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Introduzione alla Conferenza 

 

La Società Italiana Marketing (SIM) rappresenta, dal 2002, la principale comunità accademica 

italiana dedicata allo sviluppo e alla diffusione degli studi di marketing. La SIM promuove la 

collaborazione scientifica tra studiosi, istituzioni e imprese, favorendo il dialogo 

interdisciplinare e il trasferimento di conoscenze verso il sistema economico e sociale. 

Attraverso conferenze, pubblicazioni e gruppi di ricerca, la SIM contribuisce alla crescita 

culturale e metodologica del marketing come disciplina e come pratica manageriale. 

La SIM Conference é la conferenza annuale della Società Italiana Marketing e rappresenta il 

più importante momento di incontro della comunità scientifica nazionale nell’area del 

marketing. Ogni anno, studiosi, ricercatori e professionisti si confrontano sui temi emergenti 

della disciplina, condividendo evidenze empiriche, prospettive teoriche e implicazioni 

manageriali. La conferenza offre un contesto stimolante per il dibattito accademico, la 

creazione di reti collaborative e lo sviluppo di progettualità di ricerca. 

La XXII edizione svoltasi nel 2025 è stata dedicata al rapporto tra marketing e innovazione, 

un legame che ha profondamente influenzato l’evoluzione dei mercati e delle strategie 

aziendali. Il tema “The Marketing-Innovation Nexus. Past Insights for Future Challenges” ha invitato 

a riflettere su come le intuizioni del passato possano guidare la gestione di sfide future 

caratterizzate da trasformazioni tecnologiche, digitalizzazione, sostenibilità e nuovi modelli 

di consumo. L’obiettivo era favorire un dialogo critico capace di integrare le radici storiche 

della disciplina con i più recenti sviluppi concettuali e applicativi, in modo da delineare scenari 

di ricerca e pratiche manageriali orientate all’innovazione responsabile e al valore per la 

società.  

Il Presidente SIM, Prof. Daniele Dalli, afferma: 

“Ci siamo specializzati sia lato ricerca che lato professione nel cercare di prevedere e anticipare il futuro. 
Abbiamo pensato che il marketing fosse lo strumento per capire dove andare e, a volte, ci siamo dimenticati 
di guardare nello specchietto retrovisore. Il marketing può essere la chiave di lettura che tiene insieme queste 
due dimensioni: la necessità di innovare e di muoversi verso il futuro, e l’importanza della direzione da cui 
veniamo per non perdere autenticità, credibilità e identità.” -  

Il Prof. Michele Simoni, Co-chair della XXII SIM Conference, aggiunge:  

“Il nesso tra marketing e innovazione si manifesta in un interplay continuo tra tradizione e futuro. La 
comunità della Società Italiana Marketing si distingue per energia, rigore e spirito di collaborazione: ogni 
Conference è un’occasione stimolante e piacevole di confronto e crescita.”  

Conclude la Prof. ssa Maria Rosaria Napolitano, Co-chair della XXII SIM Conference: 

“Nell’heritage delle organizzazioni risiede la genesi del futuro. Valorizzare il passato e le radici consente di 
leggere il presente e progettare l’avvenire. L’edizione 2025 conferma lo slancio della comunità SIM, con ampia 
partecipazione di studiosi, imprese e ospiti internazionali.”  
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Introduction to the Conference 
 

Founded in 2002, the Italian Marketing Society (SIM) is the leading academic community in 
Italy dedicated to the advancement and dissemination of marketing studies. SIM promotes 
scientific collaboration among scholars, institutions, and businesses, fostering 
interdisciplinary dialogue and the transfer of knowledge to the economic and social system. 
Through conferences, publications, and research groups, the Society contributes to the 
cultural and methodological development of marketing as both an academic discipline and a 
managerial practice. 

The SIM Conference is the Italian Marketing Society annual gathering and represents the 
most important event for the national academic community in the field of marketing. Each 
year, scholars, researchers, and professionals come together to discuss emerging issues in the 
discipline, sharing empirical evidence, theoretical perspectives, and managerial implications. 
The conference provides a stimulating environment for academic debate, the creation of 
collaborative networks, and the development of research projects. 

