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ABSTRACT

Chatbots are becoming more popular as automated customer care solutions on e-commerce platforms due to the
fast development of digital technology. The purpose of this research is to examine the relationship between
chatbot quality and user happiness via the mediation of perceived utility and simplicity of use. Shopee customers
in Indonesia who have engaged with the chatbot function on the site were surveyed online using a quantitative
technique. Instrument validity, reliability, and the connections among the constructs were evaluated using data
processed using Partial Least Squares-Structural Equation Modeling. According to the results, the perceived
utility and ease of use of a chatbot are both much improved by its quality. A user's level of happiness is strongly
related to their perception of the product's utility, which is in turn influenced by their impression of how easy it is
to use. Exogenous factors adequately explain endogenous constructs, according to the moderate coefficient of
determination. In sum, the findings demonstrate how crucial chatbot quality is for influencing users' opinions
and enhancing their happiness. From a theoretical standpoint, this study further supports the relevance of the
Technology Acceptance Model when discussing chatbot services for online shopping. The study provides
practical insights for e-commerce operators, especially Shopee, on how to improve the quality of chatbots so that
they are more interactive, easier to use, and provide users with tangible benefits. This will encourage users to
continue using the bots and help develop more effective digital service strategies in the future.

Keywords: Chatbot Quality, Perceived Ease of Use, Perceived Usefulness, Satisfaction Use Chatbot.

1. INTRODUCTION

The continual growth of digital technologies has led to major shifts across different aspects of
daily life, making technology an inseparable part of daily activities (Al-dweeri et al. 2018).
Along with these advancements, individual needs have also shifted toward greater convenience
and practicality in their activities. According to Ida (2025), the internet is vital in assisting
individuals in reaching their objectives. There were a total of 278,696,200 internet users in
Indonesia in 2023, with 221,563,479 using the internet in 2024, according to figures from the
Indonesian Internet Service Providers Association (Attar, 2025). An rise of 1.4% over last
year's total of 78.19% indicates that almost all Indonesians have access to the internet. In
Indonesia, the five largest online marketplaces are Blibli, Bukalapak, Lazada, Shopee, and
Tokopedia (Pratomo, 2023). Among them, Shopee is a platform that provides consumers with
a wide range of products, including clothing, electronics, children’s toys, beauty products,
health products, and household necessities (Prasetyono et al. 2021).

To improve shopping efficiency and facilitate communication between sellers and buyers,
Shopee has integrated a chatbot feature known as “Choki” (Saputra & Sutarso, 2023). This
technology enables customers to access services around the clock, allowing them to compare
prices and complete transactions conveniently from home. As a form of artificial intelligence,
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the Shopee chatbot utilizes product information databases—such as stock availability, color,
size, and price—to generate automated responses that address customer inquiries (Wibowo et
al. 2020). Beyond answering questions, the chatbot is capable of handling simple tasks,
processing voice commands, and offering product recommendations through interactive
engagement. By adopting chatbot technology, Shopee demonstrates how e-commerce
platforms can substitute for complement human roles in customer service (Saladdin et al.
2020). In doing so, the platform not only enhances service efficiency but also ensures
scalability in managing the growing customer base.

Chatbots serve an essential function in enhancing operational efficiency and customer service
on the Shopee platform. As an example of automated customer service (Dilmegani, 2021), they
enable users to receive immediate answers to common inquiries, including order tracking,
return processes, and instructions for voucher utilization. This functionality helps reduce the
workload of human customer service agents while ensuring faster delivery of information
(Cempaka & Hadiprawoto, 2025). Furthermore, chatbots serve as shopping assistants by
guiding users in browsing products, searching within specific categories, and recommending
items based on purchase history. Thus, chatbots function not only as technical tools but also as
facilitators that support consumers’ decision-making processes during online shopping
(Cempaka & Hadiprawoto, 2025).

