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1. Introduction

In rapidly transforming financial markets, information and communication are vital. Al Chatbots have revolutionized the
financial services industry, including customer care, sales and marketing, support, information retrieval, and virtual assistance.
ChatGPT, which utilizes natural language processing (NLP), can assist with a variety of banking functions. Powered by
advanced Al, ChatGPT is increasingly being integrated into banking and financial services to improve client experiences,
expedite processes, and inform decision-making. Many customers may lack substantial financial knowledge, which can lead
to poor decision-making. ChatGPT can serve as an educational tool, providing clear explanations of complex financial topics
such as credit ratings, debt management, and investment options. By offering information and presenting straightforward
comparisons of various financial solutions, ChatGPT empowers customers to make more informed and confident decisions.
For instance, it might assist consumers in comparing loan options, interest rates, and repayment terms, enabling them to make
more sensible and educated decisions. This simplifies the decision-making process, particularly for significant financial
commitments like mortgages and personal loans. This study will explore factors that affect consumers' decision-making when
they use ChatGPT for banking services. According to Al Kasasbeh et al. (2023) ChatGPT and Al services are still relatively
new in Jordan's banking industry, therefore, this study contributes to our understanding of customer behavior in the country's
rapidly expanding and competitive banking market.

2. Literature Review.

With its numerous advantages over earlier Al tools, OpenAl's ChatGPT Chatbot, unveiled on November 30, 2022, quickly
captured the attention of researchers and scholars. ChatGPT holds significant potential for application in various fields,
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including digital marketing, customer service, healthcare, finance, e-commerce, and more (Shaji et al., 2023; Aboalganam
and Alzghoul, 2025). The emergence of Al technologies like OpenAl's ChatGPT has revolutionized marketing and consumer
behavior. Haleem et al. (2023) stated, “ChatGPT engages in dialogue with the user, responds to follow-up inquiries,
acknowledges and corrects errors, rejects inappropriate requests, and even questions false premises.” Nowadays, an increasing
number of companies are utilizing Al-powered chatbot assistants to help consumers in making purchase decisions
(Mohammad et al., 2024). Chatbots can provide numerous customer benefits, such as offering product recommendations
based on customers’ profiles (Landim et al., 2022). While chatbots offer highly diagnostic information, they can enhance the
overall customer experience by assisting customers in recognizing their needs and making better decisions. (Zhang et al.,
2023). Chatbots can improve interpersonal connections with customers, maintain their trust in businesses, strengthen
emotional ties with enterprises, and help users navigate websites more efficiently. This not only saves time but also facilitates
quicker decision-making (Hsu et al., 2017). Kim et al. (2023) asserted, “Despite the advantages of ChatGPT, our
understanding of its impact on consumer decision-making is quite limited in both theoretical and empirical investigations.”

2.1 ChatGPT and Decision-Making

According to Tkeda (2024), with ChatGPT increasingly ingrained in our lives, it is critical to recognize how much it could
affect our decision-making. Proponents of Al recommendations argue that by enabling consumers to select products and
services more quickly and effectively, this technology can enhance the quality of their decisions (Chen et al., 2022). ChatGPT
can provide personalized suggestions that improve the shopping experience and boost customer satisfaction based on users'
past preferences and behaviors. By utilizing ChatGPT to analyze customer preferences and feedback, businesses can obtain
valuable insights to design their marketing strategies more effectively. Al is becoming progressively more integral to
consumer decision-making. These technologies, which range from Al-driven chatbots to recommendation systems, are
transforming the consumer landscape. Al is reshaping how customers make decisions by making the process more data-driven
and personalized. Al can analyze enormous volumes of data to comprehend individual tastes and forecast which goods or
services customers will find most appealing. With sophisticated algorithms designed to interpret and anticipate user searches,
Al enhances the search experience. This technology streamlines the purchasing process, making it faster and easier to find the
right product or information. Al systems have the potential to optimize and expedite decision-making and information retrieval
across various fields (Ausat, Azzaakiyyah, et al., 2023). Dmitrievich (2024) argues that the advent of Al has fundamentally
transformed decision-making processes, as Al can now assess both the emotional and cognitive aspects involved. Al chatbots
influence decision-making by providing consumers with immediate access to information and personalized recommendations.
According to Liu and Ma (2023), “Customers are more likely to make confident and informed decisions when interacting
with Al chatbots that deliver relevant and reliable information.”

