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Study of the relationship between chatbot technology and customer 

experience and satisfaction 

Abstract:  

This article delves into the pivotal role of chatbots as key facilitators in enhancing the customer experience. 

Portrayed as providers of swift and convenient assistance, chatbots are considered major contributors to the 

transformation of customer interactions. Their impact is evident in real-time information delivery, execution of 

transactional operations, and efficient resolution of common issues. The central question addressed in the article 

is formulated as follows: "How do customer service chatbots influence user experience and satisfaction?" The 

primary objective is to significantly contribute to the understanding of this emerging phenomenon by conducting 

an in-depth assessment of existing literature and meticulously examining various factors influencing the adoption 

and utilization of chatbots. The research methodology employed relies on a comprehensive literature review, 

involving a critical analysis of 21 specifically selected articles for their relevance in the studied domain. This 

approach allows for embracing a variety of perspectives and offering a panoramic view of current trends. The 

consistent results presented in the article underscore that chatbots have a substantial positive impact on the 

customer experience. Their ability to provide rapid and personalized assistance is emphasized, along with their 

significant contribution to reducing human errors. Chatbots are thus recognized as valuable tools for optimizing 

the customer journey and enhancing overall satisfaction. In conclusion, the article advocates for a thoughtful design 

of chatbots in the tourism sector. This design should be centered around a deep understanding of specific customer 

needs and how chatbots can effectively complement human interactions. By implementing chatbots judiciously, 

businesses can aim to provide a comprehensive, consistent, and rewarding customer experience in the tourism 

sector. 

 

Keywords:  Artificial intelligence, Chatbot technology, Customer experience, Customer satisfaction, Customer 

service.    

Classification JEL: M 31  

Paper type: Theoretical Research 

  

Résumé 

Cet article explore le rôle des chatbots en tant que facilitateurs clés dans l'amélioration de l'expérience client. En 

mettant en avant leur capacité à fournir une assistance rapide et pratique, les chatbots sont considérés comme des 

acteurs majeurs dans la transformation de l'interaction client. Leur contribution se manifeste à travers la fourniture 

d'informations en temps réel, la réalisation d'opérations transactionnelles et la résolution efficace de problèmes 

courants. La question fondamentale de l'article est formulée comme suit : "Comment les chatbots du service client 

influent-ils sur l'expérience et la satisfaction des utilisateurs ?" L'objectif principal de l'article est de contribuer de 

manière significative à la compréhension de ce phénomène émergent en conduisant une évaluation approfondie de 

la littérature existante et en examinant attentivement les divers facteurs qui exercent une influence sur l'adoption 

et l'utilisation des chatbots. La méthodologie de recherche adoptée repose sur une revue de littérature minutieuse, 

impliquant l'analyse critique de 21 articles spécifiquement sélectionnés pour leur pertinence dans le domaine 

étudié. Cette approche permet d'embrasser une variété de perspectives et d'offrir une vision panoramique des 

tendances actuelles. Les résultats présentés dans l'article soulignent de manière cohérente que les chatbots ont un 

impact positif substantiel sur l'expérience client. Leur capacité à offrir une assistance rapide et personnalisée est 

mise en avant, tout comme leur contribution significative à la réduction des erreurs humaines. Les chatbots sont 

donc reconnus comme des outils précieux pour optimiser le parcours client et renforcer la satisfaction globale. 

En conclusion, l'article préconise une conception réfléchie des chatbots dans le secteur du tourisme. Cette 

conception devrait être axée sur la compréhension approfondie des besoins spécifiques des clients et sur la manière 

dont les chatbots peuvent complémenter efficacement les interactions humaines. Ainsi, en mettant en œuvre des 

chatbots de manière judicieuse, les entreprises peuvent viser à offrir une expérience client globale, cohérente et 

gratifiante dans le secteur du tourisme. 

 

Mots clés : Intelligence artificielle, technologie de chatbots, expérience client, satisfaction client, service client. 

