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1. ME

= TAY 7l Bdel 35lo] vz $
A Ad glo] whEA Wsketa gtk 7HA] AR
FoAZks Aol 2YE WAow Agst o] 7}
sah, olgdt XY 7% 24 Al A2e

7 ZAE 7189 Fadt FEo] Ha Qlth(Lee
and Lim, 2018). 345, Held, AvlE 24,
Hdole], E5AQ), 7MEA 9 S, g 7t
S8 AXESo] o] olgfgt 7138 AlFehs TL

71&2 2% QJthDe et al., 2018; Lee and
Lim, 2018; Verleye, 2015). tjA¥ 7|&2 %A
o] T4 oS Al =9 2H WA, A4
A-373E sl 719 A el 9 wHsket
o] FHsk= An|Rke] o ANl 4l M5 ARgke| o
o teS 7FsAl $tBollard et al, 2017;
Bordoloi et al.,, 2019; Merlino and Raman,
Hslol] gbA] AT 1749] o
0

o]
=

2013). ol#gt
£ olsfietal, 17 migol Fgkebd, 1749 A
of o]l s FHOIRE 9gs sk v
(Byun and Cho, 2020). oJAH A A Qo=
Aatar vIFsHl s Sdisky, Wds sjAsk]
Slste] theket AkQ] toellA ATRRS] S8t =
oAl Qlth AIFERe] ojAM AN FEE FHs)
A, 2eRlelA wlde sidaiA B AYESR
of Wil A EH YoE T o T2
oheFgh Ao Aula FgelAe] ZIdat Anlat
= AR AR 7)ol
AIRSE WioR dh= $H70]

744, 1 A &
FAQ A2 7] o]
Ao AL o8t YvkBollard et al, 2017;
Bordoloi et al., 2019). 7|9 12¢] vl&-g 2 9]

= Tl
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7} Bck(Meyer and Schwager, 2007). oA~
oA uAE ALAn] 20} 45 283t thafst 7
3 Qs Folo] ARS Ak, 7199 Hi=E
A F A P (Choi and Choi, 2022a). 44291
HollA] 71]do] S ofalfetal, LA A F2 A3
S ATk - Z 23 (Roest
Rindfleisch, 2010). o]t g0 Mu|As
S njRkel AH)2 Al FAl 719 Ateldl] fof
A7t FdE =], AR o] A vEeE A
i, AT, ERIAl 3 Fo) FEA AEs KB
oA ¥HKim and Kim, 2018). Zeithaml et
al.(1996) An|zkel A4 At = 71974
AEAR PARAIE FF 7199 A 94
Ao FAZ o7 HrdHtiy 51910 H Ajzen and
Fishben(1980) &= A:H|#kke] A|&41Q1 FAFAIE <l
& 7199) o] ATl SEAR PEs )
AR ERIGA 7 ks 394
she SAUMORE W& TFsAo] Eopith
SFlth M s Agehs AT AB| A9t %
ATE ARAM A FA HAT ARAL]
AT g AR e S

e

e

e and

4

x

=

TC

i, &

= [e)
A=

RN ST

Z wl

ojFglom FZ AREALS] P Qo
e8] Sdjste] = BEAE Thed AeAT =
2OHMOR V)& T o2 7kt Ayt F
o]FgItt. F AH|RRE o]AM A, AEVES] S,
22}l oA ATAS: AH| A
Zskar ok, olfet #ES 1w uf, e
2Rl S lA An|zks} 719 Alolel] FAdE]= A
A Fsomele] wATE 2Rl SFelA ARgAL
o] Aein} Agle] 3AE AR AH|IAE AR

HeAle B3 A Beskt & 2 ATE 59
7198 thalste] Aula el ks Sdishs
ATARE B3lo] FAsE thekdh AT Au)xe)
AMEAE Bo] an|Akel AIIEE Afol9] wAIEA )



S0 nlxl= Fe

EO|wo] M) WAUZS dohuaa s, of

7(4 ]/\1 B Oﬂ:rL_‘ ]%/] d g],xl.tﬂ}ﬂo] oh;].ﬁl— 7

G R AT ANE Erj AL A A

g thele] AAFES Al AlgAR 78]

