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Abstract. The adoption and implementation of Conversational Al applications
such as Al chatbots in the workplace is rapidly growing. The success of integrat-
ing Al chatbots into organisations critically depends on employees’ use since Al
technology evolves through machine learning and analysis of use data. Since trust
is a key aspect that determines technology continuous use, this research ques-
tions: How employees experience trust in Conversational Al and how it impacts
its continuous use? To answer the research question, we conducted qualitative
inductive research using rich empirical data from a large international organisa-
tion. The findings highlight that employees developed three forms of trust,
namely, emotional, cognitive and organisational trust. The theoretical and prac-
tical implications of the findings are discussed.

Keywords: Artificial Intelligence, Conversational Al, Trust, Workplace of the
future

1 Introduction

Conversational Artificial Intelligence (Al) in the workplace is becoming increasingly
important in organisations for the digitalisation of work processes. It is estimated that
the market size of Al-enabled chatbots will reach $2.4 billion by 2028 [1]. Its adoption
and implementation was accelerated as a result of the COVID-19 pandemic [2, 3]. It is
suggested that the volume of interactions handled by Conversational Al including text-
based chatbots, and voice assistants has increased during Covid-19 by as much as 250%
in many industries [4]. Conversational Al represents a novel and distinctive class of
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smart information systems (IS) that differs from previously studied traditional enter-
prise systems [5]. They exhibit conversational abilities which allows users to explore
data and services using natural language either via text or voice [6, 7]. It also exhibits
anthropomorphic features that triggers users emotions [8]. This is in addition to its un-
derlying machine learning technology that allows it to evolve with continuous use to
better fit its organisational context and use patterns.

Conversational Al could be externally-facing serving customers or internally-facing
serving employees. It could be text-based known as Al chatbot or Al-enabled chatbot
or voice-based known as digital assistant or digital human. This study focuses on inter-
nally facing Al chatbot that is text-based. The use of internally-facing Al chatbot is an
important development in enterprise systems [9]. It is considered a way to tackle em-
ployees’ applications overload and provide them with a friendly interface to access and
integrate corporate information from different sources based on employees’ needs [8,
10]. It could promote employees’ productivity [11] by taking over repetitive tasks and
simplifying processes which could lead to employees’ satisfaction.

Despite the key importance of use in the evolving performance of Al chatbots and the
organisational growing investment in this technology, research on employees’ actual
use of Al chatbots in their organisational context is still in its infancy [12, 13].This is
particularly the case in Al applications where scholars argue that organisations achieve
significant performance improvements when humans and machines work together [14].
Trust plays a key role in the formation of this partnership [15, 16]. Scholars agree that
trust in technology is a fundamental construct and primary predictor of its use and con-
tinuous use [17, 18]. Therefore, Employees’ trust in Conversational Al could affect not
only its initial acceptance but most importantly its continuous use. Hence, it could en-
able or hinder the integration of the technology into the organisation [15, 19, 20].

Against this backdrop, this study examines employees experience of trust in their actual
use of Al chatbots in their workplace. It is guided by the research question of: How
employees experience trust in Al chatbots and how this impacts its use? To answer the
research question, we collected rich qualitative data from a global organisation and fol-
lowed an inductive approach to the data analysis. Our results provide insights to the
foundation of employees’ trust of the Al chatbot. They show that employees develop
cognitive and emotional trust towards the Al chatbot, which is complemented by or-
ganisational trust. The findings reveal that cognitive-based trust, such as transparency
mechanisms, enhances trust but is not adequate for the Al chatbot’s continuous use and
employees’ engagement. Instead, emotional-based trust engages employees and could
support its continuous use. This research theoretically contributes to the technology
trust literature through examining employees’ trust in new class of Al technology. It
draws the attention to the elements of experiential trust and their reinforcing role of Al
continuous use. Furthermore, it extends the mostly quantitative studies of trust on Al
chatbots and highlights the role of trust in the collaboration between employees and
Conversational Al.

The remainder of this paper is structured into five sections: Section two reviews the
existing literature on Conversational Al and trust in technology. Next, we describe our
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research methodology and data analysis. Subsequently, we present the research find-
ings and conclude by discussing the contributions, implications, and limitations of our
study.

2 Literature Review

2.1 Conversational Al

Conversational Al refers to a new mode of interaction with information systems where
the user and the system interact in a human-like conversation using natural language
while the system utilizes machine learning to improve its conversational and infor-
mation retrieval and integration capability. Example of voice-based conversational Al
systems include Alexa, Apple’s Siri, Google Assistant. To realise the value of Conver-
sational Al, organisations need to consider not only technical and organisational aspects
but also use patterns and users’ involvement [21, 22]. Employees’ trust in Conversa-
tional Al could affect its acceptance and use and as a consequence, could hinder or
enable the integration of the technology into the organisation [15, 19, 20]. Furthermore,
the use is impacted by the expectations users have of the interaction are based on their
mental model of how they believe the system works and are a driving factor for satis-
faction when using information systems [23].

