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Executive summary 

This study aims to investigate the impact of changing technology on the customer service function of a business. It starts by looking at some context of what the topic is about, then goes onto the background of advancements in technology within customer service. It then goes onto the main findings from research already being conducted. After this the study then analyses a survey that was sent out in order to gather quantitative data and analyse the data. This study finishes off by making some suggestions on further research areas that could be done in order to expand further on what the effects of technology are on the customer service function of a business.
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1.0 [bookmark: _Toc195259332]Introduction 
One of the most important parts of a business’s success is its customer service. Loyalty, customer satisfaction, and brand reputation are all directly impacted by customer service, which its why it is important for modern businesses to ensure that they can differentiate themselves from their competitor by providing outstanding customer service. Ensuring that they have high standards of customer service throughout their business helps them to draw in and retain customers. Additionally, improves a company’s reputation and encourages good word-of-mouth, which raises credibility and trust. Effectively meeting the demands of customers helps organisations increase revenue, obtain insightful information for future development, and create enduring relationships that are critical to their success.

[bookmark: _Toc195259333]1.1 Opening Section 

There are many ways that businesses can intergrade technology into their customer service. This is important as it allows them to ensure that they keep up with other competitors that are using these technologies as it has an important effect on customer service by improving how companies communicate with and satisfy their consumer base. Some ways where technology can be beneficial within business's customer service include integrating automation, using omnichannel support, employee support, efficiency, personalisation, engagement, and to gather feedback and insights about the business (Lucas, 2024). 

Firstly, automation can influence businesses as there are an increasing number of businesses that are using or planning to adopt automation into their business. Businesses could do this by integrating tools such as chatbots, automated phone systems, and Ai-driven support platforms. This would help businesses to be able to handle routine inquires more efficiently and help businesses to reduce response times and be able to provide 24/7 support (Murphy, 2024). A study by the government in 2022 found that of 2.8 million businesses that they surveyed, 15% (432,000) of them are currently using at least one form of artificial intelligence and automation within their business. The study also found that 2% were trailing automation, and 10% have plans to adopt technologies such as this withing their businesses in the future (Evans & Heimann, 2022).  

Secondly, omnichannel support is another tool that many businesses are using to improve their customer service. Omnichannel support ensures that businesses are able to keep in constant communication with their customers across multiple channels. For example, emails, live chat, social media, SMS/Text messages, online dashboards, mobile apps, push notifications, Ai virtual assistants and many more (Thompson, 2025). This allows businesses to ensure that all customers can engage with the business in whatever way that suits them best. Using omnichannel methods also helps to make it possible for businesses to use multichannel strategies to better meet the demand of their customers and provide more individual experiences (Singh, 2021).  

Technology such as Artificial intelligence can also implemented to help with employee support which can help to increase the efficiency and standard of resolutions that they are able to offer. By integrating technology such as this, it can help customer service assistants to access Ai suggestions, and collaborative tools. This can help them as collaboration tools can allow assistants to view their customers profiles and histories to address their concerns efficiently (McKinsey, 2023). 

Advancements in technology also benefit and improve the level of efficiency within customer service and improve the service that businesses can provide. This is due to self-service options such as Frequently asked question (FAQ’s) sections on websites and troubleshooting guides that can allow the customer to access any additional information which might solve their concerns before having to go further with any customer service assistance (Murphy, 2023). This is then more efficient for both the customer and the assistant as it allows them more time to concentrate on addressing other customers more complicated concerns (Murphy, 2024). 

Personalisation can be influenced by the implementation of technologies such as advanced data analytics and Customer Relationship management (CRM) software. This can help businesses tailor interactions and recommendations based on their customer preferences to help them create more personalised communications with their customers (Nangare & Wankhade, 2024).  

Adding new technology within customer service can also affect their business's ability to engage with their customers. By utilizing technologies such as predictive analytics and monitoring tools it can help to allow them to anticipate customers' needs and concerns before they arise, which can help to increase customer satisfaction.  

Feedback and insights are another area within customer service when the implementation of technology can help. By implementing surveys, review platforms, and using sentiment analysis it can allow businesses to see what their customers think about the business and can help them identify areas to improve. Sentiment analysis works by gathering data form sources such as social media posts, reviews, emails and any feedback that they receive. It can help businesses to be able to capture real-time complaints and resolve them quickly (IBM, 2023).

[bookmark: _Toc195259334]1.2 Background 

Over the past few decades, the role of technology within customer service has evolved significantly, shifting from the pre-digital era where all issues and complaints were resolved via telephone to issues and complaints being able to be resolved through multiple platforms such as social media, FAQ’s, chatbots and many more.  

During the pre-digital era customer service was revolutionised in the 20th century by Alexander Graham Bell’s innovation of the telephone in 1876 (Library of Congress, 2015). This allowed businesses to be able to have direct communications between them and their customers.  
This had a large effect on the 1900’s as dedicated call centres were introduce in the 1960’s which enabled businesses to manage high numbers of enquiries (Holman et al., 2007) this became an important component of customer service by the mid-20th century.  
The increasing use of the internet in the 1990’s marked an important turning point for the customer service industry as the increasing ability for customers to contact businesses for customer service concerns was significantly impacted by the new era of connectivity (Janefalkar, 2018).  
The introduction of email support in 1971 by Ray Tomlinson (Swatman, 2015), the implementation of interactive voice response within call centres during the 1980’s and basic version of customer relationship management during 1995 were all important factors of customer service innovation (Caballero, 2021). The way that customers could interact with businesses for customer service concerns was significantly impacted by the new way of communicating.  
During the 2000’s businesses started to integrate technology such as live chats, self-service, and e-commerce integration to enhance communication with customers. The basis for many live chat platforms was created in 1990’s which allowed businesses to start integrating it into their customer service communication in the 2000’s (Vreeswijk, 2020).  
During the 2010’s the increasing rise of automation an artificial intelligence became prevalent in the customer service industry. This saw the introduction of chatbots, advancements in customer relationship management software, and omnichannel support being used by businesses to communicate (IBM, 2025).  

