows the main themes discussed in the
interviews and the details of these themes. In addi-
tion, the line thicknesses of the themes that are the
focal points also indicate the density of the themes.
This analysis supports the other findings and shows
that the theme “Speed” extends to “Interviews”
with a thicker line than the other themes. It is fol-
lowed by “Benefit” and then "Distrust”. Although
this finding emerging from the research is a com-
mon idea data, it is seen that it is consistent with the
frequency density of individual ideas presented in
Figure 3. In this respect, the different findings of the
research are consistent within themselves.
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Figure 5. Word Cloud

Another research finding is the word cloud analysis
shown in Figure 5. In this way, words are visually pre-
sented in different tones in size, thickness, and color
tones. These features show the frequently used wor-
ds based on the interview participants’ statements.
The main subject of the study, "ChatGPT,” appears
to be the most frequently used concept. In additi-
on, the frequency of use of concepts such as “fast,”
"speed,” "easy,” and “creativity” draws attention as
concepts that support the participants’ perceptions
of ChatGPT. This analysis also supports other findin-
gs. In addition, the result in the word cloud indica-
tes that the participants have sufficient conceptual
knowledge about generative artificial intelligence
applications.

Upon examination of the findings derived from the
analysis in terms of the combined technology ac-
ceptance model variables, the “Benefit” code exp-
resses the performance expectation, that is, the per-
ceived performance thought of the consumers. The
participants think they will benefit from their work
by using ChatGPT. The “Benefit” code can also be
related to customer satisfaction. It can represent the
consumer’s sense of satisfaction, in other words, the
users’ perceived satisfaction and choice satisfaction.

The “Speed” code can express performance expe-
ctations like the “benefit” code. The fact that par-
ticipants save time thanks to speed and perceive it
as beneficial shows that this technology can benefit
consumers with speed.

The “Distrust” code represents perceived risk. It
expresses the concerns of the experts participating
in the research about using ChatGPT and the situ-
ations they see as disadvantages. The “Asociality”
code also reveals the negative perceptions that pe-
ople can become asocial as a result of using Chat-
GPT. Similarly, the “Inconsistency” code emerges as
another negative theme resulting from the partici-
pants’ perceived risk.

The participants evaluated the codes “Creativity”
and “Productivity” from many perspectives. The
perceived performance of ChatGPT through provi-
ding benefits, perceived ease of use, aesthetic, ex-
periential, emotional, and pleasure-related benefits
(Hedonic Value-Perceived pleasure) that may cause

these codes to emerge, and speed that may affect
these codes were included in the process. Multiple
factors were included in the process, resulting in the
emergence of these themes. The code “Convenien-
ce" expresses effort expectation, in other words,
perceived ease of use. It can also be expressed as
the degree of perception that the participants will
find ChatGPT easy to use.

Discussion

The experts who participated in the research highli-
ghted that the most important feature of ChatGPT
in the relevant subject is that they can save time and
that it is related to time management and satisfac-
tion as a result of their work. This situation indica-
tes that they have a positive psychological output
benefit. The creativity and productivity situation is
also seen as positive. However, the same experts
emphasized that the information obtained should
be checked, and the risk of the information not be-
ing reliable should be taken into consideration. They
also highlighted that this could be related to ethical
problems such as protecting personal data, internet
addiction, and plagiarism. At this point, the study
findings show that consumers focus on hedonic
motivation, albeit partially, in addition to perceived
ease of use, perceived benefit, perceived risk, and
customer satisfaction.

They see ChatGPT’s most important feature as sa-
ving time for individuals. Immediately after that,
customer satisfaction, service quality, and efficiency
gained from time management come to the fore.
Then, a code drew attention as an individual con-
cern. With the code "Distrust,” they emphasized
that using ChatGPT could cause negative situations
such as personal data protection problems, fraud,
addiction, and inconsistent and outdated informa-
tion, as well as guidance. Situations such as asoci-
ality, obesity, anxiety, lack of communication, fraud,
plagiarism, and ethics emerge as negative situations
expressed by consumers.

