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Abstract

This study is about the effect of chatbot service quality on customer satisfaction and continuous use intention. Data collection was
conducted for 13 days from October 23 to November 5, 2023, and a survey was conducted on customers who have used chatbot
services. A total of 572 questionnaires were targeted, of which 545 valid data were used for analysis, excluding those that
responded insincerely or did not meet the purpose of the study. The analysis results of this study are as follows: First, chatbot
service quality partially had a significant effect on satisfaction. Second, customer satisfaction had a significant effect on continuous
use intention. Therefore, in order to have a positive impact on continuous use intention, it is necessary to focus on marketing
strategies related to chatbot service quality. Also, research focusing on data analysis and performance evaluation is crucial for
enhancing chatbot services, necessitating studies that address real-time changes. Through sophisticated data analysis and variable
measurement, chatbot services can be effectively improved, leading to enhanced customer satisfaction.
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2. Theoretical Background
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2.1. Chatbot Service
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2.3. Customer Satisfaction
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2.2. Components of Chatbot Service Quality
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2.4. Continuous Use Intention
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3. Research Model and Hypothesis

3.1. Setting Up a Research Model
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2.5. A Study on the Effect of Chatbot Service
Quality on Customer Satisfaction
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Figure 1: Research models
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Certainty will have a positive (+) effect
oncustomer satisfaction.

H2

Customer satisfaction will have a positive(+)
effect on continuous use intention.

Continue to use,
Use frequently,

Continuous use intention Counseling, 4
Recommend
chatbot
Total 17

4. A Research method

4.1. Measurement of VVariables

Table 2: Measuring variables

Variable

Factor Q Scale

Demographic characteristic

Gender, Age 2

General use of
chatbot service Use

Experience
chatbot,

Nominal

2 scale
chatbot

recently

Chatbot
Service
Quality

Trust information,

Help information,
Up-to-date
information,

Provide
information

Reliability

Color Attractive,

Messenger
Intuitive,  Interface 4
Attractive,

Unique Effects

Tangibility

Understand the
problem,
Comfortable
conversation,
Emotion respond,

Identify interests 5-point

Empathy

Respond Likert
conversation, scale
Provide
immediately, 4
Respond
requirements,
Respond questions

Responsiveness

Problem solving,

Accurate
recording, Accurate
knowledge,

Professional
knowledge

Certainty

Customer satisfaction

Satisfy
expectations,
Satisfy needs, 4
Satisfy service,
Right choice
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4.2 Data Collection and Analysis Methods

4.2.1. Data collection
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5. Results and Considerations
5.1. General Characteristics of the Survey Subjects

ZMOHMRIS et EM2 ® 3 It ZCh WA g¥
of40| 72.7%, 0 3 0 2
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Table 3: General characteristics of the survey audience

Variable N %

Gender Male 149 273
Female 39 727

20's under 426 782

20's 32 59

Age 30s 43 79
40's 30 55

50's and over 14 26

Total 545 100

5.2. Current Status of Use of Chatbot Service by
Survey Subjects

ZAMOI AL MR MH|A ALE ol A Z3E B 4 9

rlo
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=AU, HET 5 3| O|LiE17%, 'HEZ 10 2| O|LH(114%) HE
102 O|&(53%) =2 = LIEHHTE
ZZ ZHY ME 0|8 A7l 1 JHE OJ2HFO] 56.9%
HE2 LEtRD, 1~6 72 T'(32.1%),
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Table 4: Chatbot service usage

Variable N %
Once ayear 281 51.6

Experience Within 5 times a year 173 31.7

using mobile

chatbot Within 10 times a year 62 11.4
Over 10 times a year 29 5.3
Less than 1 month 310 56.9

When to use | 1~6 months ago 175 321

mobile chatbot

recently 6 months to 1 year ago 41 7.5
more than 1 year ago 19 35

Total 545 100

5.3. Validation of the Reliability and Validity of the
Measurement Tool
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5.3.1 Confirmatory factor analysis and reliability
verification of chatbot service quality
ME MHAZHO| e =™ aolssd 8l AZe

oY
ol

H 59
MY Qo&M AN KMO ZFE& 897 22 LEHY
M-S0 SRBAT SAHCE Foot Aoz HQlFYL,
Bartlett o T&HY AF Zite |YFHEO 05 Oe=
LIEILL 2018M Zyo| HMetst o= HChE| Ut FEE
570 a2lof ™A 240 Chet dHH2 90.769% 2 LIEFRLCE
2 2010 FME FHEE EW, 20 1 2 HIs X4

