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Abstract: 
The integration of AI-based chatbots, referred to as “conversational agents,” is 
considered a tool that addresses various user needs, from responding to 
requests for information to assisting with problems or bottlenecks. Many 
chatbots developed by companies over recent years have incorporated 
Artificial Intelligence to improve communication and outcomes with users. 
Additionally, numerous benefits are associated with these intelligent 
algorithms, including automation, increased client focus, and an overall 
enhanced customer experience. Companies that adopt these disruptive 
technologies have already benefited from increased customer satisfaction, 
improved business efficiency, and more sophisticated marketing strategies. 
Given the impact of artificial intelligence on chatbots, the aim is to analyze the 
consequences for companies in the telecom sector, particularly in terms of 
marketing strategies, customer experience, and productivity in Morocco. 
Qualitative research, conducted through semi-structured interviews, was 
carried out with fifteen selected participants, including marketing managers 
and other key figures from Moroccan telecom companies that employ AI-
powered chatbots. The findings highlight the positive changes observed in 
customer care and marketing optimization, particularly within the Moroccan 
telecommunications industry. While these tools enhance levels of 
personalization and streamline certain processes, the sector continues to face 
challenges, particularly in adapting to local linguistic and cultural contexts. 

Keywords: Artificial Intelligence, Chatbots, Marketing Strategies, 
Telecommunications, Morocco 
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1. Introduction 
Harbola (2021) consider that the use of email, phone calls, and other 

conventional methods for resolving customer problems remains relevant today, but 
is not entirely suited to present-day requirements. Now, businesses should focus 
on more automated and personalized support. More artificial intelligence is being 
integrated into chatbots, which represents an advancement in the marketing field. 
Over time, these chatbots have evolved into sophisticated machines, where 
artificial intelligence and algorithms that power the bots enable the machines to 
comprehend and analyze user requests in a contextually relevant manner (Perez-
Vega et al., 2021). Artificial intelligence, understood as a set of programs, 
algorithms, and machines that exhibit a form of intelligence, offers a perfect way to 
improve these discursive interfaces between the firm and the client (Shankar, 
2018; Soava et al., 2017). Considering that most interactions with chatbots are 
automated, they present numerous benefits over their traditional counterparts, 
including lower average response times and multi-tasking capabilities. 
Furthermore, they also present unusual solutions which enhance the customer 
experience. Moreover, because chatbots are available 24/7, they can assist clients 
at any time (Harbola, 2021).  

However, chatbots are general programs, as noted by Rese et al. (2020), 
which can interact and hold a conversation in real-time, much like a human. For 
instance, Suhaili et al. (2021) claim that these bots resemble human interaction in a 
way because the bots provide real-time responses to specific questions. 

In 2023, Sonawane et al. (2023) analyzed the engineering mechanism that 
enabled the creation of autonomous bots capable of making decisions, completing 
repetitive actions, interacting with users at high processing speeds, and answering 
any question as a human would. According to Sulaiman (2022), the first chatbot 
systems appeared in the world around the same period that computing was being 
developed. A notable example is Alain Turing, who created a chat system in the 
1950s to test whether a person can distinguish between a human being and a 
machine. Since then, chatbots have undergone significant advancements, 
including, for example, voice technology and sentiment analysis. A breakthrough 
occurred in 2010 when a new category of virtual assistants was introduced into the 
market, including Siri, Cortana, and the well-known Alexa, which enabled nonlinear 
communication. 

Meta (formerly known as Facebook), one of the largest companies worldwide, 
introduced Messenger, which enabled other companies to develop chatbots, as 
Sulaiman (2022) explains. Accordingly, with Adam et al. (2020), these virtual 
assistants are considered one of the most important assets in numerous sectors, 
including telecommunications, where they not only enhance customer interaction 
and provide service at any time of day, but also offer low costs and rapid response 
rates. In fact, due to technological evolution, chatbots have been able to take on 
even more complex functions, becoming the ideal complements to the customer 
service departments of many businesses. 

As Adam et al. (2020) further explained, AI marketing, chatbots can convert 
visitors into buyers, maintain positive customer relations, handle customers 
effectively with minimal waiting, and enhance customer satisfaction. Personalized 
customer relations and web experiences increase customer loyalty and retention 
for businesses. However, what is the effect of blending Artificial Intelligence into 
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chatbots on the marketing practices, customer service, and productivity of 
Moroccan telecommunication companies? To answer this question, the research 
will examine the extent to which AI-supported chatbots have been efficient in 
executing automated marketing processes that reduce operational expenses. 

