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Abstract

Smoking tobacco is one of the gravest public health threats the world has ever faced. It is a risk
factor for cancer, respiratory disease, cerebral vascular disease, and other chronic diseases
(WHO, 2023). According to the World Health Organisation (2023), tobacco-related deaths
globally surpass 8 million annually; this includes 7 million fatalities directly linked to tobacco

usage and an additional 1.3 million deaths resulting from exposure to second-hand smoke.

Artificial intelligence chatbots have emerged as a promising support avenue in promoting
behaviour change. Chatbots are computer programs designed to answer questions, give
information, or provide customer service through vocal or text-based conversations to human
end users. While recent research acknowledges the potential of chatbots as an additional tool
to support smoking cessation, there is a dearth of knowledge on how user experience factors
affect chatbot continuance usage and smoking reduction. This study aims to address this gap
by targeting a sample size of 400 participants and employing structural equation modelling
(SEM) to test the proposed hypotheses. The research extends the information system success
model (ISSM) to investigate how chatbot experiential factors drive continuance usage and

smoking cessation among young adults in UK.