In previous studies, only a limited number explicitly identified and measured chatbot quality,
such as those conducted by Ayo et al. (2016), Li et al. (2021), Sundjaja et al. (2024), and
Waarden et al. (2020). Several studies instead focused on sub-categories, such as system
quality or service quality. Chatbot quality itself has rarely been examined, as it remains a
relatively new concept in the context of chatbots. Its assessment requires direct user experience
across various aspects of chatbot services to evaluate quality comprehensively. Most prior
research has concentrated more on behavioral intention and psychological factors, such as
perceived usefulness, perceived ease of use, or trust. Investigating chatbot quality is crucial, as
chatbots are expected to continue evolving and providing greater benefits to users. With the
increasing integration of chatbots into diverse services, research on chatbot quality will become
increasingly important, particularly for understanding satisfaction, trust, and user engagement.
The advancement of artificial intelligence technology has fundamentally changed how
companies interact with consumers. One of its most popular applications is the chatbot, an Al-
based program capable of conducting automated conversations with users. From a
methodological perspective, many previous studies have employed purposive sampling.
Geographically, most of this research has been carried out in Taiwan, South Korea, and
Malaysia.

Prior research has extensively used conceptual frameworks like the TAM and the ECT to
elucidate how consumers assess their interactions with customer care chatbots. Nguyen et al.
(2021) found that users' intentions to continue using chatbots are significantly influenced by
their perceptions of their utility and satisfaction, with prior research confirming that perceived
ease of use boosts perceived usefulness. Previous research has, however, had a number of
drawbacks. To start, the majority of studies have looked at chatbots in the larger e-commerce
setting, rather than concentrating on any one platform in particular. When it comes down to it,
the chatbot implementation on each platform is different. One such example is Shopee's
"Sophie," a virtual assistant that serves dual purposes as a shopping companion and a customer
support tool. According to previous research, such as Sundjaja et al. (2025), consumers' desire
to continue using chatbots may be explained by their perceived utility, contentment, quality,
and confirmation. Regardless, frameworks focused on chatbot quality have not yet explicitly
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addressed perceived ease of use. Since e-commerce customers range greatly in age, education
level, and digital literacy, this is an extremely important factor to consider when deciding
whether or not to implement a new technology.

This study aims to fill a knowledge vacuum by conducting an empirical investigation into the
relationship between chatbot quality, perceived ease of use, and perceived utility and user
pleasure; the sample for this investigation will be Shopee customers in Indonesia. This study
provides a more complete view on the establishment of satisfaction and continuation intention
in encounters with chatbots by including perceived ease of use into the suggested framework.
This study adds to the existing body of knowledge in two ways: first, it expands the scope of
applications for the Technology Acceptance Model and the Theory of Planned Behavior.
Second, it provides practical insights that Shopee can use to improve the performance of its
chatbot, increase user satisfaction, and encourage long-term engagement with its digital service
tools. Also, by looking at how factors like chatbot quality, perceived simplicity of use, and
perceived utility impact satisfaction during chatbot conversations, this research hopes to assess
the amount of user engagement with Shopee's chatbot. This study assesses the role that system
quality and perceived advantages have in overall happiness, and it provides empirical data on
the elements that encourage customers to keep using Shopee's chatbot. The research shows
how the TAM and the TPB work together in the context of Al-driven e-commerce chatbots by
using an integrated theoretical lens that blends the two. By showing how components of digital
service quality and user experience may be added to existing technological acceptance models,
the findings should enhance theoretical discussion.

Practical Implications. Riset ini menyoroti elemen-elemen utama yang memengaruhi
kepuasan konsumen dengan penggunaan chatbot, yang bermanfaat bagi perusahaan e-
commerce seperti Shopee. Hasilnya dapat digunakan untuk meningkatkan fungsionalitas,
desain, dan kualitas chatbot agar lebih memenuhi kebutuhan pelanggan, lebih menarik, dan
ramah pengguna. Shopee dapat memanfaatkan informasi ini untuk keuntungan mereka di pasar
e-commerce dengan meningkatkan loyalitas pelanggan dan mempertahankan daya saing.

Policy and Social Implications. From a public policy perspective, this study highlights the
importance of digital literacy and trust in Al technologies, which can serve as input for
regulators in promoting digital transformation in Indonesia. Socially, the research offers a
better understanding of the benefits of chatbots as efficient digital interaction tools, thereby
enhancing the convenience of online shopping and encouraging broader adoption of Al-based
technologies in everyday life.

