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 Over the past decade, chatbots have experienced a significant increase in 

popularity, especially since the outbreak of COVID-19. In the United Arab 

Emirates, most businesses have accelerated their digital transformation and 

are relying on chatbots as a primary way to interact with customers. However, 

many of these chatbots lack a voice input option for customers. This study 

investigates the benefits and challenges of incorporating artificial intelligence 

(AI) voice-enabled chatbots into United Arab Emirates (UAE) businesses and 

how this impacts customer experience. Qualitative research techniques were 

used to gather information, and the results demonstrate that implementing AI 

chatbots with voice input and sentiment analysis features can enhance the 

customer experience by making it more efficient and convenient. 

Additionally, the study found that AI chatbots can ultimately save businesses 

time and money, and while they may reduce the need for human agents, they 

will not replace them entirely. Finally, an implementation framework and 

suggestions are provided for businesses that are interested in adopting AI 

voice-enabled chatbots for customer interactions.  
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1. INTRODUCTION 

The COVID-19 pandemic has led to the widespread adoption of digital transformation in various 

organizations. This has resulted in a significant increase in customer inquiries through support channels such 

as live chat, email, call centers, and chatbots, particularly in the United Arab Emirates (UAE). Consequently, 

customer experience has become a top priority for organizations. Through technology, they seek methods to 

enhance customer satisfaction and comprehend the requirements in a cost-effective and efficient manner [1]. 

One approach is the implementation of artificial intelligence (AI) to analyze customer interactions and extract 

sentiments from chatbot data to gain insights and improve the overall customer experience [2]. 

This study focuses on the use of AI to analyze customer interactions with voice-enabled chatbots in 

the UAE. This study examines the effectiveness of natural language processing (NLP) technology in  

chatbots [3] a type of narrow AI for extracting meaningful information from customer interactions and 

determining the intent of their questions [4]. This study is particularly interested in the use of voice-enabled 

chatbots as they are becoming increasingly popular and have a significant impact on customer service 
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interactions in service firms. The goal is to use data obtained from sentiment analysis (SA) of customer 

interactions to better understand and address customer issues and inquiries. 

This study examines the impact of AI on customer experience over time in the UAE by analyzing the 

audio and text sentiments of customer interactions with voice-enabled chatbots. Despite the growing research 

on customer experience and AI-enabled tools, there is a lack of literature on this topic in the UAE. The goal is 

to understand how AI voice-enabled chatbots influence customer experience and how these change over time, 

as the importance of customer experience continues to grow [5]. 

AI is a field of computer science that involves the creation of machines that can perform tasks that 

would typically require human intelligence. It combines elements of computer science, psychology, 

philosophy, neuroscience, and engineering. AI aims to mimic human intelligence by using machine learning, 

reasoning, and self-correction [6]. Three main types of chatbots are commonly used for various purposes: 

support, skills, and assistance. Support chatbots are designed to handle specific problems and are typically used 

for customer service. They use AI and machine learning to answer customer questions, and require the ability 

to understand the context and take multiple actions. Single-turn chatbots designed to perform specific tasks 

such as those found on smart home devices are known as skilled chatbots. These chatbots do not need to 

understand many contexts, because they are mainly used to execute user commands. Assistant chatbots are 

designed to assist users in completing tasks and are highly conversational and smart, similar to human-like 

interactions, such as Siri. All chatbots were conversational in nature [7]. AI voice-enabled conversational 

chatbots include Siri (Apple), Alexa (Amazon), Cortana (Microsoft), and Google Assistant. These chatbots are 

capable of understanding and responding to natural language voice commands and inquiries, and can carry out 

various actions [8]–[12]. 

