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Abstract. The authors conducting this research aim to explore consumer acceptance of chatbots in customer
service in VNPT Hue. Based on data collected from 185 users through a convenience sampling approach,
the study utilized SPSS 20.0 software to perform descriptive statistical analysis. The results indicate that
consumers have a relatively positive perception of chatbots, and there are four factors influencing the
chatbot adoption. Certain administrative implications are proposed to help increase awareness and use of

chatbot services in the telecommunications industry.
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1 Introduction

In an era defined by rapid technological advancements and evolving consumer expectations,
businesses are constantly seeking innovative solutions to enhance customer service and
streamline operations. One such solution that has gained significant traction in recent years is the
chatbot. Chatbots are computer programs designed to simulate human conversation through text
or voice interactions, enabling businesses to provide 24/7 support, automate tasks, and
personalize customer experiences. Chatbots are being implemented in various industries,
including tourism, banking, education, marketing, and retail [1, 2]. Several famous chatbots are

acknowledged by companies such as Siri of Apple, Alexa of Amazon, Kik of Facebook.

The increasing popularity of chatbots can be attributed to several factors. Firstly,
consumers are becoming more tech-savvy and accustomed to instant gratification. Consumers
prefer to get real-time responses more than ever before [3, 4]. Thanks to the pre-programmed
system, chatbots are able to reply to the enquiries more quickly than human agents at anytime
and anywhere. In addition, up to a quarter of customers aged 18 to 34 use chatbots for individual
shopping, indicating that the age of those engaging with and interested in technological changes
is getting younger [5]. Furthermore, a study by We Are Social in 2024 reveals that a staggering
66% of the global population has Internet access, highlighting the Internet's integral role in
modern life [6]. This trend creates a fertile ground for online services, including chatbots. A

number of consumers tend to engage in a chatbot conversation for productivity, entertainment,
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and the social-relational benefits they provide [7]. Secondly, businesses are facing mounting
pressure to reduce costs and improve efficiency. Chatbots offer numerous advantages for
companies, including continuous service availability, enhanced customer interaction, data
collection and personalization capabilities, individualized communication, and cost reductions

in service and support [8].

Studies on chatbots were conducted to explore the various aspects of implementing this
smart technology. Some authors have studied consumer satisfaction and loyalty towards chatbot
services. According to [9], service recovery quality and the quality of chatbot conversations
significantly affect user satisfaction, while the core service quality of chatbots has a positive
relationship with loyalty. Additionally, research on chatbots has also focused on the important
aspect of acceptance. The study by [10] shows that user acceptance of chatbots is determined by
various factors such as the authenticity of the conversation, perceived usefulness, and perceived
enjoyment. Furthermore, some studies analyze consumer experiences with chatbots, with [11]
suggesting that user experience is influenced by interaction design. Next, the search for human-
like aspects has also been a focus to help users have a better experience with chatbots. The study
by [12] shows that the politeness of chatbots affects the experience in both positive and negative
ways. Politeness can be perceived as care, support, and encouragement, but it can also be
understood as excessive apologizing, condescension, and unreliability, encompassing both
positive and negative aspects. According to [13], the empathy and friendliness of chatbots have a

positive impact on trust.

Research on chatbots in Vietnam has also received attention and focused on exploring the
acceptance of chatbots in the banking and retail sectors [14-17]. For example, the study by [14]
suggests that the intention to reuse a chatbot is significantly impacted by trust, user satisfaction,
and perceived usefulness. Furthermore, service quality has the highest impact on customer trust,
while system quality has alower impact. As customer trust increases, the frequency of purchasing

goods or using services in subsequent instances also rises [17].

Following the global trend of chatbot adoption, businesses across various sectors in
Vietnam, including VNPT Hue, have also been actively implementing chatbots in customer
service. With the potential to improve customer satisfaction, increase efficiency, and reduce costs,
chatbots are poised to play an increasingly important role in the Vietnamese market. However,
several challenges hinder the widespread acceptance and effective implementation of chatbots.
One key challenge is the lack of awareness and understanding among consumers about the
capabilities and benefits of chatbots. Another challenge is the chatbot’s acceptance among users
in the context of customer service when consumers are too familiar with and dependent on the

service supported by humans.
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Our study aims to investigate how consumers perceive and accept using chatbots in the
context of VNPT Hue's customer service. Specifically, the research seeks to assess the level of
awareness and understanding among VNPT Hue's customers about chatbots and how factors
impact the users’ intention to reuse this new technological application. Then, we provide
recommendations to VNPT Hue on how to improve its chatbot implementation to encourage
greater adoption. This research focuses on VNPT Hue's customer base, particularly young
consumers who are considered early adopters of technology. The research is limited to the context
of customer service and does not explore other potential applications of chatbots. This paper is
structured into five distinct sections. Following the introductory and theoretical overview
sections, the methodology employed in the research is detailed. The subsequent section, Part 4,
delves into the research findings and their implications, culminating in a concluding section that

summarizes the key takeaways and their broader implications.

2 Theoretical background

2.1 Overview of Chatbots

Chatbot definition

The concept of chatbots originated in the 1950s, and by 2016, their implementation had become a
significant technological trend globally [18, 19]. According to [19], “a chatbot is a computer
program that simulates human conversation with an end user.” Advanced chatbots have a
tendency to use conversational Al methods, for example, natural language processing (NLP) to
comprehend the inquiries and give the feedback to consumers [19]. At their core, chatbots are
designed to simulate human conversation to effectively address customer inquiries and provide
assistance. They serve as virtual assistants, available across various communication channels, to
greet customers, answer questions, and offer support. As technology continues to advance,
chatbots are poised to play an even greater role in shaping the future of customer interaction and

communication.

Advantages and limitations of Chatbots

Chatbots offer a wealth of benefits for both businesses and customers. They enable companies to
provide round-the-clock service, ensuring customer inquiries are addressed promptly, regardless
of the time or day [20]. This enhances customer satisfaction while simultaneously reducing
personnel costs. Moreover, chatbots facilitate personalized interactions and enable businesses to
gather valuable customer data, which can be leveraged to tailor offers and marketing strategies.
Thus, chatbots can be considered as smart services since they do “real-time collection, continuous

communication, and interactive feedback” [21]. From the customer's perspective, chatbots offer
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instant support and cater to the growing preference for real-time interaction, particularly among
millennials who favor chat-based communication [3]. This accessibility and responsiveness were
previously unattainable through traditional customer service channels [4]. However, despite the
numerous advantages, chatbots face challenges. Limited user awareness and comprehension
difficulties in handling complex requests can hinder their effectiveness and adoption.
Furthermore, concerns surrounding data privacy and security may deter some users [8].
Successfully addressing these challenges, including improving chatbot comprehension and
ensuring robust data protection measures, will be crucial for fostering greater acceptance and

realizing the full potential of this technology.