S o}v% cheut o] T H ¢l Ao
T

SRE fm

LA AEI2sh AR AREA Alolel 3
o] AT Aplel Tig A
o] e T dohanA Fi

2.1 AIFER AMH[A

A2 Al(Artificial Intelligence, Q134]%) 2}
NLP(Natural Language Processing, AF¢ie] =]2])
£ olgste] A7) distE AlEwelAToEN
28] Ais olsfistal AFs o R FHdh= HFE X
FIo|t}, AlZte] ApEA ATARS ¥ BE 4t
23} zpde] Al 7]so] ARl FHo] AR}
iglelze] A% AHIAE o] &S 4 glom, AlH
L x%x—] 1;1 u}% °17F 012 x%o}ﬂ] Quq/q Tuﬂ
AAskaL g5 ¢ Stk HE
7kdo]  old(Natural — Language

U= Fao}oi *F&Z}J ==
sjetelal, Fr1H0R 15t oo ARG
A7F FolE daA; sREAE gelsit) o] VleE
& Haledd Heds Sabua ARAF st
Goll 7kt gk 22 7Nke] glojeHo] AE A
AlE-skato] % */‘]7]74] a1, AJFto] SEHA AR
skl diS5skal gntEA tsshs

al
ST

of 9HA A&
Al AR
Understanding, NL
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2 AT A Eojrd, 7PdHA (Virtual
Assistants) 2] ags Tyt

(https://www.ibm. com/kr—ko/topics/ chatbots).
Ato] YizkE Aelshy] {3l AMgsks WHoR
= A4 e 71 2 e e A 7 5 A
72 B7E 4 T (Ahmed and Singh, 2015).
A 7IRE e e E FEste] Al ERHs
7S 3}% whHolw, 52 2 e 7]ak
3“1;_ 7},,#1;1] A3

-

N
&5
g, o

4 ofh o 12 ox (T o

A ARSI 715l wet 27E sk, 3
Ay vy Ao i 4 9tk HAY
B2 ARAPE st FAAR YRE AFshs 7
& Tdshs Ao| HAo|n oﬂi% o, e,
oJgl, Al AuA Hofe] Ao] olar, HHAY A
B BEEY AMARE O ® ﬂb} 23 FAE

oA ot Erl 9158 ARl TsE

k= o] EHo|t} o2= Aty oA, S
T o] It (Huang et al., 2017).

2.2 Al2AE

Lewis and Chambers(2000)= 17 AdS At
F ARIAE Foflshks Ao s 8H ki
o] w7l Tl T Aol tisle] FAHoR
= Adggtnr AYskct Otto and

Ritchie (1996)= ZHIAke] oS A2 B
WA Aoz TS AAH AP Aplx F
=i Ug]?@ 7 .C_oﬂ I;H—g‘}

4 anlzpe] Q148 7
o sigelel, A AR A tstel wgat
L oznAe FRE, H9E el s
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Schmitt(1999) = 7% %
]*6]"* 7| ¢} Zﬂﬁfﬂ

o
o

= o ANy
o
2 ol

0 oX
o
-

73]

[eln=1) =

Stk Shaw and Ivens (2002) EAL]
A} AnAF Atole] g ahgolgta
A2 AH| 2 HeA 317“01]71]
Aol 7IE oA53sh EX];H
< MNAsiA oA HEE A

Pine and Gilmore(1998)b 7197}
g3toz yAAso] YAy vk wekA, 7]

2
1o
—O-Lﬁ
32 o
Hm\o
B U CT A )

>

= aE=1%
o]

Aot v AsAee I FYor AARY
A28} HA APATE Fate] INET S
1#8] ¥ Kim and Park(2021)-2 A%2] A)A}
ool #st Arellx] AEANIAG] AEE QA
A BY, 497 APy BAA AEow EHRII

, Choi and Choi(2020a, 2022b)& A% AH]
JJr S AdF el wgh AelA AH|Rre] 7
A A% A AF, BAA Ao B
o AelXE AF el 278k Al
B9 AMARS QXA A, A A
BAZA A o7 A4-staal s}

o
L uo‘

O

R (L R B VN CTR
=) ”’Ifi

rL —>L

2.3 EE

7Fde ARlA AFARe] e=Ho|th(Park et al.,
A&H o7 ARE shEe Aol 2
f?l FEE AE shdolzkar SkSHH(Crosby et