This study aims to explore the effects that AI-based chatbots have had on the 
telecommunications marketing strategies and customer experience, particularly in 
Morocco. The qualitative data obtained from semi-structured interviews with 
marketing managers, customer experience managers, and other key executives of 
Moroccan companies help focus the research on the opportunities and obstacles 
presented by these changes. The primary objective of this research is to determine 
the role of artificial intelligence in chatbots and its impact on the marketing 
strategies of Moroccan telecommunications companies. Furthermore, this research 
aims to understand how AI chatbots perform routine tasks and provide 
personalized experiences for clients, thereby enhancing customer contact and 
satisfaction. It is also necessary to assess the costs and efforts associated with 
utilizing AI chatbots in terms of their effectiveness. The research aims to identify 
the opportunities and difficulties associated with the Moroccan telecommunications 
sector. This involves analyzing the language barriers that arise from the emerging 
use of Moroccan dialect, also known as Darija, as well as other factors, such as 
technological and cultural barriers, that affect customers’ preparedness. Another 
important objective is to develop effective marketing strategies for AI chatbots, 
particularly in analyzing customer behavior and improving customer retention rates. 
As such, accomplishing these objectives will yield valuable findings and 
suggestions for Moroccan firms that plan to incorporate AI tools into their marketing 
strategies, given the prevailing situation in the country (Burlea-Schiopoiu and 
Znagui, 2024). The purpose of this paper is to analyze in depth how these 
advancements in technology enhance advertising effectiveness, improve client 
interaction with the business, and increase overall customer satisfaction. Different 
technological questions, with practice within their context, will also be provided, 
along with an explanation of how they enhance the competitive edge in the sector 
and shape the direction of marketing in the industry. The results align with the 
participants’ comments, which noted ease of use and perceived usefulness as 
factors influencing the adoption of chatbots, as highlighted in the Technology 
Acceptance Model (TAM). Moreover, the fact that chatbots can respond to 
questions raised by clients further increases their satisfaction, which aligns with the 
SERVQUAL model regarding responsive service. 

 

2. Literature Review 
2.1. Artificial Intelligence in Chatbots: Foundations and Technologies 
The advancement of artificial intelligence, from its introduction in the 1950s to 

its present-day applications, is revolutionary, both in terms of technological 
innovation and economic transformation (Charlin, 2017). In the past, artificial 
intelligence was primarily used in scientific research and confined to laboratories a 
decade or so ago; now it has gradually expanded into most business areas, such 
as marketing and customer care (Pélissier, 2021). In particular, the incorporation of 
noetic capabilities, such as machine learning, into process operations is a 
significant development, as it enhances the automation of the linkage between 
business and the client (Andrade and Tumelero, 2022).  
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Such views become increasingly alarming as people become more enticed by 
the internet. For this reason, enterprises shouldn’t hesitate to operate in a virtual 
space and deliver their services to clients at any time and from any location, as 
needed (Maroengsit et al., 2019). It has also been noted by Albarq (2024) that 
another factor equally critical to the company's performance and existence is 
customer satisfaction. It is a key factor in fostering long-term relationships. Thus, it 
is clear that the key to companies seeking a competitive advantage lies in 
customer satisfaction. This is because customer satisfaction is inextricably tied to 
customer retention, which occurs when those customers are delighted with what 
the company has to offer (Villacis et al., 2024). One of the most relevant strategies 
nowadays has been incorporating online communication into the customer 
experience. Nevertheless, the extent to which contact with customers is automated 
and how employees interact with customers are noted to be important factors in 
minimizing customer turnover (McLean and Wilson, 2016).  

Nonetheless, according to Aktas (2024) and El Guermai et al. (2026), the 
application of AI has helped enhance customer relationships, develop internal 
processes, and target specific customers with appropriate offers. For modern-day 
business, AI combined with chatbot technology is essential. Such tools indeed 
appear relatively new; however, functionally, they are pretty mature in their roles, 
which are communication and quick answers. However, their true power is 
revealed when they are driven by artificial intelligence, enabling them to 
significantly enhance their performance and understanding, as well as manage 
customer and potential customer requests (Hsu and Yu, 2022; Sophia and Jacob, 
2021). Such programs allow users to easily engage in diverse types of 
communication by creating different forms of dialogue within different settings in 
their native languages (Hsu and Yu, 2022). 

The view held by Boguda and Shailaja (2019) is that AI-enabled chatbots 
have offered new opportunities in this era. This is because, with increasing 
competition in the business landscape, organizations have been able to raise the 
level of services they offer, automate their processes, and perform many other 
activities. Precisely, it is the transformation around the enterprise’s ambition to 
utilize such virtual agents to enhance the quality and efficiency of communication 
and customer business relations. As Shanke et al. (2021) point out, chatbots are 
deployed to control customer communication processes, perform various actions, 
make individualized suggestions, and facilitate intra-company Communication. 
With embedded artificial intelligence, chatbots provide numerous advantages for 
businesses. In relation to the benefits of employing chatbots for clients in their 
companies, customer care agents remain online throughout the day, allowing 
customers to pose queries at any time. This approach reduces costs while 
continuously enhancing the customer’s relationship during the interaction (Bachhav 
et al., 2024). According to Doret (2017), some of these benefits relate to reducing 
the amount of chat that people have to do, as the interaction’s backend is more or 
less fully automated by chatbots, thus improving the business in terms of tasks that 
do not require manual labor.  

When creating a chatbot, it’s necessary to develop artificial intelligence 
components and implement natural language processing technologies. These 
strategies are used to identify and interpret requests. This is where the 
reinforcement learning, supervised learning and unsupervised learning techniques 
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of these systems come into play. It is claimed that these techniques enhance 
performance and the probability of improving the methods (Harbola, 2021). 

Current chatbots are composed of three significant elements, which include 
ML, DL, and Natural Language Processing (NLP). These three components are 
essential for the development of these personal workers Cazals and Cazals, 2020). 