The chatbot market is rapidly expanding, with projections of growth from $250 million in 2017 to 

over $1.34 billion in 2024 [13]. In the United States, over 21% of adults and 80% of Generation Z use voice-

or text-based bots to search for information and purchase. Several businesses, including Domino's Pizza and 

American Eagle Outfitters, have incorporated chatbots into their operations to facilitate order taking and 

provide recommendations to customers. Companies such as Facebook, eBay, Amazon, and WeChat use 

chatbots for conversational commerce [14]. In the UAE, Chatbots and voice-enabled chatbots have become 

increasingly popular in the UAE, particularly in the public sector. Government entities are increasingly 

utilizing AI technologies to improve customer experiences and increase satisfaction [15]. The UAE is known 

to be an early adopter of AI and its applications enhance the well-being and happiness of citizens and  

customers [16]. 

Customer experience is shaped by the interactions between customers and service providers [17]. 

Customers tend to have a comprehensive understanding of their experiences, which include various internal 

and personal responses to their interactions with an organization [18]. Additionally, customer experience is a 

complex concept that encompasses various aspects such as the customer's cognitive, emotional, behavioral, 

and social responses. This is important to take into consideration when assessing the effectiveness and cost of 

a business [2], [19], [20]. Measuring customer experience can also be an effective way to evaluate the quality 

of voice assistance services. 

Previous research has shown that customers may be hesitant to use chatbots for personal issues or to 

assist with purchasing decisions because they lack empathy and personal feelings, making them less reliable 

in terms of payment methods or product recommendations [13]. However, studies have also revealed that 

customers prefer voice chatbots to text chatbots because they enhance customer experience and allow longer 

conversations, resulting in positive and happy feelings [11]. Studies [21] have found that customers positively 

experience AI voice chatbots. Customers have reported that one of the main advantages of using voice chatbots 

is their ability to save time while completing their tasks. Additionally, voice chatbots offer customers the option 

to interact with them through either voice or text, providing them with the flexibility to choose the most 

appropriate method depending on the context or situation [22]. An example of this is when customers use the 

Apple AI Voice chatbot (Siri), they have the option to use either voice or text commands [21]. Research also 

suggests that people are impacted and influenced by the human-like characteristics of AI Voice Bots and that 

incorporating these elements into chatbots can be an effective marketing strategy to attract customers [23]. In 

addition, Amazon AI developers are working to enhance Alexa (AI voice assistant) by adding individual 

personality and social characteristics, which will improve chatbots’ ability to engage in conversation [12]. 

Recent studies have shown that customers face challenges when interacting with voice chatbots, one 

of which is language limitation. Some AI voice chatbots can only operate in certain languages, making it 

difficult for customers to communicate effectively. Additionally, the use of "always listening" devices in 

services provided by voice chatbots can raise privacy concerns [24]. Another challenge is the lack of trust in 

AI chatbots as they are still in the process of development [25]. However, research suggests that customer 

satisfaction can be increased by addressing these limitations [23]. An illustration of this is that in the healthcare 

sector, virtual assistants can offer customized health and fitness advice based on information collected by 
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smartwatches or fitness trackers [26]. Additionally, customer experience can affect purchasing decisions, 

especially regarding product type and brand trustworthiness [20]. 

 

 

2. METHOD  

This study employed a qualitative approach, incorporating a triangulation method that included an 

open-ended online questionnaire, interviews, and document reviews. The purpose of using Triangulation has 

been used to overcome potential biases by combining different ideas, methodologies, and observations. The 

study participants were individuals from different industries who had experience interacting with AI chatbots 

or who had been customers of companies that use AI chatbots for customer service. Additionally, multiple 

relevant literature reviews of AI-enabled chatbots (text or voice) were used to enhance the research. Whether 

the response to the open-ended questions is a list, a brief response, or lengthy narrative must be provided in all 

cases [27]. An online questionnaire was administered using Google Forms and forms. Document reviews were 

used to analyze and extract information from relevant documents [28]. This approach helped reach a conclusion 

for the research topic and understand the general perception of bots in different industries in UAE. 

This study employed a qualitative approach using a combination of methods, such as an open-ended 

online questionnaire, interviews, and document reviews to gain a thorough understanding of the subject [29]. 