When individuals see a technology’s value, they are
inclined to cultivate a favorable disposition toward
its utilization. Kasilingam (2023) determined that opi-
nions toward chatbots were significantly influenced
by perceived utility, simplicity of use, enjoyment,
price sensitivity, danger, and individual innovative-
ness (Kasilingam, 2020). Similar results emerge in
health students’ attitudes towards ChatGPT in the
Sallam et al. (2023) study. The speed, benefit, and
convenience codes that stand out in the study fin-
dings overlap with the results of perceived benefit
and ease of use in these studies. Saif et al. (2024),
similar to the findings of this study, concluded that
students’ perceived ease of use and usefulness as-
sociated with ChatGPT contributes to shaping their
positive attitudes toward using ChatGPT. However,
unlike the results of this study, they concluded that
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ease of use and usefulness factors play a role in re-
ducing stress levels. Zhang and Wang (2023) conc-
luded that, from the standpoint of consumer emo-
tions, Al products influence consumers’ purchase
intentions and brand evaluations, with perceived
usefulness and perceived enjoyment serving as me-
diators in this relationship. However, these findings
also differ from the results of Tiwari et al. (2024) and
Abdul-Halim et al. (2022). Because Tiwari et al. (2024)
concluded that perceived ease of use was not an
important determining factor in students’ adoption
and use of ChatGPT.

A study by Shahzad et al. (2024) on ChatGPT in hi-
gher education found that perceived ease of use,
utility, and intelligence significantly moderate the
association between awareness of ChatGPT and
the intention to embrace this technology. Moreover,
perceived trust strongly influences the association
between awareness of ChatGPT and perceived ease
of use, usefulness, and intelligence (Shahzad et al.,
2024). The results of this study correspond with the
variable of perceived ease of use.

In their studies, Tiwari et al. (2024), Mishra et al.
(2022), and Chang et al. (2024), who revealed that
hedonic motivation could be effective in users de-
veloping positive attitudes towards ChatGPT, stated
that users found the use of ChatGPT enjoyable and
fun. In the study, the participants’ views on ChatGPT,
which they found enjoyable and fun, together with
the creativity and productivity codes, are parallel to
those of these studies.

While improving marketing decisions and automa-
ting customer service can increase revenue and re-
duce costs, it is also claimed that consumers do not
trust Al's decisions, answers, and suggestions and
have a very negative attitude toward Al applicati-
ons in marketing (Davenport et al., 2020). Likewise,
Chen et al. (2021) determined that participants pre-
dominantly exhibited a neutral or mildly unfavorab-
le sentiment towards Al marketing communication
applications in their research. This may be linked to
the prominent topic of distrust evident in the study
findings.

Regarding the outcome of the distrust theme, which
is seen as negative in the study, consumers’ emer-
ging biases can be due to two main reasons, such
as consumers making predictions based on inter-
nally generated data and consumers’ behavioral
biases (Abrardi et al., 2022). Privacy regulations are
important for consumers’ power over businesses or
brands. Consumer privacy and consumer informa-
tion's use and protection levels may cause a deba-
te on property rights. Because behavioral patterns
of consumers can also emerge through personal
information, this situation is open to manipulation
(Acquisti et al., 2015). Igbal et al. (2022) determined
faculty members’ negative perceptions and attitu-
des toward using ChatGPT. Potential risks such as

cheating and plagiarism were stated as perceived
risks. Rohden and Zeferino (2023) draw attention to
the effect of trust in reducing privacy concerns and
risk perception. In the study, concerns about issues
such as insecurity, asociality, inconsistency, and et-
hical and personal security violations are consistent
with the results of these studies and draw attention
to perceived risk.

Although other studies have addressed sub-dimen-
sional patterns, these are empirical findings regar-
ding the scales used in quantitative research and the
sub-dimensions of these scales. However, in contrast
to these, this study employed a qualitative method;
the data obtained were thematically separated and
conceptually coded. Therefore, it may not be pos-
sible to compare with the generalizability patterns of
quantitative research because it is qualitative rese-
arch. However, when taken together, they may have
the power to create a different perspective on the
literature.