Application of Chatbots in customer service

Chatbots have rapidly become indispensable tools across a multitude of industries,
demonstrating remarkable versatility in their applications. Customer service has been
significantly enhanced by chatbots. Chatbots are transforming customer service by offering
businesses efficient and cost-effective solutions like 24/7 availability for instant support, handling
simple queries to free up human agents, providing personalized recommendations to enhance
customer experience, generating and qualifying leads, offering multilingual support for a global
reach, and improving response times for increased efficiency. This not only saves time and
resources but also improves customer satisfaction by providing prompt and efficient support [22].
By leveraging these applications, businesses can enhance customer satisfaction, improve

operational efficiency, and drive business growth.

2.2 The concept of Perception

Perception is a process through which individuals select, organize, and interpret information to
form a meaningful picture of the world around them [23,24]. The perceptual process is how we
take in information from our environment and make sense of it, involving three key stages
including the initial stage, organization stage and interpretation stage. The process of perception
is influenced by stimulating factors from the surrounding environment and the subject itself,
including personal characteristics, stimulus characteristics and situational factors. Perception
plays an important role in shaping consumers' beliefs, attitudes, actions, buying habits, and
purchasing decisions [23,24]. Understanding consumer perception is essential for businesses to

develop effective marketing strategies and create positive customer experiences.

2.3  The concept of Acceptance in the technology context

The technology acceptance model (TAM) proposed by Davis aims to predict users' attitudes
towards technology by considering and examining perceived usefulness (PU) and perceived ease
of use (PEOU) [25]. Later, [26] argued that PU and PEOU have a direct impact on behavioral

8



Jos.hueuni.edu.vn Vol. 134, No. 5D, 2025

intention and that it is unnecessary to consider additional attitude factors. PU and PEOU are
defined as users' beliefs that their experience will be improved by the technology usage [27]. PU
focuses on performance improved by the new technology, while PEOU emphasizes the reduced
effort [28]. Using a chatbot can bring joy, as it can suggest quick and accurate responses,
minimizing waiting times compared to human support services. Perceived enjoyment (PE) is
another essential determinant of primary relevance to technology acceptance behavior [29].
Furthermore, trust (TR) is a significant factor influencing the continued use of chatbots [30]. In
addition, in a technological environment, the need for interaction with a service employee (NFI-
SE) remains an important demand that influences the choice of technology-related services.
Therefore, in this article, perceived enjoyment, trust, and the need for interaction with a service
employee are introduced as factors that have the potential to influence the intention to continue

using a chatbot.

24  Research model and Hypotheses

Perceived usefulness: Perceived usefulness reflects users' belief that using technology brings
benefits to themselves [27]. [29] argue that PU and PEOU are two important factors influencing
consumer satisfaction and behavioral intention. Indeed, adopting new technology is not easy for
many customers as they face various barriers such as time and effort to learn how to use it.
However, when technology provides significant benefits to users, they are likely to overcome
these barriers and continue using it. This is also true for chatbots, as interacting with a machine
or software that is still new can lead to perceived usefulness from users, which contributes to the
repeated use or acceptance of this technology. Specifically, some notable benefits of chatbots
include quick feedback, 24/7 service, and personalized experiences [3, 4, 8]. Research by [10, 14,
27] shows that PU has a positive relationship with satisfaction and the intention to continue using

new technologies, including chatbots. Therefore, the proposed hypothesis is as follows:

H1: Perceived usefulness positively influences consumers' intention to continue using
chatbots.

Perceived ease of use: According to Davis and colleagues' technology acceptance model
(1989), PEOU is an important factor in determining consumer acceptance of new technology [25].
Perceived ease of use is the degree to which an individual believes that using a specific system
will not require much effort [28]. Increasing PEOU can reduce the perception of difficulty and
complexity in using technology [31]. New technologies are still unlikely to be well accepted if
they do not provide good user support during operation. Thus, service providers must be capable
of eliminating consumer doubts and hesitations when using Internet-based services by focusing
on enhancing perceived ease of use [4]. [32] argue that PEOU has a positive relationship with the
intention to use. However, [10, 33] did not find a relationship between these two factors when

some technologies, such as chatbots, are easy to use. Hence, we hypothesized that:
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H2: Perceived ease of use positively influences consumers' intention to continue using
chatbots.

Perceived enjoyment: A product can provide consumers with both functional and
emotional values. Positive emotional values such as joy, excitement, and happiness during
consumption are important as they influence satisfaction and the intention to continue using the
product [29]. Perceived enjoyment is defined as the perception that using a system is enjoyable
for the functional benefits it provides [34]. Some studies have found the impact of PE on the
preference for technology choices such as computers, websites, phones, and e-commerce; for
example, perceived enjoyment has a positive relationship with customer satisfaction when
shopping online [35]. In the context of chatbot applications, consumers may find joy in using it
when it responds quickly, offers answers that exceed the expectations of a machine, or provides
humorous responses. Therefore, PE is considered a factor influencing the intention to continue

[10, 36]. Thus, the hypothesis is proposed:

H3: Perceived enjoyment positively influences consumers' intention to continue using
chatbots.

Trust: For products and services that utilize new technologies like chatbots, it is essential
to create factors that encourage consumers to overcome barriers to acceptance, including the
element of trust. Trust is defined as an individual's willingness to accept the risk or harm
associated with the actions of another party [37]. Or according to [38], trust is also defined as "the
perception of confidence in the reliability and integrity of the exchange partner." Trust plays a
crucial factor in the context of online services [39]. Interacting with a chatbot means that users
may share some personal information to receive answers related to their service usage. This also
leads to the risk of personal information leakage if the security measures are inadequate, causing
consumers to hesitate in using chatbots. Therefore, [40] suggests that using chatbots raises
concerns regarding privacy and security. A lack of trust in chatbots can lead to a refusal to interact
with them, affecting technology acceptance and satisfaction [41]. Conversely, consumers will
continue to share with and use chatbots when they perceive trust in this type of application. [30]
found that trust is a significant factor influencing the continued use of chatbots. Therefore, the
proposed hypothesis is:

H4: Trust in chatbots has a positive impact on the intention to continue using chatbots.

Need for interaction with a service employee (NFI-SE): In the context of technology,
consumers are increasingly exposed to various types of services based on technology platforms
or self-service. However, one of the essential needs of humans is interaction with others [42].
Moreover, [43] argued that the need for interaction with people is still considered a genuine and
important need in the service sector. Customers with a high need for human interaction tend to
choose self-service options less frequently [44]. According to [32], chatbot users have a high
10
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demand for interaction with service staff, preferring human-to-human interaction over human-
to-machine interaction, as negotiating with staff provides a more comfortable and convenient
experience. Furthermore, the need for interaction with an employee is significant to purchase

intention [45]. Hence, we hypothesized that:

H5: Consumers’ need for interaction with a service employee has a negative impact on the

intention to continue using chatbots.