JEL Classification : M31 

Type du papier : Recherche Théorique  
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1. Introduction  

In the ever-evolving landscape of customer service, the proliferation of chatbots has ushered in 

a profound revolution, fundamentally altering the dynamics of user interactions. Customers 

now enjoy a level of convenience and simplicity previously unseen, thanks to the remarkable 

capabilities of chatbots. This transformation has sparked extensive exploration and 

investigation from various quarters, including companies, consumers, theorists, and 

practitioners, all seeking to unravel the complexities inherent in the symbiotic relationship 

between humans and machines. At the core of this paradigm shift lies the omnipresent force of 

Artificial Intelligence (AI), a subject currently undergoing a wide-ranging and occasionally 

contentious discourse (Desbiolles, 2019). 

The inexorable trajectory toward full automation has propelled AI into a role that is not merely 

supplementary but one that is functional, practical, and, arguably, indispensable. The progress 

of AI, especially in the realm of voice recognition, has not only validated its credentials but has 

also acted as a catalyst, inspiring the widespread integration of chatbots and voice assistance 

systems across diverse domains. Examples of this integration include familiar platforms such 

as Cortana, SIRI, Google Assistant, and Amazon Alexa (Lahoual and Fréjus, 2018). 

The omnipresence of chatbots extends far beyond a singular domain, manifesting in diverse 

situations and contexts such as video games, healthcare, e-learning, and e-commerce (Chérif, 

2016). A forward-looking report from the Grand View Research group in 2016 forecasts an 

astonishing global market value for chatbots, projected to reach $12.28 billion by 2024 

(Lemberger and Chaumartin, 2020). 

While the collective body of studies predominantly extols the virtues of text-based chatbots in 

enhancing customer experience through prompt and convenient assistance, a nuanced 

exploration reveals instances of failure attributed to the specific design of features. These 

instances directly impact the foundational element of customer trust. Cherif's (2016) studies 

delve into this intricate interplay of AI tools, technology, and human features, shedding light 

on their profound influence on user behavior. This influence extends to fostering a positive 

security climate and ensuring high usage retention for virtual agents or chatbots. 

The trajectory of innovation is fraught with challenges, encompassing the intricacies of 

implementation, potential resistance from initial customers, and the imperative of overcoming 

formidable obstacles (Ambawat and Wadera, 2019). Hence, a meticulous examination of the 

multifaceted factors and criteria shaping customer experience and satisfaction due to the 

widespread adoption of chatbots becomes an imperative pursuit. 

Against this intricate backdrop, an emergent and paramount issue takes center stage: "How do 

customer service chatbots affect users' experience and satisfaction?" This study aspires to make 

a substantive contribution to the scientific community across three cardinal dimensions—

providing a holistic understanding of chatbots, critically evaluating literature pertinent to text-

based chatbots, and meticulously scrutinizing the myriad factors influencing the adoption and 

optimization of customer experience and satisfaction. To navigate this inquiry adeptly, a two-

pronged strategy unfolds. Firstly, an all-encompassing overview of the key concepts 

constituting the research topic is meticulously presented. Secondly, data culled from a diverse 

array of studies are strategically employed to substantiate and validate the primary hypothesis 

posited: "Text-based chatbots affect customers’ experience and satisfaction." In the subsequent 

sections, we delve deeper into the literature review, methodology, and results, unraveling the 

intricate tapestry of customer interaction in the era of chatbots. 
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2. Literature review  

2.1 Definition and evolution of artificial intelligence 

Artificial intelligence (AI) is a branch of computer science that aims to create machines capable 

of performing tasks that normally require human intelligence (Kok et al., 2009). AI relies on 

algorithms and advanced information and communication processing techniques to simulate 

and enhance cognitive functions. 

This technology possesses great power and can assist in solving many complex problems. Since 

the 1950s, AI has made great progress and gained increasing prominence. It has been applied 

in various fields, such as computer science, medicine, engineering, and social sciences, and is 

received several definitions. One of the most widely accepted is that of the mathematician 

McCarthy (2007), who describes it as "the science and engineering of making machines that 

perform tasks like those typically done by humans using intelligence."  

AI draws on areas such as machine learning, logic, neural networks, and other forms of natural 

language processing to create computer systems that can perform complex tasks in a reasonable 

amount of time. It is often considered one of the most disruptive and promising technologies of 

the digital age. Mastering this technology may allow companies to realize significant 

productivity gains and new business opportunities. 

