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Abstract 

This study is based on identifying the relationship between reliability and responsiveness of Chatbots on customer 
satisfaction in Sri Lankan banking sector. Adopted quantitative method, positivism philosophy, deductive approach 
followed with survey strategy with a sample of 382 banking sector customers who use Chatbots. First objective of the 
study is to identify the relationship between chatbot’s reliability and customer satisfaction in private banks which 
satisfied with the results indicating a significant positive relationship between reliability and customer satisfactions. 
Second objective of the study is to identify the relationship between chatbot’s responsiveness and customer satisfaction 
in private banks which also satisfied with significant positive relationship between responsiveness and customer 
satisfaction. This study is based on the banking sector which could be further enriched to other context to get overall 
implication of enhancing satisfaction with chatbots in service sector. Theoretically this study provides empirical 
implications based on the insights gathered regarding chatbots in Sri Lankan context.  Reliability of chatbots based on 
the dimensions of probability of success, functionality, duration of responsibility and trustworthiness. Responsiveness 
is identified as another predictor on satisfaction conceptualized based on quick reaction, optimized images, consistency, 
and quick automatic navigation.  
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1. Introduction

Digital banking can be defined as banks and financial entities developing their banking system and processes using the 
internet and digital platforms to deliver simple and expedient customer service. Haralayya (2021) defined digital 
banking as the computerization of traditional banking services, and digital transformation is an almost top priority for 
every bank in the present context. Banks have implemented more customer-centric processes and strategies to enhance 
customer service and cater to banking products to their customers with all the latest technologies (Eren, 2021). Chung 
et al. (2020) outline that implementing recent advancement in the banking industry with financial technologies 
(Fintech) enable customer engagement in financial services. Considering to digital transformations in banking sector it 
is revealed that chatbots are virtual AI-based technology programmed to represent company agents that provide 
services and carry out conversations via natural language (Mogaji et al., 2021). On a similar note Chatbots, fueled by the 
latest technology, are a need for businesses as they can provide immediate communication with customers anytime and 
anywhere (Quah and Chua, 2019). Banks tend to use chatbots in the growth of the internet and mobile banking as an 
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integral part of customer service (Sarbabidya and Saha, 2020). Furthermore, it is emphasized the above findings by 
stating that the financial industry is becoming increasingly interested in chatbots as a critical technology in digital 
transformation (Jang, Jung and Kim, 2021). 

Even though much research is available on other digital banking technologies such as internet banking, mobile banking, 
and e-wallet, it is identified that less number of researches done in the area of chatbots in literature. Recent literature 
identified consumers feel they are contacting a natural person with convenient interface of Chatbots (Suhel et al., 2020) 
easier for customers to access the bank rather than contacting an actual human being in their inquiries (Saha, 2020) 
thus reliability and responsiveness of chatbots are important indicators of satisfaction. However, lack of focus given in 
extant literature with reliability and responsiveness of chatbots in providing superior customer satisfaction in digital 
age of Banks. Accordingly, the main purpose of the research is to identify the relationship of reliability and 
responsiveness of chatbots on enhancing customer satisfaction in the banking industry. Accordingly, two research 
questions identified as 

• “What is the relationship between reliability of chatbots on customer satisfaction in Banking sector?” 
• “What is the relationship between responsiveness of chatbots on customer satisfaction in Banking sector?” 

 In achieving the main purpose two research objectives identified in the study as, 

• To find out the relationship between reliability of chatbots on customer satisfaction in Banking sector 
• To find out the relationship between responsiveness of chatbots on customer satisfaction in Banking sector 

2. Review of literature knowledge gaps 

Seelanatha (2010) states that the market structure of the banking business in Sri Lanka has seen a significant 
transformation between 1977 and 2005 due to financial services sector reforms, ICT development, and industry 
globalisation. Gajurel (2010) defines that banks' success does not rely on market concentration or market dominance 
of particular enterprises but rather on the efficiency of individual banking units along with the digital transformation. 

Customer satisfaction is identified in extant literature in Banking sector and with new digital transformations like 
chatbots enabling creating the satisfaction.  Sabir et al. (2014) outline that customer expectation is a critical driver of 
customer satisfaction and measuring customer satisfaction is essential to an organisation because it significantly 
impacts its long-term performance, builds customer loyalty, and improves its reputation and long term business success 
(Ngo, 2015; Feine, Morana and Gnewuch, 2019). Furthermore, extant literature identified chatbots as a way in 
enhancing satisfaction in digital age. chatbots help to improve customer satisfaction in the Sri Lankan banking industry 
(Weerabahu et al., 2019) human-chatbot interaction is a positive predictor of trust and attitude when considering 
overall chatbot performance reviews (Kvale et al., 2021) and evaluating outcomes related to e-service interactions or 
the emotional connection with the company providing timely responses (Agnihotri et al., 2016; Zhou et al., 2018), 
professional communication (Nunan et al., 2018; Kurdi, Alshurideh and Alnaser, 2020) customer convenience 
(Srivastava and Kaul, 2014; Kaura, Prasad and Sharma, 2015; Mehmood and Najmi, 2017) and product quality (Kaura 
et al., 2015; Suchánek et al., 2015) and chatbots identified as a mean of seamless customer experience (Salem, 2024). 
Although reliability is a predictor of satisfaction this is less focused relating to chatbots in Banking sector. 