3 Research Methods

The article employs a methodology that combines qualitative and quantitative research. The
qualitative research phase begins with conducting unstructured interviews with a group of
experts, including staff from VNPT regarding the application of chatbots in customer service.
Additionally, a group of five consumers is invited to discuss chatbots, characterized as young
individuals (three aged 18 to 24 and two aged 25 to 34), with a decent level of education (holding
high school and university degree), and with average to above-average income (over 5 million).
The consumers are free to discuss chatbots, including their understanding of chatbots, famous
chatbots, the benefits and limitations of chatbots, and the factors influencing the acceptance of
chatbots. Based on the results of the qualitative data, the author adjusts the measurement scale
and designs a questionnaire for the quantitative research. The quantitative research phase uses a
questionnaire designed with three main parts: screening questions to determine participant
eligibility, main questions pertaining to the core research objectives, and demographic questions
to gather background information on the participants. To ensure the questionnaire's effectiveness
and relevance for both the research topic and participants, a pilot study was conducted with a
sample of fifteen consumers. Based on the feedback obtained, the final version of the

questionnaire was developed and implemented in the main study.

The scales used in the investigation of consumers’ perception and acceptance towards
chatbot use a 5-point Likert scale, in which 1 means strongly disagree and 5 means strongly agree.
The scale was constructed and developed based on theoretical foundations, drawing from
previous studies and adjusted in quantitative research. The scales of understanding about
chatbots (definition, benefits, limitations) are derived from the research of [14, 46—49]. The scales
to estimate the factors influencing the intention to reuse chatbots are modified from [10, 26, 43,
50, 51]. Specifically, PU includes three items: “With AMI, I can work productively”, “With AMI,
I can work more effectively”, “I find AMI to be useful for customer services”. PEOU has three
items, such as “I find AMI to be easy to use”, “The interaction with AMI is clear and
understandable”, “I find it easy to do with AMI what I want”. Three items measure PE, for
example, “Using AMI is entertaining”, “Using AMI is fun”, “Using AMI is exciting”. Trust was

estimated by four items, for instance, “I feel that the chatbots are trustworthy”, “I feel that

11
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chatbots are secure”, “I do not think that chatbots will act in a way that is disadvantageous to
me”, “I trust in chatbots”. NFI-SE is evaluated by 4 items: “Human contact in providing services
makes the process enjoyable for me”, “Personal attention by the service employee is very

important to me”, “I like interacting with the person who provides the service”, “It bothers me to

use a chatbot when I could talk to a person instead”.

The study approached the sample conveniently, conducting surveys at VNPT's transaction
points. They are customers who have used VNPT's chatbot. As Exploratory Factor Analysis (EFA)
is applied in this research, the formula for identifying the sample size provided by [52]: n=5 x 20
=100 (20 is the number of observed variables). A total of 230 questionnaires were released, and
185 valid responses were collected. The analysis involved employing descriptive statistical
methods, which aim to summarize and describe the main features of the dataset. This approach
provides a clear and concise overview of the responses, enabling researchers to identify key
trends and patterns. Moreover, by employing EFA and multiple regression analysis, the authors
could effectively analyze and figure out the key findings of the study, providing a foundation for

further analysis and interpretation.

4 Research results and Discussion
41 Chatbot applications in customer service at VNPT

As a leading technology corporation pioneering digital transformation in Vietnam, VNPT has
always prioritized customer care, considering it a key factor in customer retention, satisfaction,
and sustainable market development. Embracing global trends and leveraging its technological
advantages and skilled workforce, on June 5, 2021, VNPT officially introduced "VNPT AMI
Virtual Assistant” — a chatbot capable of natural language processing, contextual awareness,
automatic connection to customer management systems, and multi-channel integration across

various customer touchpoints [53].

Based on advanced technologies and platform models, VNPT AMI can analyze and predict
user intent based on their conversation, subsequently engaging in natural language dialogue.
VNPT AMI can even understand casual user input to analyze, filter requests, and identify
relevant keywords, eliminating the need for users to follow rigid processes or scripted questions.
The artificial intelligence (AI) powering VNPT AMI analyzes conversations and user intent,
overcoming limitations faced by previous chatbot generations. As a result, customers interacting
with VNPT AMI can directly address their concerns without navigating through predefined
buttons, receiving the most relevant responses. This virtual assistant possesses self-learning
capabilities, enabling it to recognize, analyze, evaluate, and make decisions in customer support.

"non

By simply asking questions or using keywords like "Number porting," "SIM replacement," or
"Promotion,” customers receive immediate answers with a single "touch," eliminating the need

12
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for time-consuming multi-step searches. VNPT also launched a Callbot system capable of
interacting with customers through phone channels, similar to a VNPT call center agent. With its
multitasking capabilities and automatic connection to customer management systems, Callbot
can quickly fulfill customer requests with a high degree of personalization, accurately identifying
their needs, responding effectively, and guiding conversations like a human agent. With VNPT
AMI Chatbot and the Callbot system, all customer needs and concerns related to VNPT services
are promptly addressed, ensuring a satisfying experience even for the most demanding

customers.

VNPT continues to invest in and develop its "intelligent virtual assistants" to further
enhance their effectiveness. Currently, VNPT AMI handles approximately 200,000 chat sessions
nationwide each month, accounting for nearly 80% of VNPT's total customer interactions across
multiple channels [54]. In addition, VNPT AMI supported nearly 4,000 chat sessions in the last
month of 2023, generating substantial mobile and fixed broadband orders, notably handling
nearly 1,300 sessions for subscriber information retrieval/updates, a task that would be
unmanageable with the limited human resources in the area. Besides the 24/7 direct customer
support channels of VNPT AMI Chatbot and hotlines 18001166/18001091, VNPT offers various
other support channels, such as the My VNPT self-care app, Vinaphone Plus, VNPT Pay, and
integrated automated support on platforms like vnpt.com.vn, shop.vnpt.vn, onesme.vn, VNPT
Vinaphone's Facebook page, Zalo, and Telegram. These digital transformation initiatives by
VNPT ensure swift customer consultation and support, alleviating congestion on traditional

channels.

4.2  Sample characteristics

According to the survey results, the number of males is 76, accounting for 41.1%, while females
number 109 (58.9%). In terms of age, the largest group of survey participants is those aged 25 to
35, with 89 individuals, equivalent to 48.1%, followed by the age group of 18 to 24 with 81
individuals (44.3%). Regarding the education, over 80% of consumers in this survey hold a
university or college degree. In terms of occupation, more than 50% of respondents work in office
jobs and in business. Additionally, freelancers and students also represent a significant
proportion, with about 40% for both of these groups. In terms of income, over 50% of respondents
earn more than 5 million VND per month, followed by those earning between 3 to 5 million VND
at 26.7%. Thus, it can be said that the survey participants are young individuals with relatively
high educational levels, average income, and flexibility in their work. This profile suggests a

technologically-savvy demographic comfortable with digital tools and services like chatbots.