The triangulation method ensures that bias in using a single measure can be eliminated by combining different 

ideas, methodologies, and observations. This study focuses on the effects of AI voice-enabled chatbots on 

customer interaction in the UAE. This study used non-random sampling methods, such as snowball and 

convenience sampling, to select participants from the UAE. The sample includes leaders in the IT field from 

companies that have implemented AI voice-enabled chatbots; experts in AI; developers and vendors who 

assisted in the adoption of these chatbots; and customers who have interacted with AI text or voice chatbots. 

 

 

3. RESULTS AND DISCUSSIONS 

3.1.  Customers interactions with the chatbots  

Most interview participants used chatbots to communicate with service providers across industries 

such as banking, online shopping, and food delivery. Chatbots are preferred by human customer service agents 

because of their availability and quick assistance without the need to wait in queues. However, chatbots lack 

emotion and intelligence, making it difficult to understand customer queries for the first time. Therefore, 

customers need to use a simple language and repeat their queries precisely. 

In addition, according to our interviews, some service providers eliminated human interaction and 

forced customers to connect with chatbots as their primary means of receiving assistance. For instance, most 

responses stated negative interaction with a common chatbot solution in the region, “Eva” by one of the main 

banks in the country. The bank has tried using top-notch technologies such as Eva, a voice chatbot solution, to 

improve its customer experience. According to most participants, the chatbot was designed to handle only basic 

assistance queries. For more complex issues, customers were required to speak with a human representative. 

However, the bank did not provide customers with the option to speak with a live agent, which caused 

frustration when communicating with the chatbot. Other common positive interactions with chatbot solutions 

in the UAE include chatbots by Du, a telecommunications company in the UAE, and the Dubai electricity and 

water authority (DEWA). These chatbots have been stated as positive experiences that give customers the 

flexibility to solve issues. 

The use of AI voice-enabled chatbots in customer interactions has both advantages and disadvantages, 

according to the participants in the study. Customers find these chatbots convenient and useful for quick, simple 

inquiries, and appreciate that they are available 24/7. However, when a chatbot cannot resolve complex issues, 

customers become frustrated and prefer to speak with human agents. This aligns with previous research that 

found that customers find AI voice chatbots efficient for simple queries but lack the ability to handle more 

complicated problems, leading to dissatisfaction [29], [30]. 

 

3.2.  Customer preference  

According to our research, many customers prefer voice-enabled chatbots to text-based ones. This is 

because they find it faster to provide feedback through voice as opposed to typing. An example given by one 

participant in the study was that they prefer to use voice recordings in WhatsApp instead of typing, as it saves 

time, “I find voice to be more convenient and efficient, especially in situations like driving or when I am in a 

hurry and don't have time to type out a long question.” Another participant also stated interestingly that, “Voice 

chatbots are better, it will be easier, even for elderly people. The ones who cannot type. Okay. So, it is easier 

for them to record a message or talk in their natural language. Then, yes voice is more convenient”. However, 

when it comes to more complex issues, customers tend to prefer human agents to the current generation of 
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chatbots, which have a limited vocabulary and responses. Research [11], [23] has revealed that customers find 

voice chatbots more appealing because of the personalization aspect and that incorporating a voice feature in 

AI-enabled chatbots enhances the customer experience by enabling them to hold more extended conversations, 

leading to a more positive experience overall. However, as highlighted in previous research, customers may 

find that AI chatbots provide standardized responses and lack the ability to understand more complicated topics, 

leading them to prefer human agents [24]. 

 

3.3.  Improvement of the current text chatbots 

According to our research, voice chatbots can improve the customer experience in the UAE, especially 

for quick and simple inquiries. However, it could be even more effective if the voice feature is integrated into 

text chatbots for customers who type a hassle, particularly in urgent situations. By incorporating sentiment 

analysis and NLP, chatbots can better understand customer emotions and respond appropriately to them. As 

one participant noted, “this would lead to more data and input, which would ultimately improve business 

processes and the overall customer experience in the future.” 