The Technology Acceptance Model. Outlines the chain of events that begins with user
beliefs—specifically, their views of an information system's utility and simplicity of use—and
ends with their actions, requirements, and actual use of the system. According to Ghozali
(2020), the purpose of the Technology Acceptance Model is to describe and forecast how users
will react to a certain piece of software. According to this model, there are five factors that
influence how people embrace the use of information technology: how beneficial it is, how
easy it is to use, one's attitude toward behavior, one's behavioral intention to use, and how often
one actually uses the system (Adawiyah et al. 2024).

The Theory of Planned Behavior. Conversely, this perspective highlights a person’s
motivation to carry out a particular action (Adawiyah et al. 2024). The Theory of Planned
Behavior links what individuals believe with how they ultimately behave, proposing that
attitudes, social pressures, and perceived control work together to form intentions and guide

https://doi.org/10.24912/ijaeb.v4i1.227-240 229



International Journal of Application on Economics and Business (IJAEB)
Volume 4, Issue 1, 2025. ISSN: 2987-1972

subsequent actions (Han et al. 2022). The theory also emphasizes that human behavior is not
always entirely voluntary or fully self-directed. For instance, when users do not trust an e-
commerce platform, they may feel they lack control over their behavior even if other factors—
such as their attitudes or perceived social expectations—support the action. Both an
individual’s attitude toward the behavior and the social expectations surrounding it are
considered influential in shaping intentions, while perceived behavioral control is integrated as
an additional predictor of behavioral intention (Tang et al. 2021).

Technology Acceptance Model and Theory of Planned Behavior intersect mostly at the attitude
and behavioral intention levels. In both the Technology Acceptance Model and the Theory of
Planned Behavior, it is suggested that a positive attitude enhances an individual's intention to
act. This holds true for both models, as they both deal with the adoption of new technologies
and the shaping of behaviors by social influences and perceived control, respectively. Attitude
is a key psychological component that links one's first assessment of a behavior or technology
to the desire to conduct it, which ultimately leads to real action, according to both views.
Recent studies on the topic of technology adoption have shown that the many theories now in
use have their own unique advantages and disadvantages. Attitude, subjective standards, and
perceived behavioral control are all factors in the TPB, in contrast to the TAM's focus on
perceived utility and ease of use.

The purpose of this study was to investigate the relationships between the independent variable
(chatbot quality), which is believed to have a significant impact on user experience (Li et al.
2020). Quality of chatbots is defined as how well they respond to user input, how interactive
they are, and how easy they are to understand.

Two mediating variables are included in the model: perceived ease of use and perceived
usefulness. Perceived ease of use represents the extent to which users perceive the chatbot as
easy to use (Aslam et al. 2022), while perceived usefulness reflects the degree to which users
evaluate the chatbot as providing tangible benefits in online shopping activities (Ashfaq et al.
2020). These variables act as intermediaries linking chatbot quality with user satisfaction.
Within the model, chatbot quality is assumed to positively influence both perceived ease of use
and perceived usefulness, while perceived ease of use is also predicted to affect perceived
usefulness.

Satisfaction with chatbot use is positioned as the dependent variable, regarded as the main
outcome of user interaction with chatbots. User satisfaction is directly influenced by chatbot
quality and indirectly shaped through perceived ease of use and perceived usefulness (Nguyen
et al. 2021). Thus, satisfaction emerges as the cumulative result of perceived quality, ease of
use, and usefulness derived from chatbot utilization.

