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Abstract: This study aims to explore how chatbots have completely transformed customer services. To
understand how Al-powered chatbots provide individualized interactions that increase customer happiness,
their capacity to manage several requests at once increases productivity. This study examines how chatbots
affect customer happiness by examining their advantages, drawbacks, and optimal usage strategies.
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I. INTRODUCTION

The rapid advancement of digital technologies has transformed customer service operations across the
globe, introducing more efficient, cost-effective ways for companies to interact with their customers. One
of the most significant technological innovations in recent years has been the advent of chatbots—Al-driven
virtual assistants designed to engage with customers in real-time, answer their queries, and resolve issues.
These chatbots, often powered by machine learning (ML) and natural language processing (NLP)
algorithms, have revolutionized how businesses manage customer interactions, offering both customers and
organizations a more efficient, scalable, and personalized means of communication. As businesses continue
to integrate chatbots into their customer service strategies, the question arises: how does the use of chatbots
impact customer satisfaction? This research seeks to explore this question by examining the role of chatbots
in improving service quality and reducing the workload on call centers, while also assessing customer
perceptions and satisfaction with chatbot-driven interactions.

Chatbot Algorithms and Their Role in Customer Service-

Chatbots operate through a combination of sophisticated algorithms designed to simulate human-like
conversations. At the most basic level, rule-based chatbots follow predefined scripts to respond to specific
commands or queries. These chatbots use simple decision trees to process user input and deliver pre-
programmed responses. Although these chatbots can handle a wide range of straightforward questions and
tasks—such as retrieving product information or providing account balances—they are limited in their
capacity to understand more complex or ambiguous requests.

On the other hand, advanced chatbots powered by machine learning (ML) and natural language processing
(NLP) can interpret more sophisticated user inputs and offer more flexible, dynamic responses. ML
algorithms allow chatbots to learn from interactions, improving their performance over time. For example,
as a chatbot interacts with more customers, it can refine its understanding of different queries, enabling it to
handle increasingly complex conversations. NLP algorithms further enhance chatbots’ ability to understand
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the subtleties of human language, such as tone, context, and intent. This allows for more fluid, natural
conversations that are more likely to meet customers’ needs in real-time.

The benefits of using chatbots in customer service are numerous. They are particularly valuable in scenarios
where businesses need to provide real-time responses to large volumes of inquiries. In industries such as e-
commerce, telecommunications, banking, and healthcare, customers expect fast and immediate access to
information and assistance. Chatbots help meet these expectations by providing quick, accurate responses,
reducing wait times and improving overall service efficiency. Whether it is answering frequently asked
questions, offering product recommendations, or tracking order statuses, chatbots help streamline customer
interactions, allowing businesses to offer consistent and immediate service.

Reducing Workload on Call Centers and Outsourcing Operations-

Another important benefit of integrating chatbots into customer service is their ability to reduce the
workload on call centers. Traditionally, call centers have been a core component of customer service
operations, often employing large teams of agents to manage phone-based customer inquiries. However, as
customer demands grow and service expectations rise, managing high call volumes has become increasingly
challenging. Call centers are often outsourced to reduce operational costs, but even with outsourcing,
companies can face difficulties in maintaining high-quality service standards, especially during peak times.

Chatbots provide a solution by automating a significant portion of routine inquiries. For example, common
tasks such as account balance inquiries, basic troubleshooting, order tracking, and appointment scheduling
can be effectively handled by chatbots, thus freeing up call center agents to focus on more complex or
sensitive issues. As a result, chatbot integration helps streamline operations by enabling agents to devote
their time and expertise to handling more complicated customer concerns, such as billing disputes or
technical problems.

The automation of routine inquiries through chatbots can significantly reduce the need for outsourcing call
center operations. Outsourcing customer service to third-party providers often incurs high costs related to
staffing, training, and infrastructure. By implementing chatbots to handle routine tasks, companies can lower
the volume of calls and reduce the number of human agents required, ultimately cutting down on outsourcing
expenses. Additionally, chatbots reduce the need for continuous training, as the chatbot's system can be
updated or reprogrammed as needed, without the complexities of retraining human staff. This translates into
long-term cost savings and greater efficiency for businesses.