The XXII edition, held in 2025, was dedicated to the relationship between marketing and 
innovation, a nexus that has profoundly shaped the evolution of markets and business 
strategies. The theme “The Marketing–Innovation Nexus: Past Insights for Future Challenges” invited 
participants to reflect on how insights from the past can guide the management of future 
challenges, shaped by technological transformation, digitalization, sustainability, and new 
consumption models. The goal was to foster a critical dialogue that integrates the historical 
foundations of the discipline with its most recent conceptual and managerial developments, 
aiming to outline research paths and practices that promote responsible innovation and 
societal value.  

Professor Daniele Dalli, President of the SIM, notes:  

“We have specialized, both in research and in professional practice, in trying to foresee and anticipate the 
future. We believed that marketing was the tool to understand where to go and, at times, we forgot to look in 
the rear-view mirror. Marketing can be the interpretive key that holds these two dimensions together: the need 
to innovate and move toward the future, and the importance of the direction we come from, so as not to lose 
authenticity, credibility, and identity.”  

Professor Michele Simoni, Co-chair of the XXII SIM Conference, adds:  

“The nexus between marketing and innovation emerges in a continuous interplay between tradition and the 
future. The community of the Italian Marketing Society stands out for its energy, rigor, and collaborative 
spirit: every Conference is an inspiring and enjoyable opportunity for dialogue and growth.”  

Professor Maria Rosaria Napolitano, also Co-chair of the XXII SIM Conference, concludes:  

“Within the heritage of organizations lies the genesis of the future. Enhancing the past and one’s roots allows 
us to interpret the present and shape what is yet to come. The 2025 edition confirms the momentum of the 
SIM community, with broad participation from scholars, companies, and international guests 
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Abstract 

This study explores how consumers’ familiarity with e-commerce, as well as their perceived 
benefits and barriers related to it, influence the acceptance of AI-powered chatbots in online 
shopping contexts. Drawing on the Technology Acceptance Model (TAM), the research 
integrates external variables such as frequency of e-commerce use and perceived 
convenience, risk, and lack of physical interaction with chatbot adoption. A survey was 
conducted on 220 participants, and data were analyzed using ANOVA and Structural 
Equation Modeling (SEM). Results show that e-commerce usage frequency significantly 
shapes how users perceive the benefits and barriers of online shopping. However, it does 
not directly influence their perception of chatbot usefulness or ease of use. Among the 
factors considered, only perceived convenience was found to positively affect both TAM 
constructs. The model confirms that perceived usefulness and, to a lesser extent, ease of use 
predict attitude toward chatbots, which strongly influences behavioral intention. These 
findings extend the TAM framework to the domain of conversational AI, offering theoretical 
insights and practical guidelines for improving chatbot adoption strategies in e-commerce 
environments. 

Keywords: AI, chatbot, e-commerce, consumer perception, TAM 

 

1. Introduction 

E-commerce has emerged as a fundamental pillar of the global economy, redefining 
interactions between businesses and customers and driving profound socio-economic 
transformation (Hendricks & Mwapwele, 2024). The continuous evolution of e-commerce 
is evidenced by the increasing growth in online sales. In 2024, global retail e-commerce sales 
reached an estimated 6 trillion U.S. dollars and forecasts suggest a 31% increase over the 
next few years, approaching nearly 8 trillion dollars by 2028 (Statista, 2025). 

In recent years, the adoption of AI-powered chatbots in e-commerce has grown 
exponentially, progressively transforming the way in which communication takes place 
between retailers and consumers (Tran et al., 2021). Thanks to the advancement of large 
language models (LLMs), chatbots have become more intelligent, enhancing the quality of 
customer interactions. Additionally, the widespread use of tools like ChatGPT, Gemini, and 
Claude have familiarized users with conversational AI, thereby accelerating the growth of the 
chatbot market in e-commerce.  
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Since more and more companies are investing in this technology (e.g. Amazon, Zalando…) 
due to its benefits, such as reduced operating costs and service efficiency, it is essential to 
understand how consumers experience the interaction with chatbots (Li & Wang, 2023). 
Gaining such insights can help to prevent user resistance and ensure that the implementation 
of chatbots yields a positive return on investment. 

