
                 : WHAT DOES THE 
CONSUMER THINK?

People have more intentions to use smart (intelligent) 

chatbots than mobile websites. Similarly, smart chatbots evoke 

higher levels of customer satisfaction. Silly chatbots, 

however, show the lowest scores for both constructs.

400 millennials from fifty different 

countries, of which 50% is Dutch 

average age 24.35

50/50 female/male

roughly 80% is higher-educated

2 in 3 respondents use their mobile 

phone more than 2 hours per day

95.6% uses their phone for 

messaging apps, 84.1% for calling 

and 80.5% for browsing websites
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All the facts and figures presented in this infographic were copied from a MSc Thesis written by Bram Voets. The study was analysed through a three-way ANOVA and MANOVA and all 

the numbers presented were statistically significant (p < .05). The experiment used twelve different conditions, all with more than 30 respondents per group. If you would like to read 

the thesis or learn more about the study, send an email to bajgvoets@gmail.com. 

Chatbots

a between-subjects experiment investigating the 
effects of chatbots on consumer perceptions 

SAMPLE

2

4

6

Sm
ar

t c
ha

tb
ot

Silly
 c
ha

tb
ot

M
ob

ile
 w

eb
sit

e
0

Customer Satisfaction Intentions to use
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WHY do people like chatbots?

Speed
Tailored infoEase of use

71.8%

29.9%60.3%

Smart chatbots can be used for all kinds of 

products (low and high involvement). Silly 

chatbots should only be used for low- 

involvement products, such as pizza.

Smart chatbots can be used to sell products 

or to help the consumer find information. 

Silly chatbots should only be used to help 

the consumer find information.