According to Ikeda (2024), with ChatGPT becoming increasingly ingrained in our lives, it is critical to recognize how much
it could affect our decision-making. Proponents of Al recommendations argue that by enabling consumers to select products
and services more quickly and effectively, this technology can enhance the quality of their decisions (Chen et al., 2022).
ChatGPT can provide personalized suggestions that improve the shopping experience and boost customer satisfaction based
on users' past preferences and behaviors. By utilizing ChatGPT to analyze customer preferences and feedback, businesses can
obtain valuable guidance to design their services. According to Cheng and Jiang's (2022) research, chatbots may be viewed
as beneficial methods of marketing communication, meeting consumer demands, and helping them make decisions across
various businesses. Matulis and McCoy (2023) noted that chatbots are utilized in supporting decision-making. Alaieri and
Vellino (2017) conducted research on the decision-making process using chatbots. Sudirjo et al. (2023) asserted, “The
significance of ChatGPT in facilitating the process of decision-making is of great importance.” Sudirjo et al. (2023) stated
that ChatGPT and other Al technologies substantially minimize the time it takes to gather information and make decisions.
Banks were pioneers who operated ChatGPT to enhance consumer banking decision-making. Al-powered decision-making
can help banks develop a smart, highly customized servicing experience based on customer microsegments, allowing various
channels to provide excellent service and an engaging experience with quick, easy, and intuitive interactions (Violet, 2020).
Al in banking has made it easier to develop effective CRM systems and increase sales efficiency (Tarafdar et al., 2019).
Dewasiri et al. (2024) asserted, “The banking sector is considered the lifeblood of an economy and the cornerstone upon
which economic development relies.” Chatbots are predicted to take over modern banking services because they provide
better support and consumer service (Hari et al., 2022).

According to Rane (2023), ChatGPT is an example of Al that has quickly permeated the accounting and financial industries,
transforming conventional procedures. Abdulquadri et al. (2021) asserted, “To provide real-time support to clients, banking
chatbots are linked to banks' websites, mobile banking apps, and social media profiles on Facebook, Instagram, WhatsApp,
and Telegram.” Therefore, by providing individualized customer care, automating repetitive inquiries, and analyzing vast
volumes of customer data to find trends and evaluate risk (Masadeh, et al., 2025), ChatGPT can benefit the banking industry
in customer service and support. By offering personalized financial guidance and recommendations based on customers'
unique financial facts and objectives, ChatGPT may be quite helpful in ensuring consumer satisfaction and retention. Banks
may use ChatGPT to monitor their clients' spending patterns and recommend tailored financial goals and risk tolerance. People
frequently struggle with loan applications since they involve numerous processes and regulations. Even this procedure may
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be quick, simple, and reliable using ChatGPT's financing services. It can significantly speed up loan processing and approval
with precise and effective assessments.

2.2 Credibility

Credibility is another important variable related to ChatGPT and Al that influences consumers' decisions regarding the range
of services delivered by commercial banks. Cho (2023) asserts that credibility plays a significant role in the logical decision-
making of ChatGPT users. Seo (2013) defined credibility as the extent to which consumers can rely on the system's
performance and the information it provides. Wathen and Burkell (2002) defined credibility as the degree to which the source
and its message are perceived as believable. In the context of interactive information systems, where consumers share and
exchange information through blogs and websites, credibility is a critical concern (Choi & Stvilia, 2015). According to the
findings of Yen and Chiang (2020), consumers' confidence in chatbots is significantly influenced by their perceived
credibility.

2.3 Informativeness
Consumers ' perception of a chatbot's ability to provide relevant, trustworthy, and high-quality information during a
conversation is referred to as informativeness (Miguel and Huertas, 2022). Li and Mao (2015) define informativeness as the
degree to which consumers believe that virtual agents can effectively deliver relevant information. Miguel and Huertas (2022)
found that the most critical predictor of behavioral intentions to use chatbots is informativeness. According to Yen and Chiang
(2020), consumers' confidence in chatbots is influenced by their informativeness.

2.4 Interaction

Fostering positive user experiences necessitates dynamic and captivating interactions. Kim (2024) defined interaction as “the
degree to which ChatGPT allows users to engage dynamically with its features.” As stated by Cao (2023), ChatGPT offers
users the opportunity for intelligent interaction, enabling them to engage in conversations, seek information, obtain answers,
and seek advice. This convenient and efficient approach caters to the knowledge and assistance needs of individual users,
students, researchers, and professionals alike. Compared to more conventional procedures such as email or phone support,
this level of interaction is considerably more immersive and satisfying. ChatGPT can generate engaging marketing content
that resonates with customers, increasing engagement and conversion rates. It can respond in multiple languages and styles.
Furthermore, Singh et al. (2024) asserted that ChatGPT was specifically designed to facilitate human interactions with Al-
powered chatbots and virtual representatives. Cheng and Jiang (2022) concluded that interaction is one of the key elements
of effective chatbot marketing.

