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ABSTRACT 
 
Until recently, scholarly focus on the post-adoption phase, specifically users' continued 

usage of chatbot services, has been notably limited. Recognizing this gap in the existing 

literature, the current research endeavors to develop an integrative model. This model 

extends the theoretical framework of the Expectation Confirmation Model (ECM) by 

incorporating key constructs related to chatbot service quality and anthropomorphism. 
Both of these concepts are deemed crucial in influencing the continuance usage of chatbot 

services. As an integral facet of a broader research undertaking, the model will be 

empirically applied to assess citizens' intentions regarding the continued use of chatbot 

services within context of the United Arab Emirates. 
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1. INTRODUCTION 

 

In the digital era, the rapid advancement of Artificial Intelligence (AI) technologies and Human-

Computer Interaction (HCI) has led to significant improvements in conversational tools, making 
them more sophisticated and natural. This progress in AI has empowered chatbots to simulate 

human-like interactions effectively. A chatbot, also referred to as Artificial Conversation Entity, 

Interactive Agent, Smart Bot, or Digital Assistant [1], operates as a software-based system 

utilizing Natural Language Processing (NLP) and sentiment analysis to communicate through 
text or oral speech with humans. 

 

Driven by the rapid evolution of AI, chatbots have found widespread applications in various 
fields, including healthcare, business, education, e-commerce, and banking [2]. Within a short 

timeframe, chatbots have become integral to various business sectors, particularly the service 

industry. A Business Insider survey of over 5,000 businesses across six countries revealed that 
67% of companies employ chatbots for customer service [3].  

 

While chatbots have witnessed widespread adoption in both private and public organizations in 

recent years, previous research has highlighted a significant gap in understanding why individuals 
are reluctant to continue using chatbot services [4] [5]. To address this gap and gain a deeper 

insight into the factors influencing user satisfaction and continuance intentions, further research is 

crucial. Consequently, by drawing on the Expectation Confirmation Model (ECM), chatbot 
service quality and the anthropomorphism constructs, this study aims to develop an integrated 

model to investigate the key determinants influencing users’ continuance intentions towards 

chatbot services offered by public agencies within the United Arab Emirates (UAE) context. 
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2. THEORETICAL BACKGROUND AND LITERATURE REVIEW 
 
The next two sub-sections will provide a discussion of the theoretical background and a review of 

the existing literature. 

 

2.1. Theoretical Background 
 

The Expectation-Confirmation Model (ECM), proposed by Bhattacherjee [6], has gained 
significant recognition due to its robust theoretical foundation in explaining user satisfaction and 

the intention to continue using Information Systems (IS). The ECM theory has found extensive 

application in IS research, investigating post-adoption behavior, or continuous intention, in 

various contexts [6][7][8][9]. Recent extensions of this model have been applied to empirical 
studies focusing on the post-adoption behavior of chatbot services [2][10][11][12]. Given the 

widespread use of the ECM model in exploring post-adoption behavior across diverse research 

contexts and its solid theoretical foundation, it is reasonable to employ this model as the 
theoretical framework for investigating post-adoption behaviors (i.e. continuous intention) of 

chatbot services. 

 

2.2. Literature Review 
 

Prior research has predominantly focused on understanding user’s intention to use chatbots across 
various sectors such as e/m-commerce [13][14], banking/fintech [15][16], customer service 

[17][18], tourism [19][20] and education [21][22]. A recent systematic literature review identified 

crucial factors afflicting adoption of chatbot services like performance expectancy, perceived 

usefulness, trust, effort expectancy, perceived enjoyment, perceived ease of use, perceived 
humanness, social influence, facilitating conditions, and anthropomorphism [23]. 

 

However, there is a noticeable gap in the literature, as most of prior literature primarily 
emphasizes the initial phases of chatbot acceptance or adoption, neglecting the subsequent post-

adoption phase and users' continuous usage behavior [2][4][5] [10][24]. However, neither 

acceptance nor adoption alone is sufficient to ensure the success of chatbot services; rather, the 
continuous use or post-adoption phase plays a crucial role in determining their success [10]. 

Addressing this gap in the literature represents the main contribution of the current study. 

 

3. RESEARCH MODEL AND HYPOTHESES 

 

3.1. Research Model 
 

This study proposes an integrative model by extending the ECM [6] through the integration of 
two significant predictors of chatbot continuance usage identified in the relevant literature: 

chatbot service quality and anthropomorphism constructs (See Figure. 1). 
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Figure 1. Research Model 

 

3.2. Research Hypotheses 
 

3.2.1. Hypotheses based on the ECM theory 

 

The ECM serves as a robust framework, investigating the influence of user cognition, specifically 
perceived usefulness, and satisfaction on an individual's post-adoption behavior. Numerous 

studies rooted in the ECM have consistently identified perceived usefulness and user satisfaction 

as pivotal determinants shaping users' intentions to continue using information systems 
[6][25][26]. 