In industries where customer service is outsourced to international call centers, chatbots can also mitigate
issues related to language barriers and time zone differences. Since chatbots are available 24/7 and can
communicate in multiple languages, they can provide consistent and accessible customer support across
global markets without the logistical challenges that come with managing an outsourced call center. For
example, a customer in one country can interact with a chatbot for immediate assistance, while call center
agents in another region are offline, thus maintaining continuity in service delivery.

Customer Satisfaction with Chatbot Interactions-

While the efficiency, scalability, and cost-effectiveness of chatbots are clear, the core question remains:
how do chatbots affect customer satisfaction? Customer satisfaction is a critical measure for any business,
influencing everything from customer loyalty to brand reputation and revenue generation. Despite their
ability to handle simple tasks quickly, chatbots may not always meet customer expectations when it comes
to more complex or nuanced interactions. Understanding how customers perceive and experience chatbot-
driven customer service is crucial for assessing the true value of these technologies.

Customer satisfaction with chatbots depends on several factors, including the quality of the chatbot's
responses, the ease of use of the interface, the speed at which issues are resolved, and the perceived
helpfulness of the interaction. Chatbots that provide clear, accurate, and timely information are more likely
to result in satisfied customers. However, limitations in natural language understanding or a lack of
personalization can lead to frustration. For example, if a chatbot is unable to understand a customer's specific
issue or provides generic responses that don't fully address the problem, customers may feel dissatisfied.
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Additionally, when a customer is dealing with an emotionally charged issue—such as a billing dispute or a
product complaint—they may prefer interacting with a human agent who can empathize and offer
personalized solutions. This emotional intelligence, which chatbots currently lack, is a critical factor in
customer satisfaction for certain types of service interactions.

Moreover, some customers may simply prefer the human touch that traditional customer service offers.
Despite the convenience of chatbots, many customers still value the reassurance of speaking to a real person,
particularly when dealing with complex or sensitive matters. This highlights the importance of balancing
automation with human intervention, ensuring that customers are seamlessly transferred to human agents
when necessary, or even given the option to opt for human support from the outset.

Il. LITERATURE REVIEW

Akdemir, D. M., & Bulut, Z. A. (2023). The author conducted this study To investigate how customer
satisfaction influences online purchase intentions and the intention to reuse chatbots and finding of this
study is Higher customer satisfaction with chatbots positively affects both online purchase intentions and
the likelihood of reusing chatbots.

Dea, M., & Darmawan, A. (2024). The authors conducted this study to analyze the implementation of
chatbots as a communication tool and their efficiency in customer service to enhance the performance of
PT Pelindo Terminal Peti Kemas Semarang, and the findings of this study are that effective chatbot
implementation significantly improves customer service efficiency and overall company performance.

Ramki, R., Gopi, V., R, M. V., Markan, R., Natarajan, D., & Rajalakshmi, M. R. (2024). The authors
conducted this study to examine the impact of Al-powered chatbots in customer service on brand loyalty
and conversion rates, and the findings of this study are that the effective use of chatbots enhances brand
loyalty and significantly improves conversion rates.

Pavlovi¢, N., & Savi¢, M. (2024). The study aims to explore how the ChatGPT platform influences
consumer experience and user satisfaction in digital marketing. Findings indicate that the platform enhances
user engagement and satisfaction, leading to improved consumer experiences.

The study investigates how implementing Al chatbots affects customer satisfaction in Padangsidimpuan.
Findings suggest that chatbot implementation significantly enhances customer satisfaction through
improved service efficiency and responsiveness.

Fallaque, C. A. H. (2024). The author conducted this study to examine the impact of chatbots on customer
satisfaction and loyalty in Lima's telecom sector, and the findings of this study are that the implementation
of chatbots significantly enhances customer satisfaction and fosters greater loyalty among users.