The development of new learning machine technologies and automated machine learning has 

continued over the years in parallel with advances in AI. These innovations are crucial to AI as 

they allow computers to learn and develop autonomously without requiring constant human 

intervention. Research on AI has also contributed to the Information and Communication 

Technologies that have become part of our modern lives. For instance, Chatbots are a form of 

AI that can interact with users to provide information, advice, and sometimes services. They 

are usually built with natural language processing technologies and machine learning tools to 

understand the user's query and provide an appropriate response. 

2.2 Definition and evolution of chatbots 

The issue of chatbots in literature has grown considerably in recent years. Thus, large numbers 

of terminologies have emerged such as virtual agent, intelligent agent, conversational agent, 

recommendation agent, interface agent, embodied conversational agent, and avatar (Lemoine 

and Cherif, 2012). The increase in activity that has occurred surrounding chatbots immerses us 

in an atmosphere of huge technological innovation that is developing in an incredible process. 

The first chatbot was developed in 1966 by Joseph Weinznbaum. He called it "Eliza". 

Historically, the chatbot was invented and distributed as an ambitious technology but not a truly 

effective one. Today, thanks to the implementation of AI, including intelligent technologies and 

advanced self-training, chatbots have the potential to be a revolutionary technology in 

telecommunications. 

Chatbots allow companies to connect and communicate with their customers more efficiently 

and directly. They can provide information to their users and can even be programmed to 

perform certain tasks like providing weather reports or answering frequently asked questions. 

They can also be programmed to perform more complex tasks such as processing orders, 

booking hotels, and even troubleshooting or billing customers (Kasilingam, 2020). 

According to Cherif and Lemoine (2015), chatbots are a sort of reliable partner that assure a 

certain animation of their virtual interface and performs multiple actions that require a certain 

communication with the client. They are able to effectively design and react to any type of 

request independently and with a personal approach. Lemberger and Chaumartin (2020) 

suggested defining them from the perspective of application and usage. They observed chatbots 

from the point of view of virtual assistants, which could help people reduce their costs and offer 
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them the possibility to communicate using a natural style. This definition emphasizes the 

practical applications and benefits of virtual assistants for human users. 

2.3 Chatbots’ advantages 

Chatbots play a pivotal role in the realm of customer service, orchestrating an intricate dance 

of solutions for common user queries, dispensing product information, and contributing to the 

swift resolution of issues. Their omnipresence spans an array of channels, seamlessly 

integrating with messaging applications, websites, and various social media platforms. Trivedi 

(2019) expounds on the myriad advantages inherent in chatbot technology, each facet 

meticulously designed to elevate the realm of customer experience and satisfaction. 

Operating tirelessly on a 24/7 basis, chatbots emerge as unwavering sentinels of assistance, 

dedicated to expediting issue resolution and, by extension, cultivating a potential haven of 

consumer satisfaction. This perpetual accessibility ensures that customers, regardless of the 

hour, can seek assistance, thereby imprinting an indelible mark on the overall customer 

experience. Swift responsiveness constitutes a hallmark of chatbots, ensuring that customer 

inquiries are met with a timeliness that transcends conventional expectations. This rapid 

response capability, akin to a digital concierge, contributes significantly to addressing customer 

needs promptly, thereby acting as a catalyst for heightened satisfaction. Delving deeper into the 

intricacies of customer interaction, chatbots possess the remarkable ability to leverage customer 

backgrounds and preferences, sculpting responses with almost artisanal precision. This 

personalized contact, an intersection of technology and tailored engagement, serves as a 

cornerstone for an enriched overall customer experience. 

The advantages extend beyond personalized interactions. Chatbots proficiently manage routine 

support requests, orchestrating a symphony of efficiency that culminates in a tangible reduction 

of customer service management costs. This financial benefit is a testament to the automation 

prowess of chatbots in handling commonplace queries, freeing up valuable human resources to 

grapple with more intricate challenges. 

