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Abstract:

This study aims to investigate the impact of artificial intelligence on enhancing customer experience through social media marketing,
considering the mediating roles of augmented reality, chatbots, and virtual influencers. This applied and correlational study was conducted
on a statistical population of 4,023 employees at Sabah Dairy Company. Using the Morgan Table, a random sample of 357 individuals was
selected. Data were collected through a standardized questionnaire adapted from Fundi et al. (2024). The tool's validity was confirmed by
experts, and its reliability was assessed using Cronbach’s alpha. Data analysis was conducted using structural equation modeling (SEM) via
LISREL software. Results indicated a significant direct effect of artificial intelligence on users’ social media experience (f=0.27, t=3.79).
Moreover, augmented reality (8=0.28, t=4.07), chatbots ($=0.13, t=2.09), and virtual influencers (f=0.15, t=6.73) significantly mediated the
relationship between Al and customer experience. Goodness-of-fit indices confirmed the model's appropriateness (RMSEA=0.061,
CFI=0.94). The findings suggest that the strategic use of Al technologies in social media marketing significantly enhances customer
experience. Tools such as augmented reality and chatbots act as effective intermediaries, enriching and facilitating digital interactions.
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Introduction

The rapid evolution of Artificial Intelligence (AI) has significantly transformed the digital marketing landscape, especially
in the realm of social media marketing (SMM). With its ability to process large datasets, learn from user behavior, and deliver
personalized content, Al has become an indispensable tool for enhancing customer experience in digital platforms (Amin, 2025;
Gao & Liu, 2022). Social media platforms offer vast opportunities for businesses to interact with customers in real time, and Al
technologies such as chatbots, augmented reality (AR), and virtual influencers have added depth and personalization to these
interactions (Ameen et al., 2022; Ersoy, 2024). These technologies help marketers move beyond traditional, one-size-fits-all
approaches toward more tailored, interactive, and user-centric strategies.

Customer experience is now widely recognized as a key differentiator in competitive markets. Unlike in the past, where
experience was limited to physical interactions or simple digital exchanges, current consumers—especially younger
generations—expect brands to engage with them intelligently and contextually across digital touchpoints (Mohannad &
Smoudy, 2019; Santy et al., 2021). Al enables marketers to meet these expectations by leveraging data analytics, predictive
modeling, and machine learning to understand user preferences and craft personalized experiences. Augmented reality, for
instance, enriches visual and sensory engagement, while chatbots offer immediate, automated customer support that mimics
human conversation (Ameen et al., 2022; Xu et al., 2020).

Virtual influencers—AI-generated digital personas that engage with users on platforms like Instagram and TikTok—have
also gained prominence. These digital entities are powered by Al to interact with users authentically and have proven to be
influential in shaping consumer behavior, especially among Gen Z users (Amin, 2025; Santy & Iffan, 2023). Businesses are
increasingly adopting such technologies to boost engagement, improve brand loyalty, and ultimately enhance customer
experience across the social media spectrum.

However, the integration of Al in social media marketing is not without challenges. Ethical concerns such as data privacy,
loss of human touch in communication, and job displacement are frequently discussed in literature (Eshiett & Eshiett, 2024;
Teng et al., 2025). Nevertheless, the benefits of Al when properly implemented can outweigh these limitations. Organizations
that strategically adopt Al tools in alignment with customer expectations tend to see measurable improvements in customer
satisfaction and retention (Hentzen et al., 2021; Rana et al., 2021).

Given this background, the present study aims to investigate the direct and indirect impacts of Al on enhancing customer
experience through social media marketing. It particularly explores the mediating roles of augmented reality, chatbots, and
virtual influencers, which are among the most dynamic and widely used Al applications in today’s marketing ecosystem
(Khana, 2023; Triteos et al., 2024). This research addresses a critical gap in understanding how these individual Al tools
collectively influence user experience, providing a comprehensive view of Al-driven marketing strategies in a real-world
organizational setting.

Methods and Materials

This study employed a descriptive-correlational research design with an applied objective. The target population comprised
employees of Sabah Dairy Company (n=4,023). A sample of 357 participants was selected using simple random sampling
based on Morgan’s table. Data collection was conducted using a standard questionnaire adapted from previous validated

instruments. The questionnaire included demographic items and scales related to Al usage, augmented reality, chatbots, virtual
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influencers, and customer experience in social media environments. Reliability was verified using Cronbach’s alpha, and
structural equation modeling (SEM) with LISREL software was used for data analysis.

Findings

Descriptive statistics showed that the average score for customer experience on social media was the highest among the
variables (M=3.51, SD=0.75), followed by augmented reality (M=3.30, SD=0.96), artificial intelligence (M=3.26, SD=1.08),
chatbots (M=3.11, SD=0.92), and virtual influencers (M=2.98, SD=0.84). The Kaiser-Meyer-Olkin (KMO) test value was
0.851, and Bartlett’s test was significant (}¥*>=12420.807, df=356, p<0.001), indicating that the data were suitable for factor
analysis.

Pearson correlation analysis showed significant positive relationships among all variables. Al was significantly correlated
with customer experience (r=0.23, p<0.01), AR (r=0.29, p<0.01), chatbots (r=0.37, p<0.01), and virtual influencers (r=0.13,
p<0.05). Chatbots and AR were also significantly correlated with customer experience.

Structural equation modeling results confirmed that the model had good fit indices (y*/df=2.88, RMSEA=0.061, CF1=0.94,
GFI=0.93, AGFI=0.96, NFI=0.97, NNFI=0.97). The direct effect of Al on customer experience was significant (=0.27,
t=3.79). The mediating paths were also significant: Al to AR (=0.35, t=5.16), Al to chatbots ($=0.22, t=3.30), Al to virtual
influencers ($=0.15, t=2.20), AR to customer experience (=0.28, t=4.07), chatbots to customer experience (f=0.13, t=2.09),
and virtual influencers to customer experience (=0.15, t=6.73).

Discussion and Conclusion

The findings of this study underscore the transformative impact of Al on customer experience in the realm of social media
marketing. The direct positive effect of Al on user experience validates the premise that intelligent technologies can
significantly improve how customers interact with brands online. As businesses become increasingly dependent on digital
channels for customer engagement, Al offers scalable and efficient solutions for delivering customized, timely, and relevant
experiences.

Augmented reality emerged as a powerful mediator in the Al-experience relationship. Its ability to create immersive,
interactive brand environments elevates user engagement and deepens emotional connections with the brand. Similarly,
chatbots play a crucial role by offering instant, automated communication that enhances customer satisfaction and reduces
response time. The inclusion of virtual influencers, who leverage Al for interactive storytelling and audience targeting, further
enriches the user journey by creating relatable and engaging brand narratives.

These results suggest that a multi-pronged approach to Al implementation—Ileveraging diverse tools like AR, chatbots, and
virtual influencers—yields more robust outcomes than relying on any single technology. Businesses that integrate Al into their
social media strategies not only enhance customer experience but also increase operational efficiency and competitive
advantage.

In conclusion, artificial intelligence, when used strategically, can significantly enhance customer experience in digital
marketing settings, particularly in social media. The complementary roles of AR, chatbots, and virtual influencers strengthen
the overall effectiveness of Al initiatives. Organizations should therefore view Al not merely as a tool for automation but as a
central component of a customer-centric engagement strategy. Future advancements in Al are likely to make these technologies
even more intuitive, human-like, and seamlessly integrated into the social media ecosystem, paving the way for smarter and

more personalized marketing experiences.
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