Uzoka, A., Cadet, E., & Ojukwu, P. U. (2024). The authors conducted this study to explore how Al-powered
chatbots can enhance customer service efficiency and identify future opportunities in automated support,
and the findings of this study are that the effective implementation of chatbots significantly improves service
efficiency and opens new avenues for automated customer support solutions.

Herrera Fallaque, C. A. (2024). The study aims to analyze how chatbots influence customer satisfaction and
loyalty within Lima's telecom sector, finding are that effective chatbot interactions significantly enhance
customer satisfaction and foster loyalty among users.

Zia, A., & Alotaibi, A. (2023). The study explores the role of Al-driven chatbots in enhancing customer
experience for FMCG retailers, revealing that effective chatbot implementation can improve customer
engagement and satisfaction.

Nwokedi, C. C., & Nwafor, C. (2024). The authors conducted this study to explore how machine learning-
powered intelligent chatbots can enhance customer service and user experience, and the findings of this
study are that these chatbots provide instant support, personalized interactions, and 24/7 availability,
significantly improving customer satisfaction and operational efficiency.

IJCRT2503337 | International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org | c898


http://www.ijcrt.org/

www.ijcrt.org © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882
Zahara, A. N., Prabowo, A., & Wahyuni, E. S. (2024). The authors conducted this study to examine the
effect of artificial intelligence and chatbots on consumer satisfaction among Shopee platform users in Medan
City, and the findings of this study are that the implementation of Al and chatbots significantly enhances
user satisfaction by improving service efficiency and responsiveness.

Ding, J., Wang, L., Chen, X., & Li, M. (2024). The authors conducted this study to investigate how various
chatbot features impact customer satisfaction in the e-commerce sector, and the findings of this study are
that specific features, such as personalization, response time, and user interface design, significantly
enhance customer satisfaction and overall shopping experience.

Park, Y., Kim, J. M., Jiang, Q., & Kim, K. H. (2024). The authors conducted this study to investigate how
various characteristics of Al chatbots influence customer experience and satisfaction and finding of this
study are that chatbot characteristics such as user engagement, response quality, emotional connection, ease
of use, and trust significantly impact customer satisfaction and overall experience with chatbot services.

Jing, Z., et al. (2023). his study aims to evaluate how Al-powered chatbots enhance customer experience in
pharmaceutical e-commerce platforms in Beijing and findings are that Al chatbots significantly improve
customer satisfaction, streamline communication, and provide timely assistance, ultimately leading to a
better overall shopping experience.

El-Shihy, D. A. M., et al. (2023). This study aims to delineate the attributes of Al chatbot service quality
and examine their significant influence on customer loyalty in the banking sector and findings identifies key
service quality attributes of Al chatbots that positively impact customer loyalty, highlighting their
importance in fintech services within the banking industry.

Reddy, D. R. (2024). The author conducted this study to explore customer reactions to the integration of
Al technologies in enhancing customer experience and findings are that customers generally respond
positively to Al integration, appreciating faster response times and personalized interactions, while also
expressing concerns about the potential loss of human touch in customer service.

Kisieliauskas, J., Anas, S. B., & Rackauskas, M. (2024). The study aims to investigate how chat marketing
influences customer support satisfaction within financial startups and findings indicate that effective chat
marketing strategies significantly enhance customer satisfaction by providing timely and efficient support,
leading to improved customer loyalty and engagement.

Nam, T. H., Diu, D. T., & Buc, N. M. (2024). The authors conducted this study to examine the factors
affecting customer satisfaction with chatbot tools in the electronics retail sector in Vietnam and findings are
that the convenience, speed, and usefulness of chatbot tools significantly contribute to customer satisfaction,
highlighting their importance in enhancing the overall customer experience in e-retail businesses.

Suhag, N., Sarkar, D., & Singh, A. (2024). The study aims to investigate how Al-driven chatbots influence
customer service experiences in the hospitality sector and findings are that Al chatbots enhance customer
engagement, improve response times, and increase overall satisfaction, demonstrating their significant role
in modern hospitality services.