The current era of customer service looks at the integration of technologies such as artificial intelligence (AI), automation and robotic process automation (RPA), personalisation, social media integration, and virtual assistants (Kalotra, 2023).  
Artificial intelligence is being used within the customer service industry to analyse data to predict needs and complaints, personalising recommendations, and using sentiment analysis to gather data on what people are thinking about a company or their products (Rane et al., 2024). Artificial intelligence was created during the 1950’s and is recognized to have been created by Alan Turing and John McCarthy. Alan Turing published his groundbreaking book "Computing Machinery and Intelligence," which is one of the first interpretations of machine intelligence. Later on, in 1952 John McCarthy created the term "artificial intelligence” and created “Lisp” which is a computer language that is utilised within Artificial intelligence research (Maryville University, 2023). One of the very first examples of artificial intelligence was in 1952 when Arthur Samuel created a program that could play checkers by itself (Copeland, 2024).   
Automation and robotic process automation focuses on categorising any issues and concerns by customers to improve response times (Kalotra, 2023). Personalisation focuses on artificial intelligence and machine learning and integrating them into businesses to create a more personalised experience for customers based on their behaviour and preferences from data collected (Cherukuri, 2024). Social media integration looks at platforms such a twitter (x), Instagram, and Facebook and provides support for customers through communicating and engaging with then via social media (Ayoub & Balawi, 2022). Virtual assistants are focused on developing and integrating devices like amazons’ Alexa and Googles’ Google Assistant to provide customers with support through voice commands. It focuses on allowing customers to have communication and engagement at any time (Snell, 2025).  
Technology has become integral to modern businesses and how they communicate. Since the advancements in technology and artificial intelligence businesses have increasingly relied on these tools to enhance customer engagement. The evolution of communication technologies from telephone too chatbots and virtual assistants shows that there are continuous changing needs and expectations that customers have for customer service communication.  

[bookmark: _Toc195259335]1.3 Rationale / Research Problem 

Despite the widespread adoption of customer service technologies, there is limited understanding of how these tools impact customer satisfaction across industries. As businesses increasingly rely on technology to interact with customers, understanding its effectiveness is crucial for improving customer retention and loyalty. This research study aims to investigate the impacts of changing technology on customer service in modern businesses.  

[bookmark: _Toc195259336]1.4 Aims and Objectives2

Aim:
To understand how changing technologies are currently being used and understood within businesses and understand what the impacts of changing technologies are on the customer service function of moder business. 

Objectives:
1. review the literature and gather an understanding of how changing technologies are currently being used within businesses. 
2. Assess the needs for technology businesses 
3. Analyse the current use of technology within businesses customer service and understand how it will affect businesses in the future 
4. Plan a strategic plan to help businesses understand what effects changing technologies will have on businesses in the future 
5. Develop a strategic plan to stage the steps that the organisation needs to aktke to implement technologies foir custiomer services 

[bookmark: _Toc195259337]1.5 Significance 

This research is relevant to the study into the impacts of changing technology on customer service in modern businesses as technology plays a crucial role in how modern businesses use them to improve their customer service. Understanding the impacts of these technologies can help businesses have a competitive advantage over their competitors. 
An investigation into the impacts of changing technology on customer service in modern businesses can highlight the rapid pace of technological advancements and the increasing reliability of customer service innovations which can help make the research more relevant and important. 


[bookmark: _Toc195259338]1.6 The Limitations 

There are many limitations to this study such as the scope of study, the methodological design being limited to purely quantitative research data capture only, and external limitations. Another limitation within this research would be the researchers experience. This is the researchers first time conducting a research study of this size which may be. I sundered a limitation to the study. Another limitation would be the time frame to complete the study. If the researcher had longer to. Implementing the study then the research might have more time to further analyse the topic by having ore participants participate within the study. 
1.6.1 Scope of the study and assumptions

This research seeks to understand the impacts of changing technologies on the customer service function of a business and will not consider the impact on other areas of a business. This scope of study was defined to ensure a good depth of analysis within a manageable timeframe therefore only focuses on the effect of changing technology on one function within businesses.    

1.6.2 Methodological Limitations  

This study relies on quantitative data therefore does not capture the emotions and subjective experiences of the participants, therefore would not be able to fully capture the way that they feel and the complexity of their experiences.  
As the sample size is only 123 participants it will show some insights into how technology is affecting customer service, however a larger sample would provide a broader insight into the wider effects of this.  
Due to participation in this survey being voluntary, the data gathered may be bias towards people who hold strong opinions. This survey may also be bias as responses rely on participants honesty which may lead to inaccuracies due to factors such as social desirability.  
1.6.3 External Limitations 

There may also be some external factors which have limitations on this study. For example, during the study technology would have furtherly advanced therefore trends may have been introduced that the data did not capture. Another external factor which could affect the study would be that the participants who have participated in the study may have formed different opinions since answering the questionnaire, therefore won't be accurate at all times.  

[bookmark: _Toc195259339]1.7 Structural Outline 

The structural outline of this research study begins with chapter one which starts with an introduction of the research topic, the background of this topic, the rational, and the aims and objectives of the research. Chapter one also discusses the significance of the research study into the impacts on changing technology in customer service within modern businesses, and the limitations of this study. Chapter two investigates the theories related to this topic and discusses previous research done in this area. Chapter three discusses the methodology used and the survey design. Chapter four analyses the results from the survey and states the hypothesises. Lastly, chapter five discusses the hypotheses and included recommendations for any future research topics for this that could expand further on this study. 


[bookmark: _Toc195259340]2.0 Literature Review 
[bookmark: _Toc195259341]2.1 Introduction
The fast-paced adoption and development of new technology has had a large effect within businesses. These changes in technology have transformed the way that businesses think and implement new technologies within the customer service function within their businesses.  
Customer service is one of the most effected parts of a business's due to these new technologies, which means that it is important for businesses to adapt to this to keep a competitive advantage over their competitors. As businesses adapt and intergrade these technologies, it is important for them to understand what effect they can have on customer service. This function of a business is one of the most important parts to provide customer satisfaction, loyalty, customer retention, and help with the business's overall success.  
Implementation of technology has changed customer service as businesses are using digital platforms to provide help to their customers. For example, using AI within their call centres and having Artificial intelligence integrated throughout their websites to help customers pick the products and services that are more suited to them.    
 
The purpose of this literature review is to provide an overview of what the current research on the implementation of new technologies within customer service is and identify key concepts and theories relating to the research eras research. The purpose of this chapter is also to identify any gaps in existing research and support the need for more research into this topic.  
 
The purpose of the literature review is to show how the researchers research will contribute to research already conducted within this area. It will also help identify any gaps in research already conducted and how this research can contribute to understanding the impacts of changing technology on customer service in modern businesses. The literature review is important because it allows the researcher to identify unexplored topics or unresolved questions by critically analysing the literature. In addition to this, it also helps to emphasise the importance of the study. This review starts by looking at the main theories identified in this study and then carries on discussing the main benefits and challenges in implementing new technology on customer service. 
 