Machine learning is a component in the development of chatbots (Tebenkov 
and Prokhorov, 2021). In the field of computer science, machine learning is 
recognized as one of the branches that enables a computer to independently 
acquire knowledge, rather than being explicitly taught. The following is a method 
that they can employ to ‘learn’: Harvest information from data. Thanks to these 
sophisticated algorithms, chatbots can update their replies in accordance with the 
history of communication with users. According to Sulaiman (2022), machine 
learning algorithms enhance the efficiency of data prediction and also enable the 
system to avoid the strict learning of programmatic details. 

Therefore, over time, due to this systematic progressive adaptation, 
interactions with robots become more efficient, modern, and responsive to users' 
requirements and needs (De Lièvre et al., 2019). 

The concept of Deep Learning, a branch of Artificial Intelligence, has enabled 
chatbots to process textual and conversational information to a new level. As 
Velankar et al. (2024) explained: “Deep Learning provides a rich analysis and 
comprehensive understanding of the users’ natural language by using deep neural 
networks”. This method enables chatbots to recognize the sophisticated and 
nuanced aspects of conversations, thereby enhancing their ability to provide 
tailored responses to each user (Velankar et al., 2024).  

As for natural language processing, there is no doubt that it is the key to the 
relationship between users and automated messaging systems. Natural language 
processing can be defined as a branch of artificial intelligence that deals with the 
analysis and creation of language. According to Rathod (2024), this is a relevant 
factor for the systems discussed, as this technology enables chatbots to gauge the 
user's purpose and mood based on their language.  

Additionally, Rathod (2024) reported that we are referring to the use of text 
mining techniques, such as tokenization, lemmatization, named entity recognition, 
and language modelling, which help analyze and process user messages and 
respond more naturally. It is a method that enables the ‘machine’ or ‘robot’, if you 
prefer to call it that, to acquire knowledge and comprehend human language. 
Sulaiman (2022) claims that speaking a few words is only one aspect of a 
conversation. To skillfully operate any Natural Language Conversation Systems, 
one should grasp the comprehension of all contextual speech segments. 

2.2. Benefits of Integrating Artificial Intelligence in Chatbots 
Many monotonous and repetitive tasks can be performed effortlessly with the 

aid of AI tools. Huang and Rust (2020) further observe that AI-powered chatbots 
can address some of the client’s repetitive queries, target potential customers and 
even extend personalization depending on each client’s needs. AI powered 
chatbots seem to be providing various solutions in response to the increasing need 
for customer support as well as efficient business process management during the 
era of digital transformation (Sonawane et al., 2023). These Artificial Intelligence 
bots are capable of analyzing vast amounts of information and employing machine 
learning algorithms to determine their clients’ needs, then making suitable 
recommendations. This strategy is beneficial in enhancing customer satisfaction 
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and increasing conversion rates (Huang and Rust, 2020). Chatbots that are 
proactive, responsive, and active during every stage of the client’s buying journey 
maintain a high level of customer satisfaction and establish trust, paving the way 
for repeat purchases. Customers no longer have to wait long to be assisted, as 
virtual agents are available to address any inquiries they may have. 

This heightens the level of satisfaction for users regarding the responsiveness 
of customers as well as their needs (Sonawane et al., 2023). The response and 
availability are, however, relatively high in this case, considering that AI chatbots 
can be accessed at any hour during the day or night. Huang and Rust (2020) 
conclude that customers also integrate chatbots as a means to help companies 
retain customers and maintain positive brand equity. 

Marketing and sales personnel have been regarded as an asset to 
companies, as they incur minimal support costs and their future earnings potential 
is viewed as positive (Huang and Rust, 2020). According to Sonawane et al. 
(2023), automated chat support tools, such as chatbots, save a significant amount 
of time and resources by fulfilling simple customer requests, thereby enabling other 
departments to perform more complex and revenue-generating functions. This 
results in significant cost savings for the organization in operational expenses. 

 

3. Methodology of research  
3.1. Recruitment, participants, and ethical considerations: 
The participants in this interview are employees of a Moroccan 

telecommunications company. 
Recruitment and participation followed relevant ethical protocols of ethics. 

Data were collected from voluntary participants, with informed consent obtained 
prior to the survey through an introductory statement that described the study's 
aim, its procedures, and the anonymity of responses, emphasizing respect, data 
protection, and transparency. All necessary measures were taken to ensure that 
the research does not involve the collection of sensitive personal information or 
data that could be used to identify volunteers. 

3.2. Data collection 
To investigate the impact of AI chatbots on customer experience in the 

telecommunications sector, we collected data from a total of 15 respondents, 
including interview data from both in-person and Microsoft Teams sessions. The 
sample size is commonly deemed sufficient for thematic analysis and theory 
development. Table 1 

The position of interviewees we selected is mainly senior executives (such as 
the COO and CIO), department managers (marketing, customer experience, and 
data science), project leads (including chatbot and digital project managers), and 
marketing managers, since they were the stakeholders of the AI chatbot service in 
organizations. 

The interviewees were chosen based on three purposeful criteria. Participants 
were expected to:  

1. Participate in the deployment or management of AI-powered chatbots 
in their department. 

2. Be in a decision-making or strategic role within the 
telecommunications organization. 
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3. Have relevant experience in customer experience, digital innovation, or 
AI integration. 