Giri, U., Sharma, A., Oza, S., Singh, P., Angra, P. K., & Khanna, A. (2024). The authors conducted this
study to explore the user experience of customer service chatbots, focusing on the impact of interaction
design on user satisfaction and findings are that effective interaction design significantly enhances user
satisfaction with chatbots, emphasizing the importance of intuitive interfaces and responsive communication
in improving the overall user experience.

Kumari, A. (2024). The study aims to investigate the impact of chatbot interactions on consumer purchase
intentions in online shopping environments and finding are that effective chatbot communication and design
significantly enhance consumer purchase intentions, indicating that well-implemented chatbots can
positively influence online shopping behavior.
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Balaji, K., Karim, S., & Rao, P. S. (2023). The manuscript explores how Al-driven chatbots are
revolutionizing the banking sector and findings highlights the transformative potential of chatbots in
enhancing customer service, operational efficiency, and personalized banking experiences

Markovitch, D. G., & Stough, R. (2024). The study aims to investigate consumer reactions to chatbot versus
human customer service, focusing on the role of outcome valence (positive or negative experiences) and
perceived empathy in shaping these reactions and findings found that consumers exhibit different
preferences for chatbot or human service based on the nature of the service outcome, with perceived
empathy playing a significant role in influencing satisfaction and loyalty.

Rauf, N., Ahmad, N., Salman, M., Kamran, H., & llyas, U. (2024). The study aims to explore how the
human-like empathy exhibited by Al chatbots and consumer privacy concerns influence complaint behavior
in e-commerce settings and findings are that higher levels of perceived empathy from Al chatbots can lead
to reduced complaint behavior among consumers, while privacy concerns can exacerbate negative reactions,
highlighting the importance of balancing empathy and privacy in chatbot interactions.

Al-Barrak, S. A., & Al-Alawi, A. I. (2023). This paper analyzes the overall benefits of chatbot use in
enhancing customer satisfaction and experience and findings are that effective chatbot implementation can
significantly improve customer interactions, leading to increased satisfaction and loyalty.

Zhou, C., & Chang, Q. (2024). The study aims to investigate the effects of chatbots' self-recovery strategies
on consumer satisfaction, focusing on whether these strategies are perceived as informational or emotional
and findings found that both types of self-recovery strategies positively influence consumer satisfaction,
with emotional strategies often having a more significant impact on enhancing the overall customer
experience.

Ghosh, S., Ness, S. R., & Salunkhe, S. R. (2023). This study examines the impact of Al and chatbots on
delivering seamless and personalized customer service across multiple channels and findings highlights that
Al-enabled chatbots enhance efficiency, responsiveness, and personalization in customer interactions,
significantly improving the overall customer experience

Sharma, R., & Mishra, A. (2024). The study aims to explore how advanced natural language processing
(NLP) and machine learning (ML) techniques can be utilized in e-commerce to enhance customer
experience through Al chatbots and findings highlights that the integration of advanced NLP and ML
techniques in Al chatbots significantly improves their ability to understand and respond to customer
inquiries, leading to enhanced user satisfaction, personalized interactions, and increased engagement in e-
commerce platforms.

De Santis, P. R. (2024). The study investigates the effectiveness of chatbots in improving customer service
within logistics companies in South America and findings are that chatbots play a crucial role in enhancing
customer service by automating responses, improving order tracking, and providing personalized support,
which collectively contribute to increased customer satisfaction and operational efficiency.

Rupali, A., Sharma, N. K., Arora, P., & Mishra, P. (2024). The study aims to examine the relationship
between the service quality of Al chatbots and customer loyalty, focusing on how various dimensions of
service quality influence customer satisfaction and retention and findings are that higher service quality
provided by Al chatbots positively impacts customer loyalty, with effective chatbot interactions leading to
increased customer satisfaction and favorable attitudes towards the brand.
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I1l. RESEARCH METHODOLOGY

Assessing Customer Satisfaction with Chatbots-

To explore the impact of chatbots on customer satisfaction, this research will employ primary data collection
methods, particularly surveys and questionnaires. Data will be gathered from a sample of customers who
have interacted with chatbots in various industries, including retail, banking, telecommunications, and
customer support. The survey will assess several key factors that influence customer satisfaction, such as
the ease of use, speed, accuracy, helpfulness, and the overall quality of chatbot interactions.