[bookmark: _Toc195259342]2.2 Main Findings 
Theories that are relevant to this study include the technology organisational environment (TOE) theory, the digital disruption theory, and the diffusion on innovation theory.  
[bookmark: _Toc195259343]2.2.1 Technology organisational environment theory  
The technology organization environment framework was created y Louis G Tornatzky and Mitchell Fleischer in 1990.  
The TOE theory looks at how different businesses embrace and implement any changes in technology and looks at the three different elements that can affect a business's adoption decision (Baker, 2011). TOE theory helps to look at how it impacts on businesses technologically, organizationally, and environmentally. The TOE theory can be useful in helping businesses to understand how to prioritize technology adoption within their businesses. This can help them to prioritize any technology updates, increase their efficiency, and help them to increase their customer satiation (Lippert & Govindarajulu, 2015). 
This theory can help provide a comprehensive overview on the factors that affect technology adoption within customer service by focusing on how it impacts businesses regarding technology, the organisation, and the environment. The technology aspect of this theory helps understand how the implementation of new technologies can affect businesses. The adoption of Ai and automation can be seen as a key factor in how businesses communicate with their customers in this new era of developing technology. According to Leachman and Scheibenreif (2023) Ai and social media are key drivers in allowing businesses to have 24/7 customers service assistance within their businesses. 
The organisation aspect focuses on how the theory helps to identify how internal aspects of the business such as the businesses size, structure and culture can affect how they adopt and implement new technologies within their business. The current skills of employees are important when implementing artificial intelligence within customer service as businesses must ensure that their customer service representatives have the right skills and knowledge of the new technologies such as AI to implement them successfully. Businesses also must ensure that they are constantly training their employees to ensure they can use the technology effectively (Zerfass et al., 2020).  
The environment aspect focuses on how external influences such as competition and customers' expectations can influence their adoption of technology within customer service communications. For example, businesses must ensure that their use of artificial intelligence comply with Data protection laws. A paper by Hillert (2025) outlines how complying with these laws is a challenge that businesses must consider when implementing this type of technology in their customer service. Businesses must ensure that they are minimising the data that they collect, are transparent with their consumers, oversee all decision-making processes, and ensure that they incorporate data protection into the implementation of these technologies.  

2.2.2 Digital disruption theory  
The digital disruption theory was created by Clayton Christensen in 1995 when he wrote his article called ‘Disruptive Technologies: Catching the wave’ alongside Josheph Bower (Christensen Institute, 2024). Digital disruption occurs when new goods, services, and companies appear that disrupt the market and force an organization to reassess its current procedures and practices, some examples of these include Amazon, Airbnb, Uber and many more.  
This theory helps to identify emerging technology trends within customer service and identify how businesses are planning to adopt them. There is an increasing trend within customer service as customers want real-time communication with businesses to address their concerns. By implementing technologies such as artificial intelligence and chat bots, businesses are able to address the need for reduced waiting times and improve their customer satisfaction (Nadkarni & Prügl, 2020). 
Due to these emerging trends of customers wanting real time communication, 75% of businesses have seen a reduction of their customer base due to the businesses not being able to keep up with these trends therefore reducing their customer satisfaction (Devins, 2020). 

2.2.3 Diffusion of innovation theory  
The diffusion of innovation theory was created by Everett M Rogers in 1962 when he explained his concept throughout his book called ‘Diffusion of innovations’ (Halton, 2023). The diffusion of innovation theory looks at how, why, and how quickly new ideas and developments in technology get implemented throughout cultures. Roger's definition of diffusion is that ‘the process in which an innovation is communicated through certain channels over time among the members of a social system’ (Kurt, 2023). 
This theory helps determine how implementing new technologies effect businesses. Implementing chatbots and automated phone systems within businesses customer service helps lower waiting times and improve satisfaction compared to traditional methods of call centres as call centres have limited times that customers can contact them, whereas chatbots and automated services are available 24/7. This benefits both the customer and the business as it creates more accessibility for these services and lowers costs to the business.  
According to PricewaterhouseCoopers (2021) implementing artificial intelligence within businesses can reduce the amount of time spent on rudimentary tasks by between 30 - 40%. 
2.2.4 Push and pull demand
The push and pull demand are different methods in customer service communication which help businesses, and their customers manage the information and support within the business. The push demand involves providing information and solutions for customers before they request it. This includes FAQ’S or automated notifications sent to the customers for them to see. This helps to anticipate customer needs and respond to them effectively in order to keep them satisfied. The pull demand involves the customer approaching the business to seek information and solutions to their queries. This would include customer support helplines, live chat support or the self-service areas within a business. Both the push and pull demand work together in order to provide a balance for example, the push demand ensures that customers are informed without having to ask the question to the business, whilst the pull demand allows customers to be able to find the information at any time (Fredrick, 2017). 
2.2.5 AI-chatbots effect on user compliance  
A benefit of how artificial intelligence can be used within businesses to improve customer service would be that AI can help businesses improve their user compliance and engagement by utilising these tools. A paper by Adam et al (2021) talks about the effects of Ai based chatbots on consumers compliance and satisfaction. It states that anthropomorphic design cues play a part in improving consumers compliance (Adam et al., 2021). Anthropomorphic design cues are a way in which AI chat bots are created to exhibit human-lie behaviours, and communication styles. This can include using conversation stiles that portray natural language, humour, and empathy to make interactions feel more relatable for the consumer. This can also be achieved through personality traits that can be applied to artificial intelligence to help improve the tone that they use, which can ensure that customers are comfortable talking to these ai representatives (Gomes et al., 2025). This can help businesses be able to communicate with their customers more efficiently and allow them to improve customer satisfaction. The paper also discusses that consumer compliance can be improve through using the foot-in-door technique (Adam et al., 2021). This refers to taking steps towards building consumers grunts enough that they feel comfortable utilising artificial intelligence within customer service. This begins with keeping the consumers engaged with the business. When they are frequently engaging with the business, they are then able to use low effort requests such as rating their experiences. When they gather this information, they are then able to build on that and angling more with the consumer to then ensure that they are happy with using artificial intelligence and are then comfortable with providing feedback on their experiences. By engaging with consumers and improvising their compliance in this way it can help businesses to gather detailed feedback and more actionable insights to help the business furtherly improve tier customer service (Schmidt, 2023).  