Extant literature identifies reliability as a key predictor of customer satisfaction with chatbots. According to Iberahim 
et al. (2016), reliability relates to the ability to deliver the expected standard consistently, how a business handles 
customer service issues, delivering services within the specified time frame, and maintaining an error-free record, 
capacity of businesses to offer services following their promises accurately and dependably (Barusman, 2019) 
company's ability to deliver services as describe (Barua. Dhingra, Gupta and Bhatt, 2020) ability to dependably and 
accurately perform certain promised services (Srivastava, 2020). Beun (2018) states that chatbots can answer customer 
inquiries reliably despite software and hardware problems. Accordingly, Trivedi (2019) mentions that customers 
anticipate excellent availability and reliability from chatbots. Likewise, Zurek et al. (2020) indicate that the capacity to 
ensure the preparedness of all available resources is reliable. Alternatively, Kim and Chang (2020) revealed that the 
reliability of chatbot services is a significant element in the desire to reuse chatbots and helps to acquire loyal clients. 
Li et al. (2021) highlight that providing reliable performance and information to users is essential when using chatbot-
based services. Supporting the same argument, Mulyono and Sfenrianto (2022) state that system quality may be 
quantified using a variety of indicators, one of which is system reliability. Considering the extant literature, the 
probability of success, functionality, prompt issue resolution, and trustworthiness are the elements chosen for the 
reliability of chatbots. 
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The probability of success as the first indicator of reliability guarantees that all the bank customers obtain the intended 
results when they utilize the bank chatbot. According to Singh (2015), the probability of success is essential for 
customers to be happy with a service's quality. Barkaoui, Berger and Boukhtouta (2015) highlight that the probability 
of success can be enhanced using multiple customer analyses and surveys, leading to customer satisfaction and will help 
to improve service quality as well. It assures a customer's success or continued satisfaction with the chatbot. Jiang, 
Shang and Liu (2010) state probability of success enhances customer satisfaction and retention.  

Chatbot's functionality as the second dimension of reliability is the function without any error is a significant role and 
impact on customer satisfaction. Mistakes are not a problem with chatbots unless there is a system issue because they 
are pre-programmed from the beginning to get the most current and accurate information from the bank knowledge 
base. According to Toader et al. (2019), it has been established that the Chatbots' Error Rate predicts variations in 
customer trust and favourable reactions. Sheehan, Jin and Gottlieb (2020) state that chatbots can produce errors in 
several ways, such as errors in communication as opposed to technical errors, which can be eliminated through software 
improvements. Kvale et al. (2021) identified in their study that chatbot functionality errors can be caused by using 
colloquial language, spelling errors, and feeling reluctant to use appropriate casing or notation for proper nouns and 
abbreviations hence proper functionality is idnetified important factor in creating satisfaction. 

Customers want prompt issue resolution is identified as the third dimension of reliability. A chatbot increases customer 
satisfaction by quickly responding to bank clients around the clock. Thomas (2016) depicts that the chatbot generates 
random replies using a single template and can provide proper solutions to inquiries. Gnewuch et al. (2018) argue that 
delayed answers may also severely affect customer satisfaction when fast response times are needed in speedy 
customer service. Liu et al. (2020) state that how to respond at the right moment is one of the main obstacles for 
chatbots to sustain natural conversations with customers, and it will help to keep client service intact. Hence prompt 
solution is identified as an important dimension in reliability. 

Trustworthiness is identified as the fourth dimension of reliability. Sanny et al. (2020) highlighted that trust may be 
established by humanizing chatbots as actual human agents while replying to clients' questions. Pesonen (2021) defines 
that customers' trustworthiness in the chatbot was positively connected with their overall satisfaction with the chatbot 
and customers are more satisfied and trustworthy when interacting with chatbots that resemble humans, which 
increases chatbot adoption (Jenneboer, Herrando and Constantinides, 2022) 

Accordingly, reliability is conceptualized with various dimensions of probability of success, functionality, prompt issue 
resolution, and trustworthiness considering the extant literature. Further reliability on technological services is 
identified as a key factor on customer satisfaction. Aimin and Hongyi (2017) indicate that it has been discovered that 
the technical reliability of self-service technologies is a significant predictor of satisfaction.  Furthermore, literature 
depicted that the reliability and customer satisfaction of the chatbot is linked (Folstad and Skjuve, 2019), reliability and 
quality of the chatbot systems is a crucial aspect of customer satisfaction (Nguyen, Chiu and Le, 2021). Furthermore, 
extant literature emphasized that the reliability of technical-based services such as chatbots directly relates to customer 
satisfaction as customer impression and trust to use the systems depend on reliability (Yun and Park, 2022) 