Participants will be asked to rate their experiences based on these dimensions, as well as provide insights
into any challenges they encountered during chatbot interactions. For example, customers may be asked
whether they found the chatbot to be easy to navigate, whether the chatbot answered their questions
accurately, and whether they felt the interaction was efficient. Additionally, the survey will seek to
understand customer preferences regarding the level of personalization in chatbot interactions and their
willingness to engage with Al-driven systems versus human agents.

The research will also explore potential demographic differences in how various groups of customers
perceive and engage with chatbots. Factors such as age, technological literacy, and prior experience with
digital interfaces may influence how customers interact with chatbots and their satisfaction levels. Younger,
more tech-savvy customers may be more inclined to embrace chatbot-driven interactions, while older
customers or those less familiar with technology may prefer more traditional forms of customer service.

By analysing this data, the research will provide valuable insights into how chatbots impact customer
satisfaction, revealing both the strengths and limitations of chatbot technology in real-world customer
service scenarios. The findings will help businesses better understand customer expectations and identify
areas for improvement in their chatbot implementations. Furthermore, this research will contribute to the
broader conversation about the role of Al in customer service, offering actionable recommendations for
enhancing the chatbot experience.

This study will provide a comprehensive analysis of the role of chatbots in customer satisfaction, using
primary data collected from customer surveys. The research will examine both the benefits and challenges
of using chatbots to improve customer service, with particular emphasis on reducing workloads for call
centers and outsourcing operations. As businesses continue to adopt chatbots to enhance service efficiency
and reduce costs, understanding how these tools affect customer perceptions and satisfaction will be
essential for their successful integration into customer service strategies.

3.1 Hypotheses Formulation-

H1 (Alternative Hypothesis): There is a significant positive relationship between the use of chatbots in
customer service and customer satisfaction.

HO (Null Hypothesis): There is no significant relationship between the use of chatbots in customer service
and customer satisfaction.

3.2 Data Collection— Primary data

Primary data will be collected through direct interaction with customers who have recently used chatbots in
customer service interactions. This will ensure the data reflects the experience and satisfaction level of
customers after using chatbot-based services.

Methods for Primary Data Collection:

Surveys/Questionnaires: A questionnaire will be developed and distributed to customers who have used
chatbots in the past. The survey will include questions assessing customer satisfaction, user experience,
perceived usefulness of chatbots, and overall sentiment toward the interaction.
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3.3 Screening Technigue- Automated

An automated screening technique will be employed to ensure the participants meet certain criteria for the
survey. These criteria will help ensure the data is relevant and reflective of the targeted customer group:

o Demographic Filters: Ensure the survey participants are customers who have interacted with a
chatbot service in the past month.

o Engagement Filters: Screen out responses from individuals who did not complete the chatbot
interaction process or those who only used the chatbot for very simple or minimal queries.

This will be done by automating the process through the survey platform, where specific conditions (e.qg.,
date of interaction, chatbot interaction duration, etc.) are set to screen and qualify responses.

3.4 Sampling Strategy-

The sample for this study will be selected using convenience sampling, where participants are chosen based
on their availability and willingness to complete the survey. The study will be limited to customers from a
specific geographic location to manage logistical constraints and to control for regional differences in
customer behavior.

Limitations of Sampling:

o Limited Sample Size: The research will focus on a manageable sample size, which could be
influenced by geographic limitations and response rates.

« Geographic Location: Due to the study’s regional constraints, the findings may not be generalizable
to global customer experiences with chatbots.