Versatility is another jewel in the chatbot's crown. Operating seamlessly across a diverse array 

of platforms—from traditional web pages to the dynamic realms of chat applications and social 

media—chatbots adapt to the customer's preferred terrain. This adaptability is a key contributor 

to augmented accessibility, meeting users on their preferred battlegrounds. The time 

management and information verification acumen of chatbots weave seamlessly into the 

customer service tapestry. These digital entities, with their automated processing capabilities, 

contribute not only to operational efficiency but also to an elevated standard in addressing 

customer needs. The result is a streamlined, effective, and technologically empowered customer 

service experience. 

Nevertheless, amidst these commendable attributes, it is imperative to recognize the limitations. 

Chatbots, while adept at addressing routine queries, fall short when faced with the complexity 

inherent in certain customer inquiries. Thus, strategic integration emerges as the ideal approach, 

with chatbots and human agents forming a symbiotic partnership. This harmony aims not at 

substitution but at complementarity, enriching the overall quality and efficiency of customer 

service through a judicious blend of automated and human interactions. 

2.4 Challenges and obstacles of using chatbots 

While chatbots bring forth a plethora of advantages, their full implementation is not without its 

set of challenges and obstacles. As highlighted by Kamoonpuri and Sengar (2023), businesses 

encounter various impediments, encompassing technological, organizational, cultural, and 
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trust-related issues. On the technological front, the deployment of virtual assistants necessitates 

a robust infrastructure, appropriate hardware, and sophisticated software. For small companies, 

these requirements can pose a financial burden, as the initial investment in the infrastructure 

and technology stack may be considerable. Moreover, the application of artificial intelligence 

(AI) demands technical expertise within project teams, which can be a barrier for businesses 

lacking the necessary technical know-how. At the organizational level, the introduction of a 

virtual assistant often requires substantial changes in the company's structure and process 

management. Collaboration becomes paramount among various departments such as 

marketing, sales, customer support, and technology. The integration of a virtual assistant 

necessitates a harmonized effort, with cross-functional teams working together to ensure the 

seamless incorporation of this technology into existing organizational frameworks. Cultural 

factors also play a pivotal role in the acceptance of virtual assistants. The response to these 

digital aids is contingent upon the age of the company and the overall technological experience 

of its workforce. Older, more traditional companies may face resistance, and consumers might 

express lower satisfaction and trust levels when interacting with a program as opposed to a 

human. Bridging this cultural gap requires strategic initiatives to instill confidence in both 

employees and customers regarding the efficacy of virtual assistants. Trust, a cornerstone of 

successful customer interactions, poses a critical challenge in the realm of virtual assistants. 

Customers may harbor concerns about the confidentiality of their personal information and the 

security of their private lives when engaging with a virtual assistant. Overcoming these trust-

related hurdles requires transparent communication, robust security measures, and a 

commitment to safeguarding user data. Businesses must prioritize establishing a secure and 

trustworthy environment to encourage widespread acceptance and utilization of virtual 

assistants. 

 

3. Methodology  

In conducting our scientific inquiry, we have employed a literature review approach as the 

foundational framework, exclusively relying on the examination of scientific literature and 

related documents. The sole method applied in this study is the literature search method. Our 

literature review follows a meticulously designed strategy, guided by detailed evaluation 

criteria that ensure a systematic and comprehensive analysis of the existing body of knowledge 

about the relationship between chatbots and customer satisfaction. This chosen strategy aims to 

unearth valuable insights and nuances present in the literature. 

The principal objective of the literature review is to enhance our comprehension of the intricate 

connection between chatbots and customer satisfaction. Through a thorough examination of 

relevant literature on chatbots, customer experience, and customer satisfaction, we aim to 

uncover key patterns, insights, and trends that contribute to shaping the landscape of customer-

service chatbots.  

A set of criteria governs the selection of literature for this study. Only publications within the 

timeframe of 2010 to 2023 are considered, ensuring the inclusion of recent developments and 

aligning our study with contemporary advancements in chatbot technology and customer 

satisfaction research. The selected literature adheres to rigorous performance standards, 

emphasizing credible information and focusing on studies from diverse countries and 

industries. It delves into the implementation and utilization of text-based chatbots, customer 

experience, and customer satisfaction, ensuring a comprehensive exploration of the subject 

matter. English language proficiency and thematic alignment are pivotal criteria for determining 

relevance. Only articles written in English that directly address the research theme are included. 