Extant literature identified responsiveness as another dimension impact on satisfaction.  According to Liao (2016) 
responsiveness implies speedy responding or reacting correctly or sympathetically. Mizrahi et al. (2016) discovered 
that robot response enhanced nonverbal approach behaviour and participants' desire to accompany the robot through 
stressful circumstances. Iberahim et al. (2016) stated that responsiveness is the capacity to respond promptly and 
flexibly to customer demands. Dong et al. (2017) give a different aspect of responsiveness by saying responsiveness 
refers to the extent of prompt service and prompt responses to customer inquiries. Ability of the organisation to respond 
to customer inquiries and complaints can be defined as responsiveness and is a vital aspect of digital evaluation 
(Sharma, 2018). According to Atiyah, Jusoh and Almajali (2018), service interactions provided by chatbots are more 
responsive than those facilitated by human agents because chatbots may deliver rapid and real-time replies. 
Ramachandran (2020) highlighted that the responsiveness of a chatbot or conversational agent is its ability to 
comprehend user input and provide an appropriate response and solution. Also, Chatbots can boost customer service 
and satisfaction with service delivery. Doherty and Curran (2019) depicted that the industries like banking and finance 
are adopting voice assistants and chatbots to deliver more responsive consumer services. According to Nordheim, 
Folstad and Bjorkli (2019), a different viewpoint suggested that in customer support systems where chatbots and 
humans work closely together, responsiveness could enhance trust. According to Jenneboer, Herrando and 
Constantinides (2022) responsiveness pertains to the quick delivery of services to the customer. Quick reaction, 
optimised images, consistency, and quick automatic navigation were identified as the chatbot survey questionnaire 
elements. Alternatively, Selamat and Windasari (2021) state that chatbots have also grown more responsive, able to 
assist with reading product reviews, exploring for and researching items, comparing products, accessing stored 
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coupons, purchasing things, tracking purchases, and getting incentives and loyalty points. Considering the extant 
literature Quick reaction, optimised images, consistency, and quick automatic navigation identified as main dimensions 
of responsiveness.  

Customers like chatbots for customer support because of their quick answers. No matter how popular the support 
services are, a user may get a fast answer to customer inquiries in a couple of seconds. However, Gnewuch et al. (2018) 
highlighted a different perspective saying quick responses are believed to make a chatbot look unnatural and prevent 
customers from experiencing a real interaction. On the other hand, Nordheim (2018) argues that the quick response 
seems to be appreciated since it makes the chatbot an effective method of obtaining assistance. Folstad and Skjuve 
(2019) identified that the need for chatbots to provide acceptable responses to basic questions efficiently had been 
identified through research. 

Cloud technology optimises images quickly and effectively and makes various improvements automatically on all 
modified photos by default. Its technology expedites the transmission of picture resources to customers. Image 
Transformation of Chatbot might be enhanced to give more capabilities. According to Følstad, Nordheim and Bjørkli 
(2018) some participants also suggested that their faith in the chatbot would be contingent on the level of visual design 
development. In his research, Kang (2018) found that the chatbot's profile picture is the first thing customers see when 
interacting with the chatbot. Pereira and Barcina (2019) highlighted that new technology enables the service to search 
the internet for comparable photos when a picture is submitted. Hence image is a dimension identified in 
responsiveness of chatbots.  

The responses and tone of the chatbot must be consistent with the company's style and values to deliver a more 
consistent experience that is in keeping with other communication channels responsiveness and digital engagement 
touchpoints. Smestad and Volden (2019) state that consistent personality makes customers feel as if they are conversing 
with the same person throughout the interaction. Z. Li et al. (2021) reveal that both automated assessment and human 
evaluation may provide the same performance ranking, demonstrating that methodology to evaluate the consistency of 
chatbots. Crolic et al. (2022) outline that the chatbot consistently understood a customer's inputs better been 
responsive resulting in an enhanced communication experience. 

Extant literature identifies how responsiveness impacts customer satisfaction. Chen, Le and Florence (2021) highlight 
that the responsiveness of chatbots positively impacts customer service, leading to customer experience and 
satisfaction, an extrinsic value of customer experience. From a different viewpoint, as per Tran, Pallant and Johnson 
(2021), chatbots are more responsive than humans since they can deliver instant and real-time replies. Adebayo (2022) 
claims that adapting the whole organisation to its customers' demands and behaviours is feasible by operational 
responsiveness and impacting customer satisfaction.  organisation's ability and willingness to build up positive 
customer relations determine responsiveness (Yun and Park, 2022). Further, it highlighted that the banks could 
function consistently and swiftly, following customer demands through technology and increasing customer satisfaction 
enabling the responsiveness with chatbots to enhance the customer satisfaction. 

3. Methods 

Saunders, Lewis and Thornhill (2016) identifies positivism as philosophical position of the natural scientist and 
comprises working with observable social reality to generate law-like generalizations. Accordingly, positivism 
philosophy is used in the study. Research approach considered the extend which research focused in testing a theory or 
building a theory. Considering the three research approaches are identified as inductive, deductive and deductive 
(Saunders et al., 2019) this study focused on deductive approach hence hypothesis testing is focused. Collis and Hussey 
(2014) illustrate that quantitative researchers associated with numbers & the quantitative study gathered data using a 
detailed questionnaire, demonstrating a mono-method methodology. Accordingly, mono method is utilized in the study. 
Different research strategies included experiment, survey, case study, action research, grounded theory, ethnography 
and archival research (Saunders et al, 2019) out of which Survey strategy is used in the study which is associated with 
deductive approach hence survey strategy utilized. Survey is conducted based on questionnaire distributed among 
customers which is considers as the unit of analysis in the study. Cross-sectional includes the study of a specific 
occurrence (or phenomenon) at a certain period (Saunders, Lewis and Thornhill, 2016) hence time horizon is selected 
as cross sectional for the study.  