2.5 Personalization

The essence of Al’s influence on consumer decision-making lies in personalization. Personalization generally refers to the
process of adapting web content to meet the specific needs of users and to maximize business opportunities (Korper and Ellis
2001). Personalization is one of the factors that can be important in the customer’s attitude because it affects various aspects
of customer psychology, including information processing and decision-making (Tam & Ho, 2006). Al chatbots, such as
ChatGPT, have gained popularity due to their ability to provide customized suggestions and enhance customer service.
Research studies, including those by Zhai (2022) and Dwivedi et al. (2023), indicate that chatbots can significantly influence
customer behavior by delivering personalized, human-like interactions that enrich the shopping experience. Furthermore, Al
is319ecisionn-making processes by offering insightful recommendations and personalized interactions, thereby shaping not
only what we buy but also how we make those purchasing decisions.

2.6 Content Suitability

Compared to conventional Chabot’s confined to fixed responses, ChatGPT demonstrates a versatile range, adept at promptly
answering questions, summarizing texts, authoring essays, and generating comprehensive content (Gill and Kaur, 2023). Kim
(2024) considered content suitability as the high relevance of information that guarantees that consumers obtain accurate and
valuable content that enhances satisfaction and trust. Naik et al. (2024) asserted, “ChatGPT, powered by generative Al, is
highly effective in creating original, coherent, informative, and engaging content on any given subject.” To provide
customized information for specific client demographics, ChatGPT utilizes customer classification, which includes factors
such as customer behavior, preferences, and purchase history (Chakraborty et al., 2023). As a result, ChatGPT has the potential
to generate a high level of user attention and engagement, ultimately increasing consumer enthusiasm for purchasing goods
or services from the company.

2.7 Perceived trustworthiness

The increasing reliance on ChatGPT raises vital questions regarding its reliability and trustworthiness. Winter & Krédmer
(2014) defined perceived trustworthiness as the perception of a source's willingness to provide accurate information. Trust in
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ChatGPT is a user’s willingness to take risks based on the recommendations made by this technology (Choudhury &
Shamszare, 2023). According to Alanezi's (2024), the primary factor influencing patients' use of ChatGPT for health-related
information is perceived trustworthiness. Bonsu and Baffour-Koduah (2023) conclude that patient engagement with ChatGPT
is negatively impacted by perceived trustworthiness.

In Jordan, the banking sector is undergoing a remarkable transformation due to the increasing reliance on Al. In 2022, the
Arab Bank, Cairo Amman Bank, Housing Bank, Capital Bank, Jordan National Bank, Jordan Kuwait Bank, and Jordan
Commercial Bank announced the expansion of Al usage in customer banking services (Association of Banks in Jordan, 2024).
This initiative aims to engage with customers and address their inquiries promptly and accurately by launching chatbots,
thereby reducing the need for human intervention. Additionally, it seeks to enhance customer interaction and provide
personalized, innovative financial services. Applying Al tools, such as ChatGPT, can significantly contribute to customer
satisfaction by delivering a tailored banking experience based on an analysis of customer preferences and behaviors. This
includes providing personalized recommendations, such as offering loans or financial services that align with individual
financial habits and personal needs. Banks use ChatGPT to handle client service inquiries, expedite customer service
encounters, and provide intelligent, human-like responses-all while reducing the need for human involvement. Due to its
ability to offer consumers real-time support, ChatGPT has grown in popularity within the banking sector. Therefore, the
purpose of this study is to investigate the key factors of ChatGPT that influence consumer banking decision-making at
Jordanian commercial banks. The current literature supports the following hypotheses:

Hi: ChatGPT Credibility has a significant impact on consumers’ decision making.

Ha: Informativeness provided by ChatGPT has a significant impact on consumers’ decision making.

Hs: ChatGPT Interaction has a significant impact on consumers’ decision making.

Ha: ChatGPT personalization has a significant impact on consumers’ decision making.

Hs: ChatGPT content suitability has a significant impact on consumers’ decision making.

He: Perceived trustworthiness of using ChatGPT has a significant impact on consumers’ decision making.