Despite its importance existing research on this topic remains scarce (Jiang et al., 2022; Li & 
Wang, 2023), highlighting the need for further studies to better understand this 
phenomenon. 

Therefore, this study aims to explore the consumers' perception of, and willingness to use, 
chatbots during online shopping experiences specifically considering how familiarity with e-
commerce, along with its perceived benefits and barriers, influence such perceptions and 
usage intentions. In detail, the study seeks to answer two research questions: (1) What are 
the main benefits and barriers associated with e-commerce, and how do they vary based on 
consumers’ level of e-commerce usage? (2) How are chatbots perceived in online shopping 
experiences, and to what extent can e-commerce usage, perceived benefits and barriers shape 
such perception of and intention towards chatbots? 

To address these questions, a quantitative study based on 220 participants was carried out. 
Findings revealed that consumers with higher levels of e-commerce usage perceive different 
benefits and barriers compared to those who use it less frequently. In particular, those who 
perceive e-commerce as convenient are more likely to find chatbots both useful and easy to 
use, which in turn positively influences their attitude towards and intention to use chatbots. 

2. Theoretical Background 

E-commerce: benefits and barriers. E-commerce adoption is influenced by a combination of 
perceived benefits and barriers, which vary depending on the individual and organizational 
context. Among the main benefits, there is the ability to shop online 24/7 year-round, the 
convenience of ordering products from anywhere, including via mobile devices, the ease of 
comparing prices and reading reviews, and the significant time savings by avoiding in-store 
visits (Taher, 2021). By contrast, common barriers such as data security, financial loss, and 
risk of receiving counterfeit or low-quality products, have been often identified as important 
challenges affecting e-commerce adoption (Handoyo, 2024).  

Previous studies on technology acceptance have shown that experience with a given 
technology alters users’ perceptions of it (Burton-Jones & Hubona, 2006; Venkatesh et al., 
2003). In the context of e-commerce, this implies that the more individuals become familiar 
with online shopping, the more they recognize its benefits and tend to perceive fewer barriers 
(Lian & Yen, 2014; Nirmala & Devi, 2011). Extending this perspective, the first hypothesis 
of the study aims to validate these findings by confirming their robustness in the current 
context and sample: 

H1: Consumers’ frequency of e-commerce usage shapes the benefits and barriers they 
perceive. 

AI Chatbots in E-commerce. Artificial intelligence has revolutionized e-commerce, 
improving customer experience, optimizing operational efficiency, and enhancing data-
driven decision making (Bawack et al., 2022). Its applications range from intelligent inventory 
management and demand forecasting to creating highly targeted and personalized marketing 
campaigns. AI is key in automating interactions with consumers through virtual assistants 
and chatbots, capable of handling a wide range of customer requests without the need for 
human intervention (Wang et al., 2023). Chung et al. (2019) noted that chatbots help buyers 
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save time and provide useful insights on product availability and performance. Moreover, 
Lee and Li (2023) found that chatbot features like 24/7 access, information integration, and 
interactivity positively influence customer perceptions and increase adoption. However, Luo 
et al. (2019) stated that when customers are aware of the chatbot’s presence from the start, 
their purchase intention decreases, indicating a prejudice against these tools. Despite 
numerous studies on chatbot adoption in e-commerce, there is still little clarity about the 
factors that influence their perception and use (Zhang et al., 2024), likely because these 
systems are becoming increasingly intelligent and their perception evolves over time (Zehnle 
et al., 2025). 

Hypotheses development. To investigate the determinants of chatbot acceptance in e-
commerce, this study adopts the Technology Acceptance Model (TAM) (Davis, 1989), a 
widely used framework explaining how users come to accept and use new technologies. 
Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) are key predictors of Attitude 
(ATT) towards technology, which in turn affects Behavioural Intention (BI) to use it. 