2.2.6 Personalisation
Another benefit of implementing technology such as AI would be it would help personalize customer service. An example of this would be that by using AI helps to allow businesses to individually tailor engagements with customers. AI would help businesses to do this by analysing data such as their customers purchases preferences and browsing behaviour to create personalised recommendations (Patil, 2025). 
2.2.7 Customer experience and satisfaction
There are many challenges and barriers on customer experience and satisfaction when implementing new technologies. One of these challenges are outdated or insufficient technology. Each year technology evolves, bringing more tools for companies to use and expand, some companies may not have the resources to be able to have access to these tools due to high costs. This would influence their customers experience and satisfaction as older technologies might be slow and frustrating to use (Chan, 2024). This would influence businesses as customers may be more likely to use other businesses if they had a bad experience using customer service with a particular business. According to Gartner, 64% of consumers, businesses should avoid using Artificial Intelligence in their customer support. The study also found that 53% of consumer would think about moving to a competitor if they learnt that the business they supported would be using artificial intelligence such as chatbots and automated phone systems within their customer support (MacRae, 2024). Although implementing technology into customer service can be challenging for certain businesses, it can also be beneficial as according to Nancholas (2024) it is suggested that customer satisfaction can increase by 15-25% when then technology is implemented into businesses. 
2.2.8 Employee Displacement and Morale
Technological changes in customer service may have a significant impact on employment. According to Chang and Huynh (2016), artificial intelligence has the potential to replace not only manual, repetitive tasks but also has the ability to replace analytical and cognitive occupations that include information analysis, decision-making, and problem solving (Chang & Huynh, 2016). 
Developments in artificial intelligence may result in up to 300 million job losses and an increase in overall job displacement (Vallance, 2023). However, 49% of companies expect that by adopting artificial intelligence it will also help to create more jobs as it would allow ai to work alongside employees to improve efficiency (Rayner & World Economic Forum, 2023). 
Working alongside artificial intelligence could have many benefits to businesses such as enhancing productivity. By utilizing artificial intelligence within job roles AI can make it possible to automate repetitive tasks and allow employees to have more opportunities to focus on more important tasks (TheMuseEditor, 2024). 

[bookmark: _Toc195259344]2.3 Conclusion
To conclude, there are many ways that implementing these technologies can have an effect on businesses, and there is a gap of recent knowledge on the impacts that they can have on a customer service function of a business, and this research study aims to close that gap and highlight some of these effects.




























[bookmark: _Toc195259345]3.0 Research Methodology 
[bookmark: _Toc195259346]3.1 Introduction 
Methodology is the overall strategy of methods used for selecting the right techniques for data collection, analysis, and interpretation based on the study's context and goals (Saunders et al., 2009). 
There is a framework known as the research onion that Saunders, Lewis, and Thornhill created. The research onion model helps researchers to create research methodology by considering multiple decision-making layers, ranging from data collection methods to philosophical presumptions.  
 
 [image: Picture]

Figure 1: Research Onion (Saunders et al., 2009). 
 
Saunders research onions include six layers. These layers are philosophy, approach, strategies, choices time horizons, and techniques and procedures. 
Firstly, the philosophy layer looks at selecting the research philosophy best suited to the study. Examples of this include interpretivism, positivism, realism, and pragmatism. Interpretivism looks at examining subjective experiences and meanings and this is often used in qualitative research to explore subjective perspectives (Ryan, 2018). Positivism looks at observable facts and phenomena and is often used in quantitative research where data is collected and then analyzed (Blackwell, 2018). 
Realism combines both positivism and interpretivism as it looks at an observable phenomenon whilst also looking at the statistical side of these (Maxwell, 2012). 
Lastly, pragmatism refers to the approach of using post methods of data collection in order to suit research best. This uses both quantitative and qualitative data (Kelly & Cordeiro, 2020). 
Secondly, the approach layer refers to choosing the correct approach for the project. This includes either inductive or deductive methods. The inductive method mainly focuses on developing the theory they wish to use for the project, whilst deductive methods focus on testing a theory that already exists (Soiferman, 2010). 
The next layer refers to strategies that are used in research. This refers to the different strategy methods that can be used which are experimental, survey based, case study, and various other methods that could be used depending on the goals of the study (Phair & Warren, 2021). 
The next layer within the onion is choices. This refers to the methods that are chosen to collect and analysing data. These methods can include mono-method, multi-method, or mixed methods.  
Mono methods refer to using only one method of research within a study. Examples of this would be using quantitative methods such as surveys, or statistical analysis or qualitative methods such as interviews or observations (Molina-Azorin & Cameron, 2010). 
Using multi methods within a study refers to using a variety of data collection and analysis techniques whilst staying within the same methodological approach such as quantitative or qualitative (Kasirye, 2021). 
By using Mixed methods within a study, the researcher would be combining both quantitative and qualitative approaches (Molina-Azorin & Cameron, 2010).
The next layer is Time Horizons which refers to researchers deciding on the timeframe of the study. These methods can be cross-sectional which means that the study can be conducted at a single point in time, or longitudinal which means the study can span over a longer period (Melnikovas, 2018). 
The last layer within the onion is Techniques and Procedures. This is the deeper layer within the onion which focuses on the specific techniques and procedures for gathering and analyzing data. These methods include questionnaires, interviews, or statistical analysis (Melnikovas, 2018).  

[bookmark: _Toc195259347]3.2 Method Map 
Using the methods map by Maclntosh & O’Gorman, (2015, pg 51) can help the researcher to identify their research paradigm, data gathering, and data analysis approaches. This can be seen in figure 2: 
[image: Picture]
Figure 2: Methods Map (Maclntosh & O’Gorman, 2015, pg. 51)

Using the methods map by Maclntosh & O’Gorman, (2015, pg 51) can help the researcher to identify their research paradigm, data gathering, and data analysis approaches. This can be seen in figure 2: 
Firstly, looking at the research paradigm an investigation into the impacts of changing technology on customer service in modern business's ontology (Al-Ababneh, 2020) is objective. According to the objective ontology, reality exists apart from personal opinions and subjective experiences. This indicates that the effects of evolving technology on customer service in modern businesses are seen as objective phenomena that can be investigated free from the prejudices, feelings, or viewpoints of the participants or the researcher. The epistemology (Sol & Heng, 2022) of the researcher's topic can be seen as positivist. This means instead of using interpretive techniques, epistemology concentrates on observable occurrences that can be confirmed and tested. This favours quantitative techniques such as statistical analysis and surveys. A positivist approach is seen in the use of surveys to obtain quantitative data because the study is based on quantifiable evidence of how evolving technology affects customer service. 
Secondly, looking at the data gathering section the methodology that the researcher has used is quantitative (Smith, 2023). This is because the study uses only quantitative methods such as a survey.  
Lastly, looking at the data analysis approaches. The researcher has followed a deductive (Simons, 2015) reasoning approach as they have created a number of different hypotheses and tested the data with inferential statistics. 