The adoption and use of Al chatbots has been studied mainly from a customer point of
view to increase their satisfaction, engagement, and trust [24]. Moreover, productivity
was found to be the main motivation for customers to use Al chatbots [25]. The effect
of Conversational Al influences consumers’ purchase intention [26, 27]. On the other
side, customer’s attitude toward the brand influences the likelihood to use and recom-
mend the Al chatbot [28].

In addition to identifying the elements that affect customer satisfaction, research finds
that the design elements of conversational Al play important role in users’ trust and
perceptions. For example, studies uncover that strengthening the hedonic quality in Al
chatbots, and thereby overall user experience, has been to strengthen their human like-
ness [29]. Also, studies find that the use of human-like language or name are sufficient
to increase perception of the Al chatbot as being human-like and plays a role in cus-
tomer’s satisfaction [30].

However, the design elements of the Al applications rely on the context of the applica-
tion domain to perform different tasks. For example, researchers have classified the
design elements into mechanical Al, which is ideal for service standardisation, thinking
Al for service personalisation, and feeling Al for service relationalisation through so-
cial, emotional, communicative, and interactive tasks [22]. Research finds that Conver-
sational Al that acts and reacts empathetically can be used to improve interactions and
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deepen trust and as a result, this can also generate greater acquisition and retention rates
among customers [31]. Therefore, scholars argue that Conversational Als design should
focuse on the relation with the users attempting to build bonds with them, whether cus-
tomers and employees in order to increase trust, enhance collaboration, and meet em-
ployees’ needs for social and relational support in the digital workplace [32]. In addi-
tion, anthropomorphic features have been found to have a greater influence from the
functional Al chatbot design features into users’ perceptions [33].

Research has highlighted the importance of design in IS as it could have implications
on users’ perceptions of technologies and their encounters [34]. The characteristics of
Al chatbots can be defined based on the two main design dimensions of function and
form. The functional design elements of Al chatbots are characterized by their natural
language processing and their ability to learn and adapt. The design elements of form -
the aesthetic and behavioural elements of the Al chatbots- include the conversational
interaction, social presence and embodiment as illustrated in Table 1.

The Al chatbot’s tangible and intangible characteristics elicit positive aesthetic and af-
fective responses [35]. However, stronger humanisation of Al chatbots, through the
design element of form, does not necessarily result in higher user enjoyment [33]. In-
stead of influencing the hedonic share of technology acceptance, anthropomorphic de-
sign features have the strongest and most significant effect on utilitarian aspects of
chatbot acceptance and trust [15, 33, 34].

Anthropomorphism (i.e., human likeness) which is embedded in the Al chatbot’s de-
sign elements of form, defines the degree to which an intelligent agent like an Al chat-
bot is displayed with human characteristics, which in turn, increases users’ trust in com-
puter agents and influences adoption [36]. Anthropomorphic features may lead to the
development of social and emotional bonds with the Al technology [33].

Table 1. Characteristics of Al chatbots adapted from [8]
Design Al Chatbot Definition References

dimension | characteristic

Function Natural language | The ability of an Al chatbot | [37, 38]
processing to communicate with natural
language.

Learning agent The ability of an Al chatbot | [39, 40]
to learn from a user’s input.

Form Conversational Interactive two-way [41, 42]
interaction communication: user-driven
(reactive) or chatbot-driven
(proactive or autonomous).




Social presence The feeling of virtual [34, 43, 44]
togetherness or “being with
another”.

Embodiment Al chatbots could have [30, 45]
virtual or physical
representation or could be
disembodied.

Research investigating employees’ use of Al chatbots in their workplace is nascent.
There is little understanding of employees’ trust of this new technology in their work
context.

2.2 Trust in technology

Trust has been studied in various contexts throughout IS research, such as in business
relationships, interpersonal organisational settings and e-commerce. More recently 1S
research has discussed trust in technology where the trustee is a technological artifact
such as a recommendation agent [46]. It has been argued that trust affects technology
acceptance and use [47]. It has been also treated as a significant element of human and
computer partnership [17, 48, 49]. Trust has been conceptualized as a multidimensional
construct comprising of dimensions of trusting beliefs hamely, integrity, competence,
and benevolence [50]. Each of these dimensions provides a particular perceptual per-
spective from which an individual contemplates the potential trustee namely; compe-
tence which is the ability to effectively perform, benevolence, acting in the user’s in-
terest, and integrity, meaning that the technology adheres to principles like promise-
keeping and honesty [51]. Previous IS studies examined the role of trust in technology
adoption intentions mainly from a quantitative point of view [52]. They found that the
social influence and facilitating conditions, defined as “the degree to which an individ-
ual believes that an organisational and technical infrastructure exists to support the use
of the system” [53, p.453] were the main the strongest predictors of trust in the personal
use of 10T in a medical context to address issues of personal data disclosure [54]. Sim-
ilarly, trust was found to be the most significant factor predicting the customers’ inten-
tion to adopt mobile banking [55]. While, trust in Al chatbots has been mostly studied
from a customer perspective [18, 20, 56] and in healthcare [57-59].