In this study, TAM is extended by incorporating consumers’ level of e-commerce usage and 
their perceived benefits and barriers as external antecedents of PU and PEOU. Based on this 
framework, the following hypotheses are proposed: 

H2: The level of usage of e-commerce positively influences both PU and PEOU 

H3: Perceived benefits associated to e-commerce positively influence both PU and PEOU, 
while perceived barriers associated to e-commerce negatively influence them 

H4: PU and PEOU of chatbots positively influence the attitude towards them 

H5: The attitude towards chatbots positively influences the behavioural intention to use it 

3. Methodology 

Data for this study were collected through an online self-administered questionnaire 
distributed over a six-month period (January–June 2025). The survey investigated four main 
areas: (i) the frequency of e-commerce usage, (ii) perceived benefits and barriers related to 
online shopping, (iii) the core constructs of the Technology Acceptance Model (TAM) 
related to chatbots adoption in e-commerce, and (iv) respondents’ socio-demographic 
characteristics. 

All items were measured on a 7-point Likert scale (1= strong disagreement/very unlikely; 7= 
strong agreement/very likely). A total of 220 valid responses were obtained. 

Data analysis was conducted using R software version 3.0, including both descriptive 
statistics and inferential analyses. In particular, ANOVA was performed to assess differences 
in perceived benefits and barriers (H1), as well as in chatbots’ perceived PU and PEOU (H2), 
across groups with different levels of e-commerce usage, while Structural Equation Modeling 
(SEM) was employed to test the relationships among variables as hypothesized in this study 
(H3–H5). 

4. Results 

Respondents reported a moderate use of e-commerce, with a mean score of 4.33 (SD = 
1.67). Based on their responses, participants were grouped into three usage categories: Low 
Users (n = 37, scores 1-2), Medium Users (n = 128, scores 3-5), and High Users (n = 55, 
scores 6-7). A one-way ANOVA was conducted to examine whether these groups perceive 
e-commerce benefits and barriers differently. Results revealed statistically significant 
differences in several dimensions. Practical benefits such as convenience, time saving, and 
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24/7 accessibility showed significant variation across groups (p = 0.0107), with High Users 
reporting greater appreciation for these aspects compared to Low Users. Information 
richness was also perceived differently (p < 0.001), with both Medium and High Users rating 
e-commerce as more informative than Low Users. Significant differences emerged for 
perceived risks, especially regarding data privacy and payment security (p = 0.0049) and 
delivery reliability (p < 0.001). Low Users tended to perceive these risks as higher. Finally, 
users diverged strongly on the disadvantage of lacking physical contact with products and 
sellers (p < 0.001), which was perceived as more problematic by Low Users. In contrast, no 
significant differences were found among the groups in their evaluation of enjoyment, 
advantageous prices, or the ability to find personalized products, suggesting that these 
aspects are perceived similarly regardless of usage intensity. 

These findings support H1, confirming that e-commerce usage significantly shapes users’ 
perception of its benefits and barriers. Specifically, as usage intensity increases, the overall 
perception of benefits tends to rise, while the perception of barriers tends to decrease. 

However, when examining whether e-commerce usage also influences the perception of 
chatbots, specifically their PEOU (p = 0.961) and PU (p = 0.821), no statistically significant 
differences were found among user groups. Therefore, H2 is not supported. 

Among the examined predictors, only perceived convenience significantly influenced PEOU 
(p < 0.001) and PU (p = 0.020), supporting H3 only partially. 

Regarding H4, both perceptions constructs had a positive effect on users’ attitude toward 
chatbots, with PU showing a strong and significant influence (p < 0.001), while the effect of 
PEOU was marginally significant (p = 0.052). 

Finally, H5 was fully supported: ATT toward chatbots had a strong positive effect on BI (p 
< 0.001). 