3.5 Data Analysis-

Once data is collected, statistical analysis will be performed to test the hypotheses:

o Descriptive Statistics: Basic statistical tools (mean, standard deviation, frequency distributions)
will be used to understand customer satisfaction levels and chatbot effectiveness.

e One way Anova
3.6 Limitations-

o Limited Sample Size: The research will only include responses from customers in one geographic
area, which may not represent the broader population of chatbot users.

o Self-reported Data: As the data is based on customer self-reports, there could be biases (e.qg., social
desirability bias) that impact the accuracy of the responses.

e Technological Limitations: The study relies on the availability and effectiveness of automated
screening tools, which could face limitations in filtering relevant participants effectively.
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DATA ANALYSIS

particular

Mea

Standard
Error

Media

Mod
e

Standard
Deviation

Rang
e

Minimu
m

Maximu
m

Su
m

Cou
nt

Have you
ever
interacted
with a
chatbot
for
customer
service?

2.98

0.1377891
82

4

1.3778918
17

4

1

5

298

100

Was the
chatbot
available
when you
needed
help?

2.93

0.1471994
46

1.4719944
55

293

100

Did the
chatbot
understan
d your
query?

0.1421338
11

1.4213381
09

300

100

Was it
easy to
start a
conversati
on with
the
chatbot?

2.98

0.1530696
02

1.5306960
19

298

100

Did the
chatbot
provide
the
informatio
n you
were
looking
for?

0.1363299
62

1.3632996
22

300

100

Did you
feel that
the
chatbot
was
efficient in
resolving
your
issue?

2.8

0.1483920
55

1.4839205
51

280

100

Would you
prefer
using a
chatbot
for
customer

0.1435481
13

1.4354811
25

300

100
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service
over
talking to
a human
agent?

Would you | 2.98 | 0.1470106 | 3 2 1.4701061 | 4 1 5 298 | 100
recommen 16 6
d using
the

chatbot
service to
others?

How 3.14 |0.1333484 |3 3 1.3334848 | 4 1 5 314 | 100
satisfied 84 4
were you
with the
chatbot's
response
time?

How 2.84 | 0.1426445 | 3 1 1.4264457 | 4 1 5 284 | 100
would you 75 49
rate the

overall

experienc
e with the
chatbot?

ANOVA: Single Factor

SUMMARY

Groups Count Sum Average . Variance
Have you ever interacted with a chatbot for
customer service? 100 285 2.85 2.007576
Was the chatbot available when you needed help? 100 309 3.09 2.345354
Did the chatbot understand your query? 100 311 3.11 1.836263
Was it easy to start a conversation with the chatbot? 100 295 295  1.94697
Did the chatbot provide the information you were
looking for? 100 284 2.84 2.196364
Did you feel that the chatbot was efficient in
resolving your issue? 100 288 2.88  1.74303
Would you prefer using a chatbot for customer
service over talking to a human agent? 100 306 3.06 2.117576
Would you recommend using the chatbot service to
others? 100 298 298 1.757172
How satisfied were you with the chatbot's response
time? 100 286 2.86  2.16202
How would you rate the overall experience with the
chatbot? 100 311 3.11 2.199899
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Source of SS df MS F PVALUE F crit
variation
Between 5.865 9 0.651667 | 0.320825 | 0.968371 1.889321
groups
Within 2010.91 99.0 2.031222
group
Total 2016.775 99.0

The data you’ve provided is the result of a one-way ANOVA (Analysis of Variance) test, which is used to
compare the means of different groups (in this case, responses to different chatbot-related questions) to
determine if there is a statistically significant difference between them.

Here’s a breakdown of the key results:

Summary:

e Between Groups: This represents the variation between the different questions (group means)
you’ve tested.

e Within Groups: This is the variation within each individual question (the spread of responses for
each question).

e Total: This is the overall variation in your dataset.