All the customers who accessed the chatbot feature at ABC Bank PLC for the previous year were considered, totaling 
52,532 (Company Data, 2022) as the total population and a representative of 382 was picked based on Morgan's table. 
The sample was chosen by a nonrandom purposive (judgmental) sampling. According to Campbell et al. (2020), 
Purposive sampling procedures eschew any random kind of sampling and ensure that particular types of individuals 
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may be included in the final sample of the research project. The questionnaire was distributed among 400 frequently 
visiting customers of the Bank and considering outliers and missing values 382 responses used for further analysis. 

Data analysis and presentation is done based on SPSS 21.0 statistical packages to analysis the collected data. Linear 
relationship between independent and dependent variable correlation and regression analysis is done after conducting 
the reliability and validity test. Conceptual framework developed based on considering the extant literature is identified 
in Figure 1. 

 
Source: Authors (2025) 

Figure 1 Conceptual framework 

In developing the conceptual Framework two dimensions of Reliability and Responsiveness is identified. Reliability is 
depicted with the indicators of probability of success (Singh, 2015, Barkaoui, Berger and Boukhtouta, 2015; Jiang, Shang 
and Liu, 2010), functionality (Kvale et al., 2021), prompt issue resolution (Thomas, 2016, Gnewuch et al., 2018, Liu et 
al., 2020) and trustworthiness (Sanny et al., 2020; Pesonen, 2021, Jenneboer, Herrando and Constantinides, 2022). 
Second variable is responsiveness measured with the indicators of Quick reaction (Nordheim, 2018; Folstad and Skjuve, 
2019), optimised images (Følstad, Nordheim and Bjørkli, 2018; Pereira and Barcina (2019), consistency Smestad and 
Volden (2019)  and quick automatic navigation (Crolic et al., 2022), identified as main dimensions of responsiveness. 

• H01: There is no significant positive relationship between the reliability of chatbots and customer satisfaction 
• Ha1: There is a significant positive relationship between the reliability of chatbots and customer satisfaction 
• H02: There is no significant positive relationship between the responsiveness of chatbots and customer 

satisfaction 
• Ha2: There is a significant positive relationship between the responsiveness of chatbots and customer 

satisfaction 

4. Results and Discussion 

Chronbach’s Alpha value should be above 0.7 for identifying the internal consistency of the variables (Heir et al., 2010). 
Cronbach's alpha for the independent variable chatbot’s reliability with four items is 0 .777, responsiveness with four 
items is 0.787 and dependent variable customer satisfaction is 0.734 identified in Table 1. 

Table 1 Reliability Test 

Variable Chronbach’s Alpha value 

Reliability 0.777 

Responsiveness 0.787 

Customer Satisfaction 0.734 

Source: Authors (2025) 
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Table 2 Relationship between the reliability of chatbots and customer satisfaction 

 

Source: Authors (2025) 

First objective of the study is to identify the relationship between chatbot’s reliability and customer satisfaction in 
private banks. Accordingly, the correlation analysis indicated that reliability of Chatbots and customer satisfaction has 
a strong positive correlation with a coefficient value of .546. Identified significant value p=0.000 (p<0.05). Hence 
significant positive relationship of reliability of chatbots on customer satisfaction is proved. The mean value is between 
3.87 and 4.15, and the standard deviation is close to zero, indicating that data points are closer to the mean. Pearson 
Chi-Square analysis was conducted to test the independency level of the hypotheses. Jiang, Shang and Liu (2010) state 
chatbot's probability of success enhances customer satisfaction.  According to Toader et al. (2019), it has been 
established that the Chatbots' Error Rate predicts variations in customer trust and favourable reactions. In this research 
study, the first two statements under the independent variable of reliability are related to the above literature. The 
chatbot's probability of success and functionality will improve customer satisfaction with mean values of 4.06 and 4.15, 
respectively, with a standard deviation of .714 and .722. The results prove that they influence customer satisfaction. Liu 
et al. (2020) state that how to respond at the right moment is one of the main obstacles for chatbots to sustain natural 
conversations with customers, and it will help to keep client service intact. Pesonen (2021) defines that customers' 
trustworthiness in the chatbot was positively connected with their overall satisfaction with the chatbot. The third and 
fourth statements are, respectively, duration of responding and trustworthiness related to the above literature. The 
mean values of 3.87 and 4.15, with standard deviations of .680 and .691, respectively, show that the results agree with 
the statements. 