Chatbot Quality. Derived from the combination of “Chat” and “Robot,” referring to systems
that simulate human conversation and respond to users as if they were intelligent entities
through text or voice (Adamopoulou & Moussiades, 2020). A chatbot is a computer program
designed for interactive communication with users (humans) via text, voice, or visuals. Chatbot
assistance has been widely applied for practical purposes, including online services, personal
assistance, and information retrieval (Harahap & Fitria, 2020). In this study, five dimensions
of chatbot service quality are adopted: (1) understandability, (2) reliability, (3) responsiveness,
(4) assurance, and (5) interactivity (Li et al. 2020).
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Perceived ease of use. Crucial for determining how people judge the ease of use of technology
(Aslam et al. 2022). Perceived ease of use, therefore, is the extent to which people believe that
using a certain technology would be a breeze (Aslam et al. 2022). Customers' perceptions of
the chatbot's usability are important as chatbots are still in their early stages as a technology.
An important component in how easy anything is to use is its interface. The learning curve for
new technology may be significantly reduced with an interface that is clean, clear, and easy to
use. In addition, there is a big deal about user experience, which is all about how a consumer
interacts with a business, its services, and its goods. According to research, the perceived ease
of use is greatly enhanced when users have a good experience, which is defined by efficient
navigation, functional efficiency, and seamless interactions.

Perceived usefulness. Represents another major aspect in research on chatbot technology.
Perceived utility is key to comprehending how customers build intents to interact with
technology, according to the Technology Acceptance Model (Ashfaq et al. 2020). According
to Aslam et al. (2022), PU is the degree to which consumers see technology as having positive
benefits. The idea that technology may improve buying processes and bring about concrete
benefits is reflected in this (Candela, 2018).

Satisfaction with chatbots. Is associated with how individuals evaluate chatbot responses and
their effectiveness in addressing user concerns, which in turn fosters continued usage across
sectors such as banking (Nguyen et al. 2021) and online travel services (Li et al. 2021). The
intention to reuse chatbots is influenced by users’ trust in obtaining accurate, relevant, and
satisfactory responses (Ashfaq et al. 2020). Moreover, the increasing reliance on Al-driven
customer service highlights the importance of instant support, contextual information, effective
problem resolution, and personalized communication (Li & Zhang, 2023). Chatbot-based
customer service significantly contributes to enhancing user satisfaction and improving the
quality of interactions (Kaushal & Yadav, 2023). Within the e-commerce context, the strategic
deployment of chatbots aims to boost satisfaction by aligning service quality with customer
expectations (Chen et al. 2021). User satisfaction is also shaped by various dimensions such as
perceived usefulness, responsiveness, the quality of information provided, and overall service
performance (Safitri et al. 2020). Nonetheless, because chatbots are not always capable of fully
understanding customer queries, human intervention remains necessary in certain situations
(Rajaobelina et al. 2021). To maintain high satisfaction levels, continuous improvements in
both information accuracy and service quality are essential (Safitri et al. 2020; Nguyen et al.
2021).

Literature Review

The increasing use of digital service technologies, especially within e-commerce environments,
has highlighted the crucial role of chatbot quality as an effective customer service tool. Chatbot
quality is viewed as a central factor that shapes users’ perceptions of both ease of use and
usefulness. Prior studies have demonstrated that elements such as reliability, responsiveness,
and the chatbot’s ability to interpret user needs significantly influence how easy the system is
perceived to be. According to Rese, Ganster, and Baier (2020), high-quality chatbot
interactions help reduce technical friction, thereby improving users’ sense of system usability.
Similarly, Li et al. (2020) emphasize that the overall quality of chatbot interactions contributes
directly to users’ judgments about the system’s ease of use.

H1: Chatbot quality has a significant positive effect on perceived ease of use.

Research also consistently supports a positive relationship between chatbot quality and
perceived usefulness. Ashfaq et al. (2020) found that chatbots providing timely, accurate, and
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relevant responses lead users to view the system as more beneficial since it offers tangible
value. Likewise, Brandtzaeg & Folstad (2018) argue that well-designed and well-performing
chatbots enable users to recognize the practical utility of engaging with such systems.

H2: Chatbot quality has a significant positive effect on perceived usefulness.

Perceived usefulness is directly related to how easy something is to use, according to Davis
(1989), who proposed this inside the TAM. This correlation has been confirmed by other
follow-up research, such as Venkatesh and Davis (2000), which found that people are more
likely to assess technology favorably if they think they are simple to use. Similarly, Ashfaq et
al. (2020) find substantial empirical evidence that usability correlates positively with
usefulness.

H3: Perceived ease of use has a significant positive effect on perceived usefulness.