This research suggests that organizations can improve their overall customer experience by 

identifying and addressing negative customer feedback. Additionally, incorporating proactive intelligence into 

chatbots can make them more effective at understanding and responding to customer needs. The study also 

highlighted that AI voice-enabled chatbots, when given the capability of applying functional intelligence, can 

greatly enhance customer experience by being faster, interactive, easier to understand, and able to deliver 

customer satisfaction information. Furthermore, research [30] shows that by using natural language, AI-based 

chatbots can improve customer experience and become more popular. 

 

3.4.  Technologies used to implement AI-voice chatbots 

In this section, we highlight an example of an AI-Voice chatbot used by an organization in the UAE. 

Information regarding the feedback collection solution was obtained through sample implementation and 

interviews with individuals who were directly involved in the project. The organization plans to use cutting-

edge AI standards and technologies to effectively manage both structured and unstructured client interactions 

in the Emirate. The organization has adopted a voice feedback collection tool that utilizes Microsoft and AI 

services to quickly process and analyze customer feedback in real-time. This can be accomplished by 

integrating a plugin into an organization's mobile or website applications, providing customers with the option 

of providing feedback using text or voice after receiving a service. The feedback will be processed according 

to its format using Cognitive Services application programming interface (API), such as the Translator API, 

which is used to translate feedback from its original language to the desired language, the Speech-to-Text API 

which converts audio recordings into text, the Text Analytics API which identifies the sentiment and analyzes 

the words used in the feedback, the Content Moderation API which evaluates the appropriateness and 

suggestiveness of text feedback, and a custom algorithm which evaluates the tone of voice in audio feedback. 

The collected data will be presented in a dashboard portal that displays key information such as 

customer feedback sentiments, common words used, languages, and the location of feedback. It provides a 

comprehensive view of the performance metrics for all branches in one place. The dashboard may include 

branch-specific analysis visualizations such as overall sentiment, branch-specific positive sentiment scores, 

and the amount of feedback received. Additionally, it provides detailed sentiment analysis with visualizations 

such as mean score/feeling, quantity of feedback, and word prevalence/cloud by emotion, and reviews over a 

period of time. 

 

3.5.  Customers’ feedback insights 

Based on the data provided by the respondents, we provide the results of the model, including 

accuracy, customer preferences, and actions taken by the management. The respondents analyzed 

approximately 500 customer feedback items, including both text and audio. The accuracy of the AI model is 

greater than 80%. We inquired about the difference between text and voice feedback, and the respondent stated 

that customers found the voice feature more convenient because it was faster to provide feedback than type. 

However, the respondent also mentioned that there were some limitations to using voice feedback, one of which 

was the model's ability to understand the different dialects of customers in the region. 

24% of the feedback received was negative and 48% was positive. According to the respondents, the 

machine’s feedback detection was accurate, and they examined more data to ensure that the AI model was 

learning and improving. The feedback was analyzed using AI sentiment analysis tools and displayed on a 

dashboard for decision-makers to identify weaknesses in the system and services and improve them. Owing to 

COVID-19 and fewer in-store interactions, customers are now more comfortable providing services from home 

and prefer not to visit public places. The organization focuses on enhancing the user experience to improve 

customer satisfaction, as the UAE prioritizes customer and citizen satisfaction. As such, the organization uses 

AI cognitive services to make reporting easier and near real-time, and pays more attention to negative feedback 
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so that managers and decision-makers can quickly identify areas for improvement and enhance customer 

experience. 

 

3.5.1. Model accuracy for sentiment analysis 

The accuracy of the sentiment analysis model was determined by categorizing each feedback with dominant 

sentiment and emotion. For example, each feedback is assigned a sentiment (positive, neutral, or negative) to 

test whether the algorithm correctly predicts the sentiment. The goal was to achieve an accuracy of 80-85% for 

each accuracy metric. In other words, for a sample testing set of 100 feedbacks with sentiment, emotion, and 

tone identifications, the algorithm should correctly identify 85 of them. Table 1 comparison between the AI-

detected sentiment and actual sentiment of a set of sample feedbacks.  