. 1990). AFA WA A= 7193 4]
XH M s Qclo® Wy FWAEA
2 FAEe 5ol dist L A7 W=
(Ozdemir and Hewett, 2010; Bilgili et al.,
2014; Crosby et al., 1990). welr], dAFA»}
AEOS 713 uAe] A7AR] BAlel A

+2% 8

A4
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oJare Berry (1995)+= A

o] 7|43} 1A A

Sl
4
o A7A& el
Coulter and Coulter (2002) &= AH]A F4
A A FEkel o Alele] AlE A el
uATE] FAMBIATE I Aol JEks w]
Fod 299 WSl Aula FEARL 71
a7 AFE o7l o WHoE AR
(Relationship Quality)& =ol=d] &
of 3Hhal 3I%ith Chonko(1986) & 71 #AlZS
Bl %2 dEs vy Qv wrle i’l‘i%

A& = B =i FA Alew
ARl Alg71ds flal E3s] Fell
23l grhar sigith #AIEAS] 4 %
A7 2010 5ol sl FgEgloH, #
AFAEL MRl AlgApele] AF, v &9 59
MEe E3ket Ik (McMullan and Long, 1987;
Lee and Jeon, 2011). ¥4 74 2+
TARE AR Akgo] thax Afol7t glont v
o] AyAze] AR A AHE W AlF,
2 FollA 271 o] Ao w AAEkaL gtk
(Hwang, 2011). o5 F&3&le] B A& AA=
s W5 289 Adow Wy st A
(Bae et al., 2012; Jeon and Park, 2011 Cho,
2012), =4, R =919 Ao R B T
A7 (Kim and Kim, 2010; Park, 2009), AA, 4l
o} =419 Agow w3 A+-(Park,
2012), RO R AIEAS ﬂ&i, AF, &9
2oz By Z&st A5+(Shin and Yoo, 2011;
Hwang, 2011) So& W=, AlF, 9] FolA 2
7HA Ak oo et Ak X3 E
TAFAL 7199 874 524do] g vt
HAIEAS] 4 A vheFstAl AlAIE AL 9ot
Aol te] A3 ATtell 2ASk] AnRt
s} 7o) 7141 wAlE Wo] Wkl $83
g eh uAe] Fufeabad o] mpx et
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AR MH|2 AFZEEO| 2

el

X
Din

C

o°='

SO=0f Alxl=

B A BTN
(Kim and Kim, 2018; Lee et al., 2001; Crosby

et al., 1990).
2.4 #H=EO|T

YEEg At

Boulding et al.(1993)<&
ofi el tigh Biert FAE 5 wleel] 5t
Fsow YAl k= AiR1e] Alda eAetar
st3lek Choi et al. (2013) ¥H=5olghk= 7ol )
Lop Ad idoldbd dslhe e A
Adoz Hssirk. Kim et al.(2009)2 Ald¥}
7t 5o ojojd FaA ThsAdolH, wleje
543 dss st she gAE A
Zeithmal et al.(1996) 52421 3
AR T, ERlelA 4, AEE T,
AL ZEu|Yd THeE AEstes
vepdtha stk s e s 4
T o HAe wet tha le]7f glx
A=A Aol AR
SAA PR} FHIE TS
Aarg oz AAE 4= 3lthBoulding et al.,
Cronin et al., 2000; Zeithaml et al., 1996)

A &g ol B3] Vi (2000)” =
gk S %L 4%101]/‘1 ek e g

et vl
ASALE I,
AEolEd T
1993;

l:

o7 71 A7l A

Blolt. FdHE) Wt
= dEol A Ay
& AH|RRE] A EAQ1 ol ARGl SJgittal £
3tk (Delone and Mclean, 2003; Lam et al.,

2004;  Reichheld and  Schefter, 2000).
Bhattacherjee (2001) = AR|AFES] A3 Mu|A
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o)

of gt A& lf D AR 7199 A71A
doR AAddda sigick 7Yl 9 22 HWiES
= d QoA WHET) uAs FHskE Zlo
At IS fRshs AR 17 Bl b]go] ¢
AA A2Q57] wjFo]t}(Reichheld and Schefter,
2000)

2~
T
=

=
[e)
==

[Ra
rr
>
E

>4

S vHtH(Taylor and Baker, 1994; Reynolds
and Beatty, 1999). ¥ <oA= AR An]x~
o] $4E yEste] WEoE Ao Au|ie] of
St AEAMEY R 9} FHAEE st Agskaat
sl