The success of integrating a technology such as Al into organisations critically depends
on employees’ trust in the technology [47]. Research found that access to knowledge,
transparency, explainability, certification, as well as self-imposed standards and guide-
lines to be important factors that increase overall trust in Al [60].
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However, little is known about employees’ actual use of Al chatbots in organisations
even though employees play a key role in the chatbot usage [8].

Trust has also been conceptualised as being both cognitive, based on rational thinking
and emotional based on affect [61]. According to McAllister [61], people develop so-
cial connections that provide support and comfort, denoting irrational factors as emo-
tion-driven trust that complement cognitive trust which is based on perceptions of trus-
tee reliance and competence. Specifically, the role of anthropomorphism has been high-
lighted for emotional trust and invite users to assign human qualities to their interaction
with it. Affect-based trust relies on the emotional ties and personal ties with the indi-
viduals that act as a foundation for trust, while cognitive reasoning based on perfor-
mance-relevant cognitions such as transparency, reliability, the specific tasks of the
technology and personalisation and persuasion tactics for the context of Al is the basis
of the cognitive-based trust [15, 62]. The form of Al representation and its level of
machine intelligence influence the development of trust [15, 62]. The cognition-based
trust positively influences affect-based trust [15, 62] and each one complements the
other [61]. Furthermore, trusting beliefs, the trustor’s perceptions that the trustee has
attributes that are beneficial to the trustor, alone are inadequate to explain trusting de-
cisions because these decisions involve both reasoning and irrational factors, such as
emotions and mood [63]. In the context of Al chatbots, research finds that employees
might experience mixed emotions from their use of Al chatbots and that positive emo-
tions might counterbalance the negative, resulting in the continuous use of Al chatbots

(8].

3 Methodology

The study adopted an interpretive case study approach in order to understand employ-
ees’ experiences with the Al chatbot and how trust is formed. The interpretive approach
was selected as it explores how and why a phenomenon behaves in a particular manner
[49]. It is in line with the view that reality and the knowledge are socially constructed
between researchers and respondents. It examines employees experiential trust of using
Al chatbots in the workplace that can be understood through the meanings that partici-
pants assign to them.

3.1 Case Description

The global organisation Omilia, which is anonymized for confidentiality purposes, de-
veloped an Al chatbot in 2019 for the internal use of its employees to be self-sufficient
and experience a seamless working environment. Initially, the Al chatbot was devel-
oped to provide IT support services, but later evolved from its initial use with additional
services such as translation in multiple languages and dictionary for internal terms and
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acronyms and sentiment analysis. The Al chatbot was developed based on the Mi-
crosoft Bot Framework utilizing the Azure Cloud Services. The utilisation of the cog-
nitive services helps the Al chatbot to continuously learn based on users’ input.

3.2 Data Collection

This study is part of a wider research programme investigating Al chatbots use in or-
ganisations. The data collection took place from December 2019-April 2022 and was
based on semi-structured interviews, participant observations and document reviews.
We conducted 46 semi-structured go-along interviews [64, 65] including two email
communications with 2 directors, 1 project manager and 2 developers and 41 users.
Users were selected randomly from different organisational levels and teams who
agreed to participate in the interviews on the basis of confidentiality and were based in
different locations globally. All interviews were tape recorded and transcribed verba-
tim. The focus of these interviews was on understanding employees’ perceptions and
experiences of use within the organisation. The interviews addressed themes relevant
to the research topic, including people’s experiences and challenges on their use of the
Al chatbot in their daily work. Moreover, observations of use took place and the users
shared screen shots with the researcher. All the data and the organisation’s name and
location have been anonymized to maintain confidentiality.

3.3 Data Analysis

The data was analysed inductively by using thematic analysis approach to identify pat-
terns within data [66]. Inductive approach was deemed as suitable for the exploratory
nature of the study [67], particularly when the phenomenon is new. During the initial
stage of the analysis, we proceeded with a preliminary exploration of the data by iden-
tifying elements that conveyed trust and began with an open coding, followed by axial
coding. During this phase, the identification of codes was approached by both data and
theory for the emotional and cognitive elements of trust [68]. The codes were later dis-
tilled into the aggregate dimensions.

4 Research Findings

This section presents the main components of trust and how employees’ formed per-
ceptions about trust in the Al chatbot. It also shows that employees’ trust in the Al
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chatbot is both emotionally and cognitively driven by the technology while it is also
influenced by their trust in the organisation and their colleagues.

4.1 Emotional Trust

Our findings indicate that users experience Emotional-based trust. This originates from
the Al chatbot’s design elements, namely the tangibility, anthropomorphism and close-
ness. The visual presence of the Al chatbot allows users to build a personal relationship
and refer to the Al chatbot by its name as the following quote shows.