Table 3 Relationship between the responsiveness of chatbots and customer satisfaction 

 
Source: Authors (2025) 

Second research objective is to identify the relationship between chatbot’s responsiveness features and customer 
satisfaction in private banks. Therefore, Chatbot’s quick reaction, optimised images, consistency, and quick automatic 
navigation identified as multiple aspects of responsiveness. customer satisfaction has a strong positive correlation with 
a coefficient value of .561. Inicated significant impact with P=0.000(P<0.000). Hence significant positive relationship of 
responsiveness of chatbots on customer satisfactions is proved. The average answer for all the questions related to 
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product features can be summarised as ‘agree’ as the mean value is between 3.96 - 4.16. The standard deviation is also 
close to zero, indicating that data points are closer to the mean. The Pearson Chi-Square analysis was conducted to test 
the variables' independent level of built hypotheses. The Pearson Chi-Square value (P) was generated as .000. Nordheim 
(2018) argues that the quick response seems to be appreciated since it makes the chatbot an effective method of 
obtaining assistance. However, according to Følstad, Nordheim and Bjørkli (2019), some participants also suggested 
that their faith in the chatbot would be contingent on the level of visual design development. The first and second 
statements tested the above literature. The mean value for all two statements is above 4 with a standard deviation of 
fewer than 1, showing that the results agree with the statements tested. Crolic et al. (2022) state that The chatbot 
consistently understood a customer's inputs better, likely resulting in an enhanced communication experience. Klein 
and Martinez (2022) mention that chatbots can provide navigational support for targeted product searches. Chatbot’s 
consistency and quick automatic navigation statement tested with the mean value of 3.97 and 3.99 and standard 
deviation of 0.713 and 0.751, which derives the results agreeing with the third and fourth statements.  

5. Theoretical and practical Implication 

Findings of the study provides important theoretical and managerial implications. In managerial point this study 
provides insights in developing strategies to enhance the reliability and responsiveness of chatbots. seamless 
experience in which the chatbot responds to inquiries and solves issues in real-time and needs to ensure that the chatbot 
is accessible, provide easy prompt responses to customers’ complicated concerns and inquiries, optimized images are 
another aspect of responsiveness. The appearance of chatbots gets increasingly refined, and the use of visuals in chatbot 
communications is becoming more widespread modify the chatbot's user interface to be more attentive. consistency of 
the chatbot plays a crucial role in responsiveness. keep communications concise and use less jargon is important. Also, 
recommend learning from the audience and developing new versions with more functionalities to support consistency. 
Regularly evaluating and improving the bank chatbot is crucial. Automatic navigation provides directions for customers 
The chatbot is recommended to give a direct link to navigation, menus, and search bars for the needed information. 
Thus this provides important managerial implications on establishing responsiveness to enhance satisfaction on 
chatbots to create better service in Banking along with the digital transformation. 

Regarding the reliability of chatbots the study provides important insights for the banking sector managers.  probability 
of success, functionality, duration of responding, and trustworthiness of the chatbot must be given attention to enhance 
customer satisfaction. continuously examine and enhance its chatbot's accuracy. The above may include periodically 
refreshing the bank's chatbot's material. functionality without errors is recommended by measuring the confusion rate. 
functionality without errors is recommended by measuring the confusion rate by defining proper KPIs. The technical 
aspects can be improved by enhancing live chat trust, delivering 24*7 support, and using visual engagement tools to 
improve resolution time in a way reliability of chatbots increased in enhancing satisfaction of consumers in Banking 
sector. 

As the theoretical implications the study provides empherical implications based on the insights gathered regarding 
chatbots in Sri Lankan context. Considering the extant literature, it is identified reliability and responsiveness as main 
predictors in customer satisfaction however customer with chatbots service from a Sri Lankan perspective is lack of 
focused. Further this study contributes to the extant literature in identifying different dimensions of reliability of 
chatbots based on probability of success, functionality, duration of responsibility and trustworthiness (Jiang, Shang and 
Liu, 2010; Toader et al., 2019; Liu et al., 2020; Pesonen, 2021). Responsiveness is identified as another predictor on 
satisfaction conceptualized based on quick reaction, optimized images, consistency and quick automatic navigation 
(Nordheim, 2018; Følstad, Nordheim and Bjørkli ,2019; Crolic et al., 2022; Klein and Martinez, 2022) further it is applied 
with chatbots and contributes for the existing literature. Also, many studies have been carried out concerning 
corporates and have not focused on the banking environment. The banking environment and other corporates are two 
different natures hence this study is significant in contributed to literature in addressing reliability and responsiveness 
in chatbots as indictors of customer satisfaction in Sri Lankan context applying to the Banking sector.  

6. Conclusion 

The study is based on identifying reliability and responsiveness as determinants of chatbot on customer satisfaction in 
Sri Lankan Banking sector. Study has conducted with positivistic research philosophy following deductive approach and 
quantitative technique followed conducted based on survey strategy. Study identified significant positive relationship 
between reliability on customer satisfaction and responsiveness on customer satisfaction regarding chatbots in banking 
sector. This provides important managerial and theoretical implications in implementing chatbots in providing better 
customer service to enhance the satisfaction. Future studies may concentrate on several variables influencing customer 
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satisfaction. population sample should be expanded to include additional perspectives and ideas so that future 
researchers may conduct more effective investigations 

Compliance with ethical standards 

Disclosure of conflict of interest 

No conflict of interest to be disclosed.  