 
Table 1. Participant information 

N° Participant Age Education Gender Position 

1 Informant A 46 Master Female Senior Marketing 
Manager 

2 Informant B 46 Master + MBA Male Marketing Director 

3 Informant C 29 Master Male Business Strategy 
Manager 

4 Informant D 26 Master Male Chatbot Project 
Manager 

5 Informant E 37 Master + MBA Male Strategic Marketing 
Officer 

6 Informant F 45 Engineering 
Master + MBA 

Male DATA & AI Specialist 

7 Informant G 34 Engineering 
Master + PhD 

Male Lead Data & IA 
Scientist 

8 Informant H 42 Master Male DATA & AI Specialist 

9 Informant I 33 Engineering + 
Master 

Male Digital Project Manager 

10 Informant J 53 Engineering Male Chief Information 
Officer 

11 Informant K 57 Engineering Male Chief Operating Officer 

12 Informant L 32 Master Female Chatbot Project 
Manager 

13 Informant M 39 Master Female Head of Customer 
Service 

14 Informant N 44 Master Female Senior Marketing 
Manager 

15 Informant O 51 Master + MBA Male Customer Experience 
Director 

Source: Authors 

 
The data collection lasted between 15 March and 29 April 2025. 
Semi-structured interviews were employed, based on the theoretical 

framework developed, thereby ensuring the achievement of the research 
hypotheses. The interviews were designed to be relatively unstructured, allowing 
participants to express their views and opinions comprehensively. Semi-structured 
interviews were conducted to address specific themes, including engagement with 
chatbots, the methods used for engagement, the outcomes of engagement within 
the chatbots, and the issues that arose from the engagement. This method helped 
with flexibility in responses while ensuring consistency across interviews. We 
devised a strategy targeting participants, with a preference for Moroccan corporate 
marketing specialists, primarily in the areas of customer care and technological 
advancement within the telecommunications industry.  

The participants in this study consisted of fifteen individuals, including 
marketing managers and other key specialists in chatbot technologies within the 
telecommunications sector. The diversity of objects of investigation was a relevant 
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element in ensuring that all stakeholders’ views were adequately captured. By 
selecting the marketing departments of different telecommunications operators in 
Morocco as our unit of analysis and linking our methodology to the research 
questions, we expect to provide relevant details and concrete propositions. 
Through this qualitative methodological strategy, we aim to gain a deeper 
understanding of the impact of artificial intelligence on marketing strategies, while 
also assisting Moroccan enterprises in fully leveraging the integration of this 
technology to operate efficiently in an ever-changing business environment. 

Confidentiality and anonymity were ensured, and participants were informed 
about the purpose of the research, thereby ensuring adherence to the ethical 
considerations of this study. Regarding internal validity, it was enhanced through 
peer review and member checking. Document review, supplemented with interview 
perspectives, was used to validate the information. Thematic coding was employed 
to identify recurring themes and patterns, and inter-coder agreement was sought in 
further analysis. Diversity in the composition of the participants was very important 
so that every stakeholder's viewpoint was considered. This form of inquiry clearly 
allows for more in-depth analysis of the strategies employed and the nature of 
customer engagement with AI. 

 

4. Results and discussion 
4.1. Artificial Intelligence in Marketing Communication Skills in 

Telecommunication Companies  
According to some responses from the interview, it can be assumed that 

employing chatbots or automated systems for customer care and support has 
transformed the marketing approaches of most Moroccan businesses, particularly 
those in the telecom sector.  

The engaging nature of the chatbots reduced the number of contacts made 
by customers while simultaneously improving customer service by eliminating the 
monotony of carrying out repetitive tasks. In this case, AI-enabled chatbots can 
be regarded as basic chatbots that target the resolution of frequently asked 
questions and complaints, as well as payments, thereby lessening the burden on 
customer service staff. It follows, therefore, that time-consuming and costly 
workforce resources can be spent more wisely by focusing on the more 
straightforward basic areas, such as problem-solving and serving critical clients 
(Idowu et al., 2017). Due to this overlap of functions, the amount of work 
necessary was decreased; certain firms also lost several hundred thousand 
euros each year. These issues are eliminated with AI chatbots because 
customers can contact the company at any time, from any location, as it is 
available twenty-four hours a day, seven days a week. 

Another exciting technological advancement is that a chatbot can increase the 
waiting time of a client by at least 15 seconds. This is a good commentary on 
people’s attitudes towards waiting: they know what they want and demand it 
immediately. However, encouraging to note that this is where AI systems have 
been able to come in with effective methods of resolving disputes. Consequently, 
customers who previously complained about system breakdowns and the resulting 
unavailability of services are now pleased that they no longer need to wait for 
human agents to attend to them. On the other hand, the receptionist is assisted by 
chatbots, allowing businesses to close or customers to go without important 



280                                          Management&Marketing, volume XXIII, issue 2/2025 

            

 

requests/clocks. As a result, customers who are tired of waiting for the right time to 
speak with a sales representative during busy hours can now use the chat context, 
even before its launch. 