“It’s cute, that little thing [pointing to the Al chatbot icon
on the screen] , | think [organisationally-given name of
chatbot] is kind of cute” Int35

Anthropomorphism refers to the human-likeness, the perception of a technology as hav-
ing human qualities. This Al chatbot characteristic invited users to share responsibility
for the outcomes and not to directly “blame the bot”, trusting that it is not the chatbot’s
fault. The following quote eloquently summarises this point:

“So, I mean, it might be wrong to say it has become dumb,
it might be that I didn’t come up with the right questions
that the chatbot could answer.” Int 5

4.2 Cognitive Trust

Reliability is critical to technology trustworthiness. When the behaviour of the Al chat-
bot meets the expectations of the users, it infuses cognitive trust in further use. Specif-
ically, this is also the case when the Al chatbot provides the sources of the information:

“It's not mistrusting, because the chatbot doesn't answer. It
provides me the source of the information (in addition to the
answer), and sometimes it simply answers. If it says | have
this entitlement, | believe it. ” Int 36

Even though sometimes transparency is related to how the Al chatbot achieves its re-
sults, users’ trust displays a confidence percentage in the outcomes. The user below
highlights that the percentage that the Al chatbot provided was a very specific number
and this helped them to trust its result, without necessarily knowing how it arrived to
it:



“It gives you a percentage. It ranges from 0% which is neg-
ative to 100% which is positive. | just did some analysis and
it told me 75.27%, very specific number I’'m not sure how it
arrived there, but yeah. I just said, it’s basically, it checked
Skype profile so, that is where it gave me this. I'm not sure
what it checks, what emotion I have on the skype profile, but
it gave me 78.32% positive, so there’s something negative,
I’'m not sure what, but anyways, yeah. Int 5

4.3 Organisational Trust

Another form of trust that was evident in the data is trust in the organisation and trust
in colleagues. Users rely on the Al chatbot because of a colleague recommendation or
because it’s an “internal tool”, implying that they trust the organisation and in return
the Al chatbot. This is illustrated in the following quote:

“I turn to the bot when I was advised to use it. | rely on
what they (the colleagues) say that ‘use this’ and | do, and
then | use whatever comes out of it, or when I'm total clue-
less then | just give it a try. | take it as an official tool that
we are allowed to use.” Int 6

Since the Al chatbot operates on the organisation Intranet, users feel comfortable with
using it, mentioning that the information is secure. The user bellow, illustrates this
view:

“When I use it here for work and it’s on the intranet and
all the information is secure, | fee/ comfortable using it.”
Int7

5 Discussion

This study focuses on the use of Conversational Al and in particular Al chatbots by
employees in the workplace. It aims to answer the question of how employees experi-
ence trust in an Al chatbot and how it impacts its use. The research follows an inductive
approach. The study shows that trust, apart from being cognitive factor, is also influ-
enced by emotions [50]. The findings show that users trust in the Al chatbot is not only
emotional and cognitive but it is also impacted by the organisational setting and envi-
ronment.

Employees’ trust in the Al chatbots is cognitively established through the functional
and form characteristics of the technology. In line with previous research, anthropo-
morphic design features influence trust [49]. Specifically, the findings demonstrate that
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the Al chatbot’s social characteristics and the way it engages users, play an important
role in the development of emotional trust. The social cues of the Al chatbot enhance
emotional trust, even when cognitive trust is negatively impacted by receiving errone-
ous outcomes. Cognitive trust emerges primarily from the accuracy of the results it
provides. Users were confident to use the Al chatbot for a new query due to successful
previous positive encounters in the past, which led to increased trust. Unlike previous
studies arguing that initial trust levels drop as a result of experience [15], our case study
findings indicate that users’ trust is advancing with their use as they get engaged with
the Al chatbot and create a personal relationship with it. The closeness of the Al chatbot
affects its emotional trust. This confirms that the virtual appearance and ways of inter-
action influences the likability and trust [15]. Also, users’ understanding that they play
arole in training the Al chatbot has infused emotional trust.

Employees’ cognitive and emotional trust in the Al chatbot is complemented by their
trust in the organisation and their colleagues. Users’ engagement with the interactive
Al chatbot allows for continuous use due to its learning capabilities. Their commitment
is enhanced not only by the correct results it provides, since they could also be errone-
ous, but mostly by the social cues of the Al chatbot, which create a personal interaction
with it and are represented by the design dimension of form. In addition, the interactive
character of the Al chatbot, as it has been designed, provides agency to the users in
many ways such as reporting mistakes, providing feedback, correcting results, which
contribute to greater organisational commitment and users feel they play an active role
on the Al chatbot’s improvement.