Perceived usefulness is also recognized as a critical determinant of user satisfaction. When
users believe that chatbots enhance task efficiency, provide accurate information, and assist in
resolving issues, their satisfaction with the service generally increases. Existing research
consistently shows that higher levels of perceived usefulness lead to greater user satisfaction.
In the TAM, Davis (1989) explains that usefulness not only shapes attitudes toward technology
but also strengthens continued usage intentions. Ashfaq et al. (2020) reaffirm these findings,
suggesting that satisfaction arises when chatbot performance aligns with or exceeds user
expectations. The positive association between usefulness and satisfaction is further supported
by Rese et al. (2020), who demonstrate similar patterns within chatbot usage contexts.

H4: Perceived usefulness has a significant positive effect on satisfaction with chatbot use.

2. RESEARCH METHOD

This research adopted a descriptive design, which seeks to portray specific phenomena, such
as market characteristics or their functions (Malhotra, 2020). Descriptive studies typically
utilize quantitative data to respond to research questions (Hair et al. 2021). A sample refers to
a subset of the population chosen to represent the whole in a study (Malhotra, 2020). In this
research, probability sampling was employed, specifically using the stratified random sampling
method. This technique involves dividing the population into several subgroups or strata that
are mutually exclusive and collectively exhaustive meaning each population element belongs
to only one stratum and none are omitted. Random samples are then drawn from each of these
strata (Malhotra, 2020)

Research Model

Based on the previously outlined theoretical foundation and hypotheses, the research model
depicts how the variables in this study are interconnected. It posits that Chatbot Quality exerts
a positive effect on both Perceived Ease of Use and Perceived Usefulness. Furthermore,
Perceived Ease of Use is anticipated to enhance Perceived Usefulness, which in turn is expected
to increase Satisfaction with Chatbot Use. Overall, the conceptual framework merges the
Technology Acceptance Model with elements of service quality derived from artificial
intelligence—based systems.
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Figure 1. Research Framework

Data Collection and analysis

In this study, data were gathered using an online questionnaire distributed to individuals who
had previously interacted with customer service chatbots on e-commerce platforms (Sekaran
& Bougie, 2017). A purposive sampling method was employed, whereby participants were
intentionally chosen based on predetermined criteria relevant to the research aims. The
resulting dataset was examined using the Partial Least Squares—Structural Equation Modeling
technique, selected for its effectiveness in analyzing complex research frameworks and its
ability to accommodate latent constructs measured by multiple indicators (Shao et al. 2022).
The decision to adopt PLS-SEM was further supported by several methodological
considerations outlined by Hair & Alamer (2022).

Measurement of Research Variables

The research instrument for this study was a structured questionnaire made up of statements
meant to evaluate the following constructs: chatbot quality, perceived ease of use, perceived
utility, and satisfaction with chatbot use. A five-point Likert scale, with 1 representing
"strongly disagree" and 5 representing "strongly agree," was used to assess all measuring
questions, which were derived from previously validated research (Sekaran & Bougie, 2017).

Each construct in the study was operationalized based on indicators drawn from established
research. Chatbot Quality was assessed using five items that capture elements such as accuracy
of responses, the chatbot’s ability to understand users, interactivity, reliability, and overall ease
of use (Li et al. 2020). Perceived Ease of Use was measured with two items reflecting the
simplicity of operating the chatbot and the minimal effort required during interaction (Aslam
et al. 2022). Perceived Usefulness included two indicators evaluating how effectively the
chatbot delivers prompt product information and enhances efficiency in online shopping
activities (Ashfaq et al. 2020). Satisfaction with Chatbot Use was represented by three items
that measure overall satisfaction, the pleasantness of the service experience, and users’ positive
assessment of the Shopee chatbot’s performance (Nguyen et al. 2021).

3. RESULTS AND DISCUSSIONS
Validity Test
The purpose of the validity evaluation was to make sure that each indicator accurately

represented its own concept. Examining the Outer Loading values and the AVE allowed us to
determine the convergent validity. Loading ratings higher than 0.70 were seen in all measures,
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suggesting high validity. The measures also had adequate convergent validity as the AVE
values for all constructs were more than the 0.50 criterion.

