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Abstract

This research aimed to investigate the factors influencing the decision to use the Gemini platform in
online marketing. Specifically, it analyzed the roles of trust, perceived ease of use, and perceived usefulness.
The sample consisted of 400 users, and data were collected through online questionnaires. The findings

revealed that trust, perceived ease of use, and perceived usefulness all had a positive effect on the intention

to use Gemini in online marketing.
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