This criterion streamlines the focus, excluding non-English articles while maintaining precision 

and clarity in our analysis.  
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The application of the aforementioned standards has culminated in the collection of articles 

characterized by a consistent and well-defined approach. Our literature pool represents a 

curated selection, reflecting a judicious balance of diverse perspectives and industry insights. 

The identification, description, and synthesis of chatbot-related issues serve as the cornerstone 

of our analysis and conclusions. 

Figure 1: Selected criteria. 

 

Source: Developed by the authors. 

4. Results 

Our analysis will include 21 articles with a special focus on the most recently published in order 

to answer the question adequately. We shall also present the articles in the chronological order 

of their publication dates (Fig. 2). During the period spanning from 2010 to 2015, a solitary 

article from 2010 marked the initial exploration into comprehending the role of chatbots in 

customer service. From 2017 to 2020, there was a notable surge in articles, underscoring the 

increasing acknowledgment of the significance of chatbots in elevating the customer 

experience. In the phase from 2021 to 2022, a steady presence of articles indicated the 

maturation of chatbots as a substantial area of research. The year 2023 is characterized by two 

articles, illustrating the sustained relevance of the topic. Researchers persist in contributing to 

the discourse, demonstrating a continual interest in delving into the diverse impact of chatbots 

on customer experience and satisfaction. 

Figure 2: Number of Analysed Articles by Their Publishing Dates. 

 
Source: Developed by the authors through Excel 
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- Publication date: Only publications published between 2010 

and 2023 are examined. 

- Performance: credible information, studies from different 

countries and industries examining the implementation and 

utilization of text-based chatbots, customer experience and 

customer satisfaction. 

- Relevance: The review should highlight only those articles written 

in English and which address the same scope of the current 

research theme whichmeans that articles that are not written in 

English have been excluded. 
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Based on the final data set of 21 articles obtained from the literature review, this section 

describes the impact of chatbots on customer experience and satisfaction. 

The synthesized data from our literature review are shown in the form of a table that summarizes 

the relevant articles and the sub-themes that comprise the topic (Tab. 1). In addition, the key 

findings underlying the topic are to be discussed. 

Table 1 : Studies selected. 

Rank Title Year Main Results References 

1 The Impact of Service System 

Design and Flow Experience on 

Customer Satisfaction in Online 

Financial Services 

2010 Service system characteristics 

significantly affect flow experience and 

customer satisfaction. 

(Ding et al., 

2010) 

2 Real conversations with artificial 

intelligence: A comparison 

between human–human online 

conversations and human–chatbot 

conversations 

2015 People can transfer language skills to 

chatbots, but conversation content and 

quality differ from human interactions. 

(Hill et al., 

2015) 

3 Why People Use Chatbots 2017 Identified time and effort savings as key 

motivators for chatbot use. 

(Brandtzaeg 

and Følstad, 

2017) 

4 Retail digitalization: Implications 

for physical stores 

2017 Digitalization changes consumer 

spending behaviors, creating new 

expectations for service and shopping 

experiences. 

(Hagberg, et 

al., 2017) 

5 Chatbot e-service and customer 

satisfaction regarding luxury 

brand 

2018 Positive impact on customer 

satisfaction, especially in information 

search, problem-solving, and purchase 

willingness for premium brands. 

(Chung et 

al., 2018) 

6 “Faster Is Not Always Better: 

Understanding the Effect of 

Dynamic Response Delays in 

Human-Chatbot Interaction” 

2018 Moderate delays (3 and 6 seconds) 

enhance satisfaction and trust; longer 

delays (9 seconds) harm the user 

experience. 

(Gnewuch, 

et al., 2018) 

7 Examining the Customer 

Experience of Using Banking 

Chatbots and Its Impact on Brand 

Love: The Moderating Role of 

Perceived Risk 

2019 Positive impact on customer experience 

but a negative effect on brand likability, 

moderated by perceived risk. 