13
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4.3  Customer perceptions of Chatbots
Customer definition to Chatbots

The survey results in Table 1 show that a high percentage of young people understand what a
chatbot is as "a software designed to create intelligent conversations between computers and
humans" at 38.4%, and "an automated response system based on pre-existing questions" at 22.7%,
and "a tool that helps answer customer questions anytime" at 18.4%. This reflects a general
understanding among people about chatbots as basic utilities that allow for use anytime and
anywhere without waiting for a call center representative. However, the responses are limited
due to being pre-set, and this represents intelligent conversation between humans and
computers, which is quite novel for young people. The remaining understandings that young

"non

people are less familiar with include "a tool that uses artificial intelligence (AI)," "a virtual
assistant on the Internet," and "a robot that can converse" with respective rates of 11.4%, 5.9%,
and 3.2%. This is because these concepts require a deeper grasp of information technology and
the evolving capabilities of artificial intelligence. This knowledge gap may stem from a lack of

exposure to or education about the underlying technologies driving chatbot development.

Customer awareness of the benefits of Chatbots for businesses

The survey indicates that the benefits of chatbots for businesses that implement them are
significant, with a very high selection rate for "Handling multiple customer requests
simultaneously" and "Saving on personnel costs," both at 95.1%. This outcome is also found in
Germany, where respondents thought that there is no time pressure for staff (41%) and no
assistance costs and fees (40%) with the chatbot adopting [47]. In fact, chatbot usage can lead to
potential savings of $23 billion in the U.S [55]. Moreover, the advantage of "Quick responses to
customer questions/requests” has a proportion of 89.7%, which is essential for businesses to

promptly engage with customers and avoid situations where customers do not receive answers,

Table 1. Customer definition of Chatbots

Consumer definition to chatbot Number (N)  Percentage (%)

An automated response system based on pre-existing questions. 42 227
A software designed to create intelligent conversations 71 38.4
between computers and humans.

A tool that helps answer customer questions anytime. 34 18.4
A tool that uses artificial intelligence (AI). 21 114
A robot that can converse. 6 3.2
A virtual assistant on the Internet. 11 5.9

Source: Authors’ data processing, 2024

14
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Table 2. Customer awareness of the benefits of Chatbots for businesses

Benefits Number (N)  Percentage (%)

Saving on personnel costs. 176 95.1
Quick responses to customer questions/requests. 166 89.7
Meeting each customer's needs/requests. 131 70.8
Collecting customer data. 72 389
Increasing the customers’ engagement. 20 10.8
Handling multiple customer requests simultaneously. 176 95.1
Keeping the continuous data during the conversation to each 84 45.4
customer.

Keeping the consistency in the answers to customers. 54 29.2

Source: Authors’” data processing, 2024

leading to loss of clientele. The results of this study are consistent with the reasons why users
continue to use chatbots in [46, 49]. Specifically, in a survey of 2,046 people, 37% of users felt that
they could always access the chatbots, and 26% of users received answers from the chatbot faster

than if they searched for the information themselves [46].

The next benefit is "Meeting the needs/requirements of each customer” with a high rate of
70.8% because the tasks in the chatbot are pre-programmed and the entire workflow is
systematized, allowing the chatbot to address specific customer requests, leading to high
customer satisfaction. According to a study by [56] involving over 6,000 users, 50% of them
believe that chatbots can answer specific questions sent to customer service centers. Therefore, it
can be said that robots can manage human tasks to some extent. Furthermore, 45.4% of users
think that chatbots are useful to “keep the continuous data during the conversation to each
customer.” In addition, chatbots can support to “keep the consistency in the response to
customers” (29.2%) since they get the prepared answers in the system. These findings are also
found in the research of [49], in which 64% of respondents can approach 24-h chatbot service. The

remaining benefit is increasing the customers’ engagement (10.8%).

Limitations/ barriers of Chatbots

The study results in Table 3 confirm that while chatbots offer numerous benefits, they still face
significant limitations. The predominant limitation is “limited response” (97.8%) as the answers
are pre-programmed. Thus, it restricts the chatbot's ability to respond. This outcome is similar to
the study of [48, 57], in which users doubt chatbots’ usefulness (24%) or their capability of
handling the individual (55%) and complex enquiries (54%). The next is "Interaction language is

not as natural as human language" has a rate of 94.1% because the machine's language reads each

15



Nguyen Thi Thuy Dat et al. Vol. 134, No. 5D, 2025

Table 3. Limitations/ barriers of Chatbots

Limitations/ barriers Number (N) Percentage (%)
Interaction language is not as natural as human language. 174 94.1
Undetailed answer 141 76.2
Limited response 181 97.8
Unsolved questions 70 37.8
Lack of data protection 147 79.5
Others 8 4.3

Source: Authors’” data processing, 2024

word separately and lacks fluency due to the slow processing speed of the computer system,
making it less pleasant to hear than human speech; thus, this is a limitation of chatbots. [58] argue
that chatbot conversations have shorter text and a limited vocabulary compared to conversations
with humans. This is the problem of consumers in Germany when there is a failure to distinguish
between human and machine (32%) [48]. Therefore, users believe that humans can better meet
customer needs, have higher reliability, and greater empathy [47] and have no desire to

communicate with a computer [46, 59].

Moreover, “Lack of data protection” with the proportion of 79.5% is also the concern of
consumers when making the conversation chatbot. In fact, some personal information can be
collected by a chatbot, then might be used for different purposes, including the good and bad.
This problem is the worry of customers in studies such as [48, 60]. "Answers are not detailed" has
a rate of 76.2% because the responses are pre-programmed and need to be concise, so they are
not as detailed as those from a call center staff member, which is why people tend to choose this
option quite frequently. This situation was found in the United States and the United Kingdom,
where the rate of people not receiving detailed answers is 41% in the U.S. and 47% in the U.K.
[61]. "Unsolved questions" accounts for 37.8%, indicating that chatbots have not managed to
resolve customer issues to a significant extent. Thus, 47.5% of people state that chatbots give too
many unhelpful responses [60]. Striking a balance between automated efficiency and human-like
interaction will be key to overcoming these limitations and fostering greater user acceptance of

chatbots as valuable tools for communication and service delivery.
44  Customer acceptance of Chatbots

Scale Reliability Testing

The result in Table 4 indicates that the measurement scales for this research have high reliability
and are suitable for the next analyses because the Cronbach's Alpha coefficient is equal to 0.634

(> 0.6) and the total correlation coefficient is greater than 0.3 [62].
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Table 4. Cronbach's Alpha Reliability Analysis Results

Variables Cronbach's Alpha
Perceived usefulness (PU) 0.631
Perceived ease of use (PEOU) 0.634
Perceived enjoyment 0.723
Trust (TR) 0.699
Need for interaction with a service employee 0.924
Intention to reuse (IR) 0.645

Source: Data analysis conducted by authors
Examining Variables through Exploratory Factor Analysis (EFA)

From Table 5, the results of the EFA indicate the validity and reliability of the measurement
model. The KMO coefficient of 0.681 ranging from 0.5 to 1 and a significant Sig. level (< 0.05)
show that EFA is suitable for this data [52]. Bartlett's Test of Sphericity with Sig. with 0.000 means

that variables in this dataset do not form an identity matrix and are suitable for factor analysis.