Besides handling routine tasks, intelligent artificial intelligence, specifically 
chatbots based on AI, also requires customer relationship management. Among 
the many advantages offered by AI-powered chatbots, one of the most 
distinguishing is the ability to utilize a vast amount of data, making interactions 
more specific. Information collected about past interactions with customers, their 
preferences, and actions helps the chatbot provide relevant responses to the target 
customer. Such a high level of engagement definitely enhances customer 
involvement, as it allows for a more tailored and interactive context for every 
communication with the customer. As a result, customers feel appreciated and 
understood, and the chances of retaining them, earning their loyalty, and 
encouraging them to return increase. 

The chatbots powered by AI have been built with fully equipped machine 
learning capabilities, allowing them to replicate their performance in the future. The 
marketing strategy relies heavily on the chatbots' ability to learn from customer 
interactions, thereby improving their future responses. This feedback loop ensures 
that each time the chatbots' artificial intelligence systems evolve, they can address 
more challenging questions and provide more precise answers in the appropriate 
context. Many of the interviewees expressed the opinion that a significant asset of 
AI is precisely the ability to improve with experience, which enables chatbots to be 
significantly more flexible and adaptable to changing customer demands and 
expectations. This potential is beneficial in a market situation where changes in 
customer preferences and behavior occur rapidly. 

It is also important to consider the aspect of client chat prediction through bots 
in the discussion. These are algorithms for automating AI that can analyze 
customers' behavior and understand when a customer is likely to become 
dissatisfied and churn. For instance, predictive models help identify and target 
clients who are most likely to churn, allowing the company to step in early and 
attempt to win them back. This will enable companies to produce solutions for such 
clients before they decide to leave. It also helps in predicting the buying behavior of 
clients, allowing businesses to make informed decisions about resource allocation 
and marketing strategies. 

It can be stated that customers can be better segmented for marketing 
purposes with the help of AI chatbots as part of marketing strategies. Using the 
data collected from the interactions with the may chatbots, refine companies' 
efforts based on the data and enhance the results of their marketing campaigns. 
Some have pointed out that AI-based segmentation is not only about splitting 
people into groups based on their age, gender, location, etc. 

However, there are issues related to the use of artificial intelligence chatbots, 
primarily in the language aspect. In the American context, for example, most AI 
chatbots in use today are designed only for the English, French, and Classical 
Arabic languages, among other universal languages. However, for the Moroccans, 
this is not the case, as most of them use Darija as their dominant dialect. The 
ability to speak and understand Darija in a deployable AI remains a significant 
challenge for most companies. The commonplace concepts involve different 
phraseology, spelling, and idiomatic expressions which most standard AI models 
were not built to solve. As several of the interviewees pointed out, addressing this 
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linguistic issue should be the next priority to enable the development of more AI-
driven chatbots in Morocco. 

To provide better access to their services, businesses should invest in 
acquiring technologies that enable the development of artificial intelligence 
mechanisms. These mechanisms will not only understand Darija but also engage 
with customers naturally and smoothly. This implies that the AI models must be 
trained on datasets that contain inputs in the Darija Language, and the NLP 
techniques must be fine-tuned in a way that addresses the issue of dialect. If this is 
not done, a significant portion of the Moroccan population will be unable to interact 
with the AI chatbots, rendering them ineffective. For this reason, artificial 
intelligence chatbots should adapt to the prevailing conditions, even if it is only a 
matter of language. As far as the language technology of chatbots is concerned, it 
is only one of the angles, since it is necessary to define the cultural factors and the 
customer’s expectations regarding Morocco's inclusion in the conversations as 
much as needed. It was pointed out that, as an example of the desired responses, 
the Moroccan clients should be normalized in terms of cultural expectations 
regarding respectful interaction with AI chatbots. This means that the peripheral 
structures of communication must be elaborated to include the cultures and the 
markets of Morocco.  

AI chatbots have become an integral part of the marketing and customer 
relations management approaches of Moroccan firms, changing the way 
communication is managed. Virtual conversational assistants have a positive 
impact, as they reduce costs, improve operational efficiency, and offer better 
service through faster and more tailored responses to clients’ needs, among other 
benefits. They utilize it extensively in predictive analytics, enabling businesses to 
tailor their marketing and customer relations strategies to align with their clients' 
behavior. However, to realize the potential offered by AI chatbots, certain issues 
related to language and culture with a contextual aspect must be addressed. In the 
Moroccan context, these agents need to match the target market. As more 
companies implement artificial intelligence in their businesses, it will be important 
to address the challenges that arise in the future, particularly in enhancing 
customer experience in Morocco through the use of artificial intelligence.  

4.2. Assessment of Automation, Customization, and Improved Customer 
Experience Benefits: Perspective of the Users  

Based on the responses provided during the interviews, the integration of AI 
into chatbots is viewed as a positive trend. Nevertheless, several factors inhibit 
their greater utilization. The experts are quite emphatic that there is a genuine 
resolve to invest in these technologies to enhance customer satisfaction while 
streamlining marketing operations. Chatbots present managers with new, business 
and cost-effective methods of servicing customers and quickly addressing their 
requirements. However, they also point out the challenges, which include the 
regular upskilling of staff to meet business disruptions resulting from innovative 
technological changes and the implementation of practical solutions that suit the 
business's specific requirements and geographical needs. 