[bookmark: _Toc195259348]3.3 Survey Design 
The purpose of this survey is to help address the topic of what the impacts of changing technology on customer service in modern businesses are, and to gather an understanding of what people are feeling about the implementation of technology on businesses, and what the effect of this are. This survey will help to address the impacts of changing technology on customer service in modern businesses. 
The survey contains 24 questions which are separated into 5 sections. The sections are demographics, perception of technology in customer service, use and accessibility the impact on customer service, and the challenges of technology withing customer service. The full survey can be found in appendix 1. The survey was out for 4 weeks and gathered 123 responses. The survey was designed in Microsoft forms, and a pilot was sent to six people to look for any changes that needed to be made. The pilot survey was also to check whether there was any ambiguity in the questions style, and to uncover any bias that might have been part of the questions. The pilot was important to do within the process of creating the survey as it helped eliminate errors of the participants to ensure reliability in the question design. During the designing of the researcher also ensured that they had participant consent and followed all ethical codes of conduct (UWTSD, 2022). 
The sampling of this research product was done through random probability sampling. This meant the researcher sent their survey to 3 participants and then they furtherly sent onto their contacts which helps to ensure random sampling. This is important in order to reduce bias within the data.  Afterwards the researcher then downloaded the complete data response into excel where they carried out the following tests. 

	Hypothesis
	Tests carried out

	Hypothesis 1
	Chi-Square Test

	Hypothesis 2
	Chi-Square Test

	Hypothesis 3
	Chi-Square Test

	Hypothesis 4
	Chi-Square Test

	Hypothesis 5
	Chi-Square Test & ANOVA

	Hypothesis 6
	Cross Tabulation & Chi-Square Test

	Hypothesis 7
	Cross Tabulation & Chi-Square Test

	Hypothesis 8
	Chi-Square Test

	Hypothesis 9
	Correlation



Table 1: Hypotheses and tests carried out 
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Figure 3: Sample Size (Research Advisors, 2019)
Using the mathematical formula above can help identify sample size. Using this table the researcher is making the assumption that around 25,000 people live in Carmarthenshire and 10,000 people work in Carmarthenshire as some people may live outside but may work inside Carmarthenshire. Using this table at a 95% confidence interval and 5% margin error, the researcher is expected to target 370 people and instead got 123 participants. This is just short of 33% response rate which is an excellent response rate. 
 
After the 123 participants completed the survey, the data gathered was taken to SPSS to test the following hypothesis. 
	Hypothesis 1
	Chi-Square Tests to determine if there is an association.

	Hypothesis 2
	Chi-Square Tests to determine if there is an association. 

	Hypothesis 3
	Chi-Square Tests to determine if there is an association.

	Hypothesis 4
	Which customer service technologies have participants interacted with in the past 6 months

	Hypothesis 5
	How likely are you to recommend businesses that prioritize human interaction over automation in customer service and how important do you believe technology is for improving customer service in modern businesses?

	Hypothesis 6
	Analysing age and what aspects of customer service improve the most from technology implementation

	Hypothesis 7
	Gender analysis versus issues experienced when using automated customer service technologies

	Hypothesis 8
	Identify any association between level of education and a belief that technology makes customer service more personalised

	Hypothesis 9
	Analysing age and how important do you believe technology is for improving customer service in modern businesses



Table 2: Table of Hypotheses

[bookmark: _Toc195259349]3.4 Ethical Considerations
Ethics are an important part to consider during the methodological process, and there are many aspects that must be taken into consideration (Kushwaha, 2023). For example, the researcher would have to ensure that they have informed consent from all the participants. This means that the researcher must ensure that all the participants are informed about the study's purpose, that their participation is voluntary, and they can choose to withdraw at any moment (Resnik, 2020). The researcher ensure that they had informed consent from the participants by including a section at the beginning explaining what the purpose of the study is, and that they are voluntarily participating, and informing them that they can withdraw at any time. This is shown in appendix 2.  
Another aspect of ethics that is important to consider is anonymity as it protects the privacy of the participants. The researcher must ensure that all the participants are aware that their data will be anonymous and kept confidential. To comply with these ethics, the researcher ensured that they explained that the survey would be anonymous, which is shown in appendix 2.
In order to ensure that the researcher followed ethical procedures, the researcher ensured that they followed the ethical standards outline within the university's research ethics & integrity code of practice (UWTSD, 2022). 

[bookmark: _Toc195259350]3.5 Reliability Considerations
Reliability is important to consider when doing research such as this as it can help to ensure the reproducibility of the research and minimise any bias or errors within the data collection and analysis processes (Heale & Twycross, 2015). Some ways that the researcher has ensured reliability within the research is by using standardised tools for the data collection process and running pilots of the survey before getting any participants to participate.  
[bookmark: _Toc195259351]3.6 Validity Considerations 
In research, validity is important as it ensures that the study measures what it is meant to assess and that the findings are accurately representing the topics that are being studied. Validity can help reduce bias answers that could affect the study’s data and results when used as it can guarantee the research is trustworthy and unbiased. Without validity being implemented it could damage the study’s credibility making the results inaccurate or biased (Karnia, 2024). 
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4.0 Data Analysis 
The purpose of this chapter is to explore the dated set which consists of 123 records and 24 questions. There were 5 sections to address the following areas. Section 1 addresses the demographics of the participants. Section 2 addresses participants perception of technology in customer service. Section 3 addresses the use and accessibility of these technologies. Section 4 addresses the impact that technology has on customer service. Section 5 addresses the challenges of using technology within customer service. Using deductive analysis, the following hypothesis were designed and the results of each are reported. 

4.1 Hypothesis 1

Hypothesis 1 - Chi-Square Tests to determine if there is an association.  
Used the variables - What is your age and what is your level of education?

	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	1504.743a
	1517
	.584

	Likelihood Ratio
	471.906
	1517
	1.000

	N of Valid Cases
	123
	
	

	a. 1596 cells (100.0%) have expected count less than 5. The minimum expected count is .01.



Table 3: Chi-squared test on two variables
The null hypothesis is accepted as there is no difference in the age of the respondents and their preference for educational attainment, and this is seen in the results table 3 showing p>0.05, at p=0.584 showing there is no association between the variables they are acting independent of each other.

[image: A screenshot of a graph

AI-generated content may be incorrect.]
Figure 4: Age of participants display
As shown above, this graph shows the actual breakdown of qualifications against age, which explains why they are not associated. The top 3 levels of education selected are GCSE or equivalent (Level 2 qualification) which has been selected by 68 participants, the second is bachelor’s degree (Level 6 qualification) which has been selected n 55 participants, and this this is A-Levels or equivalent (level 3 qualification) which had been selected by 45 participants. 