3. iU Idn
3.1 Al2Z 2EH

Sahin et al.(2011)> &2H HA#=o] tj3
FATFA 1A BACHHLE AF W=
Ao Geks mRtal sl o, webd, 44
HAE 9 AR P FE5S S8 HiE A3
9] a¥= Aeketth Lee and Kim(2022)2 Al
718k 23 F4e] AR7A7E SAEA Y sl Ee
FAZe kg mAtka %tk Sa et al.(2020)
& AL MuIAe] AEA 719 AZA T}
ATE Foto] Ao} WEoR E IAFEHS
N EdE ERlseltt. webA, AP BAE

NE ot

(O ofN

A Aolol= 0% 3% Wi e Ve
et e e AT,

3.1.1 XM A2z 2EE
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Kim(2019)2 <]4711¢] 71944
gk A 7H7F AR el S
?ldr 0} 3, Kim and Li(2021)2
sk AR Aol oA
A Alge] JEs wFS FRlsi

Yoon(2019)2 ZA¥E4 49 ¥
TAE A AR AulA ZER7E AR o]
of FAAR FFE Xtk 3d18lY, Kim and
Park(2013)> 97 A3 Wworste] A+

Kas ks Eoto] yEe

pae)

=L

3)
oA QUAZ AR Y BEL
of A FFL

T= vt gl 2, Choi
and Choi(2022a, 2022b)= A AHAHE <

11

O

A A 74 AE 4 AAA AHow AASt
AL, AR o]l AR Az SHAA FF
S o189tk Ji and Cha(2020)& 544
2 AEFH] AR A FAAQ Fe 73T
TSk mebd 919 HYATE vgoR ok
7 e S e

HI. AIRE M| A9 QXA ARAT L AR A
|2 ARGARS] kel A (+) 9] 9= v Ao
o).

H2. AR Au)A9 QXA AMEATS AR A
|2 ARgARe] Ago] A (+) 9 Y3 Aol

t}.

v

3.1.2 24 Mg

rﬂ

HEE
Lee(2019)= S99 u=el o849 1H44
] }217} o] A|&A o] g T4
u]ih:}jr_ 3}3it}. Suh and Yoon(2019)
S L] Eatel Jd s o B | B g ot M i
O]% ”J—]Oﬂ A S R skl
Kim and Park(2013)> S2A%F 237 7+

feicd)

o M rlo 2 o

o
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4, v 9 el ele] ATtellA A A AP
AR S Foke] dwomel FHAd JEgs
wZtky 819tk Choi and Choi(2022a, 2022b)

£ o] aA Aol A Az A o
e mFe S meb] 99 AYATE
nfgom ket e Tbee A

H3. AR Al A ABAEE AR A
H 2 AREARS] REEe] A (4) 9] F3kE WA Zlo]
k.

H4, ATRE MU~ A AT AIRE A
H| A AREAES] Alg]o] A (+) 9] ke u]F Aol

t}.

3.1.3 2VX Al=dEn 2iEE

Choi et al.(2021) & 7|UAulA ZTZ2AA
Baﬂ 7]—]7:]643/]_ ”y7ﬂ7<]tﬂ:/\ ) _]__7_7_111:1]_101] 73t Oxi:[L

d 2
oA Au|2 AlFARel aATe] BAA Aol
2830 A ()] s vRE #3irh Saxe and
Weitz(1982) = 1428 (Customer
Orientation)> LA} 1472 A5 28 e
Al A T A71A dAE Sls v TiE e
Ag) o7 Aolsl9 1, Hwang and Hwang (2005)-&

U IAAEFAR] o] giFolek= A
A oJ¥s wiHtka 3tk Kim  and

ALEA i 23
3 ]—_LJ,], al 711 Al
Choi  and

ANFL] HAA HHo] A%
A& RIS wEbA

o
7Vas A4

sl 3440
919 HYATE
St

H5. AIRE Mujxo] #AA AHEEe



HIA ARGARS] wel] A (+) 9 9= vE Ao
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H6. AL Aul2ao] #A14 ARAES AR A
HIA AR AlEel A (+) 9 dF2 v Ao

De Wulf et al.(2001)2 AlF]¢} v Aoz
TAE AEEe] aARe] #A AH R {9
3} 0118]:—0_ 3]_03 otq Jeon and
Park(2011) & % A ALl A 4741%*‘0 3
Y5 FEFS AL, %@E‘Dﬂ