3. Method

To examine the impact of ChatGPT factors on consumer decision-making in Jordanian commercial banks, the researcher
employed a descriptive and analytical methodology. A stratified random sample was utilized to distribute the questionnaire;
the researcher distributed 445 self-administered questionnaires to customers who hold existing accounts with commercial
banks through daily visits to banks in Amman City. Jordan boasts over 25 commercial banks, each increasingly incorporating
digital and chatbot technologies to meet customer needs (Central Bank of Jordan, 2023). Twenty-six surveys were deemed
invalid and removed from the study, resulting in 419 questionnaires included in the final analysis, which accounts for a 94.1%
response rate. The questionnaire consists of two parts: the first addresses the respondents' demographics, while the second
measures the research variables. Respondents' answers were solicited using a Likert scale from one to five.

Table 1

Demographic Profile of the study sample

Demographic data Frequency Percent %
Gender

Male 226 53.9
Female 193 46.1
Total 419 100.0
Age

18- Less than 30 years 219 523
30- Less than 40 years 122 29.1
40- Less than 50 years 47 11.2
More than 50 years 31 7.3
Total 419 100.0
Education

Diploma 78 18.6
Bachelor’s degree 251 59.9
Higher studies 90 21.4
Total 419 100.0
Customer Experience using ChatGPT

Less than 1 year 76 18.1
From 1 to 3 years 229 54.6
More than 3 years 114 27.2
Total 419 100.0
Number of Banking years

Less than 1 year 34 8.1
From 1 to 5 years 189 45.1
More than 5 years 196 46.7

Total 419 100.0
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Questions to measure credibility were adopted from Chung et al. (2020). Informativeness questions were taken from Miguel
and Huertas (2022), while interaction questions were sourced from Shilpa and Devadas (2024). Questions regarding
personalization and content suitability were adapted from Kim (2024). Perceived trustworthiness questions were derived from
Cecilie et al. (2019), and questions related to the dependent variable were taken from Braga (2020). For testing the hypotheses,
Smart-PLS 4 was utilized. The demographic profiles of the study sample are shown in Table 1. Results indicate that male
consumers comprised more than half of the sample at 53.9%, and those aged between 18 and under 30 represented the majority
at 52.3%. More than half of the respondents, 59.9%, hold a first degree, and over half, 54.6%, have between 1 and 3 years of
experience using ChatGPT. Finally, 46.7% of respondents possess five or more years of banking experience.

3.1 The Measurement Model

Table 2 reveals the factor loadings and reliability metrics for all independent factors, which range from 0.714 to 0.894. The
results of Cronbach's Alpha range from 0.756 to 0.890, while Composite Reliability (C.R.) ranges from 0.792 to 0.880,
indicating adequate measurement validity for all independent variables. These findings imply that all scales have acceptable
levels of convergent validity, internal reliability, and Average Variance Extracted (AVE), above the suggested standards set
by Hair et al. (2019), as shown in Table 2. Regarding discriminant validity, Table 3 reveals a significant correlation among
the items, ranging from 0.152 to 0.868, which indicates very good discriminant validity.

Table 2
Factor loadings, Cronbach’s alpha, average variance extracted (AVE), and weight of item loading
Construct Construct Items Item Loading  Cronbach’s alpha (a) CR AVE
CR1 0.776
Credibility CR2 0.791 0.794 0.849 0.684
CR3 0.743
INFO 1 0.794
. INFO 2 0.852 0811 0.874 0.673
Informativeness
INFO 3 0.847
INT1 0.780
_ INT 2 0.863 0.783 0.824
Interaction INT 3 0.786 0.697
INT 4 0.762
PER1 0.807
Personalization PER2 0.811 0.774 0.819 0.651
PET3 0.832
CS1 0.743
o cs2 0.822 0.799 0.880
content suitability cs 3 0817 0.649
CS4 0.785
PT1 0.894
. . PT2 0.843 0.890 0.865
Perceived Trustworthiness PT3 0.807 0.612
PT4 0.831
DM 1 0.766
N _ DM 2 0.728
Customer Decision Making DM 3 0714 0756 0.792 0595
DM 4 0.727
DM 5 0.783
Table 3
Discriminant validity for scale measurement of constructs (Fornell-Larcker criterion)
CR INFO INT PE CS PT DM
CR 1
INFO 0.191 1
INT 0.185 0.868 1
PE 0.196 0.841 0.124 1
CS 0.257 0.568 0.182 0.162 1
PT 0.187 0.588 0.156 0.154 0.362 1
DM 0.152 0.687 0.238 0.413 0.185 0.247 1

Note(s): Credibility (CR), Informativeness (INFO), Interaction (INT), Personalization (PE), Content Suitability (CS), Perceived Trustworthiness (PT), and
Decision Making (DM).