6 Contribution, Limitations and Further Research

Our study has theoretical and practical implications. The study mainly contributes to
the nascent research on Al technology use in the workplace and in particular Al chat-
bots. It also contributes to previous literature on the role of trust in technology use, by
qualitatively exploring the elements that shape user’s trust in Al chatbots at the work-
place. It highlights the important aspect of the context in which the Al chatbot is applied
and draws the attention to the complementarity of the organisational context in support-
ing the cognitive and emotional-based trust in the Al chatbot technology. It draws the
attention to the key role of emotional trust in Al chatbots and the role the design char-
acteristics and decision play in this regard. By using a qualitative interpretive approach,
we gained an in-depth understanding to processes and social action that is not exposed
through more formalized means, such as questionnaire surveys [69, 70]. The use of Al
chatbots was examined in a natural setting to identify connections and allow for con-
textual exploration of the research phenomenon, which led to the uncovering of a new
form of trust, namely the organisational trust and would have not been possible to iden-
tify by following a quantitative approach. Interpretive information systems research
maintains that the social world is not given but constructed through actors’ perceptions
and actions [70, 71] In our research, this provides the key to understanding how em-
ployees experience trust in Conversational Al and how it impacts its continuous use.
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Our research findings inform practitioners about the Al chatbot use. It shows that its
continuous use is influenced by employees’ trust in the technology and their organisa-
tion. To succeed in their Al chatbot implementation, practitioners should consider ways
to infuse employees’ cognitive and emotional trust in the Al chatbot in addition to
building trust in the organisation.

References

1.

10.

11.

Grand View Research. (2021). Chatbot market size worth $2,485.7 million by 2028 |
CAGR: 24.9%. Retrieved November 14, 2021, from
https://www.grandviewresearch.com/press-release/global-chatbot-market

lansiti, M., & Richards, G. (2020). Coronavirus Is Widening the Corporate Digital
Divide. Harvard Business Review, 2-5. Retrieved from
https://hbr.org/2020/03/coronavirus-is-widening-the-corporate-digital-divide
Sundareswaran, V. (2021). Chatbots are on the rise. This approach accounts for their
risks. weforum.org. Retrieved October 13, 2021, from
https://www.weforum.org/agenda/2021/06/chathots-are-on-the-rise-this-approach-
accounts-for-their-risks/

Comes, S., Schatsky, D., & Chauhan, R. (2021). Conversational Al. Deloitte. Retrieved
March 28, 2022, from https://www?2.deloitte.com/us/en/insights/focus/signals-for-
strategists/the-future-of-conversational-ai.html?id=us:2sm:3tw:4di_gl:5eng:6di
Elbanna, A., Dwivedi, Y., Bunker, D., & Wastell, D. (2020). The Search for Smartness
in Working, Living and Organising: Beyond the ‘Technomagic’: Editorial for Special
Issue of Information Systems Frontiers. Information Systems Frontiers, 22(2), 275-280.
https://doi.org/10.1007/S10796-020-10013-8/ TABLES/1

Dale, R. (2019). The return of the chatbots. Natural Language Engineering, 22(5), 811-
817. https://doi.org/d0i:10.1017/S1351324916000243

Fglstad, A., & Brandtzaeg, P. B. (2017). Chatbots and the New World of HCI.
Interactions, 24(4), 38-42. https://doi.org/10.1145/3085558

Gkinko, L., & Elbanna, A. (2022). Hope, Tolerance and Empathy: Employees’
Emotions when Using an Al-enabled Chatbot in a Digitalised Workplace. Information
Technology & People, 0959-3845. https://doi.org/10.1108/ITP-04-2021-0328

Gkinko, L., & Elbanna, A. (2021). Chatbots at Work: A Taxonomy of the Use of
Chatbots in the workplace. In M. Dennehy, D., Griva, A., Pouloudi, N., Dwivedi, Y. K.,
Pappas, I. & Mantyméki (Ed.), Responsible Al and Analytics for an Ethical and
Inclusive Digitized Society (I3E 2021., pp. 29-39). Cham: Springer Nature Switzerland.
Sun, Y., Li, S., & Yu, L. (2021). The dark sides of Al personal assistant: effects of
service failure on user continuance intention.  Electronic = Markets.
https://doi.org/10.1007/s12525-021-00483-2

Kimani, E., Rowan, K., McDuff, D., Czerwinski, M., & Mark, G. (2019). A
Conversational Agent in Support of Productivity and Wellbeing at Work. In 2019 8th
International Conference on Affective Computing and Intelligent Interaction (ACII) (pp.
332-338). IEEE. https://doi.org/10.1109/ACI1.2019.8925488



12

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

Gkinko, L., & Elbanna, A. (2021). Al in the Workplace: Exploring Emotions on Chatbot
Use in IT Services. In M. Dennehy, D., Griva, A., Pouloudi, N., Dwivedi, Y. K., Pappas,
I. & Méntyméki (Ed.), Responsible Al and Analytics for an Ethical and Inclusive
Digitized Society (I3E 2021., pp. 18-28). Cham: Springer Nature Switzerland.