Table 1. Convergent Validity Test
Construct | AVE | Remark
cQ 0.656 | Valid
PEOU 0.820 | WValid
PU 0.839 | WValid
SAT 0.844 | WValid

Validity Test Results

The findings from the convergent validity assessment indicate that all constructs obtained
Average Variance Extracted values above the 0.50 benchmark (CQ = 0.656; PEOU = 0.820;
PU =0.839; SAT = 0.844). These outcomes verify that each construct satisfies the criteria for
convergent validity, demonstrating that the indicators adequately capture and represent their
corresponding latent variables.

Table 2. Outer Loading Factor

Konstruk Indikator Loading Factor

cQ CQ1, CQ2, CQ3, CQ4. CQS5 | 0.843, 0.777,0.758, 0.819, 0.848
PEQU PEOUL, PEOU2 0.909, 0.902

PU PUL, PU2 0.913,0.920

SAT SAT1, SAT2, SAT3 0.928, 0.919,0.910

Convergent validity was evaluated by analyzing the outer loading values of each indicator
within the constructs. The results show that all indicators exceeded the 0.70 loading threshold,
confirming their appropriateness in representing their respective constructs. For the Chatbot
Quality construct, the indicators CQ1 (0.843), CQ2 (0.777), CQ3 (0.758), CQ4 (0.819), and
CQS5 (0.848) all produced satisfactory values, with the lowest loading (CQ?3) still remaining
above the accepted minimum. The Perceived Ease of Use construct included two indicators—
PEOUI (0.909) and PEOU2 (0.902)—both of which displayed very high loading values,
indicating that the construct is captured effectively. Similarly, the indicators for Perceived
Usefulness, PU1 (0.913) and PU2 (0.920), showed strong loadings, demonstrating their validity
in measuring perceived usefulness. The Satisfaction with Chatbot Use construct, represented
by SATI (0.928), SAT2 (0.919), and SAT3 (0.910), also exhibited excellent consistency, with
all loadings surpassing 0.90. Overall, these results confirm that all indicators meet the
convergent validity requirement, as their loading values exceed the recommended cutoff (>
0.70). This indicates that each indicator reliably reflects its associated latent variable,
supporting the suitability of the measurement model for subsequent analyses.

Discriminant Validity

Heterotrait-Monotrait Ratio Results

The Heterotrait-Monotrait Ratio test was employed to assess the discriminant validity among
the research constructs. The Heterotrait-Monotrait Ratio values are presented in a triangular
matrix, where only the correlations between different constructs are displayed, while the main
diagonal and upper part of the table remain empty.

Table 3. Heterotrait-Monotrait Ratio
CQ [PEOU | PU SAT

PEOU |0.879
PU 0.797 10.893
SAT 0.896 |0.699 ]0.736
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Heterotrait-Monotrait Ratio Results

The findings reveal that the Heterotrait-Monotrait Ratio between CQ and PEOU is 0.879,
between CQ and PU is 0.797, and between PU and PEOU is 0.893. Additionally, the HTMT
values for SAT in relation to CQ, PEOU, and PU are 0.896, 0.699, and 0.736, respectively.
Since all values are below the 0.90 cutoff, the results confirm that the constructs meet the
requirements for discriminant validity. This indicates that each construct is distinct from the
others and that no multicollinearity issues are present within the model.

Reliability Test

This reliability analysis looked at the indicators' consistency in measuring the specified
constructs. The internal consistency was assessed using Cronbach's Alpha and Composite
Reliability. There was a great deal of consistency across the indicators, and the measuring
device was confirmed to be dependable, because all constructions achieved values higher than
the 0.70 marker on both measures.

Table 4. Reliability Test

Construct | Cronbach’s Alpha | Composite Reliability | Remark
cQ 0.868 0.868 Reliable
PEOU 0.781 0.780 Reliable
PU 0.809 0.807 Reliable
SAT 0.908 0.906 Reliable

Reliability Test Results

The results of the reliability analysis show that all constructs achieved Cronbach’s Alpha and
Composite Reliability scores above the 0.70 threshold. These findings confirm that each
construct exhibits robust internal consistency and that the measurement instruments applied in
this study are dependable for subsequent statistical evaluation.