=X siZel 4 Jf =&

|0



Min Jeoung KIM /Journal of Korean Artificial Intelligence Association 2-1 (2024) 15-24 21

T 2ilY goloz YYSIYULEL Qol2s =T YE,
e =, St JE, EMI2 4 Jf EYe=
7= ey gz FHSAULL 2003 2 2AHE 0|~
oy, =5t =i, AN M, SE 279 4
=geR 7950 RrYd 222z FIHSALL K22 4 =
SE sl 54 ME, 22 SH 27 SHA 4 2ge=
T4E0 tHEY ez FHSALL 2ol 5 = FF 8,
=M old, BtaAb mep, Horoh Cstel 4 U 2Lz

o2
o2
ot
4%
o

Table 5: Results of confirmatory factor analysis and
reliability validation of chatbot service quality

Factor | Eigen Variance Cronbach's

TEEET T loading| value| (%) a
Accurate
knowledge 0.885
Accurate

. recording 0.885

Certainty 4.311| 21.554 | 0.979
Professional
knowledge 0.872
Prol?lem 0.869
solving
Help 0.894
information
Up-to-date
information 0.892

Reliability 3.864 | 40.874 | 0.979
Trust
information 0.889
Provide 0.888
information
Interface
Attractive 0.903

Unique Effects 0.896

Tangibility 3.840| 60.076 | 0.962
Messenger 0.893
Intuitive ’
Color
Attractive 0.889
Respond | 949
conversation
Provide
immediately 0.915
Responsiveness 3.729| 78.719 | 0.962
Respond
questions 0.912
Respond 0.910
requirements
Emotion 0.726
respond
Understand
Empathy the problem 0.700 | 2.410| 90.769 | 0.965
Identify 0.686

interests

Comfortable

: 0.681
conversation

KMO = .897, Bartlett = .000
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5.3.2. Confirmatory factor analysis and reliability
verification of customer satisfaction
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Table 6: Results of confirmatory factor analysis and
reliability validation of customer satisfaction

Factor n q .
Factor Items loadin 5;?:: x:;mnce :ronbach s
g
Satisfy
needs 0.945
Satisfy 0.938
service :
Customer
satisfaction Satisfy 3514 87.841 954
expect 0.934
ations
Right 0.932
choice .

KMO =.790, Bartlett = .000

5.3.3 Confirmatory factor analysis and reliability
verification of continuous use intention
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Table 7: Results of confirmatory factor analysis and reliability
validation of intention to continue using

G S Factor Eigen Variance Cronbach's
loading value (%) a

Use 0.895
frequently
Continue to
use 0.866

Continuous

. . 2.891 72.283 .866

use intention | Recommend 0.825
chatbot ’
Counseling 0.812

KMO = .583, Bartlett = .000

5.4. Hypothesis verification results

5.4.1. Validation results of hypothesis 1 (chatbot service
guality — customer satisfaction)

7k 11, 1-2, 1-3, 1-4, 1-5 & ASG7| {8t M
MEIAERQ| Bt Q00 M2, f3Y, 34dE U8y,
HAHE EREs2 st nAUERZ FHUBUSLER Ghe
CHE3|HEM S HASIg e 2420 & g1 ZCt

Table 8: Analyzing the impact of chatbot service quality on
satisfaction

Model Unstandardized Standardized t p
coeff. coeff.
B S.E. B
Const. ?'66 0.088 7.493 8'00
Reliability 0.45 0.018 -0.648 25.29 0.00
0
7 2
Tangibility 041 1 9028 0.460 14.94 1 0.00
8 2 0
Empathy 0.43 0.021 0.507 20.62 0.00
4 0 0
Responsivenes 0.01 0.032 0.017 0.469 0.63
s 5 9
. 0.44 23.29 0.00
Certainty 5 0.019 0.512 6 0
R2?=0.796, F= 420.123, P = 0.000, D-W=1.089
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5.4.2. Results of verification of hypothesis 2 (customer
satisfaction — intention to continue use)
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Table 9: Analyzed the impact of satisfaction on intent to
continue using

Unstandardize Standardiz
Modsl d coeff. ed coeff. : P

B S.E. B

0.06 19.87 0.00

Const. 1.345 8 8 0
Custome
r 0.01 45.00 0.00
satisfacti | ©7%0 | 6 0.888 4 0
on
R2=0.789, F=2025.361, P = 0.000, D-W=1.358

5.4.3 Summary of research hypothesis test results
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Table 10: Research hypothesis validation results
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