Five factors emerge, explaining a total variance of 65.551%, exceeding the 50% benchmark
with an Eigenvalue threshold of > 1 (Table 6). In other words, these elements effectively explain
the data's variability. These results collectively provide strong evidence for the construct validity

and appropriateness of the factor structure when investigating consumer intention to reuse
VNPT's Chatbot AML

According to the result in Table 7, EFA for the dependent variable is with three observed
variables. KMO figure is over 0.5, and the significance of Barlett’s Test of Sphericity is 0.000.
Furthermore, explaining a total variance of 63.70% (> 50%) and factor loadings more than 0.5

confirm that the factor analysis is satisfied.

Table 5. Assessing the suitability of factor analysis for the independent variable using KMO and Bartlett's

Test
KMO Measure of Sampling Adequacy 0.681
Barlett’s Test of Sphericity Approx. Chi-Square 1218.217
Df 136
Sig. 0.000

Source: Data analysis conducted by authors

17



Nguyen Thi Thuy Dat et al. Vol. 134, No. 5D, 2025

Table 6. Rotated Factor Matrix

Observed variables Component Factor Loadings
1 2 3 4 5

NFI-SE4 0.911

NFI-SE3 0.898

NFI-SE1 0.889

NFI-SE2 0.878

TR4 0.793

TR3 0.722

TR2 0.671

TR1 0.652

PE1 0.825

PE3 0.791

PE2 0.770

PEOU3 0.800

PEOU1 0.734

PEOU2 0.724

PU1 0.818
PU3 0.732
PU2 0.657
Eigenvalues 1.396

Cumulative Total Variance Extracted (%) 65.551

Source: Data analysis conducted by authors

Table 7. EFA findings for the dependent variable

KMO Measure of Sampling Adequacy 0.637
Measure of Sampling Adequacy (Sig.) 0.000
Cumulative Total Variance Extracted 58.619
Eigenvalues 1.579
IR2 0.799
IR3 0.792
IR1 0.700

Source: Data analysis conducted by authors
Correlation analysis and regression results

From the correlation matrix, the dependent variable and five independent variables have a linear
relationship. Pearson correlation analysis shows that there is a significant relationship. An
adjusted R square of 0.628 indicates that the model accounts for 62.8% of the variance in consumer

acceptance. Moreover, there is no autocorrelation as the Durbin-Watson statistic is 2.019 in the
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Table 8. Regression results

Unstandardized Standardized
Model Coefficients Coefficients t-statistic Sig. VIF
B Std. Error Beta
Constant 0.828 0.334 2.477 0.014
PU 0.642 0.049 0.629 13.182 0.000 1.125
NFI-SE -0.126 0.024 -0.244 -5.171 0.000 1.110
PE 0.027 0.043 0.029 0.634 0.527 1.027
PEOU 0.085 0.042 0.092 2.011 0.046 1.041
TR 0.154 0.047 0.156 3.288 0.001 1.120

a. Dependent Variable: IR

Adjusted R square=0.628

Durbin-Watson = 2.019

Source: Data analysis conducted by authors

range from 1.802 to 2.198. ANOVA results (p = 0.000) confirm the significance of the model. In
addition, multicollinearity is in acceptable limits as the VIF figures for independent variables are
less than 10. These outcomes collectively confirm the substantial influence of the identified factors

on consumer adoption.

The t-test independent variables including TR, PU, PEOU, and NFI-SE have low p-values
with Sig. < 0.05. This means that the regression model is suitable and the relationship among

factors is significant. The regression equation can be shown as follows:

Y =0.629 x PU - 0.244*NFI-SE + 0.092*PEOU + 0.156*TR @)

The outcomes from the multiple regression analysis indicate that hypotheses H1, H2, H3,
H4 and H5 are supported (Table 9).

Table 9. Hypothesis Testing Results

Hypothesis Relationship itoa;(fiii::riﬁftegae ta) p-value Result

H1 PU - IR 0.629 0.000 Supported

H2 PEOU— IR 0.092 0.046 Supported

H3 PE — IR 0.029 0.527 Not supported
H4 TR — IR 0.156 0.001 Supported

H5 NFI-SE IR -0.244 0.000 Supported

Source: Data analysis conducted by authors
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From the multiple regression equation, consumer acceptance of chatbots is influenced by
four main factors. Perceived usefulness has the most positive impact on the intention to reuse
chatbots among service users. This result is consistent with [10, 14, 27]. In fact, the benefits of
using an application are always a motivation for users to engage with it. For chatbots in services,
this may mean receiving quick responses, 24/7 availability, and increased work efficiency.
Similarly, this research indicates that trust and the intention to use continuously have a positive
relationship, a finding emphasized by [14, 17, 30]. The use of technology-based services today
always carries risks for customers, such as the leakage and theft of personal information or being
monitored. Therefore, to persuade and maintain the use of the application, it is necessary to create
and sustain trust in the service. In fact, some studies have shown that establishing initial trust in

chatbot services plays a crucial role in increasing the intention to use chatbots [63].

Moreover, our results show that perceived ease of use positively influences the users’
adoption, which is in line with [32]; when the authors suggest that users find using chatbots easy,
user-friendly, and without any difficulties, they are more likely to continue using them. However,
the results of this study differ from those of [10, 33], as these studies did not find a relationship
between perceived ease of use and the intention to continue using. This can be explained by the
fact that the research sample focused on young people, who are very tech-savvy, so for them,
using chatbots poses no challenges. Therefore, this factor is not perceived by customers as strong

enough to influence their intention to use.

Finally, the factor of the need for interaction with service staff negatively impacts the
intention to continue using the service. Currently, chatbots still have limitations in serving
customers in the service sector, such as limited responses and mechanical conversations [48, 57,
58]. As a result, sometimes chatbot applications cannot serve customers without human
intervention, as humans can provide a better customer experience [33]. Therefore, some
customers still prefer to interact with humans. The more customers need interaction with service
staff, the less they prefer to use chatbots. Our results are supported by [44, 64] as the authors also
found that NFI-SE and the intention to reuse have an inverse relationship in technology-based

services.