4.2 Hypothesis 2

Hypothesis 2 – Chi-Square Tests to determine if there is an association.  
Used the variables - What is your age and variable and have you noticed an improvement in customer service experiences with the adoption of technology?

	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	89.412a
	82
	.270

	Likelihood Ratio
	94.725
	82
	.159

	N of Valid Cases
	123
	
	

	a. 125 cells (99.2%) have expected count less than 5. The minimum expected count is .16.



Table 4: Chi-square test 
[bookmark: _Hlk193899882]
The null hypothesis is accepted that there is no difference in the age of the respondents and their preference for improvements in customer service experiences using technology, and this is seen in the results table 4 showing p>0.05, p=0.270 showing there is no association between the variables they are acting independent of each other.


4.3 Hypothesis 3
Hypothesis 3 – Chi-Square Tests to determine if there is an association.
Used the variables – What is your age and which customer service technologies have you interacted with in the past 6 months?

	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	1830.569a
	1845
	.590

	Likelihood Ratio
	546.826
	1845
	1.000

	N of Valid Cases
	123
	
	

	a. 1932 cells (100.0%) have expected count less than 5. The minimum expected count is .01.



Table 5: Chi-square test
The null hypothesis is rejected showing that there is no difference in the gender of the respondents and their preference for the customer services technology used in the past six months, and this is seen in the results table 5 showing p>0.05, p=0.590 showing there no association between the variables.

4.4 Hypothesis 4
Hypothesis 4 – Which customer service technologies have participants interacted with in the past 6 months
Used the variables – What is your gender and which customer service technologies have you interacted with in the past 6 months?
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Figure 5: Technologies interacted with in the past 6 months

Figure 5 shows the customer service technologies that have been interacted with in the past 6 months. The top 3 most used customer service technologies selected by the participants are self-service which is 95, the second highest is chatbots messaging which is at 74, and lastly mobile apps which is 70.


	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	71.866a
	90
	.920

	Likelihood Ratio
	66.295
	90
	.971

	N of Valid Cases
	123
	
	

	a. 135 cells (97.8%) have expected count less than 5. The minimum expected count is .02.











Table 6: Chi-Square Tests
The null hypothesis is rejected showing that there is no difference in the gender of the respondents and their preference for the customer services technology used in the past six months, and this is seen in the results table 6 showing p>0.05, p=0.920 showing there no association between the variables.

4.5 Hypothesis 5
Hypothesis 5 – How likely are you to recommend businesses that prioritize human interaction over automation in customer service and how important do you believe technology is for improving customer service in modern businesses?
Used the variables – How important do you believe technology is for improving customer service in modern businesses and Based on your experiences, how likely are you to recommend businesses that prioritize human interaction over automation in customer service?


	

	

	
	How important do you believe technology is for improving customer service in modern businesses?
	Total

	
	2
	3
	5
	6
	7
	8
	9
	10
	

	Based on your experiences, how likely are you to recommend businesses that prioritize human interaction over automation in customer service?
	1
	0
	0
	0
	0
	0
	0
	0
	1
	1

	
	2
	0
	0
	1
	1
	0
	1
	0
	0
	3

	
	3
	0
	0
	0
	3
	2
	1
	1
	1
	8

	
	4
	0
	0
	1
	2
	3
	1
	0
	0
	7

	
	5
	0
	0
	3
	6
	3
	2
	0
	6
	20

	
	6
	0
	0
	0
	0
	0
	2
	2
	0
	4

	
	7
	0
	0
	0
	0
	1
	4
	1
	2
	8

	
	8
	0
	1
	2
	0
	3
	10
	3
	6
	25

	
	9
	0
	0
	2
	0
	3
	6
	1
	1
	13

	
	10
	2
	0
	3
	4
	5
	7
	7
	6
	34

	Total
	2
	1
	12
	16
	20
	34
	15
	23
	123



Table 7: How likely are you to recommend businesses that prioritize human interaction over automation in customer service and how important do you believe technology is for improving customer service in modern businesses?

The majority of participants believe positively that technology can improve customer services.

	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	65.922a
	63
	.376

	Likelihood Ratio
	72.851
	63
	.186

	Linear-by-Linear Association
	.729
	1
	.393

	N of Valid Cases
	123
	
	

	a. 75 cells (93.8%) have expected count less than 5. The minimum expected count is .01.


Table 8: Chi-Square Tests
Accept the null hypothesis the variance is across the range of choices.  The p value <0.05, reported as 0.376, the variables are not associated, and choices are made independently.


	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	How important do you believe technology is for improving customer service in modern businesses?
	Between Groups
	33.463
	10
	3.346
	1.313
	.240

	
	Within Groups
	183.501
	72
	2.549
	
	

	
	Total
	216.964
	82
	
	
	

	Based on your experiences, how likely are you to recommend businesses that prioritize human interaction over automation in customer service?
	Between Groups
	82.050
	10
	8.205
	1.719
	.093

	
	Within Groups
	343.589
	72
	4.772
	
	

	
	Total
	425.639
	82
	
	
	



Table 9: Analysis of variance table 

The null hypothesis is accepted that there is no difference in the respondents experience with technology and prioritise human interaction over digital automation customer service.  It is interesting that there is no association and these are independent of each other.  It might be expected that favouring technology use would also align with favouring digital technology to support customer services, and this is seen in the results table 9 showing p>0.05, p=0.093 showing there is no association between the variables they are acting independent of each other.

4.6 Hypothesis 6
Hypothesis 6 – Analysing age and what aspects of customer service improve the most from technology implementation
Using the Variables – What is your age and what aspect of customer service do you think benefits the most from technology?