Wang, X., Lin, X., & Shao, B. (2022). Artificial intelligence changes the way we work:
A close look at innovating with chatbots. Journal of the Association for Information
Science and Technology. https://doi.org/10.1002/asi.24621

James Wilson, H., & Daugherty, P. R. (2018). Collaborative intelligence: Humans and
Al are joining forces. Harvard Business Review, 96(4), 114-123.

Glikson, E., & Woolley, A. W. (2020). Human trust in artificial intelligence: Review of
empirical research. Academy of Management Annals, 14(2), 627-660.
https://doi.org/10.5465/annals.2018.0057

Maedche, A., C. Legner, A. Benlian, B. Berger, H. Gimpel, T. Hess, O. Hinz, S. Morana,
and M. Sollner (2019). Al-Based Digital Assistants: Opportunities, Threats, and
Research Perspectives. Business and Information Systems Engineering, 61(4), 535-544.
https://doi.org/10.1007/s12599-019-00600-8

Li, X., Hess, T. J., & Valacich, J. S. (2008). Why do we trust new technology? A study
of initial trust formation with organizational information systems. Journal of Strategic
Information Systems, 17(1), 39-71. https://doi.org/10.1016/j.jsis.2008.01.001

Fglstad, A., Nordheim, C. B., & Bjarkli, C. A. (2018). What makes users trust a chatbot
for customer service? An exploratory interview study. In Lecture Notes in Computer
Science (including subseries Lecture Notes in Artificial Intelligence and Lecture Notes
in  Bioinformatics)  (Vol. 11193 LNCS, pp. 194-208).  Springer.
https://doi.org/10.1007/978-3-030-01437-7_16

Liu, D., & Weistroffer, H. R. (2020). Statistically Significant! But Is Trust of Practical
Significance? Journal of Computer Information Systems, 62(2), 247-258.
https://doi.org/10.1080/08874417.2020.1783723

Zierau, N., Hausch, M., Bruhin, O., & Séllner, M. (2021). Towards developing trust-
supporting design features for Al-based chatbots in customer service. In International
Conference on Information Systems, ICIS 2020 - Making Digital Inclusive: Blending the
Local and the Global.

Bavaresco, R., Silveira, D., Reis, E., Barbosa, J., Righi, R., Costa, C., Antunes, R.,
Gomes, M., Gatti, C., Vanzin, M. and Silva, E., (2020). Conversational agents in
business: A systematic literature review and future research directions. Computer
Science Review, 36, 100239. https://doi.org/10.1016/j.cosrev.2020.100239

Huang, M. H., & Rust, R. T. (2021). Engaged to a Robot? The Role of Al in Service.
Journal of Service Research, 24(1), 30-41. https://doi.org/10.1177/1094670520902266
Grimes, G. M., Schuetzler, R. M., & Giboney, J. S. (2021). Mental models and
expectation violations in conversational Al interactions. Decision Support Systems, 144.
https://doi.org/10.1016/j.dss.2021.113515

Rapp, A., Curti, L., & Boldi, A. (2021). The human side of human-chatbot interaction:
A systematic literature review of ten years of research on text-based chatbots.
International Journal of Human Computer Studies, 151.
https://doi.org/10.1016/J.1JHCS.2021.102630

Brandtzaeg, P. B., & Falstad, A. (2017). Why people use chatbots. In International



26.

27.

28.

29.

30.

31

32.

33.

34.

35.

36.

37.

13

Conference on Internet Science (pp. 377—392). Cham: Springer.

Song, M., Xing, X., Duan, Y., Cohen, J., & Mou, J. (2022). Will artificial intelligence
replace human customer service? The impact of communication quality and privacy
risks on adoption intention. Journal of Retailing and Consumer Services, 66.
https://doi.org/10.1016/j.jretconser.2021.102900

Qin, M., Zhu, W., Zhao, S., & Zhao, Y. (2022). Is Artificial Intelligence Better than
Manpower? The Effects of Different Types of Online Customer Services on Customer
Purchase Intentions. Sustainability, 14(7), 3974. https://doi.org/10.3390/su14073974
Zarouali, B., Van Den Broeck, E., Walrave, M., & Poels, K. (2018). Predicting
Consumer Responses to a Chatbot on Facebook. Cyberpsychology, Behavior, and Social
Networking, 21(8), 491-497. https://doi.org/10.1089/cyber.2017.0518

Smestad, T. L., & Volden, F. (2019). Chatbot personalities matters: Improving the user
experience of chatbot interfaces. In Lecture Notes in Computer Science (including
subseries Lecture Notes in Artificial Intelligence and Lecture Notes in Bioinformatics)
(Vol. 11551 LNCS, pp. 170-181). Springer. https://doi.org/10.1007/978-3-030-17705-
8 15

Araujo, T. (2018). Living up to the chatbot hype: The influence of anthropomorphic
design cues and communicative agency framing on conversational agent and company
perceptions. Computers in Human Behavior, 85, 183-189.
https://doi.org/10.1016/j.chb.2018.03.051