5  Conclusion and Implications

This study examines how consumers perceive chatbots and what factors influence the users’
acceptance in the context of VNPT Hue's customer service. The findings reveal that consumers
generally have a good understanding of chatbots. However, there is a knowledge gap regarding
the advanced capabilities of chatbots, such as Al integration and virtual assistance. While
consumers acknowledge the benefits of chatbots, such as quick responses and 24/7 availability,

they also identify limitations, including the inability to handle complex requests and the lack of
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natural language processing. The findings of this chatbot perception study align with previous
studies, confirming findings like the desire for quick responses and concerns about complex
queries and data privacy. The outcome also confirms the role of the TAM model in the
explanation of the users’ adoption in the chatbot service context. Perceived usefulness and
perceived ease of use show their positive impact on the reusing intention. Additionally, the factor
of trust is identified as contributing to the promotion of user acceptance. Finally, our research
contribution is also reflected in identifying the role of the need for interaction with service staff
in relation to the intention to continue using chatbots in the context of customer service

applications.

To enhance chatbot implementation and adoption in VNPT Hue's customer service, several
implications emerge from the research findings. Firstly, VNPT Hue should prioritize improving
the chatbot's Al and natural language processing capabilities to address limitations identified in
the study and to decrease the need for interaction with service employees, such as enhancing its
ability to understand complex queries and personalize interactions. Secondly, addressing data
privacy concerns is crucial to increasing the users’ trust, which can be achieved through robust
data protection measures like encryption and clear communication of data privacy policies.
Thirdly, actively promoting the chatbot's advanced features and benefits, such as quick responses
and 24/7 availability, can raise consumer awareness and understanding. Fourthly, integrating the
chatbot with popular platforms like Facebook and Apple can enhance accessibility and
familiarity, potentially increasing usage and adoption. Fifthly, continuously gathering user
feedback through surveys and analysis of user interactions can identify areas for improvement
and enhance the chatbot's capabilities. By addressing these implications, VNPT Hue can enhance
its chatbot implementation, improve customer satisfaction, and encourage greater adoption of

this technology.

It is important to acknowledge that this study has certain limitations. Firstly, its
convenience sampling method, focused on VNPT Hue's customer base and young consumers,
may not represent the broader population's views. Secondly, the research model primarily relies
on a well-known model to explain perception and acceptance. In the future, studies could
experiment with other models and theories such as U&G and UTAUT to examine additional
factors that may influence user acceptance. Finally, the research overlooks certain factors of
chatbots that have been identified as helping to create a more human-like interaction, as these
factors could improve the chatbot service experience and, in turn, affect the intention to continue
using it. Therefore, future studies could integrate these factors to provide a clearer explanation of

the elements influencing user acceptance.

21



Nguyen Thi Thuy Dat et al. Vol. 134, No. 5D, 2025

Acknowledgments

The authors would like to express their gratitude to the Science and Technology Department of

Hue University for supporting the implementation of this research with project code DHH2023-
06-120.

10.

11.

22

References

Mindbrowser  (2017),  Chatbot  Survey 2017,  Retrieved  20/7/2024, from
http://mindbowser.com/chatbot-market-survey-2017/. (Accessed 22 March 2020)

Chen, ].-S., Le, T.-T.-Y. and Florence, D. (2021), Usability and responsiveness of artificial
intelligence chatbot on online customer experience in e-retailing, International Journal of Retail and
Distribution Management, 49(11), 1512-1531, doi: 10.1108/[J]RDM-08-2020-0312.

Mero, J. (2018), The effects of two-way communication and chat service usage on consumer
attitudes in the E-commerce retailing sector, Electronic market, 28(2), 295-217.
https://doi.org/10.1007/s12525-017-0281-2.

Chung, M., Ko, E,, Joung, H. and Kim, S.  J. (2018), Chatbot e-service and customer
satisfaction regarding luxury brands, Journal of Business Research,
doi: 10.1016/j.jbusres.2018.10.004.

Chatbots Magazine (2019), Chatbot Report 2019: Global Trends and Analysis. Retrieved
20/7/2024, from  https://chatbotsmagazine.com/chatbot-report-2019-global-trends-and-
analysis-a487afec05b.

We Are Social (2024), Digital 2024: 5 billion social media users, Retrieved 20/7/2024, from
https://wearesocial.com/id/blog/2024/01/digital-2024-5-billion-social-media-users/.
Brandtzaeg, P. B. and Felstad, A. (2017), Why people use chatbots, In International Conference
on Internet Science, Springer, Cham, 377-392.

Zumstein, D., & Hundertmark, S. (2017), Chatbots—An Interactive Technology for

Personalized Communication, Transactions and Services, IADIS International Journal on
WWW/Internet, 15, 96—-109.

Hsu, C. L., & Lin, J. C. C. (2023), Understanding the user satisfaction and loyalty of customer
service chatbots, Journal of Retailing and Consumer Services, 71, 103211.

Rese, A., Ganster, L., & Baier, D. (2020), Chatbots in retailers” customer communication: How
to measure their acceptance?, Journal of Retailing and Consumer Services, 56, 102176.

Haugeland, I. K. F., Folstad, A., Taylor, C., & Bjerkli, C. A. (2022), Understanding the user
experience of customer service chatbots: An experimental study of chatbot interaction

design, International Journal of Human-Computer Studies, 161, 102788.


https://doi.org/10.1007/s12525-017-0281-2
https://chatbotsmagazine.com/chatbot-report-2019-global-trends-and-analysis-a487afec05b
https://chatbotsmagazine.com/chatbot-report-2019-global-trends-and-analysis-a487afec05b
https://wearesocial.com/id/blog/2024/01/digital-2024-5-billion-social-media-users/

Jos.hueuni.edu.vn Vol. 134, No. 5D, 2025

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.
24.

Bowman, R., Cooney, O., Newbold, J. W., Thieme, A., Clark, L., Doherty, G., & Cowan, B.
(2024), Exploring how politeness impacts the user experience of chatbots for mental health
support, International Journal of Human-Computer Studies, 184, 103181.

Cheng, X., Bao, Y., Zarifis, A., Gong, W., & Mou, J. (2021), Exploring consumers' response to
text-based chatbots in e-commerce: the moderating role of task complexity and chatbot
disclosure, Internet Research, 32(2), 496-517.

Nguyen, D. M., Chiu, Y. T. H,, & Le, H. D. (2021), Determinants of continuance intention
towards banks’ chatbot services in Vietnam: A necessity for sustainable
development, Sustainability, 13(14), 7625.

Le, X. C. (2023), Research on the factors influencing customers' intention to use chatbots: A
perspective from Vietnam, Ho Chi Minh City Open University Journal of Science, 18(5), 33-47.
DOI:10.46223/HCMCOU]JS.econ.vi.18.5.2407.2023.

Nguyen, M. T. & Dinh, V. H. T. (2023), Study on the factors influencing customer acceptance of Al
Chatbots at several commercial banks, Retrieved 20/7/2024 from
https://tapchinganhang.gov.vn/nghien-cuu-cac-yeu-to-tac-dong-den-su-chap-nhan-chatbot-
ai-cua-khach-hang-tai-mot-so-ngan-hang-thuon.htm.