5. Discussions 

This study explores how consumers’ familiarity with e-commerce, and their perceptions of 
its benefits and barriers, affect their evaluation and acceptance of AI chatbots in online 
shopping. The findings offer several insights. First, the support for H1 confirms that e-
commerce usage frequency significantly shapes consumers’ perceptions. High-frequency 
users tend to recognize more of the practical benefits of e-commerce - such as convenience, 
information richness, and delivery efficiency - and perceive fewer barriers related to privacy, 
trust, or the lack of physical interaction. This is consistent with previous literature (Burton-
Jones and Hubona, 2006; Venkatesh et al., 2003), which shows that repeated digital 
experiences increase familiarity and reduce perceived risks. Surprisingly, H2 was not 
supported. The expected relationship between e-commerce usage and chatbot-specific 
perceptions, (i.e. PU and PEOU) did not emerge. This suggests that frequent exposure to 
online shopping alone is not sufficient to shape consumers’ perceptions of chatbot quality. 
This finding diverges from what TAM extensions typically predict and it may indicate that 
chatbot evaluations rely more on direct interaction with the tool rather than general digital 
experience. 

H3 was partially supported, as only one benefit (i.e. perceived convenience) significantly 
predicted PU and PEOU. Other expected predictors such as perceived risks, absence of 
physical contact, and product information did not show significant effects. This indicates 
that practical and time-saving advantages remain the most influential factors in shaping 
perceptions of chatbot usefulness and ease of use, confirming findings from Chung et al. 
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(2019) and Lee & Li (2023), but not fully aligning with studies that emphasize trust and risk 
as dominant factors (Luo et al., 2019). 

The results strongly support H4 and H5, in line with the original TAM framework (Davis, 
1989). Both PU and, to a lesser extent, PEOU were positively associated with consumers’ 
attitude toward chatbots, which in turn strongly influenced their intention to use. The 
dominant role of PU in shaping attitude aligns with prior research highlighting that PUis 
often the most critical driver of technology acceptance (Davis, 1989).  

6. Implications and Conclusions 

This study contributes to the literature by extending the TAM to AI-based chatbots in e-
commerce, addressing the need to understand how users evaluate increasingly intelligent and 
adaptive technologies. By integrating perceived benefits/barriers and e-commerce usage as 
external variables, the study refines TAM’s explanatory power, showing that only specific 
factors like perceived convenience influence chatbot perceptions. The findings confirm the 
central role of PU in shaping attitude and intention, while highlighting a weaker role for 
PEOU, suggesting that in AI contexts, outcome value may matter more than usability. 
Moreover, the lack of a direct link between usage frequency and chatbot perception suggests 
that general digital familiarity is not sufficient to drive chatbot acceptance, calling for new 
theoretical insights into human–AI interaction dynamics. From a managerial perspective, the 
findings highlight the importance of emphasizing convenience in chatbot design and 
communication strategies. Since perceived convenience significantly drives perceived 
usefulness and ease of use, companies should ensure that chatbot interactions clearly save 
users time, simplify tasks, and replicate the key advantages of e-commerce. Moreover, the 
fact that attitude strongly predicts usage intention suggests that businesses should focus on 
shaping positive first impressions through intuitive design, proactive support, and 
transparency about chatbot capabilities. 

Despite these contributions, some limitations of the study must be acknowledged. First, the 
data are based on self-reported measures, which may be subject to social desirability bias. 
Second, while the study identifies perceived benefits and barriers, it does not directly assess 
actual chatbot interaction, a factor that could significantly influence perceptions, especially 
in AI contexts. Third, the cross-sectional design limits the ability to track how perceptions 
evolve over time as users gain more experience with chatbots. Future research could address 
these limitations by employing longitudinal designs or experimental settings that involve real-
time chatbot usage. Additionally, further studies could explore the impact of factors such as 
transparency, personalization, or anthropomorphism on trust and acceptance. Finally, given 
the growing role of generative AI, future work should also examine how AI identity 
disclosure and the perceived autonomy of chatbots influence user behavior across different 
cultural or generational segments. 
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