References 

[1] Atiyah, A., Jusoh, S. and Almajali, S. (2018) An Efficient Search for Context-Based Chatbots. 2018 8th International 
Conference on Computer Science and Information Technology, CSIT 2018.  125–130. 
https://ieeexplore.ieee.org/abstract/document/8486187 

[2] Adebayo, T. (2022). An evaluation of reverse logistics responsiveness and customer satisfaction in retailing. 
International Journal of Research in Business and Social Science (2147- 4478), 11(1), 93–98. 
https://doi.org/10.20525/ijrbs.v11i1.1570  

[3] Agnihotri, R., Dingus, R., Hu, M. Y. and Krush, M. T. (2016) Social media: Influencing customer satisfaction in B2B 
sales. Industrial Marketing Management. 53, 172–180. 
https://www.sciencedirect.com/science/article/abs/pii/S0019850115002631  

[4] Barua, Z., Aimin, W. and Hongyi, X. (2017) A perceived reliability-based customer satisfaction model in self-
service technology. The Service Industries Journal. 38(7–8), 446–466. 
https://www.tandfonline.com/doi/abs/10.1080/02642069.2017.1400533 

[5] Beun, R. J. (2018) Chatbot Personality and Customer Satisfaction.https://research.infosupport.com/wp-
content/uploads/Chatbot-Personality-and-Customer-Satisfaction-Bachelor-Thesis-Information-Sciences-
Hayco-de-Haan.pd 

[6] Barkaoui, M., Berger, J. and Boukhtouta, A. (2015) Customer satisfaction in dynamic vehicle routing problem with 
time windows. Applied Soft Computing. 35,423–432. 
https://www.sciencedirect.com/science/article/abs/pii/S1568494615003841 

[7] Crolic, C., Thomaz, F., Hadi, R., & Stephen, A. T. (2021). Blame the bot: Anthropomorphism and anger in customer–
chatbot interactions. Journal of Marketing, 86(1), 132–148. https://doi.org/10.1177/00222429211045687  

[8] Campbell, S., Greenwood, M., Prior, S., Shearer, T., Walkem, K., Young, S., Bywaters, D. and Walker, K. (2020) 
Purposive sampling: complex or simple? Research case examples. Journal of Research in Nursing: 25(8), 652.  

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

[10] Chung, M., Ko, E., Joung, H., & Kim, S. J. (2020). Chatbot E-service and customer satisfaction regarding luxury 
brands. Journal of Business Research, 117, 587–595. https://doi.org/10.1016/j.jbusres.2018.10.004   

[11] Collis, J. and Hussey, R. (2014) Business research : a practical guide for undergraduate & postgraduate students. 
Available at: https://www.worldcat.org/title/982130240 

[12] Doherty, D. and Curran, K. (2019) Chatbots for online banking services. Web Intelligence. IOS Press, 17(4), 327–
342 

[13] Dong, B., Lee, J.-Y., Ye, J. and Lett, M. (2017) The long-term impact of service empathy and responsiveness on 
customer satisfaction and profitability: a longitudinal investigation in a healthcare context. Marketing Letters, 
28, 551–564. 

[14] Eren, B. A. (2021) Determinants of customer satisfaction in chatbot use: evidence from a banking application in 
Turkey. International Journal of Bank Marketing, 39(2), 294–311. 

[15] Feine, J., Morana, S. and Gnewuch, U. (2019) Measuring Service Encounter Satisfaction with Customer Service 
Chatbots using Sentiment Analysis. Wirtschaftsinformatik 2019 Computer Science, Business.  

[16] Folstad, A. and Skjuve, M. (2019) Chatbots for customer service: User experience and motivation. ACM 
International Conference Proceeding Series. Association for Computing Machinery. 

https://ieeexplore.ieee.org/abstract/document/8486187
https://www.sciencedirect.com/science/article/abs/pii/S1568494615003841
https://doi.org/10.1177/00222429211045687
https://doi.org/10.1108/ijrdm-08-2020-0312


World Journal of Advanced Research and Reviews, 2025, 28(01), 175-185 

183 

[17] Haralayya, B. (2021) Top 5 priorities that will shape the future of retail banking industry in India. Journal of 
Advanced Research in HR and Organizational Management, 8(1), pp. 17–18. 

[18] Iberahim, H., Mohd Taufik, N. K., Mohd Adzmir, A. S. and Saharuddin, H. (2016) Customer Satisfaction on 
Reliability and Responsiveness of Self Service Technology for Retail Banking Services. Procedia Economics and 
Finance. Elsevier, 37,13–20.https://www.sciencedirect.com/science/article/pii/S2212567116300867 

[19] Gajurel, D. P. (2010) Structure-Performance Relation in Nepalese Banking Industry. International Conference on 
Economics, Business and Management. 

[20] Gnewuch, U., Morana, S., Adam, M. and Maedche, A. (2018) Faster is Not Always Better: Understanding the Effect 
of Dynamic Response Delays in Human-Chatbot Interaction. Association for Information Systems. 

[21] Jang, M., Jung, Y. and Kim, S. (2021) Investigating managers’ understanding of chatbots in the Korean financial 
industry. Computers in Human Behavior. Pergamon, 120, 106747. 
https://www.sciencedirect.com/science/article/abs/pii/S0747563221000698 

[22] Jiang, Y., Shang, J. and Liu, Y. (2010) Maximizing customer satisfaction through an online recommendation 
system: A novel associative classification model. Decision Support Systems, 48(3), 470–479. 