Nguyen, T. K. C,, Vu, H. N. & Tran, D. H. (2023), Study on the impact of Al Chatbots on
online consumer repurchase behavior, Journal of Banking Science and Training, 259(12), 48-57.
Baier, D., Rese, A., & Roglinger, M. (2018), Conversational User Interfaces for Online Shops? A
Categorization of Use Cases, InICIS, Retrieved 20/7/2024 from https://www.fim-
rc.de/Paperbibliothek/Veroeffentlicht/822/wi-822.pdf

IBM (2024), What is chatbot, Retrieved 20/7/2024 from
https://www.ibm.com/topics/chatbots#:~:text=A%20chatbot%20is%20a%20computer,and %2
Oautomate%20responses%20to%20them.

Thomaz, F., Salge, C., Karahanna, E. and Hulland, J. (2020), Learning from the dark web:
leveraging conversational agents in the era of hyper-privacy to enhance marketing, Journal of
the Academy of Marketing Science, 48(1), 43—63, doi: 10.1007/s11747-019-00704-3.

Wiinderlich, N. V., Heinonen, K., Ostrom, A. L., Patricio, L., Sousa, R., Voss, C., & Lemmink,
J. G. (2015), Futurizing smart service: implications for service researchers and
managers, Journal of Services Marketing, 29(6/7), 442—447.

Accenture (2018), Why Chatbots Are Key to the Future of Customer Experience, Retrieved
20/7/2024, from https://www.accenture.com/us-en/insight-digital-customer-service-
Chatbots.

Kotler, P. & Amstrong, G. (2017), Principles of Marketing, 17th ed., Pearson Education, Harlow.

Solomon, M. R. (2019), Consumer Behavior Buying, Having, and Being, 15" ed, Pearson.

23


http://dx.doi.org/10.46223/HCMCOUJS.econ.vi.18.5.2407.2023
https://tapchinganhang.gov.vn/nghien-cuu-cac-yeu-to-tac-dong-den-su-chap-nhan-chatbot-ai-cua-khach-hang-tai-mot-so-ngan-hang-thuon.htm
https://tapchinganhang.gov.vn/nghien-cuu-cac-yeu-to-tac-dong-den-su-chap-nhan-chatbot-ai-cua-khach-hang-tai-mot-so-ngan-hang-thuon.htm
https://www.ibm.com/topics/chatbots#:~:text=A%20chatbot%20is%20a%20computer,and%20automate%20responses%20to%20them
https://www.ibm.com/topics/chatbots#:~:text=A%20chatbot%20is%20a%20computer,and%20automate%20responses%20to%20them
https://www.accenture.com/us-en/insight-digital-customer-service-chatbots
https://www.accenture.com/us-en/insight-digital-customer-service-chatbots

Nguyen Thi Thuy Dat et al. Vol. 134, No. 5D, 2025

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

24

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989), Technology acceptance model, | Manag
Sci, 35(8), 982-1003.

Venkatesh, V., & Davis, F. D. (1996), A model of the antecedents of perceived ease of use:
Development and test, Decision sciences, 27(3), 451-481.

Bhattacherjee, A. (2001), Understanding information systems continuance: An expectation-
confirmation model, MIS quarterly, 351-370.

Davis, F. D. (1989), Technology acceptance model: TAM. Al-Suqri, MN, Al-Aufi, AS:
Information Seeking Behavior and Technology Adoption, 205, 219. Davis et al., 1992.

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992), Extrinsic and intrinsic motivation to use
computers in the workplace 1, Journal of applied social psychology, 22(14), 1111-1132.
Rajaobelina, L., Prom Tep, S., Arcand, M., & Ricard, L. (2021), Creepiness: Its antecedents and
impact on loyalty when interacting with a chatbot, Psychology & Marketing, 38(12), 2339-2356.
Sarkar, S., Chauhan, S., & Khare, A. (2020), A meta-analysis of antecedents and consequences
of trust in mobile commerce, International Journal of Information Management, 50, 286-301.
Ashfaq, M., Yun, J., Yu, S., & Loureiro, S. M. C. (2020), I, Chatbot: Modeling the determinants
of users’ satisfaction and continuance intention of AlI-powered service agents, Telematics and
Informatics, 54, 101473.

Wu, J. H,, & Wang, S. C. (2005), What drives mobile commerce?: An empirical evaluation of
the revised technology acceptance model, Information & management, 42(5), 719-729.
Venkatesh, V. (2000), Determinants of perceived ease of use: Integrating control, intrinsic
motivation, and emotion into the technology acceptance model, Information systems
research, 11(4), 342-365.

Suki, N. M., & Suki, N. M. (2007), Online buying innovativeness: effects of perceived value,
perceived risk and perceived enjoyment, International journal of Business and Society, 8(2), 81.
Ashfaq, M., Yun, J., Waheed, A., Khan, M. S., & Farrukh, M. (2019), Customers’ expectation,
satisfaction, and repurchase intention of used products online: Empirical evidence from
China, Sage Open, 9(2), 2158244019846212.

Mayer, R. C., Davis, J. H.,, & Schoorman, F. D. (1995), An integrative model of organizational
trust, Academy of management review, 20(3), 709-734.

Morgan, R. M. (1994), The commitment-trust theory of relationship marketing, Journal of
Marketing.

Zarmpou, T., Saprikis, V., Markos, A. & Vlachopoulou, M. (2012), Modeling users’
acceptance of mobile services, Electronic Commerce Research, 12, 225-248.

Folstad, A., & Brandtzeeg, P. B. (2017), Chatbots and the new world of HCI, Interactions, 24(4),
38-42.



Jos.hueuni.edu.vn Vol. 134, No. 5D, 2025

41.

42.

43.

44.

45.

46.

47.

48.

49.

50.

51.

52.

Hoff, K. A., & Bashir, M. (2015), Trust in automation: Integrating empirical evidence on
factors that influence trust, Human factors, 57(3), 407-434.

Baumeister, R. F., & Leary, M. R. (2017), The need to belong: Desire for interpersonal

attachments as a fundamental human motivation, Interpersonal development, 57-89.

Dabholkar, P. A., & Bagozzi, R. P. (2002), An attitudinal model of technology-based self-
service: moderating effects of consumer traits and situational factors, Journal of the academy of

marketing science, 30, 184-201.

Kokkinou, A., & Cranage, D. A. (2015), Why wait? Impact of waiting lines on self-service
technology use, International Journal of Contemporary Hospitality Management, 27(6), 1181-1197.

Pereira, T., Limberger, P. F., & Ardigd, C. M. (2021), The moderating effect of the need for
interaction with a service employee on purchase intention in chatbots, Telematics and
Informatics Reports, 1, 100003.

Kayak (2017), Mobile Travel Report, Retrieved 20/7/2024 from
https://www.kayak.de/news/wp-con-tent/uploads/2017/05/DE_Report-compressed-1.pdf.