 

 

Table 1. Sample data of sentiment analysis: Predicted vs actual sentiments 
No Feedback samples Actual sentiment Predicted sentiment Correct prediction (1 for yes, 0 for no) 

1.  “Buses were late, I missed my appointment” Positive Negative 0 
2.  “I loved visiting the branch, it is so well-designed”  Positive Positive 1 

3.  “Transportation service has improved drastically!” Positive Positive 1 

4.  “Healthcare is horrible in this state!”  Negative Negative 1 
5.  “This new feedback feature is amazing!” Positive Positive 1 

Total v/s. Correctly Predicted 5 4 

 

 

Therefore, we used correct predictions over the total feedback to calculate the accuracy of the sentiment 

analysis. 

Overall Sentiment Accuracy = correct predictions/total predictions×100%=4/5×100%=80%. 

 

3.5.2. Emotion analysis 

The process for determining the emotional sentiment of each customer feedback in the Cognitive 

Engine involves comparing it with a dataset sample of previously labeled feedback. The accuracy of the 

sentiment analysis was determined by measuring the overall accuracy across all the data used to build the 

model. A comparison between the predicted AI and the actual tone of a set of sample feedback is presented in 

Table 2. 

 

 

Table 2. Sample data of emotion analysis: Predicted vs. actual tone 
No Feedback 

*The feedback submitted in Arabic is translated into English using the Translator API. 

Actual 

tone 

Predicted 

tone 

Correct match (1 

for yes, 0 for no) 

Feedback 

1. 

Thank you so much to all the traffic officers. The death of what they limited to the 
effort and on the reception and on the spaciousness of the chest, thank you very much, 

hi * 

Happy Happy 1 

Feedback 

2. 

God and his blessing. God bless you for these good efforts and treatment and reception 
well received and God bless once again. * 

Happy Happy 1 

 2 

 

 

Overall Emotion Accuracy=Correct Predictions/Total Predictions=2/2=100% 

 

3.5.3. Speech-to-text 

The process of converting speech to text and determining its accuracy involves the use of an API that 

provides transcription of audio input. Accuracy was determined by calculating the word error rate (WER), 

which is the ratio of the number of incorrect words recognized during the process to the total number of words 

in the feedback transcript. The formula for the WER is (S+I+D)/N, where S is the number of word substitutions, 

I is the number of word insertions, D is the number of word deletions, and N is the total number of words in 

the feedback [31]. An example of this calculation is provided in the text, where the transcribed feedback has 

3-word substitutions, 4-word insertions, and one-word deletions, and the overall accuracy is determined by 

taking the average WER for all the feedback received. 

 

Calculation of WER=(3+4+1)/41=0.195 

 

Speech-to-text Accuracy=(1–WER))×100=(1–0.195)×100=80.5% 
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3.6.  Contributions and recommendations of the study 

The main contribution of this study is the successful integration of various tools and services, such as 

AI-based text and audio analyzers, to address the diverse communication needs of businesses and consumers. 

This research examines the use of this technology from multiple perspectives and contributes to the literature 

on AI voice-enabled chatbots and text chatbots by providing insights from the perspective of customers in the 

UAE. Additionally, it adds to the existing literature on customer experience (CE) by suggesting an advanced 

method of using chatbots, which includes incorporating a voice component and utilizing the emotion analysis 

capabilities of AI for customer communication and interaction data. This study also highlights the potential 

benefits of using processed data for businesses and customers. 

This study suggests that organizations in the UAE that have strong customer interactions through 

calls, emails, or other channels should consider implementing AI voice-enabled chatbots. Additionally, 

organizations that already have regular chatbots should consider adding voice as an input method, which will 

increase adoption and provide more data to improve the customer experience. The study also recommends that 

customers have the option to choose between a text chatbot, voice chatbot, or human agent, depending on their 

needs. It is important for organizations to proceed with caution when implementing emerging technologies, 

such as AI voice-enabled chatbots, by starting small through a trial period or developing a minimum viable 

product (MVP) to measure the return on investment and benefits before fully committing to a solution to avoid 

losing significant funds if the investment does not perform as expected. Figure 1 can be used as a framework 

or lifecycle for implementing an emerging technology such as an AI voice-enabled chatbot in the organization. 