Table 5. Path Coefficients

Hypothesis |Relationship |p (Original Sample) | t-statistics |p-value Result
Hl CQ — PEOU 0.731 13.956 0.000 Accepted
H2 CQ—PU 0.332 3.222 0.001 Accepted
H3 PEOU — PU 0.467 3.954 0.000 Accepted
H4 PU — SAT 0.633 9.338 0.000 Accepted

The bootstrapping results show that all paths between the constructs are statistically significant
at the 5 percent level (p < 0.05). The significant relationships include CQ — PEOU (B=0.731;
t=13.956; p=0.000), CQ — PU (f =0.332; t =3.222; p=0.001), PEOU — PU (B = 0.467; t
=3.954; p = 0.000), and PU — SAT (B = 0.633; t = 9.338; p = 0.000). These findings show
that the perceived utility and ease of use of a chatbot are strongly impacted by its quality. Also,
how effective a chatbot is is directly correlated to how satisfied users are with their experience
using it, and how easy it is to use is a major factor in how valuable it is.

The collinearity analysis of the outer model reveals that all indicators have Variance Inflation
Factor values between 1.694 and 3.546, which fall well below the maximum allowable limit of
5. This confirms the absence of multicollinearity among indicators and supports their
appropriateness as measures of latent variables without biasing the estimation process.
Similarly, VIF values in the inner model range from 1.000 to 2.240, also below the threshold
of 5, indicating that multicollinearity is not present among the constructs. This suggests that
the exogenous variables are not redundant in explaining the endogenous constructs, ensuring
that the path coefficients can be interpreted with confidence.
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The findings of this study indicate that chatbot quality exerts a strong positive influence on
perceived ease of use (H1 supported). This outcome is in line with earlier research by Lin
(2015), Wang & Lin (2012), and Zhang (2025), which demonstrated that the quality of a
chatbot shapes how effortless users perceive the system to be—particularly as users
increasingly expect rapid, convenient, and efficient digital interactions. When a chatbot is
capable of accurately interpreting user questions, delivering relevant information, and offering
an intuitive interface, users experience smoother and more seamless interactions. In contrast,
chatbots that respond slowly, provide irrelevant outputs, or struggle to understand user intent
often lead users to conclude that the technology is difficult to use. Such negative experiences
may reduce their willingness to rely on the system. Hence, chatbot quality becomes a key
determinant of perceived ease of use, which ultimately influences technology acceptance and
continued utilization.

Furthermore, the research confirms that the perceived utility of chatbots is much improved by
their quality (H2 supported). Previous research by Ashfaq et al. (2020), Lubbe & Ngoma
(2021), Nguyen et al. (2021), and Silva et al. (2023) has shown that the trustworthiness,
engaging nature, and reliability of a chatbot have a direct impact on how valuable users
perceive it to be. Users are more likely to see the chatbot as useful and productive if they find
its replies to be accurate and helpful (Zhu et al. 2022). In addition, prior research has shown

that interaction is crucial for enhancing perceived utility (Adam et al., 2021; Lubbe & Ngoma,
2021).

The results also confirm a significant positive relationship between perceived ease of use and
perceived usefulness (H3 supported). This aligns with studies by Lin (2024), Myin &
Watchravesringkan (2024), Park & Kim (2023), Silva et al. (2023), and Yang et al. (2025),
which consistently show that users are more likely to view a system as useful when it is simple
and straightforward to operate. Consequently, organizations must prioritize intuitive system
design to increase user appeal and expand adoption. Nonetheless, marketing reports point out
that users’ judgments about usefulness are sometimes shaped more by the system’s
accessibility and availability than by direct usage experiences.