[23] Jenneboer, L., Herrando, C. and Constantinides, E. (2022) The Impact of Chatbots on Customer Loyalty: A 
Systematic Literature Review. Journal of Theoretical and Applied Electronic Commerce Research.  17(1), 212–
229 

[24] Kang, M. (2018) A Study on Chatbot Profile Images Depending on the Purpose of Use. The Journal of the Korea 
Contents Association. 18(12), 118–129 

[25] Kaura, V., Prasad, C. S. D. and Sharma, S. (2015) Service quality, service convenience, price and fairness, customer 
loyalty, and the mediating role of customer satisfaction. International Journal of Bank Marketing. 33(4), 404–422.  

[26] Kim, M. and Chang, B. (2020) The Effect of Service Quality on the Reuse Intention of a Chatbot: Focusing on User 
Satisfaction, Reliability, and Immersion. International Journal of Contents. 16(4), pp. 1–15.  

[27] Kurdi, B. al, Alshurideh, M. and Alnaser, A. (2020) The impact of employee satisfaction on customer satisfaction: 
Theoretical and empirical underpinning. Management Science Letters.10(15), 3561–3570 

[28] Klein, K. and Martinez, L. F. (2022) The impact of anthropomorphism on customer satisfaction in chatbot 
commerce: an experimental study in the food sector. Electronic Commerce Research.1–37. 

[29] Kvale, K., Freddi, E., Hodnebrog, S., Sell, O. A. and Følstad, A. (2021) Understanding the User Experience of 
Customer Service Chatbots: What Can We Learn from Customer Satisfaction Surveys?. International Workshop 
on Chatbot Research and Design, 205–218 

[30] Li, L., Lee, K. Y., Emokpae, E. and Yang, S. B. (2021) What makes you continuously use chatbot services? Evidence 
from chinese online travel agencies. Electronic Markets. 31(3), 575–599. 

[31] Liao, Y. (2016) Toward a Pragmatic Model of Public Responsiveness: Implications for Enhancing Public 
Administrators’ Responsiveness to Citizen Demands. International Journal of Public Administration 

[32] Mehmood, S. M. and Najmi, A. (2017) Understanding the impact of service convenience on customer satisfaction 
in home delivery: Evidence from Pakistan. International Journal of Electronic Customer Relationship Management, 
11(1),23–43. 

[33] Mizrahi, M., Birnbaum, G., Sass, O, Vanunu, K., Hoffman, G., Birnbaum, G. E., Reis, H. T., Finkel, E. J. and Sass, Omri 
(2016) Machines as a source of consolation: Robot responsiveness increases approach behavior and desire for 
companionship Designing Robots With Movement in Mind Machines as a Source of Consolation: Robot 
Responsiveness Increases Human Approach Behavior and Desire for Companionship. 2016 11th ACM/IEEE 
International Conference on Human-Robot Interaction (HRI).  

[34] Mulyono, J. A. and Sfenrianto (2022) Evaluation of Customer Satisfaction on Indonesian Banking Chatbot Services 
During the COVID-19 Pandemic. CommIT (Communication and Information Technology) Journal, 16(1),69–85. 

[35] Mogaji, E., Balakrishnan, J., Nwoba, A. C. and Nguyen, N. P. (2021) Emerging-market consumers’ interactions with 
banking chatbots. Telematics and Informatics. 65. 

[36] Nguyen, X. H., Tran, H. L., Phan, H. A. and Phan, T. T. H. (2020) Factors influencing customer satisfaction: The case 
of facebook chabot vietnam. International Journal of Data and Network Science. 4(2),167–178. 

https://www.sciencedirect.com/science/article/pii/S2212567116300867
https://www.sciencedirect.com/science/article/abs/pii/S0747563221000698


World Journal of Advanced Research and Reviews, 2025, 28(01), 175-185 

184 

[37] Ngo, V. M. (2015) Measuring Customer Satisfaction: A Literature Review. International Scientific Conference 
Finance and Performance of Firms in Science,1638–1655. 

[38] Nordheim, C. B. (2018) Trust in chatbots for customer service findings from a questionnaire study.  

[39] Nordheim, C. B., Folstad, A. and Bjorkli, C. A. (2019) An Initial Model of Trust in Chatbots for Customer Service—
Findings from a Questionnaire Study. Interacting with Computers, 31(3), 317–335. 

[40] Nunan, D., Sibai, O., Schivinski, B. and Christodoulides, G. (2018) Reflections on “social media: Influencing 
customer satisfaction in B2B sales” and a research agenda. Industrial Marketing Management. 75, 31–36. 

[41] Pereira, J. and Barcina, M. A. (2019) A chatbot assistant for writing good quality technical reports. ACM 
International Conference Proceeding Series. Association for Computing Machinery, 59–64.  

[42] Pesonen, J. A. (2021) “Are You OK?” Students’ Trust in a Chatbot Providing Support Opportunities. Lecture Notes 
in Computer Science including subseries Lecture Notes in Artificial Intelligence and Lecture Notes in Bioinformatics 

[43] Quah, J. T. S. and Chua, Y. W. (2019) Chatbot assisted marketing in financial service industry. International 
Conference on Services Computing. Springer Verlag, 107–114. 