 

 

 
 

Figure 1. AI voice enabled chatbots implementation integrated framework 

 

 

4. CONCLUSION 

The findings of this research suggest that incorporating voice chatbots and utilizing AI-based 

sentiment analysis tools can significantly improve the customer experience in the UAE. This study 

recommends that organizations consider incorporating voice capabilities into their chatbots and take a cautious 

approach to implementing new technologies by starting with a smaller-scale trial period. This study also 

highlights the need for chatbots to understand natural spoken language and dialects, have advanced 

intelligence, and provide easy access to human customer service agents. This study focuses on the use of AI 

voice-enabled chatbots and sentiment analysis to improve customer interactions. Future studies could explore 

the potential of using videos as an input for chatbots and the privacy concerns that may arise with this approach. 

Further research should examine the relationship between trust and AI biases. This study also highlights the 
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potential of chatbots to detect changes in voice tone. Future studies could delve deeper into the analysis of 

voice pitch to determine whether chatbots can respond appropriately to these changes. 

 

 

ACKNOWLEDGEMENTS 

We acknowledge the Faculty of Engineering and Information Sciences, University of Wollongong, 

Dubai for their support and encouragement in this research. We would also like to express our sincere gratitude 

to the interviewees, participants, families, and reviewers, especially the Chief-in Editor, for their constructive 

comments. 

 

 

REFERENCES 
[1] L. G. Lim, K. R. Tuli, and R. Grewal, “Customer satisfaction and its impact on the future costs of selling,” Journal of Marketing, 

vol. 84, no. 4, pp. 23–44, May 2020, doi: 10.1177/0022242920923307. 
[2] K. Sidaoui, M. Jaakkola, and J. Burton, “AI feel you: Customer experience assessment via chatbot interviews,” Journal of Service 

Management, vol. 31, no. 4, pp. 745–766, Jul. 2020, doi: 10.1108/josm-11-2019-0341. 

[3] B. A. Shawar and E. Atwell, “Chatbots: Are they really useful?,” Journal for Language Technology and Computational Linguistics, 
vol. 22, no. 1, pp. 29–49, Jul. 2007, doi: 10.21248/jlcl.22.2007.88. 

[4] P. Goyal, S. Pandey, and K. Jain, Deep learning for natural language processing. Berkeley, CA: Apress, 2018. 

[5] R. P. Fisk et al., “Elevating the human experience (HX) through service research collaborations: Introducing ServCollab,” Journal 
of Service Management, vol. 31, no. 4, pp. 615–635, May 2020, doi: 10.1108/josm-10-2019-0325. 

[6] D. Rahmani and H. Kamberaj, “Implementation and usage of artificial intelligence powered chatbots in human resources 
management systems,” May 2021. 

[7] K. Nimavat and P. T. Champaneria, “Chatbots: An overview types, architecture, tools and future possibilities,” IJSRD-International 

Journal for Scientific Research & Development, vol. 5, pp. 2321–0613, 2017. 
[8] F. Nasirian, M. Ahmadian, and O.-K. D. Lee, “AI-based voice assistant systems: Evaluating from the interaction and trust 

perspectives,” 2017. 

[9] N. Radziwill and M. Benton, “Evaluating quality of chatbots and intelligent conversational agents,” 2017. 
[10] A. Przegalinska, L. Ciechanowski, A. Stroz, P. Gloor, and G. Mazurek, “In bot we trust: A new methodology of chatbot performance 

measures,” Business Horizons, vol. 62, no. 6, pp. 785–797, Nov. 2019, doi: 10.1016/j.bushor.2019.08.005. 

[11] P. Klaus and J. Zaichkowsky, “AI voice bots: A services marketing research agenda,” Journal of Services Marketing, vol. 34,  
no. 3, pp. 389–398, Apr. 2020, doi: 10.1108/jsm-01-2019-0043. 