3. Results

After completing the data collection, organizing the primary data, and screening participant responses related to the study
questionnaire, the researchers employed a descriptive statistics approach along with inferential statistical analysis in order to



322

achieve the required outcome. Specifically, the analysis utilized “Confirmatory Factor Analysis (CFA) and Partial Least
Squares Structural Equation Modeling (PLS-SEM)” to examine the effects of independent variables of ChatGPT on dependent
variable “consumer banking decision making.” This approach is particularly effective for identifying and understanding the
complex structural relationships within the model. According to Sarstedt et al. (2014), “PLS-SEM is primarily suitable for
operating various structures of mediation and moderation.”
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Fig. 2. Measurement model

Hair et al. (2019) noted, “Employing this method, the correlation of latent constructs is compared with the square root of the
Average Variance Extracted (AVE).” Rather than clarifying the variance of other latent constructs, a latent construct should
more effectively account for the variance of its own indicators. Consequently, the square root of each construct's AVE should
be greater than its correlations with other latent constructs. The findings indicate that any value along the diagonal is larger
than any value not on the diagonal, suggesting that there are no issues with the model's discriminant validity.

3.1 Structural Models and Hypothesis Testing

Fig. 2 presents the findings from SmartPLS regarding the testing of the research hypotheses. As shown in Table 4, the results
for H1 indicate that the credibility of ChatGPT has a significant impact on consumer banking decision-making, with (f =
0.344, t = 3.012, p < 0.019); therefore, we accept hypothesis H1. Regarding H2, the results demonstrate that the
informativeness of ChatGPT significantly influences consumer banking decision-making, with (B = 0.298, t = 3.612, p <
0.000); thus, we accept H2. For H3, the results reveal that the interaction provided by ChatGPT significantly affects consumer
banking decision-making, with (B = 0.315, t = 4.128, p < 0.000); consequently, we accept H3. Concerning H4, the results
indicate that ChatGPT personalization has a significant impact on consumer banking decision-making, with (f = 0.268, t =
3.355, p <0.001); therefore, we accept H4. In relation to HS, the findings demonstrate that the suitability of ChatGPT content
significantly influences consumer banking decision-making, with (B = 0.319, t =3.156, p < 0.001); consequently, we accept
H5. Regarding H6, the results reveal that perceived trustworthiness significantly affects consumer banking decision-making,
with (B =0.498,t=4.018, p <0.000). Based on these findings, the study accepts the research hypotheses as presented in Table
4.

Table 4

Hypothesis testing
Hypothesis f3-value SD t-Value p-Value Decision
H;: CR —» DM 0.344 0.044 3.012 0.019 Supported
H,: E-INFO — DM 0.298 0.025 3.612 0.000 Supported
H;: INT —» DM 0.315 0.064 4.128 0.000 Supported
H,: PE — DM 0.268 0.029 3.355 0.001 Supported
Hs: CS — DM 0.319 0.051 3.156 0.001 Supported
Hg: PT —» DM 0.498 0.035 4.018 0.000 Supported

Note(s): Credibility (CR), Informativeness (INFO), Interaction (INT), Personalization (PE), Content Suitability (CS), Perceived Trustworthiness (PT), and
Decision Making (DM).
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4. Discussion

Al technologies, including ChatGPT, have revolutionized traditional systems across various sectors, particularly within the
Jordanian banking industry. By automating tedious processes and providing data-driven insights, ChatGPT has the potential
to enhance marketing initiatives significantly. This transformation leads to more effective marketing strategies and the
delivery of commercial bank services in Jordan with greater efficiency and higher quality. Data from 419 consumers with
active commercial bank accounts were gathered using a structured questionnaire. The results of the first hypothesis show that
the credibility of ChatGPT has a significant impact on customers' banking decision-making. When it comes to consumers
interacting with financial institutions, trust and reliability are paramount. The credibility of ChatGPT can influence a
customer’s confidence in the bank's services and products. Therefore, in banking, customers' decision-making process heavily
relies on ChatGPT's credibility. Customers are more inclined to utilize digital tools and engage with the bank's services if they
believe the Al system is safe and effective. The result is consistent with Tiwari et al. (2024).