(Trivedi, 

2019) 

8 Chatbots for Customer Service: 

User Experience and Motivation 

2019 Emphasized the need for quick and 

accurate responses to basic questions 

for improved user experience. 

(Følstad and 

Skjuve, 

2019) 

9 Chatbot Assisted Marketing in 

Financial Service Industry 

2019 Chatbot-assisted marketing effective, 

positively impacting the customer 

experience. 

(Quah and 

Chua, 2019) 

10 The Impact of Chatbots on 

Customer Service Performance 

2020 Chatbots superior to traditional hotlines 

in customer satisfaction, prices, 

willingness to reuse the service, 

referrals, and loyalty. 

(Rossmann, 

et al., 2020) 

11 Transforming the Customer 

Experience Through New 

Technologies 

2020 Framework for analyzing the impact of 

new AI technologies on each stage of 

the customer journey, focusing on 

creating experiential value. 

(Hoyer et 

al., 2020) 
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12 Conversation to automation in 

banking through Chatbot Using 

the artificial machine intelligence 

language 

2020 Chatbots improve the customer 

experience and automate certain tasks 

but cannot completely replace human 

interactions. 

(Suhel et al., 

2020) 

13 Improving Conversations: 

Lessons Learnt from Manual 

Analysis of Chatbot Dialogues 

2020 Effective interactions with chatbots can 

be improved by greater use of the 

chatbot's knowledge base, recognition, 

customer identification, and focus on 

providing correct answers to consumer 

queries. 

(Kvale et al., 

2020) 

14 Toward a Chatbot for Financial 

Sustainability 

2021 Effective in small financial transactions 

and cost-saving; limitations in new 

product-oriented funds or housing 

subscriptions. 

(Hwang and 

Kim, 2021) 

15 ‘Useful chatbot experience 

provides technological 

satisfaction : An emerging market 

perspective’ 

2021 Perceived ease of use, fun-ness, and 

usefulness positively influence 

customer experience and satisfaction. 

(Lubbe and 

Ngoma, 

2021) 

16 Applications of Artificial 

Intelligence on Customer 

Experience and Service Quality 

of the Banking Sector 

2021 AI improves service quality by 

automating processes, enhancing 

efficiency, accuracy, and speed. 

(Satheesh 

and Nagaraj, 

2021) 

17 Do you mind talking to a 

chatbot?: A quantitative study 

about how chatbots affect the 

digital customer experience 

within Swedish banks 

2021 Most customers are satisfied interacting 

with chatbots in the banking sector. 

(Hultman 

and Zarki, 

2021) 

18 Virtual agents and flow 

experience: An empirical 

examination of AI-powered 

chatbots 

2022 Readability, transparency, 

personalization, responsiveness, and 

ubiquitous connection crucial for a 

pleasant virtual experience and 

improved customer satisfaction. 

(Baabdullah, 

et al., 2022) 

19 The Role of Artificial Intelligence 

in Banking for Leveraging 

Customer Experience 

2022 Emphasizes the role of AI in improving 

customer experience in banking through 

efficient and fast processes. 

(Bhattachary 

and Sinha, 

2022) 

20 Evaluation of Customer 

Satisfaction on Indonesian 

Banking Chatbot Services During 

the COVID-19 Pandemic 

2022 System quality, service quality, and 

information systems significantly affect 

customer satisfaction with banking 

chatbot services during the pandemic. 

(Mulyono 

and 

Sfenrianto, 

2022) 

21 Understanding the user 

satisfaction and loyalty of 

customer service chatbots 

2023 Service quality and satisfaction 

significantly influence chatbot user 

loyalty; service retrieval quality and 

conversational quality affect user 

satisfaction. 

(Hsu et al., 

2023) 

Source: Developed by the authors. 

5. Discussion  

The relationship between successful customer experience and increased customer satisfaction 

has been consistently highlighted in numerous studies, such as the work of Bryant and Colledge 

(2002). Our analysis of various articles reinforces the notion that achieving customer 

satisfaction brings mutual benefits to both consumers and companies. Two key impact areas, 

as illuminated by Hwang and Kim (2021) and Brandtzaeg and Følstad (2017), are the efficiency 
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of chatbots in small financial transactions and the emphasis on time and effort savings. The 

findings from these studies collectively contribute to a positive impact on the overall customer 

experience. In the specific context of the banking industry, Trivedi's study (2019) adds a 

nuanced perspective by revealing a positive impact of chatbots on customer experience but 

noting a negative influence on brand likability, with perceived risk acting as a mitigating factor. 