Huang, M.-H., & Rust, R. T. (2021). Engaged to a Robot? The Role of Al in Service.
Journal of Service Research, 24(1), 30-41. https://doi.org/10.1177/1094670520902266
Patel, S., Chiu, Y.-T., Khan, M. S., Bernard, J.-G., & Ekandjo, T. A. T. (2021).
Conversational Agents in Organisations. Journal of Global Information Management,
29(6), 1-25. https://doi.org/10.4018/jgim.20211101.0a53

Rietz, T., Benke, ., & Maedche, A. (2019). The Impact of Anthropomorphic and
Functional Chatbot Design Features in Enterprise Collaboration Systems on User
Acceptance. In Proceedings of the 14th International Conference on
Wirtschaftsinformatik  (pp. 1656-1670). Siegen, Germany. Retrieved from
http://ksri.kit.edu

Qiu, L., & Benbasat, 1. (2009). Evaluating anthropomorphic product recommendation
agents: A social relationship perspective to designing information systems. Journal of
Management Information Systems, 25(4), 145-182. https://doi.org/10.2753/M1S0742-
1222250405

Naderi, E., Naderi, I., & Balakrishnan, B. (2020). Product design matters, but is it
enough? Consumers’ responses to product design and environment congruence. Journal
of Product and Brand Management, 29(7), 939-954. https://doi.org/10.1108/JPBM-08-
2018-1975

Sheehan, B., Jin, H. S, & Gottlieb, U. (2020). Customer service chathots:
Anthropomorphism and adoption. Journal of Business Research, 115, 14-24.
https://doi.org/10.1016/j.jbusres.2020.04.030

Meyer von Wolff, R., Hobert, S., & Schumann, M. (2019). How May | Help You? —
State of the Art and Open Research Questions for Chatbots at the Digital Workplace. In
Proceedings of the 52nd Hawaii International Conference on System Sciences (pp. 95—
104). HICSS 2019. https://doi.org/10.24251/hicss.2019.013



14

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

50.

51.

52.

Lebeuf, C., Zagalsky, A., Foucault, M., & Storey, M. A. (2019). Defining and
classifying software bots: A faceted taxonomy. In Proceedings - 2019 IEEE/ACM 1st
International Workshop on Bots in Software Engineering, BotSE 2019 (pp. 1-6).
https://doi.org/10.1109/BotSE.2019.00008

Benbya, H., Davenport, T. H., & Pachidi, S. (2020). Artificial Intelligence in
Organizations: Current State and Future Opportunities. MIS Quarterly Executive, 19(4).
McTear, M. F. (2017). The rise of the conversational interface: A new kid on the block?
Future and emerging trends in  language  technology,  38-49.
https://doi.org/10.1007/978-3-319-69365-1

Gnewuch, U., Morana, S., & Maedche, A. (2018). Towards Designing Cooperative and
Social Conversational Agents for Customer Service. In ICIS 2017: Transforming
Society with Digital Innovation. Retrieved from http://ksri.kit.edu

Chaves, A. P., & Gerosa, M. A. (2020). How Should My Chatbot Interact? A Survey on
Social Characteristics in Human—Chatbot Interaction Design. International Journal of
Human-Computer Interaction. https://doi.org/10.1080/10447318.2020.1841438
Toader, D. C., Boca, G., Toader, R., Macelaru, M., Toader, C., Ighian, D., & Réadulescu,
A. T. (2020). The effect of social presence and chatbot errors on trust. Sustainability
(Switzerland), 12(1). https://doi.org/10.3390/SU12010256

Biocca, F., Harms, C., & Burgoon, J. K. (2003). Toward a More Robust Theory and
Measure of Social Presence: Review and Suggested Criteria. In Presence: Teleoperators
and Virtual Environments, 12, 456-480. https://doi.org/10.1162/105474603322761270
Diederich, S., Brendel, A. B., & Kolbe, L. (2019). On Conversational Agents in
Information Systems Research: Analyzing the Past to Guide Future Work.
Wirtschaftsinformatik, 1550-1564.

Christophe, M., Elie-Dit-Cosaque, C. M., & Straub, D. W. (2011). Opening the black
box of system usage: User adaptation to disruptive IT. European Journal of Information
Systems, 20(5), 589-607. https://doi.org/10.1057/ejis.2010.23

Miiller, L., Mattke, J., Maier, C., Weitzel, T., & Graser, H. (2019). Chatbot acceptance:
A latent profile analysis on individuals’ trust in conversational agents. In SIGMIS-CPR
2019 - Proceedings of the 2019 Computers and People Research Conference (pp. 35—
42). ACM. https://doi.org/10.1145/3322385.3322392

Mcknight, D. H., Carter, M., Thatcher, J. B., & Clay, P. F. (2011). Trust in a specific
technology: An investigation of its components and measures. ACM Transactions on
Management Information Systems, 2(2), 25. https://doi.org/10.1145/1985347.1985353
Komiak, S. Y. X., & Benbasat, I. (2006). The effects of personalization and familiarity
on trust and adoption of recommendation agents. MIS Quarterly: Management
Information Systems, 30(4), 941-960. https://doi.org/10.2307/25148760