 

Perceived usefulness stands out as a potent predictor and precursor to users' continuous usage 

intention to IS across various studies [6][25][26][27][28]. In addition, previous studies have 
confirmed the significant impact of perceived usefulness on users' satisfaction with chatbot 

services [2][10] [11]. Moreover, satisfaction emerges as a crucial determinant, acting as a 

reinforcing factor for users' intentions to continue using an IS [6][25][26][27][29][30][31]. Thus, 
we propose the following hypotheses:  

 

H1. Perceived usefulness positively affects continuance intention to use chatbot services. 
H2. Perceived usefulness positively effects users’ satisfaction with using chatbot services. 

H3. Satisfaction positively affects continuance intention to use chatbot services. 

 

Furthermore, the positive correlations among confirmation, perceived usefulness, and satisfaction 
have been recurrently validated in empirical studies, emphasizing that satisfaction is influenced 

by the level of confirmation [9][26][32][33]. Numerous ECM-based studies across diverse 

contexts have also consistently confirmed positive relationships among confirmation of 
expectations and perceived usefulness [2][28] [34]. Hence, the following hypotheses are 

suggested: 

 

H4: Confirmation positively affects users’ satisfaction with using chatbot services. 
H5: Confirmation positively affects the perceived usefulness of chatbot services. 

 

3.2.2. Impact of Chatbot Service Quality on Satisfaction 
 

Reliability, responsiveness, and assurance, as service quality dimensions identified by 

Parasuraman et al. [35], are key considerations in our study due to their significance in the 
context of chatbot-related smart services. According to Li et al. [36], reliability is crucial, 

reflecting a user's perception of a chatbot's ability to consistently and accurately perform 

promised services. In the realm of chatbots, Chung & Park [37] and Li et al. [36] emphasize the 
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importance of delivering reliable performance and information. Recent research by Yun & Park 
[38] confirm that chatbot reliability positively affects customer satisfaction. Considering this, we 

propose: 

 

H6a: Perceived reliability positively affects users’ satisfaction with chatbot services. 
 

Assurance, defined by Li et al. [36] as a user's perception of a chatbot's knowledge and ability to 

inspire trust, is traditionally associated with human agents' service quality. However, Li et al. [36] 
assert its relevance in the context of chatbot services. Users expect chatbots to behave like 

humans, providing reliable replies to instill confidence in the services they offer [36]. Assurance 

is particularly crucial in script-based conversational chatbots in e-commerce [39] and has a 
significant impact on satisfaction in the financial services sector [40]. Research by Yun & Park 

[38] support the positive influence of chatbot assurance on customer satisfaction. In light of this, 

we propose: 

 
H6b: Perceived assurance positively affects users’ satisfaction with chatbot services. 

Responsiveness, defined by Li et al. [36] as a user's perception of a chatbot's willingness to 

provide timely service, is essential in an online environment. Chatbot-enabled service agents are 
expected to function like humans, responding promptly to user requests [36]. Quick and 

immediate responses significantly contribute to meeting users' expectations, positively impacting 

satisfaction [36][41]. Therefore, we propose: 
 

H6c: Perceived responsiveness positively affects users’ satisfaction with chatbot services. 

 

3.2.3. Impact of Anthropomorphism on Satisfaction 

 

Anthropomorphism, as defined by Epley et al. [42], involves attributing human-like 

characteristics, feelings, and traits to non-human objects. This psychological concept, highlighted 
by Blut et al. [43], fosters social connection between humans and non-humans. Moreover, 

Schanke et al. [44] emphasize the crucial role of anthropomorphism in the success of AI artifacts, 

influencing user behavior during human-AI interactions. This concept has broad applications 

across disciplines, such as psychology, marketing, and computer science [45]. 
 

In various contexts, several studies found a correlation between customer satisfaction and the 

degree of anthropomorphism [46][47][48][49]. Similarly, the findings of Blut et al. [43] 
supported the enormous potential of anthropomorphic cues in virtual assistance systems like 

chatbots and demonstrated their positive association with customer satisfaction. Hence, the 

following hypothesis is proposed: 
 

H7: perceived anthropomorphism positively effects users’ satisfaction with chatbot services. 

 

4. CONCLUSION 
 
While the majority of studies on chatbots have concentrated on Western countries, only a few 

have explored their usage in Arab countries, such as the UAE. Moreover, there is a limited 

number of studies investigating the continuous usage intention of chatbot services. To address 
this gap, the present study introduces a conceptual model to scrutinize the continuance intention 

to use chatbot services. In future research, an extensive empirical survey will be conducted in the 

UAE to empirically validate the proposed research model. 
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