[12] A. Poushneh, “Humanizing voice assistant: The impact of voice assistant personality on consumers’ attitudes and behaviors,” 

Journal of Retailing and Consumer Services, vol. 58, p. 102283, Jan. 2021, doi: 10.1016/j.jretconser.2020.102283. 
[13] X. Luo, S. Tong, Z. Fang, and Z. Qu, “Frontiers: Machines vs. humans: The impact of artificial intelligence chatbot disclosure on 

customer purchases,” Marketing Science, vol. 38, no. 6, pp. 937–947, Sep. 2019, doi: 10.1287/mksc.2019.1192. 

[14] A. Thompson, A. Gallacher, and M. Howarth, “Stimulating task interest: Human partners or chatbots?,” in Future-proof  
CALL: Language learning as exploration and encounters short papers from EUROCALL 2018, Research-publishing.net, 2018,  

pp. 302–306. 

[15] A. Androutsopoulou, N. Karacapilidis, E. Loukis, and Y. Charalabidis, “Transforming the communication between citizens and 
government through AI-guided chatbots,” Government Information Quarterly, vol. 36, no. 2, pp. 358–367, Apr. 2019,  

doi: 10.1016/j.giq.2018.10.001. 

[16] A. Almarzooqi, “Towards an artificial intelligence (AI)-driven government in the United Arab Emirates (UAE): A framework for 
transforming and augmenting leadership capabilities,” Pepperdine University, 2019. 

[17] C. Gentile, N. Spiller, and G. Noci, “How to sustain the customer experience: An overview of experience components that co-create 

value with the customer,” European Management Journal, vol. 25, no. 5, pp. 395–410, Oct. 2007, doi: 10.1016/j.emj.2007.08.005. 
[18] J. D. Mayer and P. Salovey, “The intelligence of emotional intelligence,” Intelligence, vol. 17, no. 4, pp. 433–442, Oct. 1993,  

doi: 10.1016/0160-2896(93)90010-3. 

[19] T. Chen, W. Guo, X. Gao, and Z. Liang, “AI-based self-service technology in public service delivery: User experience and 
influencing factors,” Government Information Quarterly, vol. 38, no. 4, p. 101520, Oct. 2021, doi: 10.1016/j.giq.2020.101520. 

[20] R. E. Bawack, S. F. Wamba, and K. D. A. Carillo, “Exploring the role of personality, trust, and privacy in customer experience 

performance during voice shopping: Evidence from SEM and fuzzy set qualitative comparative analysis,” International Journal of 
Information Management, vol. 58, p. 102309, Jun. 2021, doi: 10.1016/j.ijinfomgt.2021.102309. 

[21] M. P. Garcia, “The potential of data-driven virtual assistants to enhance customer experience in the telecommunications industry,” 

Human Factors in Design, vol. 7, no. 13, pp. 61–72, May 2018, doi: 10.5965/2316796307132018061. 
[22] R. Pillai, B. Sivathanu, and Y. K. Dwivedi, “Shopping intention at AI-powered automated retail stores (AIPARS),” Journal of 

Retailing and Consumer Services, vol. 57, p. 102207, Nov. 2020, doi: 10.1016/j.jretconser.2020.102207. 

[23] C. Prentice and M. Nguyen, “Engaging and retaining customers with AI and employee service,” Journal of Retailing and Consumer 
Services, vol. 56, p. 102186, Sep. 2020, doi: 10.1016/j.jretconser.2020.102186. 