The second hypothesis confirmed that the informativeness of ChatGPT significantly impacts consumers' banking decision-
making. Consumers can ask Al-driven tools like ChatGPT specific questions about banking products, services, and financial
concepts. The ability to instantly receive clear and easy-to-understand explanations instantly empowers customers to make
informed choices. This may include understanding complex fees or terms associated with loans, credit cards, and mortgages,
as well as gaining clarity on interest rates, charges, and how different banking services are compared to others. Banking
decisions—such as taking out a loan, opening an account, or choosing an investment—can be stressful without adequate and
accurate information. The clarity, transparency, and real-time support delivered by Al help reduce confusion and anxiety,
making the decision-making process feel more manageable. These results are consistent with the findings of Miguel and
Huertas (2022). Concerning the third hypothesis, the results revealed that interactions with ChatGPT significantly impact
consumer banking decision-making. The constant availability of Al chatbots provides customers with the flexibility to engage
with their bank at any time. Since consumers are not required to adhere to traditional banking hours, this may lead to a
smoother decision-making process. These findings align with the research conducted by Cheng and Jiang (2022) and
(Alghizzawi, et al. 2024). The fourth hypothesis demonstrates that personalization significantly impacts consumer banking
decision-making. Personalization plays a vital role in this process. With the increasing competition in the financial services
sector, banks are adopting personalized strategies to attract and retain customers. By tailoring products—such as credit cards,
savings accounts, and loans—to individual requirements and preferences based on customers' goals, financial history, and
behavior, banks can enhance the overall banking experience. Essentially, personalization addresses customers' unique needs,
improves satisfaction, and increases the likelihood of long-term engagement. The results of this hypothesis align with Dwivedi
et al. (2023) and (Ayoubi, 2024).

The fifth hypothesis revealed a significant impact of content suitability on consumer banking decision-making. ChatGPT can
serve as an excellent resource for providing educational content and general guidance on consumer banking topics. However,
it should not be relied upon as the sole source for critical financial decisions. It is always advisable to seek personalized advice
from qualified financial advisors or consult official financial institutions regarding specific products, services, and solutions.
Notably, recommendations from ChatGPT and other Al technologies should not be interpreted as a substitute for professional
advice from regulated financial institutions or advisors. This outcome is consistent with Schlosky et al. (2024).

The findings regarding the six hypotheses related to perceived trustworthiness indicate a significant impact on consumers'
banking decisions. Consumer decision-making is notably influenced by the perceived trustworthiness of ChatGPT,
particularly in sensitive areas such as banking. Consumers prioritize the security of their financial data. When an Al system
like ChatGPT is perceived as trustworthy, it reassures customers that their sensitive information will be handled securely.
This assurance is especially critical in banking, where data breaches or the misuse of financial information can have severe
consequences. If consumers trust that the Al can effectively address their concerns—whether by answering questions about
account balances, transactions, or credit inquiries—they are more likely to engage with the bank's services. Likewise, if
customers believe that ChatGPT can provide recommendations or make decisions based on data rather than human bias or
emotions, they may feel more confident in their banking decisions, such as loan approvals or financial advice. In summary,
the more trustworthy consumers perceive ChatGPT in a banking context, the more likely they are to trust the bank and utilize
Al-driven services. This finding aligns with the research of Liesbet and Moons (2024).

5. Conclusion

Banks use ChatGPT to handle customer service inquiries, expedite customer service encounters, and provide intelligent,
human-like responses. Due to its ability to offer consumers real-time support, ChatGPT has gained popularity within the
banking sector. Therefore, the purpose of this study is to investigate the key factors of ChatGPT that influence consumer
banking decision-making at Jordanian commercial banks. The results demonstrate that ChatGPT factors—including
credibility, informativeness, interaction, content suitability, perceived trustworthiness, and personalization—significantly
influence consumer banking decisions. To implement ChatGPT successfully in the banking industry, a comprehensive
strategy is needed to maintain technological advancements, user awareness, and skill development. As ChatGPT continues to
evolve, these insights will provide a productive direction for organizations navigating the ChatGPT landscape, helping them
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harness its full potential. The impact of Al on consumer behavior is both decisive and multifaceted, reshaping how we make
decisions and interact with brands. ChatGPT is transforming the way clients make banking decisions by offering personalized,
efficient, and accessible support. From providing tailored financial advice to enhancing customer service and boosting
financial literacy, Al integration into consumer banking clarifies, accelerates, and informs financial decision-making.
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