7170k sigiet. whebA,
e fAE 4T WA A

B 4L TN,

I 3=

3.2.1 BNEE(E

Lee(2019)2 Exsd o849 A3 717} o]
S} A4 o]go e FgA g mA
(o)

Tk &itk Park et al. (2011)2 2l #34R
ABI8] A 77} RS w7lR Sto] AR E
of Al Jes Fulu Itk Crosby et
al.(1990) & AH|2 el AAIEA L] AellA 1h
& AEAR e fost S mFIvka 319
o} Kim(2020)2 241 020 Z#F Mu]~2] x)7}
% mm EJ%‘ 7R AEARE-C el

zo

=5 O

=

ES- m|xIttar 318t Jeong(2003) 2 i

_‘.:_7891 11%—59} FHoEele] AellA] HHES
olgel et WS FF ERIS 9l FH e
Solst ke mHtky dglon) Yi(2000)E= 1
Aol thet FeAQl 1 Aol =S v
> Aol 22 FAQ1 AE-S Btk skt
Yi(2000) = 2RSS tfgh Atellx] REgE 1)
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(Oliver and Swan, 1989). whr ]2 A8
5 e R o) & 7S AAEsITh

APRZE AMn| 28] A2
A &AL ol A (+) 9] Y3kS uA Aot}

RES AL A2

R T

H8. AT MujAo] ARgAl w5 AR AfH|A
FA T G (+) 9 ds v Aol
3.2.2. ZIEZE(LR]) Q) S|
Thorsten and Klee(1997)= nZf-A]o 3k
04;101];\1 HAEAL] T4 A FollA Alg7) 1
TFX]O]"H] oA wlg- Fast QQlojgal

8311, Macintosh and Lockshin(1997)= 1749
317} HAE AFsHe A&z 344
kS u|xIthal 8k} Park and Yoon(2004)2 &
Ao B g ?i%loﬂ/ﬂ Oy
] AE CJAtell Fefdt Jaks mxItharl skgle.
v, Dayal et al. (1999)2 &Rl vzl Al
TSl et Aol 2eRlelA FHE dAEH
o] 7 W FH e T4 Fe wxIvtaL &t
%tk Park and Yoon(2004)2 &) &3
AP gk Al Al 142 AL
Fost 9ES wRtk 1310, Chaudhuri and
Holbrook (2001)& A1Z|E= A8|A7t S|l A

111

[e2

FYEE Pk A8 ke Fed 4Be
s, AFERE A 5 AR Aol 9L

T

U] ilq 2—5]’0:] /‘\_ﬂﬂ- Tﬂ 0] 1:4 :Lj(-] Val ?_]_ 371:]_7:”
wbd 9o MIYATLE nigo=w
7 V\E% =4 o]—?il:]:

H9. AT AMuIAS] ARgA} Alg]= AT AH]A
A &AL ol A (+) 2] Fes v Aol
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H10. AR Au|AS] ARSAF AlE= AT AHA
FH% A (+) 9 FeES v]H Flojr}

4. IR U JPIHS

4.1 B2 MY A B#22| S

27614 AR A
& ALgAtel Aol wAEAR FEe
v]XE Gl hstel Pobn it AIARS
X]—7] ]?:] H]—A]Oi
< 30059

=
o

rzmmi
Eﬂ—hﬂﬂmioﬁ}-ﬂ [>

o ox i o ME o 2

o
4z
r
)
=
el

54 A=
<Tab. 4—1>°l A&}t

v 94 1649 (54.8%), FA 1351
(45.2%)4 Hjgo)lom, Ay 254 ol 19
4 (6.4%), 26M~354 599 (19.7%), 36M~45

Mo
ox J1x M7 #d

AR 12|

Al 1187 (39.5%), 46A41~554 687 (22.7%),
5541 ©]4F 359 (11.7%) 13t 92 &4 15
4(5.0%), A7 2098 (69.9%), Z WA 28
H9.4%), FH 349 (11.4%), FA 134
(4.3%) 0.2 ZAFE L)

Tab. 4—1 Respondent’s Characteristics

class frequency %
gender M 164 54.8
F 135 45.2
~ 25 19 6.4
2% ~35 59 19.7
age 36 ~ 45 118 395
46 ~ 55 68 22.7
56 ~ 35 117
Student 15 5.0
Salaryman 209 69.9
job Freelancer 28 9.4
House hold R} 114
job looking for 13 43
~1 28 94
(m}lflliamv‘jon 1-3 112 75
IMontty) 3~6 118 394
6 ~ 41 137
total 299 100.0