This divergence among studies emphasizes the multifaceted nature of chatbot interactions, 

indicating the need for a holistic approach in evaluating their effects. Quah and Chua's (2019) 

exploration of chatbot-assisted marketing in the banking industry aligns with the overall 

positive impact on customer experience. Meanwhile, Følstad and Skjuve (2019) and Lubbe and 

Ngoma (2021) converge on the importance of chatbots providing quick and accurate responses 

to basic questions, with factors such as perceived ease of use, fun-ness, and usefulness emerging 

as contributors to overall satisfaction. These findings collectively underscore the significance 

of enhancing user experience through efficient and enjoyable interactions. Delving into virtual 

flow experiences, Baabdullah et al. (2022) identified key aspects like readability, transparency, 

personalization, responsiveness, and ubiquitous connection that significantly influence 

communication quality and customer satisfaction. This shared interest in the nuances of 

customer interactions with chatbots indicates a growing understanding of the factors 

contributing to positive virtual experiences. Suhel et al. (2020) contribute by acknowledging 

the value of chatbots in improving customer experience and automating tasks in the banking 

sector. However, the study emphasizes that chatbots cannot fully replace human interactions, 

recognizing the nuanced dynamics of human-to-chatbot interactions compared to traditional 

human-to-human conversations. This acknowledgment of limitations adds nuance to the 

discourse, emphasizing the irreplaceable role of human agents in certain contexts. 

Numerous studies contribute valuable insights into the multifaceted relationship between users 

and chatbot technology, revealing both advantages and challenges. Hwang and Kim (2021) 

conducted experiments within the banking sector, uncovering that chatbots excel particularly 

in small financial transactions, leading to notable time and cost savings for users. 

Brandtzaeg and Følstad's (2017) exploration of user incentives highlighted time and effort 

savings as paramount factors driving chatbot usage, underscoring the convenience of swift 

access to information. In the banking sector, Trivedi's study (2019) suggested a positive impact 

of chatbots on customer experience, yet a negative influence on brand likability, with perceived 

risk playing a mitigating role. Følstad and Skjuve (2019) stressed the significance of chatbots 

delivering quick and accurate responses to basic questions, enhancing the user experience in 

customer service. Contrasting human-to-human and human-to-chatbot conversations, Hill et al. 

(2015) suggested that individuals can transfer language skills to chatbots, although interactions 

differ in quality and content. Lubbe and Ngoma's (2021) analysis of factors influencing 

customer experience identified perceived ease of use, fun-ness, and usefulness as pivotal 

contributors to overall satisfaction. Delving into consumers' virtual flow experiences with 

chatbots, Baabdullah et al. (2022) identified key aspects such as readability, transparency, 

personalization, responsiveness, and ubiquitous connection that significantly shaped 

communication quality and customer satisfaction. In the banking industry, Quah and Chua's 

(2019) exploration of chatbot-assisted marketing highlighted its effectiveness in enhancing 

customer experience. Suhel et al. (2020) concentrated on the use of chatbots in banking to 

improve customer experience and automate tasks. While recognizing the value of chatbots in 

these capacities, the study concluded that chatbots cannot entirely replace human interactions, 

acknowledging the nuanced dynamics inherent in human-to-chatbot interactions compared to 

traditional human-to-human conversations. 

This analysis reveals several common themes; Firstly, chatbots consistently demonstrate 

efficiency in handling transactions, particularly in the realm of small financial operations, 

leading to significant time and cost savings for users. Secondly, time and effort savings emerge 
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as crucial factors driving chatbot usage, highlighting users' appreciation for quick and 

streamlined access to information. Additionally, the importance of chatbots delivering quick 

and accurate responses to basic questions is emphasized, contributing to an enhanced overall 

user experience in customer service. Moreover, factors such as perceived ease of use, fun-ness, 

and usefulness consistently emerge as pivotal contributors to customer satisfaction with chatbot 

interactions. This underscores the significance of user-centric elements in shaping positive 

perceptions. The analysis also indicates a growing awareness of the nuanced nature of virtual 

flow experiences, with studies identifying key aspects such as readability, transparency, 

personalization, responsiveness, and ubiquitous connection. 

