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Factors Influencing the Adoption of Artificial Intelligence Chatbot in Thailand
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Abstract

The objective of this research study is to examine the factors influencing the
adoption of artificial intelligence Chatbot as well as the readiness of artificial intelligcence
Chatbot ecosystem in Thailand. The results can assist the businesses in using Chatbot as part
of their strategic plans. The research methodology was undertaken through the use of semi-
structured questionnaires and the conduct of in-depth interviews. The representative sample
in this study includes Chatbot developers, entrepreneurs and end users who have
experiences in using chatbot. The findings reveal that there are 6 factors influencing the
adoption of artificial intelligence Chatbot: 1) media richness 2) compatibility 3) perceived
ease of use 4) perceived persona 5) perceived usefulness and 6) perceived risk. The results

of this study can be applied to develop Chatbot strategic plan for commercialization.

Keywords: Chatbot, Natural Language Processing, Computers As Social Actors paradigm
(CASA)
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