2£ABOE

F1g 4-1 Research Model
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AR MHA ASEE

0l

npA o R T 4 ASEde 1008 olst
287 (9.4%), 1007H~3005H 1127 (37.5%),
300H~6001H 118%(39.4%), 6001+ o]
Ab 419 (13.7%) 0.2 %A} B4 5]},

4.2 H0| TEM FHo| 3 S¥ES!

2 AT ASEAE 98k <Tab. 4-2>%
o] z} WEEe s 22H JYJE st
AgPATFoA A=A efdAdo] AHE S
FE FToA 4dBE A WA FAHEY A

Tab. 4—2 Operational Definition of a Variable

e Z2H A o AgaAT
A A A AR AR|27) A8 JRE Schmitt
B AFaL Aok W= A9 (1999)
5 AR AU ~2 23] =71=  Shaw and Iven
WA T agmeln, sag A9 (2000
. AR Au| 27} Qzk Arbakel  Brakus et al.
WIH2Y T esm o was A (2009)
= ARE Mulzof ik QIxF Akg L
ABE-E'— Trs 751/‘,];_4' HPﬁvOj B ]_,] zz }\]_EH Ollver(l997)
AR &4 S tiE 342
AR A8 Jldgow AN Fasa 5y ML
P52 T Zojgly U 9=
AR AIRE AU ~E A4 ALg3le Bhattacherjee
A& 5 AEALe 9= (200D
AR AR M)A ARS-S ERIONA] Chea and Luo
FHY= FAsEE AHAY 9= (2008)
7k W] i3k SA4E <Tab. 4-3>9] #&o
2 PAE 78 HAEE S0 HF 1
g2 ot} 74 g 1)),
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A7

=AY
CEl AIREo] AEF Zé 9] 84
olxd A% CE2 AR 28
CB) CE3 Aol Ao %% FokeA
CE4 dste ARE EEP=A
EEI AR AL A 33 18
48 5y EE2 ABRO) AR B
(ER) EE3 AIAE Tzl
EE4 AR AE 3 dAHo= £2 7
REI 79} e =7
#AA A3 RE2 A 2L =4
) RE3 Ao AUz
RE4 A} 22 A
s e ML AR Aol RE2ElE A
TGO STz A A2t Al 28
SAT3  AIBME AMES 2 & Yojghar 3
T1 AR 5Es ﬂﬂfﬂt}i =7EA
AIRE Ag T2 AR AFA 0] Tkl =ARE=A)
® 13 A AIRIEEE 2 mam rke
—01 7heA
AR Cl1 B AL AR A}
EAgoE (2 i A]»@L A5 37}
@ C3  ©E Aulzu AgA49 A 94
Ay R ERIelA 4 oA}
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The Effect of Al Chatbot Service Experience and Relationship
Quality on Continuous Use Intention and Recommendation Intention

Choi, Sang Mook™ - Choi, Do Young

ABSTRACT

This study analyzes the effect of users’ experiences using Al chatbot services on relationship quality and
behavioral intention. For the study, a survey was conducted on users who experienced Al chatbot services, and
the research hypothesis was verified by analyzing the final 299 copies of valid data. As a result of the analysis,
it was confirmed that satisfaction and trust, which are the relationship quality dimensions of Al chatbot service,
were formed in users through the cognitive experience, emotional experience, and relational experience. In
addition, it was confirmed that satisfaction and trust have a positive effect on the intention to continue using
and recommending Al chatbot services, which correspond to the level of consumers’ behavioral intentions,
respectively. In addition, in terms of relationship quality, it was significant in all paths of the road of behavior,
but in satisfaction, the path coefficient of the road of continuous use of Al chatbot and recommended road was
significantly higher than the path coefficient in trust. This study provided a theoretical foundation that the
relationship with relationship quality that affects behavioral intention also affects Al chatbot services in the
online environment, and it is significant in that it suggests that relationship quality is an important mediating

factor in establishing long-term relationships with consumers.

Keywords: Al Chatbot Service, Experience of Use, Relationship Quality, Satisfaction, Trust, Behavioral

Intention, Continuance Intention, Recommendation Intention
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