	

	
	What aspect of customer service do you think benefits the most from technology?
	Total

	
	Accessibility
	Accuracy
	Availability
	Cost-effectiveness
	Speed of response
	

	What is your age? 
	20
	0
	0
	0
	1
	0
	1

	
	21
	1
	0
	1
	0
	0
	2

	
	22
	0
	0
	0
	0
	2
	2

	
	23
	0
	0
	4
	1
	3
	8

	
	24
	0
	0
	4
	0
	2
	6

	
	25
	0
	0
	2
	0
	0
	2

	
	28
	1
	0
	1
	0
	0
	2

	
	29
	1
	0
	2
	0
	3
	6

	
	30
	0
	1
	1
	0
	0
	2

	
	32
	0
	0
	0
	0
	1
	1

	
	33
	0
	0
	1
	0
	1
	2

	
	35
	1
	0
	0
	0
	1
	2

	
	36
	1
	0
	0
	1
	0
	2

	
	37
	1
	0
	1
	1
	3
	6

	
	39
	2
	0
	1
	2
	0
	5

	
	40
	0
	0
	1
	1
	0
	2

	
	42
	0
	0
	0
	0
	7
	7

	
	43
	0
	0
	1
	3
	1
	5

	
	44
	0
	0
	0
	1
	1
	2

	
	45
	0
	0
	0
	1
	2
	3

	
	46
	0
	1
	0
	0
	1
	2

	
	47
	1
	0
	0
	1
	1
	3

	
	48
	2
	0
	1
	0
	1
	4

	
	49
	0
	0
	0
	1
	0
	1

	
	50
	1
	0
	0
	1
	0
	2

	
	51
	0
	1
	1
	1
	1
	4

	
	52
	0
	0
	0
	0
	1
	1

	
	53
	0
	0
	2
	1
	3
	6

	
	54
	1
	1
	0
	2
	0
	4

	
	55
	0
	0
	0
	0
	1
	1

	
	56
	0
	0
	0
	2
	2
	4

	
	57
	0
	1
	0
	0
	1
	2

	
	58
	1
	0
	1
	0
	3
	5

	
	59
	2
	1
	0
	1
	1
	5

	
	60
	1
	1
	0
	0
	0
	2

	
	61
	0
	0
	1
	0
	0
	1

	
	62
	0
	0
	0
	0
	1
	1

	
	63
	0
	0
	1
	1
	1
	3

	
	65
	0
	0
	0
	0
	1
	1

	
	66
	0
	0
	0
	1
	0
	1

	
	70
	0
	0
	1
	0
	0
	1

	
	72
	1
	0
	0
	0
	0
	1

	Total
	18
	7
	28
	24
	46
	123



Table 10: Cross Tabulation
The cross tabulation displays and interesting response to the variable age and What aspect of customer service do you think benefits the most from technology with speed response appearing as the highest priority, followed by availability then cost effectiveness for all ages.  

	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	174.277a
	164
	.277

	Likelihood Ratio
	172.285
	164
	.313

	N of Valid Cases
	123
	
	

	a. 210 cells (100.0%) have expected count less than 5. The minimum expected count is .06.


Table 11: Chi-Square Tests

As the chi-squared summary shows there is no association between the variables.


4.7 Hypothesis 7
Hypothesis 7 – Gender analysis versus issues experienced when using automated customer service technologies
Using the Variables – What is your gender and have you experienced any issues when using automated customer service technologies

	

	
	Have you experienced any issues when using automated customer service technologies (e.g., chatbot errors)?
	Total

	
	No
	Occasionally 
	Yes
	

	What is your gender? 
	Female 
	8
	17
	28
	53

	
	Male 
	7
	25
	36
	68

	
	Prefer not to say
	0
	1
	1
	2

	Total
	15
	43
	65
	123



Table 12: Cross Tabulation
The results show that 65/123 found they experience issues using automated chatbots, while 45 felt they had an occasional experience having issues and only 15 did not experience issues.



	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	1.133a
	4
	.889

	Likelihood Ratio
	1.349
	4
	.853

	N of Valid Cases
	123
	
	

	a. 3 cells (33.3%) have expected count less than 5. The minimum expected count is .24.


Table 13: Chi-Square Tests

However, the chi-squared test shows the variables are not associated as the p value <.05, is reported as 0.889.


Cross tabulation

	What is your gender?  * Technology has significantly reduced the waiting time for customer service 

	

	
	Technology has significantly reduced the waiting time for customer service
	Total

	
	Agree
	Disagree
	Neutral
	Strongly Agree 
	Strongly disagree
	

	What is your gender? 
	Female 
	25
	6
	11
	8
	3
	53

	
	Male 
	42
	8
	10
	5
	3
	68

	
	Prefer not to say
	0
	1
	1
	0
	0
	2

	Total
	67
	15
	22
	13
	6
	123


Table 14: Cross Tabulation
The males agree more than the females that Technology has significantly reduced the waiting time for customer service


4.8 Hypothesis 8
Hypothesis 8 – Identify any association between level of education and a belief that technology makes customer service more personalised
Using the Variables – Level of education and a belief that technology makes customer service more personalised

	Chi-Square Tests to identify any association between level of education and a belief that technology makes customer service more personalised.

	

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	106.159a
	74
	.008

	Likelihood Ratio
	107.327
	74
	.007

	N of Valid Cases
	123
	
	

	a. 109 cells (95.6%) have expected count less than 5. The minimum expected count is .15.


Table 15: Chi-Square Tests
The p value <0.05, reported as .008 showing there is an association between level of education and a belief that technology makes customer service more personalised.

4.9 Hypothesis 9 

Hypothesis 9- Analysing age and how important do you believe technology is for improving customer service in modern businesses
Using the Variables - What is your age and how important do you believe technology is for improving customer service in modern businesses

	

	
	What is your age? 
	How important do you believe technology is for improving customer service in modern businesses?

	What is your age? 
	Pearson Correlation
	1
	.288**

	
	Sig. (2-tailed)
	
	.001

	
	N
	123
	123

	How important do you believe technology is for improving customer service in modern businesses?
	Pearson Correlation
	.288**
	1

	
	Sig. (2-tailed)
	.001
	

	
	N
	123
	123

	**. Correlation is significant at the 0.01 level (2-tailed).


Table 16: Correlation

There is a poor relationship 0.288 between age and a view of the important that technology has for improving customer service in modern businesses and this is significant at 0.001

4.10 Hypothesis summary
Hypothesis summary

	What is your age and What is your level of education?

	Chi-Squared test
	Hypothesis – 
Not supported

	What is your age and Have you noticed an improvement in customer service experiences with the adoption of technology?

	Chi-Squared test
	Hypothesis – 
Not supported

	What is your age and what customer services technology have you interacted with in the past six months?
	Chi-Squared test
	Hypothesis – 
Not supported

	What is your gender and Have you noticed an improvement in customer service experiences with the adoption of technology?
	Chi-Squared test
	Hypothesis – 
Not supported

	What is your Age and What aspect of customer service do you think benefits the most from technology?

	Chi-Squared test
	Hypothesis – 
Not supported

	How important do you believe technology is for improving customer service in modern businesses and Based on your experiences, how likely are you to recommend businesses that prioritize human interaction over automation in customer service?