LivePerson (2017), How Consumers View Bots in Customer Care, Retrieved 20/7/2024, from
https://docsend.com/view/826nkc4.

YouGov (2017), Communication via chatbot: Are your customers ready for the next level of customer
service?. Retrieved 20/7/2024, from
https://d25d2506sfb94s.cloudfront.net/r/52/YouGov_Report_Kommunikation_per_Chatbot.
pdf?mkt_tokVsey]pljoiT1RSak5qWTJPV1I5TXpFMylsInQiOilzK1YwWjJrRVJEYWErcExcL2
9XSGo5QTVLZ3ASNmMIwb2ZCamp5RnBNREJoU1ZHblo1XC8zalhSMWN1Rjh4Z0gwWEN
RZFBtUVZINGsrQVo2aGIEYINIb2IBUmx1UIVEWGQ4YTZ5WHBDMWMxcVJkUUtCbFN
nU3p6cTMwendwWFdSaGFMIn0%3D.

Drift, SurveyMonkey, Salesforce und myclever (2018), The 2018 State of Chatbots Report,
Retrieved 20/7/2024, from https://www.drift.com/wp-content/uploads/2018/01/2018-state-of-
chatbots-report.pdf.

Rauschnabel, P. A., Rossmann, A., & tom Dieck, M. C. (2017), An adoption framework for

mobile augmented reality games: The case of Pokémon Go, Computers in human behavior, 76,
276-286.

Ng, M., Coopamootoo, K. P., Toreini, E., Aitken, M., Elliot, K., & van Moorsel, A.
(2020, September), Simulating the effects of social presence on trust, privacy concerns & usage
intentions in automated bots for finance, In 2020 IEEE European symposium on security and
privacy workshops (EuroS&PW), 190-199, IEEE.

Hair, J. F,, Ringle, C. M., & Sarstedt, M. (2011), PLS-SEM: Indeed a silver bullet, Journal of
Marketing theory and Practice, 19(2), 139-152. DOI: 10.2753/MTP1069-6679190202

25


https://docsend.com/view/826nkc4
https://www.drift.com/wp-content/uploads/2018/01/2018-state-of-chatbots-report.pdf
https://www.drift.com/wp-content/uploads/2018/01/2018-state-of-chatbots-report.pdf

Nguyen Thi Thuy Dat et al. Vol. 134, No. 5D, 2025

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

26

VNPT (2021), VNPT hé tro gidi ddp khdch hang 24/7 thong qua tro Iy do AMI. Retrieved 7/20/2024,
from https://vnpt.com.vn/tu-van/vnpt-ho-tro-giai-dap-khach-hang-24-7-thong-qua-tro-ly-
ao-ami.html.

VNPT (2022), Chatbot liéu ¢ thé thay déi nhin sw nganh cham séc khich hang trong twong lai?.
Retrieved 7/20/2024, from https://vnpt.com.vn/tin-tuc/chatbot-lieu-co-the-thay-doi-nhan-su-

nganh-cham-soc-khach-hang-trong-tuong-lai.html.

Cherniak, K. (2024), BEST Chatbot statistics for 2024. Retrieved 20/7/2024, from
https://masterofcode-com.translate.goog/blog/chatbot-
statistics?_x_tr_sl=en&_x_tr_tl=vi&_x_tr_hl=vi&_x_tr_pto=sc.

Dentsu Aegis Network (2018), More hearsay than dialogue: Dentsu Aegis Network explores
communication between human and machine. Retrieved 20/7/2024, from
http://www.dentsuaegisnetwork.de/m/deDE/PDF/20180221_PM_Dentsu%20Aegis%20Net
work_Chatbot-Studie.pdf.

Fittkau, Maaf Consulting (2017), Chatbots are rejected by every second online buyer. Retrieved
20/7/2024, from http://www.fitt kaumaass.de/news/chatbots-von-jedem-zweiten-online-

kaeufer-abgelehnt.

Hill, J., Ford, W. R, Farreras, I. G. (2015), Real conversations with artificial intelligence: a
comparison between human-human online conversations and human—chatbot
conversations, Comput. Hum. Behav., 49, 245-250. https://doi.org/10.1016/j.chb.2015.02.026.
Bitkom (2017), Omne in Four Wants to Use Chatbots. Retrieved 20/7/2024, from
https://www.bitkom.org/Presse/Presseinformation/Jeder-Vierte-will-Chatbots-nutzen.html.
Helpshift (2018), Challenges of Using Chatbots According to US Internet Users, May 2018. % of
respondents. Retrieved 20/7/2024, from https://www.emarketer.com/chart/219582/challenges-
ofusing-chatbots.1%20von.

CGS (2018), Global Consumer Customer Service Survey. Retrieved 20/7/2024, from
https://www.cgsinc.com/sites/default/files/media/resources/pdf/CGS_Consumer%2BCustSe
rv%2Binfographic%2B2018.pdf.

Trong, H., & Ngoc, C. N. M. (2008), Study materials for Research Data Analysis with SPSS,
Volume 1. Ho Chi Minh City: Hong Duc.

Mostafa, R. B., & Kasamani, T. (2022), Antecedents and consequences of chatbot initial
trust, European Journal of Marketing, 56(6), 1748-1771.

Lee, S., & Choi, J. (2017), Enhancing user experience with conversational agent for movie

recommendation: Effects of self-disclosure and reciprocity, International Journal of Human-
Computer Studies, 103, 95-105.


https://vnpt.com.vn/tu-van/vnpt-ho-tro-giai-dap-khach-hang-24-7-thong-qua-tro-ly-ao-ami.html
https://vnpt.com.vn/tu-van/vnpt-ho-tro-giai-dap-khach-hang-24-7-thong-qua-tro-ly-ao-ami.html
https://vnpt.com.vn/tin-tuc/chatbot-lieu-co-the-thay-doi-nhan-su-nganh-cham-soc-khach-hang-trong-tuong-lai.html
https://vnpt.com.vn/tin-tuc/chatbot-lieu-co-the-thay-doi-nhan-su-nganh-cham-soc-khach-hang-trong-tuong-lai.html
https://masterofcode-com.translate.goog/blog/chatbot-statistics?_x_tr_sl=en&_x_tr_tl=vi&_x_tr_hl=vi&_x_tr_pto=sc
https://masterofcode-com.translate.goog/blog/chatbot-statistics?_x_tr_sl=en&_x_tr_tl=vi&_x_tr_hl=vi&_x_tr_pto=sc
http://www.fitt/
https://doi.org/10.1016/j.chb.2015.02.026
https://www.bitkom.org/Presse/Presseinformation/Jeder-Vierte-will-Chatbots-nutzen.html
https://www.emarketer.com/chart/219582/challenges-ofusing-chatbots.1%20von
https://www.emarketer.com/chart/219582/challenges-ofusing-chatbots.1%20von