Marketing and customer experience specialists appreciate the power and 
capabilities that come with artificial intelligence, but also note some cautions that 
need to be put in place. It is relevant to emphasize the imperativeness of data 
security and protection. One of the interviewees understood the importance of 
protecting data and educating staff on the associated risks. It is also important that 
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organizations implement necessary measures to mitigate the risks of data leaks 
and cyberattacks. There is also a need to modify the regional granularity of these 
bots, such as Moroccan Darija, because the existing solutions can’t cover the 
regional peculiarities, which would affect their efficiency. This issue is not only 
related to the Moroccan market, but also to all countries with populations that use 
dialects instead of languages, such as the Maghreb countries, Middle Eastern 
countries, and African countries. This peculiarity should be kept in mind for those 
firms that want to introduce chatbots in different regions, where particular or 
dialectal usage is approached instead of standard languages. 

It makes sense to recognize that training employees to be part of this changing 
movement, rather than being a change agent, is equally important. It helps not only 
marketers but also all professionals to appreciate and capitalize on the opportunities 
presented by artificial intelligence. Therefore, training is necessary to minimize errors 
and maximize the benefits from these artificial intelligence tools during their 
integration. While it is understood that AI will save costs through increased 
automation, it is also expected to augment revenue, for example, by enhancing 
customer journeys and improving the ease of transactions, such as buying goods 
online or paying bills, as well as other services with revenue goals. 

The marketers, for their part, understand that artificial intelligence is assuming 
a more central role in their strategies, and the integration of AI is now more of a 
necessity than an option (Bhattacharya et al., 2023). Companies should look 
forward to investing in setting up Artificial Intelligence, providing necessary 
technological training to employees and optimizing such capabilities through 
adequate training and practical exercises. There are many best practice examples 
across the globe that can serve as a good starting point for integrating this in 
Morocco. Fear of change, uncertainty about which technological solutions to use, 
and data security risks are among the other barriers to incorporating AI. 

To provide a distinctive offering to customers, the interviewed experts 
emphasized the importance of predicting customer needs by understanding their 
expectations and preferences. There are opportunities to enhance customer service 
and reduce costs by integrating AI into chatbots, which can improve interaction 
management and enhance the overall customer experience. The experts interviewed 
all endorse the view that, in principle, there is a need for ethical concerns and fair 
treatment of clients regarding personal information, which is used in accordance with 
applicable laws and guidelines. Today, it is vitally important to secure the trust of 
clients and strengthen the protection of such information. Today, businesses owe it 
to their clients to be transparent and safeguard their private details. 

The use of artificial intelligence is viewed as a way to advance and fulfil the 
growing, complex customer expectations. Still, it requires cooperation with other 
organizations and internal changes to be fully leveraged. In them, artificial 
intelligence is identified as an opportunity to transform the approach to 
digitalization and enhance the customer experience. However, they are aware of 
the challenges that accompany the change process, including the need to shift 
mindsets and train employees, as well as concerns about data security. There are 
issues with data ownership, protection and the ‘bias’ of the algorithms, for instance. 
In other words, change must be welcomed, and people should be trained on how 
to incorporate artificial intelligence into the companies’ strategies. Therefore, 
marketers in Morocco have come to appreciate how AI can enhance the customer 
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journey and have identified the opportunities it presents for improving customer 
segmentation and personalizing the customer experience. 

4.3. Effects on Moroccan Firms 
4.3.1. Marketing Approaches with the Implementation of Artificial 

Intelligence in Chatbots 
Based on the above findings, it can be stated that the use of AI technology, 

specifically chatbots, is expected to transform the marketing strategies of Moroccan 
companies as follows: The application of intelligent systems has created 
possibilities, primarily in the handling and application of large volumes of 
disorganized customer data. There was a time when companies collected data on 
market demand patterns, customer behaviors, and their transitions along the life 
cycle. However, this information was not utilized predominantly because it was 
almost impossible to analyze such massive datasets manually.  

Artificial intelligence has revolutionized this. Thanks to both computing power 
and Data Processing capabilities, AI’s amazing technologies can now analyze that 
data too, and many can successfully extract heretofore buried data patterns and 
uncover them. Because of her newly acquired skills, organizations can enhance 
their customers’ appreciation of her and communicate more effectively with them. 
Such actions will not only boost CSATs but also strengthen customer retention. 

One of the key advantages of these agents in marketing is the ability to 
expand segmentation. To put it simply, it is no longer enough for companies to 
know the demographic characteristics of their customers. AI-based solutions 
enable businesses to understand not only what kind of offer would work, but also 
with whom and who is likely to consider the various offers. Therefore, since 
customers’ preferences for AI and chatbots can help identify the correct targets for 
marketing strategies, they can be leveraged. This segmented approach not only 
increases the probability of a sale being made but also increases the marketing 
return on investment by reaching only the right customers. 

The interviews further indicated that the marketing activities of the companies 
have been revolutionized through the use of artificial intelligence chatbots, which 
can automate repetitive functions once they are programmed. These chatbots can 
perform various functions, including but not limited to responding to client questions 
through chats and suggesting goods or services based on previous 
recommendations or purchases made. This automation not only boosts the 
effectiveness of marketing teams but also relieves an immense amount of 
workload, allowing them to focus on more important managerial tasks. 