[24] D. Ballantyne and E. Nilsson, “All that is solid melts into air: The servicescape in digital service space,” Journal of Services 

Marketing, vol. 31, no. 3, pp. 226–235, May 2017, doi: 10.1108/jsm-03-2016-0115. 
[25] T. Fernandes and E. Oliveira, “Understanding consumers’ acceptance of automated technologies in service encounters: Drivers of 

digital voice assistants adoption,” Journal of Business Research, vol. 122, pp. 180–191, Jan. 2021,  

doi: 10.1016/j.jbusres.2020.08.058. 
[26] W. D. Hoyer, M. Kroschke, B. Schmitt, K. Kraume, and V. Shankar, “Transforming the customer experience through new 

technologies,” Journal of Interactive Marketing, vol. 51, pp. 57–71, Aug. 2020, doi: 10.1016/j.intmar.2020.04.001. 

[27] S. C. Weller et al., “Open-ended interview questions and saturation,” PLOS ONE, vol. 13, no. 6, Jun. 2018,  
doi: 10.1371/journal.pone.0198606. 

[28] A. Labuschagne, “Qualitative research - Airy fairy or fundamental?,” The Qualitative Report, vol. 8, no. 1, Jan. 2003,  

doi: 10.46743/2160-3715/2003.1901. 

[29] R. K. Yin, Qualitative research from start to finish. New York, NY, USA: Guilford Press, 2011. 



Int J Artif Intell  ISSN: 2252-8938  

 

Exploring the impacts of using the artificial intelligence voice-enabled chatbots on customers … (Asad Abdo) 

1927 

[30] Y. Cheng and H. Jiang, “How Do AI-driven chatbots impact user experience? examining gratifications, perceived privacy risk, 
satisfaction, loyalty, and continued use,” Journal of Broadcasting Electronic Media, vol. 64, no. 4, pp. 592–614, Oct. 2020,  

doi: 10.1080/08838151.2020.1834296. 

[31] C. Mollaret et al., “A multi-modal perception based assistive robotic system for the elderly,” Computer Vision and Image 
Understanding, vol. 149, pp. 78–97, Aug. 2016, doi: 10.1016/j.cviu.2016.03.003. 

 

 

BIOGRAPHIES OF AUTHORS 

 

 

Asad Abdo     Asad holds a Master of Information Technology Management with 

Distinction degree from University of Wollongong in Dubai, in 2022. He also received his 

B.Sc. in Computer Science from Al al-Bayt University, Jordan in 2012. Asad is working as a 

Software ِEngineering Manager-IT Project Manager "PMP®" with extensive software 

development experience. He is passionate about emerging technologies and onboarding them 

in successful use cases, across cutting edge mobile apps, websites, and micro-services. Asad 

has grown his IT experience and skills across private product-based companies and Digital 

Governments, in Software Development, Mobile Apps Developments, Project Management 

in many fields such as; Smart Cities, AI, RPA, Digital Transformation, Retail, Supply Chain 

and eCommerce. He can be contacted at email: asaadabdo1@gmail.com. 

  

 

Dr. Shafiz A. Mohd Yusof     Dr Shafiz is an Associate Professor at the Artificial 

Intelligence Research Center (AIRC), College of Engineering and Information Technology, 

Ajman University, Ajman, United Arab Emirates. Dr Shafiz was previously an Associate 

Professor in the Faculty of Engineering and Information Sciences at University of 

Wollongong in Dubai from 2016 to 2022. During that period, he was the Director of the 

Master of Information Technology Management (MITM), and BSc Information Technology 

in MIS. He has also worked as a Senior Lecturer and Associate Professor at the School of 

Computing, Universiti Utara Malaysia. He held various other senior roles including Deputy 

Director of Cooperative and Entrepreneurship Development Institute (CEDI) and Director of 

International Telecommunication Union - Universiti Utara Malaysia Asia Pacific Centre of 

Excellence (ITU-UUM ASP CoE) for Rural Information and Communication Technologies 

(ICT) Development. He is a certified professional trainer (Train of Trainers’ Programme) 

under the Ministry of Human Resource, Malaysia and has conducted several workshops on 

computers and ICT. He can be contacted at email: s.yusof@ajman.ac.ae 

 

https://orcid.org/0000-0003-4895-8739
https://orcid.org/0000-0003-1539-7058
https://scholar.google.com/citations?hl=id&user=ymIck7wAAAAJ