[44] Ramachandran, A. and Vijayabanu, C. (2012) A review of customer satisfaction towards service quality of banking 
sector. Periodica Polytechnica Social and Management Sciences, 20(2), 71–79. 

[45] Salem, M. (2024). Use of Chatbots and its role in enhancing customer experience: A study of the banking industry. 
Digital Technology and Changing Roles in Managerial and Financial Accounting: Theoretical Knowledge and 
Practical Application, 107–114. https://doi.org/10.1108/s1479-351220240000036010 

[46] Sanny, L., Susastra, A. C., Roberts, C. and Yusramdaleni, R. (2020) The analysis of customer satisfaction factors 
which influence chatbot acceptance in Indonesia. Management Science Letters, 10(6), 1225–1232.  

[47] Sabir, R. I., Ghafoor, O., Hafeez, I., Akhtar, N. and Rehman, A. ur (2014) Factors Affecting Customers Satisfaction 
in Restaurants Industry in Pakistan. International Review of Management and Business Research, 3(2), 869.  

[48] Sarbabidya, S. and Saha, T. (2020) Role of Chatbot in Customer Service: A Study from the Perspectives of the 
Banking Industry of Bangladesh. International Review of Business Research Papers, 16(1),231–248 

[49] Saunders, M., Lewis, P. and Thornhill, A. (2016) Research Methods for Business Students (7th Edition). Seven. 
Pearson.  

[50] Selamat, M. A. and Windasari, N. A. (2021) Chatbot for SMEs: Integrating customer and business owner 
perspectives. Technology in Society. 66, 101685 

[51] Singh, H., Singh, H. P., Jindal, S., Abdul, S. and Relationship, S. S. (2011) Role of Human Resource Information 
System in Banking Industry of Developing Countries. The First International Conference on Interdisciplinary 
Research and Development 

[52] Sheehan, B., Jin, H. S. and Gottlieb, U. (2020) Customer service chatbots: Anthropomorphism and adoption. 
Journal of Business Research, 115, 14–24.  

[53] Srivastava, M. and Kaul, D. (2014) Social interaction, convenience and customer satisfaction: The mediating effect 
of customer experience. Journal of Retailing and Consumer Services. 21(6), 1028–1037. 

[54] Smestad, T. L. and Volden, F. (2019) Chatbot personalities matters: Improving the user experience of chatbot 
interfaces. Lecture Notes in Computer Science (including subseries Lecture Notes in Artificial Intelligence and 
Lecture Notes in Bioinformatics) 

[55] Seelanatha, L. (2010) Efficiency, productivity, change and market structure of the banking industry in Sri Lanka 
Financial Reforms in Sri Lanka and their Influence on the Banking Industry View project Market structure, 
efficiency and performance of banking industry in Sri Lanka. Banks and Bank Systems.  

[56] Sharma, N. (2018) Developing and Validating An Instrument For Measuring Online Service Quality in The 
Tourism Sector. IUP J.  38–70. 

[57] Suchánek, P., Richter, J. and Králová, M. (2015) Customer Satisfaction, Product Quality and Performance of 
Companies. Review of Economic Perspectives. Warsaw: De Gruyter, 14(4), 329–344.  

[58] Toader, D. C., Boca, G., Toader, R., Măcelaru, M., Toader, C., Ighian, D. and Rădulescu, A. T. (2019) The Effect of 
Social Presence and Chatbot Errors on Trust. Sustainability, 12(1), 256. 



World Journal of Advanced Research and Reviews, 2025, 28(01), 175-185 

185 

[59] Thomas, N. T. (2016) An e-business chatbot using AIML and LSA. International Conference on Advances in 
Computing, Communications and Informatics, ICACCI 2016. 2740–2742. 

[60] Tran, A. D., Pallant, J. I. and Johnson, L. W. (2021) Exploring the impact of chatbots on consumer sentiment and 
expectations in retail. Journal of Retailing and Consumer Services. 63, 102718. 

[61] Trivedi, J. (2019) Examining the Customer Experience of Using Banking Chatbots and Its Impact on Brand Love: 
The Moderating Role of Perceived Risk. Journal of Intenet Commerce. 18(1), 91–111. 

[62] Weerabahu, D., Gamage, A., Dulakshi, C., Ganegoda, G. U. and Sandanayake, T. (2019) Digital Assistant for 
Supporting Bank Customer Service. Communications in Computer and Information Science, 890, 177–186. 

[63] Yun, J. and Park, J. (2022) The Effects of Chatbot Service Recovery With Emotion Words on Customer Satisfaction, 
Repurchase Intention, and Positive Word-Of-Mouth. Frontiers in Psychology. Frontiers, 0,2912 

[64] Zhou, R., Wang, X., Shi, Y., Zhang, R., Zhang, L. and Guo, H. (2018) Measuring e-service quality and its importance 
to customer satisfaction and loyalty: an empirical study in a telecom setting. Electronic Commerce Research , 
19(3), 477–499 

[65] Zurek, J. ˙, Małachowski, J., Ziółkowski, J. and Szkutnik-Rogo˙ Z, J. (2020) Reliability analysis of technical means of 
transport. Applied sciences. 

 