To demonstrate this issue, one of the marketing directors replied that 
marketing teams with the application of AI chatbots did not use a lot of time on the 
same routine actions and instead spent the time on creating campaigns, 
strategizing and doing analysis of the data obtained, which in the end positively 
affected the quality and efficiency of the marketing activities of the company. This 
shift of resources enables marketers to focus their attention on activities that 
contribute high value to the company, thereby further enhancing growth. 

Duly noted, but still, the respondents mentioned during the interviews the AI's 
ability to target customers by sending them messages at the right time. In this way, 
chatbots, with the help of artificial intelligence, have the potential to send instant offers 
that are of interest to customers and respond to their questions about these offers. As a 
couple of entities asserted, AI-based chatbots were used to advertise products to 
customers who had previously interacted with them through views and purchases. The 
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combination of these interaction ratios makes customers feel more valued, thereby 
deepening their relationships with the company. Furthermore, as part of an active 
engagement model where bots may suggest or assist customers at relevant points in 
time, these bots are also likely to help strengthen customer interactions.  

Yet, the interviews showed that clients would adopt the technology where 
there is a perfect balance of culture within the organization, and AI chatbots offer 
some value. Some of the interview participants commented on the necessity to be 
more focused on the problems of customer relationships. For example, it is 
necessary to describe to customers the connection between data and AI, and how 
exactly AI helps them. Some AI-powered services can automatically shape the 
perception of the organization by providing more relevant recommendations, faster 
delivery, and more suitable product offers, helping society accept the use of AI 
without significant concerns about data protection. Because the clients feel that 
their sensitive information is protected and that AI will be used to enhance the 
experience, they are willing to utilize such services. 

The introduction of artificial intelligence chatbots in the delivery aspect of the 
company’s services and operations process requires companies to maintain 
optimal proportions between automation and human interactivity. It is 
acknowledged that while machine learning is beneficial for performing monotonous 
tasks, in some cases, a qualified specialist is needed, most often for resolving 
complicated or delicate situations with customers. All the interviewees mentioned 
that clients value the specific approach, especially in situations where there is a 
need for understanding or so-called ‘softer’ solutions. Therefore, there is an 
opportunity for companies to integrate AI chatbots effectively, ensuring that 
customers can seamlessly transition from automated services to human 
interaction. This hybrid system is the best of both worlds; therefore, routine 
requests are handled by artificial intelligence, while people handle more complex 
and customized needs. In this case, clients benefit from machine-assisted services 
and the comfort of human interaction. 

A third theme that resonated with many participants was ensuring that AI-
powered chatbots are relevant across the broader business context and in line with 
customer expectations. The introduction of artificial intelligence chatbots should not 
be treated as an independent venture, but rather as part of a wider marketing and 
customer relations strategy of the business. It is only when companies define 
measurable purposes for artificial intelligence that they effectively embed it into their 
marketing strategies. These purposes might include, for instance, increasing 
customer loyalty, boosting average order value through targeted recommendations, 
or reducing operational costs with automation. When artificial intelligence capabilities 
of chatbot technology are integrated with a company's overall business aims and 
objectives, the company stands to gain the most from investing in the technology. 

In this case, with the help of chatbots, an enterprise can remain agile and 
responsive to changes in the environment and evolving customer expectations. 
The more data these chatbots can collect and analyze, the better their business 
becomes, as it grows. The next move they make and how they handle it are 
necessary for these businesses to remain competitive in the market, while also 
offering good services to customers.  

Several interviewees emphasized that this flexibility is particularly relevant for 
Morocco’s telecommunications market, as the current situation differs from what it 
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was in the past. AI chatbots enable companies to be proactive and agile in meeting 
customers’ needs, thereby bringing back a competitive edge. 

According to the research, the adoption of AI chatbots will accelerate Moroccan 
businesses’ ability to connect with customers, optimize processes, and enhance 
marketing efficiency. The use of artificial intelligence in the form of off-the-shelf 
cameras to scan large volumes of text, as well as greater customer mass 
segmentation assisted by AI algorithms, and increased standardization of processes, 
is already yielding positive results in terms of the efficiency gained and the level of 
customer satisfaction achieved. At the same time, to fully leverage the potential of 
artificial intelligence chatbots, companies must be cautious in setting goals, provide 
clear answers to their clients, and strike a balance between technology and human 
interaction. This will enable the company to deliver more targeted, though automated 
messages while contributing to overall business growth. 

4.3.2. Improving Customer Satisfaction and Performance Ratios  
When we utilize artificial intelligence in chatbots, several advantages become 

available to customers. The following are the benefits of chatbots: First, these 
chatbots can handle multiple requests simultaneously, thereby reducing customer 
waiting time. Due to this ability, waiting time is decreased, and customers are 
always attended to swiftly. AI-powered chatbots help build effective customer 
satisfaction by providing better and more appropriate answers to customers’ needs. 
This means the bots can provide customers with accurate information by 
understanding their requests and accessing relevant data from their accounts, 
thereby enhancing the relationship. Therefore, integrating artificial intelligence into 
chatbots enhances their effectiveness. They improve customer understanding by 
automating repetitive tasks and concentrating on higher-value strategic goals, 
which boosts the company's overall productivity. In summary, bots’ free teams from 
routine work, enabling them to focus on creative processes that are essential for 
the company's future growth. 