	Anova test
	Hypothesis – 
Not supported

	Gender and Have you experienced any issues when using automated customer service technologies (e.g., chatbot errors)
	Chi-Squared test
	Hypothesis – 
Not supported

	Level of education and a belief that technology makes customer service more personalised
	Chi-Squared test
	Hypothesis – 
Supported

	Age and how important do you believe technology is for improving customer service in modern businesses
	Correlation
	Hypothesis – 
Supported
No relationship



Table 17: Hypothesis Summary
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5.0 Findings and Discussion 

Hypothesis 1 shows that there is no correlation between age and education within this survey. After analysing the data gathered for the survey the researcher found that there was no correlation between age and ease of use of new technology. However, a study by An et al. (2024) found that members of the older generation have poor usability in regards to new technologies as complex, interfaces and unclear instructions, hinders their encouragement in adopting these technologies. Although this study found that the older generation have more difficulty in using these technologies, this study was conducted before the researcher did this study, therefore may be outdated and no longer relevant as people are becoming more used to adapting to these technologies. Hypothesis 3 shows that there is no correlation between age and what customer services technologies people choose to interact with. Although there were no correlations found, van der Goot and Pilgrim (2020) found that older adults may prefer human contact more than younger adults. Hypothesis 4 shows that there is no correlation between gender and what improvements have been made in customer service experiences with the adoption of technology. Although there were no correlations found between these, Mansoora (2017) found that overall, the implementation of technology has helped to improve customer satisfaction. Hypothesis 5 shows that there is no correlation between how people believe that technology is improving customer service within modern businesses and whether they prefer using businesses with automation services rather than those without automation. Although there were no correlations found between these, Hollebeek et al. (2021) found that while automation offers efficiency, people would prefer the more emotional connection and better understanding from human customer service. Hypothesis 6 shows that there is no correlation between age and the aspect of customer service that people believe benefits the most from using technology. Although no correlation was found between them, van der Goot and Pilgrim (2020) found that both younger and older adults value the speed and efficiency when using chat bots and other automated customer service technology. Hypothesis 7 shows there is no correlation between gender and if people have experienced issues when using automated customer service. Although there were no correlations found between these, Meuter et al. (2000) found that people often are often left disappointed with the experience that they had when using chat bots and not being able to speak to a human representative. After analysing hypothesis eight, the researcher found a correlation between education, and whether introducing technologies within customer service can make interactions more personalised.  This is supported by Pitton (2025), because they state that personalisation is important to tailor to individual customers, and to help to build a trust between them and the business. This supports hypothesis eight, as it shows that there is a correlation between the belief that technology can help to make customer service more personalised through using technology such as predictive analytics.  Hypotheses 9 states that there is a correlation between age and how important people believe technology is for improving customer service in modern businesses.  A study by Nancholas (2024) suggests that 32% of people are now expecting responses from customer service agents within 30 minutes and 50% expecting these responses to be within an hour. This helps to support the correlation since the increase in the use of technology becoming more important to help meet these target times expected by these customers and improve customer service.

5.1 Conclusion
To conclude there are many ways new technologies can impact on customer service, both to the customer and the business. After conducting this research, a further research question that would further expand on this research would be how does emerging technologies affect other areas of businesses such as production and manufacturing, or how the implementation of AI effects culture within businesses.
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7.0 Appendix
Appendix 1: Survey Questions
Section 1 – Demographics 
1. What is your age? 
2. What is your gender? 
3. What is your occupation? 
4. What Level of Education do you have? 
 
 
Section 2 - Perception of Technology in Customer Service  
5. How important do you believe technology is for improving customer service in modern businesses? 
6. Have you noticed an improvement in customer service experiences with the adoption of technology? 
7. Do you think modern businesses rely too heavily on technology for customer service? 
8. In your opinion, does technology make customer service interactions more personalized? 
9. What aspect of customer service do you think benefits the most from technology? 
 
Section 3 - Use and Accessibility  
10. Which customer service technologies have you interacted within the past 6 months? 
11. How easy do you find it to use technology-based customer service systems? 
12. Have you experienced any issues when using automated customer service technologies (e.g., chatbot errors)? 
13. What is your preferred method of contacting customer service?  
14. Do you feel all customers have equal access to technology   
 
 
 
 
Section 4 – Impact on Customer Satisfaction  
15. How satisfied are you with technology driven customer service compared to traditional methods? 
16. How much do you agree with the following statements: 
Technology driven customer service resolves my issues more efficiently than traditional methods 
Automated systems like chat bots provide accurate solutions to my queries 
Technology has significantly reduced the waiting time for customer service 
17. Do you think technology will completely replace human customer service agents in the future? 
18. Based on your experiences, how likely are you to recommend businesses that prioritize human interaction over automation in customer service? 
19. How much do you agree with the following: 
I trust technology driven customer service to handle my personal data securely  
I am confident in the reliability of automated customer service systems 
20. How much do you agree with the following statements: 
Automated systems like chatbots often fail to fully understand my queries 
I find it difficult to navigate technology-based customer service tools 
I frequently experience technical issues when using automated customer service platforms  
It is frustrating when I cannot easily escalate my issue to a human representative  
Technology driven customer service feels impersonal and disconnected  
22. Do you think language barriers or accessibility issues limit the effectiveness of technology in customer service? 
23. What do you feel is the most significant drawback of using customer service? 
24. How often do you experience difficulties navigating automated customer service tools (e.g., chatbots)? 
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4. What Level of Education do you have? (Select all that apply)
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10. Which customer service technologies have you interacted with in the past 6 months? (Select all that apply)
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4. Code of Practice for Research Ethics and Integrity

The University of Wales Trinity Saint David is committed to the maintenance of high ethical
standards in the research undertaken by its staff and students, whether supported directly by
the University or funded by external sources. The University recognises its obligations under
the Concordat to Support Research Integrity to ensure that research undertaken under its
auspices is conducted to appropriate standards and conforms to generally accepted ethical
principles and practices of conduct and governance. The University believes that research
ethics review and approval are important for the following reasons:

* To uphold the highest standards of rigour and integrity in all aspects of research

* To ensure that research is conducted according to appropriate ethical, legal and
professional frameworks, obligations and standards

« To support a research environment that is underpinned by a culture of integrity and
based on good governance, best practice, and support for the development of
researchers

« To use transparent, timely, robust and fair processes to handle allegations of research
misconduct when they arise

* To ensure that the University meets its obligations as a Data Controller under the Data
Protection Act 2018 and the General Data Protection Regulation 2018 (‘UK GDPR”)
with respect to research data processing.

* To work together with other institutions as required from time to time to strengthen the
integrity of research and to reviewing progress regularly and openly.