Conclusion

Consumers' use of generative Al applications is inc-
reasing day by day. The impact of Al is clearly felt
in many areas. Generative Al applications are also
widely used in marketing (Stone et al., 2020). Dawid
et al. (2017) contend that Al technology beneficially
influences consumer behavior and sentiments and
that consumer interactions with Al gadgets progres-
sively enhance marketing research.

First of all, marketers are expected to add artificial
intelligence applications that can meet consumers’
expectations to their strategies. Consumers’ intenti-
ons to use productive artificial intelligence applicati-
ons are shifting from utilitarian motivation to hedo-
nic motivation today. Marketers should also consider
this orientation (Dinh & Mark, 2023). On the other
hand, consumers’ perceptions of artificial intelligen-
ce applications are also changing daily. Therefore,
productive artificial intelligence applications are be-
coming more important for businesses. From anot-
her perspective, artificial intelligence is strategically
important for all global players to achieve economic
gains in the future (Pan et al., 2023).

Businesses can improve their digital marketing stra-
tegies by optimizing the impact of ChatGPT on con-
sumer experience and customizing it according to
consumer demands. From an academic perspective,
ChatGPT needs to consider consumer expectations
to improve consumer experience in digital marke-
ting (Abdelkader, 2023). At this point, the study
draws attention to the concept of “Distrust” as well
as the emphasis consumers place on the concepts of
“Speed,” “Benefit,” and “Convenience.” As a result
of consumers’ perceptions of productive artificial in-
telligence applications, they expect this technology
to be fast, useful, easy, creative, and productive. On
the other hand, they also have reservations about
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issues such as insecurity, asociality, inconsistency,
violation of ethics, and personal security. The study
findings and comments recommend businesses to
pay attention to analyzing consumer behavior well
with artificial intelligence applications in digital mar-
keting strategies, improving consumer experiences,
and providing confidence in issues that consumers
are hesitant about because meeting consumer ex-
pectations by analyzing consumer behavior data
can be effective in purchasing decisions and brand
loyalty (Olan et al., 2021; Jain et al., 2023; Krakowski
et al., 2023).

When the situation revealed by the study’s findin-
gs is examined, we would like to draw attention to
the fact that consumers are sensitive about time-sa-
ving and benefits. It is seen that when consumers
think that they will benefit from artificial intelligence
applications and that they can realize this in a short
time, their usage tendencies increase. To respond
to consumers’ expectations, businesses can focus
on strategies to provide speed and time savings by
emphasizing the benefits of their services. On the
other hand, if the strategies are to be created by
considering the situations that consumers are con-
cerned about, artificial intelligence applications give
consumers a sense of trust, and there may be positi-
ve returns for businesses.

Generative Al applications have affected many dis-
ciplines. Their effects are also seen in terms of mar-
keting discipline. In addition to its effectiveness in
marketing research, it can be effective in many po-
ints related to the consumer. However, negative si-
tuations such as inaccuracies, privacy violations, and
ethical concerns also affect consumers. Developing
generative Al applications is thought to eliminate
these negative situations and produce more succes-
sful and harmonious work with people in the future.

Limitations of the Study and Future
Studies

The study was conducted on ChatGPT, a developing
generative artificial intelligence application. Consi-
dering the increase in generative artificial intelligen-
ce applications every day, the fact that the study was
conducted only on ChatGPT can be considered a li-
mitation. On the other hand, the study’s participants
consisted of 25 people with different demographic
characteristics. Considering that the participants did
not have a specific field or expertise, the number of
participants and the period in which the study was
conducted may be insufficient compared to future
studies; we can consider this situation as a limitation
of the study.

The results of this study provide valuable informati-
on about consumer perceptions of ChatGPT. From
this information, topics such as consumer behavior,
customer experience, customer satisfaction, and lo-

yalty can be investigated. Nonetheless, numerous
inquiries regarding the influence of ChatGPT on
customer experience remain unresolved. Further re-
search is necessary to investigate these inquiries and
enhance our comprehension of ChatGPT's capacity
to transform digital marketing.
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