By performing mechanical operations, agents can also manage more complex and 
high-value interactions, thereby improving efficiency. Ultimately, artificial intelligence can 
significantly enhance customer satisfaction and, consequently, revenues.  

It has been established that all these objectives are necessary in the 
integration of AI and can help businesses effectively address customer needs. It 
certainly has the potential to increase the competitiveness of firms willing to 
incorporate the technology. It offers the opportunity to enhance internal processes 
and improve a company's performance, especially in the area of customer 
relations. The purpose of adopting artificial intelligence is to enhance the customer 
experience by providing faster and more tailored digital solutions and to boost team 
efficiency through task automation. 

4.3.3. Data-Driven Decision Making 
The strategies to consider include implementing these technologies, as any 

company aiming to grow in the coming years and adapt to the latest trends in the 
global marketplace should integrate them into its plans. Therefore, they must take 
into account the following: 

It is necessary to ensure that employees are educated and informed about 
innovative technologies, such as chatbots, so that they can utilize these 
technologies effectively in their work. They need to be trained on both the 
technologies and the associated risks. When it comes to AI, companies must 
effectively integrate it into their marketing and operational strategies. This can also 
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provide companies with the essential experience and tools to develop new 
techniques that evolve in tandem with emerging technologies (Burlea-Schiopoiu et 
al., 2023). In the competition for available market space, the findings of this paper 
also emphasize the importance of operations and product or service innovations. 
Consequently, they can become self-sustaining within the market by meeting 
changing customer demands and capitalizing on business opportunities created by 
new technologies.  

Technological advancement is a key way for businesses to grow and fulfil 
their operational objectives, and AI chatbots are one of the tools that can enhance 
customer satisfaction and increase revenues. There are indeed several control 
limits in place, which include managing risk and ensuring accurate data security 
measures. Many trends are likely to change how companies operate, and AI 
chatbots are a prime example of this. In so doing, this is, in many cases, also what 
is entailed: this can be achieved in the following ways: Ensuring proper 
understanding among the employees about the need for data protection and 
compliance with most data protection measures. Several respondents emphasized 
the need to integrate chatbot analytics with CRM software to provide 
comprehensive 360-degree analytics coverage for the customer journey. In any 
case, there are dangers associated with the accuracy and interpretation of data, 
which means that AI models will require constant supervision and improvement. 

Another important factor is effective interaction with customers to build 
confidence in the artificial intelligence interface. This also relates to hiring the right 
individuals to present artificial intelligence and equipping staff with the necessary 
skills to tackle technical challenges. Some of these challenges include data 
security and change management, especially in this context (Sghari et al., 2019).  

AI tools enable companies to integrate this technology into their business 
operations, enhancing their capabilities through partnerships and collaborations with 
specialized entities, thereby staying competitive in the Moroccan market. Moreover, 
businesses need to understand how to meet the changing customer demands with 
the strategic use of AI, which is necessary for their long-term sustainability. 

 

5. Conclusions 
AI-powered chatbots have been implemented to handle customer requests, 

customize offers, and manage complaints. Not only has this automation reduced 
operational costs, but it has also provided an opportunity for more strategic 
marketing initiatives. Chatbots are used to answer customers’ queries promptly and 
accurately via various channels, including websites, WhatsApp, and Messenger. 
As for the perceived benefits, humans perform mundane and routine tasks, while 
they can solve complex and high-value problems. They are equipped with state-of-
the-art NLU (Natural Language Understanding) and NLG (Natural Language 
Generation) capabilities, which enable them to provide personalized responses 
based on customers' profiles and their previous behavior. Additionally, chatbots are 
available 24/7, which enhances customer satisfaction by reducing response times.  

It will also continue to improve its chatbots through advances in artificial 
intelligence, particularly in natural language understanding and generation. The 
addition of new features, such as voice recognition and multimodal responses, may 
also enhance the customer experience. This is because, as issues related to data 
privacy arise, telecommunications companies will need to make increasingly 
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significant investments in security and meet or even surpass the new norms and 
standards. Furthermore, future research should focus on enhancing chatbots' 
ability to process and humanize their language, while also addressing specific 
dialects and cultural nuances.  

Further research should be conducted to increase the sample size, develop 
more detailed theoretical frameworks, and include both qualitative and quantitative 
data to strengthen the study. Additionally, it would be prudent for businesses to 
allocate resources towards developing AI chatbots that focus on monolingual and 
cultural relevance to improve their receptiveness and satisfaction. It will also be 
essential to undertake longitudinal studies to examine how the integration of 
Artificial Intelligence in chatbots affects customer satisfaction, loyalty, and the 
company's overall financial performance. Moreover, exploring how technologies 
such as augmented reality (AR) and virtual reality (VR) can be combined with 
chatbots to create engaging customer experiences would be beneficial for gaining 
more in-depth insights.  

It is also important to identify how employees can be trained in the use of 
Artificial Intelligence technologies, as well as raise awareness about the proper use 
of the technology to prevent misuse. 
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