While the majority of studies converge on the positive impact of chatbots on customer 

experience and satisfaction, Trivedi's study (2019) reveals a dichotomy wherein chatbots 

positively influence customer experience but have a negative impact on brand likability. This 

finding suggests that while chatbots contribute to a positive interaction with users, there might 

be reservations or concerns that affect customers' perceptions of the brand. Trivedi's study 

underscores the complexity of the relationship between chatbots and customer sentiment. It 

prompts researchers to delve deeper into understanding the intricacies of user perceptions, 

exploring why the use of chatbots might not align with positive brand associations. Potential 

factors contributing to this divergence could include issues related to trust, transparency, or the 

specific design and implementation of chatbot interactions. Moreover, Suhel et al. (2020) study 

introduces a significant divergence by emphasizing that chatbots cannot entirely replace human 

interactions. This acknowledgment recognizes the unique qualities of human-to-human 

interactions that may not be replicable in human-to-chatbot conversations. It highlights the need 

for businesses to strike a balance between leveraging the efficiency of chatbots and maintaining 

the irreplaceable aspects of human engagement, especially in situations involving complex or 

emotionally sensitive interactions. The nuanced findings highlight the need for a holistic 

approach to evaluating chatbot effects, considering both the benefits and potential challenges. 

Understanding the contextual factors influencing the impact of chatbots on brand likability and 

the limitations in replacing human interactions can guide future research. Moreover, the 

emphasis on factors like perceived ease of use, fun-ness, and usefulness opens avenues for 

exploring design principles that optimize these aspects in chatbot interactions. The insights 

gathered from these studies can inform the development of guidelines and best practices for 

implementing chatbots to enhance overall customer satisfaction across diverse industries. 

 

6. Conclusion 

The landscape of customer service has undergone a profound revolution with the widespread 

integration of chatbots, transforming user interactions across various domains. This study 

delved into the intricate relationship between customer service chatbots and user experience, 

synthesizing findings from diverse studies. The introduction contextualized the rise of chatbots 

in the era of Artificial Intelligence, emphasizing their growing indispensability in diverse 

industries. The literature review explored the definitions and evolution of AI and chatbots, 

delving into their advantages and challenges. Notably, the advantages included 24/7 

accessibility, personalized interactions, cost efficiency, and versatility, while challenges 

encompassed technological, organizational, cultural, and trust-related issues. 

The methodology section elucidated the approach employed in this research, emphasizing a 

literature review methodology. Rigorous criteria guided the selection of literature, focusing on 

articles published between 2010 and 2023, English language proficiency, and thematic 

alignment. The results section presented a chronological overview of 21 analyzed articles, 

showcasing a growing interest in chatbots from 2010 to 2023. 
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In the discussion, commonalities and divergences among studies were synthesized. Key 

common themes included the efficiency of chatbots in small financial transactions, time and 

effort savings, and the importance of quick and accurate responses. However, divergent 

findings, such as the negative impact on brand likability in Trivedi's study and the 

acknowledgment that chatbots cannot fully replace human interactions in Suhel et al. study, 

underscored the nuanced nature of chatbot interactions. These findings highlight the need for a 

holistic approach to evaluating chatbot effects, considering both benefits and challenges. 

In conclusion, this study contributes to a comprehensive understanding of the impact of 

customer service chatbots on user experience and satisfaction. The multifaceted nature of 

chatbot interactions, their advantages, challenges, and the nuanced dynamics of user 

perceptions pave the way for future research. Researchers can delve deeper into contextual 

factors influencing chatbot impact, explore design principles for optimal user experience, and 

guide the development of industry best practices. Ultimately, the evolving discourse on chatbots 

necessitates a continual exploration of their role in shaping the future of customer service. 
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