Furthermore, perceived usefulness was found to significantly enhance satisfaction with chatbot
use (H4 supported). As perceived usefulness increases, so does the level of satisfaction users
derive from their interactions with chatbots. This corresponds with earlier findings by Adam et
al. (2021), Eren (2021), Lubbe & Ngoma (2021), Ashfaq et al. (2020), Chung et al. (2020),
Nguyen et al. (2021), and Tan & Lim (2023), which suggest that satisfaction rises when chatbot
performance meets or surpasses user expectations. Users who experience time savings,
efficient problem resolution, and helpful information from chatbot interactions are more likely
to view their experience positively (Nguyen et al. 2021). The quality of a chatbot—reflected
through relevant responses, prompt replies, ease of connection, and dependable issue
resolution—plays an important role in fostering positive user attitudes. This echoes previous
research showing that high-quality chatbots contribute to stronger user satisfaction and
improved customer service experiences within e-commerce environments (Chung et al. 2020).
Collectively, these findings underscore the importance of chatbot quality in enhancing user
satisfaction and optimizing customer support processes on digital platforms.

4. CONCLUSION AND SUGGESTIONS
This study considers the moderating effects of perceived utility and simplicity of use to

examine how chatbot quality affects satisfaction with chatbot usage. It is clear from the results
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that the measuring instruments are valid and reliable because all constructs meet the criteria for
convergent validity, discriminant validity, and reliability. Perceived utility and ease of use are
both improved by improved chatbot quality, according to the structural findings. Perceived
usefulness considerably boosts satisfaction with chatbot usage, whereas perceived ease of use
has a considerable beneficial influence on perceived usefulness. Results like this highlight how
important chatbot quality is for making users feel satisfied with their experience. Moderate R?
values indicate that the exogenous factors adequately explain the endogenous constructs. By
providing empirical support for the Technology Acceptance Model as it pertains to chatbots
used in online commerce, the results as a whole provide theoretical insights. Findings have
practical implications for e-commerce platforms like Shopee, showing how important it is to
improve chatbots' interaction, usability, and functional advantages to boost user happiness and
engagement with chatbot services.

Theoretical Implications. This study adds to our knowledge of technology acceptance by
developing a unified PLS-SEM framework that incorporates chatbot quality, perceived ease of
use, perceived utility, and satisfaction with chatbot usage. The results add to the research on
chatbot adoption in e-commerce environments and support the Technology Acceptance Model.
Researchers interested in the psychological and technical factors that influence user happiness
and the continued adoption of Al-driven systems might utilize this study as a starting point.

Learning Implications. The study also contributes to learning development in information
systems and technology management. By integrating Chatbot Quality, Perceived Ease of Use,
Perceived Usefulness, and Satisfaction Use Chatbot into a single empirical model, the research
provides a practical learning tool suitable for courses such as Digital Marketing, Consumer
Behavior, and Technology Adoption. Through the application of PLS-SEM, students can gain
hands-on experience in applying theoretical models, interpreting statistical outputs, and
understanding relationships among digital service variables. In this way, the study fosters
experiential learning and strengthens digital literacy within academic environments.

Practical Implications. For industry practitioners—especially those in e-commerce such as
Shopee—the findings underscore the necessity of continuously enhancing chatbot quality in
terms of reliability, responsiveness, and interactivity. A chatbot that is intuitive and capable of
delivering meaningful value directly contributes to higher user satisfaction and increased
customer loyalty. Development efforts should therefore prioritize user experience, service
personalization, and the integration of advanced Al capabilities to better address user needs.
Beyond its relevance to industry, the model also serves as a practical instructional tool for
information systems, consumer behavior, and digital marketing education. For example,
Shopee’s “Choki” chatbot can be used as a case study in academic settings to demonstrate the
Technology Acceptance Model and provide hands-on practice with PLS-SEM. This enables
learners to explore system quality, perceived ease of use, perceived usefulness, and satisfaction
through realistic simulations, hypothesis testing, and model interpretation. Consequently, the
study supports both practical improvements and experiential learning related to Al-based
technology adoption.

Suggestions for Future Research. This study is limited by its focus on Shopee users in
Indonesia. Future studies are encouraged to expand the scope by examining other e-commerce
platforms or additional industries to obtain a more holistic understanding of chatbot adoption.
Further research could also integrate variables such as trust, confirmation, or continuance
intention to enrich the analysis and provide deeper insights into factors driving sustained
chatbot usage.
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