Hoff, K. A., & Bashir, M. (2015). Trust in automation: Integrating empirical evidence
on factors that influence trust. Human Factors, 57(3), 407-434.
https://doi.org/10.1177/0018720814547570

Wang, W., Qiu, L., Kim, D., & Benbasat, |. (2016). Effects of rational and social appeals
of online recommendation agents on cognition- and affect-based trust. Decision Support
Systems, 86, 48-60. https://doi.org/10.1016/j.dss.2016.03.007

Elbanna, A. (2006). The validity of the improvisation argument in the implementation
of rigid technology: the case of ERP systems. Journal of Information Technology, 21,



53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.
65.

66.

67.

68.

15

165-175. https://doi.org/10.1057/palgrave.jit.2000069

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of
information technology: Toward a unified view. MIS Quarterly: Management
Information Systems, 27(3), 425-478. https://doi.org/10.2307/30036540

Arfi, W. Ben, Nasr, |. Ben, Kondrateva, G., & Hikkerova, L. (2021). The role of trust in
intention to use the 10T in eHealth: Application of the modified UTAUT in a consumer
context. Technological Forecasting and Social Change, 167.
https://doi.org/10.1016/J. TECHFORE.2021.120688

Alalwan, A. A., Dwivedi, Y. K., & Rana, N. P. (2017). Factors influencing adoption of
mobile banking by Jordanian bank customers: Extending UTAUT2 with trust.
International ~ Journal  of  Information = Management, 37(3), 99-110.
https://doi.org/10.1016/j.ijinfomgt.2017.01.002

Nordheim, C. B., Fglstad, A., & Bjarkli, 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. https://doi.org/10.1093/iwc/iwz022

Powell, J. (2019). Trust me, I’m a chatbot: How artificial intelligence in health care fails
the turing test. Journal of Medical Internet Research, 21(10).
https://doi.org/10.2196/16222

Nadarzynski, T., Miles, O., Cowie, A., & Ridge, D. (2019). Acceptability of artificial
intelligence (Al)-led chatbot services in healthcare: A mixed-methods study. Digital
Health, 5. https://doi.org/10.1177/2055207619871808

Amiri, P., & Karahanna, E. (2022). Chatbot use cases in the Covid-19 public health
response. Journal of the American Medical Informatics Association, 29(5), 1000-1010.
https://doi.org/10.1093/jamia/ocac014

Bedué, P., & Fritzsche, A. (2021). Can we trust Al? An empirical investigation of trust
requirements and guide to successful Al adoption. Journal of Enterprise Information
Management. https://doi.org/10.1108/JEIM-06-2020-0233

McAllister, D. J. (1995). Affect- and Cognition-Based Trust as Foundations for
Interpersonal Cooperation in Organizations. Academy of Management Journal, 38(1),
24-59. https://doi.org/10.5465/256727

Radziwill, N. M., & Benton, M. C. (2017). Evaluating Quality of Chatbots and
Intelligent Conversational Agents. Retrieved from http://arxiv.org/abs/1704.04579
Lewis, J. D., & Weigert, A. (1985). Trust as a social reality. Social Forces, 63(4), 967—
985. https://doi.org/10.1093/sf/63.4.967

Myers, M. (2013). Qualitative Research in Business & Management. Sage Publications.
Creswell, J. W., & Poth, C. N. (2017). Qualitative Inquiry and Research Design:
Choosing Among Five Approaches. Sage Publications.

Carpiano, R. M. (2009). Come take a walk with me: The “Go-Along” interview as a
novel method for studying the implications of place for health and well-being. Health
and Place, 15(1), 263-272. https://doi.org/10.1016/j.healthplace.2008.05.003
Boyatzis, R. (1998). Transforming qualitative information: Thematic analysis and code
development. Sage.

Gioia, D. A,, Corley, K. G., & Hamilton, A. L. (2013). Seeking Qualitative Rigor in
Inductive Research: Notes on the Gioia Methodology. Organizational Research
Methods, 16(1), 15-31. https://doi.org/10.1177/1094428112452151



16

69.

70.

71.

Creswell, W. J., & Creswell, J. D. (2018). Research Design: Qualitative, Quantitative
and Mixed Methods Approaches. Sage Publications (Fifth Edit.). SAGE Publications
Inc.

Klein, H. K., & Myers, M. D. (2001). A Classification Scheme for Interpretive Research
in Information Systems. In Qualitative Research in IS: issues and trends (pp. 219-240).
IGI Global. https://doi.org/10.4018/9781930708068.ch009

Orlikowski, W. J., & Baroudi, J. J. (1991). Studying information technology in
organizations: Research approaches and assumptions. Information Systems Research,
2(1), 1-28. https://doi.org/10.1287/isre.2.1.1