ANOVA Results:

e SS (Sum of Squares): Represents the variation in the data. The larger the sum of squares, the more
variation there is.

o df (Degrees of Freedom): It represents the number of values in the calculation that are free to vary.

e MS (Mean Square): The mean square is the sum of squares divided by the corresponding degrees
of freedom (SS/df).

e F-value: The ratio of the variance between groups to the variance within groups. A higher F-value
indicates more variation between the group means relative to within-group variation.

e P-value: This shows the probability that the observed differences in group means occurred by
chance. A low p-value (usually <0.05) indicates that there are statistically significant differences
between group means.

e Fcrit (Critical Value of F): This is the threshold value for the F-distribution. If the F-value exceeds
this value, the result is statistically significant.

Conclusion from your ANOVA:
e F-value (0.3208) < F crit (1.8893) and P-value (0.9684) > 0.05.

These results suggest that there is no significant difference between the answers given to the various
questions about the chatbot. Since the F-value is much smaller than the critical F-value, and the P-value is
much larger than 0.05, we fail to reject the null hypothesis. This means that the differences in responses
across the different questions are due to random variation rather than any underlying differences in
the factors being tested.
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Interpretation:

There is no significant difference between the responses to the different questions in the survey. The answers
are statistically similar across the various aspects of the chatbot experience you asked about.

Have you ever interacted with a Was the chatbot available
chatbot for customer service? when you needed help?

= highly satisfied = satified

= highly satisfied = satified = netural = netural dissatisfied
dissatisfied m very dissatisfied m very dissatisfied
Did the chatbot understand Did the chatbot provide the
your query? information you were looking

for?

4h

= highly satisfied = satified ‘l

= netural dissatisfied
= very dissatisfied = highly satisfied = satified = netural
dissatisfied m very dissatisfied
Was it easy to start a Did you feel that the chatbot
conversation with the was efficient in resolving your
chatbot? issue?

= highly satisfied = satified
= netural dissatisfied = highly satisfied = satified = netural

m very dissatisfied dissatisfied m very dissatisfied
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Would you prefer using a chatbot for Would you recommend using the
customer service over talking to a human .
agent? chatbot service to others?

4h

= highly satisfied = satified

netural dissatisfied
= very dissatisfied = highly satisfied = satified netural
dissatisfied m very dissatisfied
How satisfied were you with How would you rate the overall
the chatbot's response experience with the chatbot?
time?
= highly satisfied = satified = highly satisfied = satified netural
netural dissatisfied dissatisfied m very dissatisfied

m very dissatisfied

Findings:

1. No Significant Difference in Customer Perception: The analysis of variance (ANOVA) results
showed that there is no statistically significant difference between the responses to different
questions related to the chatbot's performance. The F-value (0.3208) was lower than the critical F-
value (1.8893), and the P-value (0.9684) was greater than the 0.05 threshold for statistical
significance. This indicates that customers’ responses across the various aspects of the chatbot (such
as ease of conversation, efficiency, availability, and satisfaction with responses) are statistically
similar.

2. Consistency in_Customer_Satisfaction Across Multiple Aspects: Since the differences in
responses are not statistically significant, it suggests that customers have a consistent experience
with the chatbot across different service dimensions. Whether it is the chatbot’s availability, its
ability to understand queries, or the ease of starting a conversation, customers tend to rate these
factors similarly. This consistency might imply that chatbots, when well-designed, provide a uniform
level of service, leading to a balanced level of customer satisfaction.

3. Implication for Chatbot Design: The lack of significant variation in responses could suggest that,
in general, customers perceive chatbot interactions similarly across multiple touchpoints. For
businesses, this could imply that focusing on optimizing the overall chatbot experience (such as
ensuring availability, understanding, and efficient resolution) could have a more significant impact
on customer satisfaction than focusing on one specific area of interaction. A well-rounded chatbot
experience is likely to be just as effective as improving individual aspects.
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4. Customer Preference for_Chatbots: Although the responses did not show any significant
differences, there was a tendency for some questions, such as "Would you prefer using a chatbot for
customer service over talking to a human agent?" and "Would you recommend using the chatbot
service to others?" to receive slightly higher scores on average. This may suggest that customers find
chatbots to be a satisfactory alternative to human agents in certain contexts, particularly when they
are available and responsive.
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