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[bookmark: _Toc174547041][bookmark: _Toc174547155][bookmark: _Toc174715360][bookmark: _Toc174732142]Task 1- Research Question 
"How does AI impacts on customer service?" is my research question. One of the industry’s most severely affected by artificial intelligence's (AI) explosive growth is customer service, which has fundamentally altered a number of unique groups (Vadana, 2021). Since AI's integration into customer service operations has brought up a lot of benefits and problems, a closer look at its effects is necessary. This essay aims to expand a research issue that explores the impact of AI on customer service by looking at the benefits, functionality hazards, and overall charge that this study must produce for the place. The problem statement would be "Investigating how artificial intelligence (AI) may improve business-customer interactions by enhancing customer service efficiency, satisfaction, and personalisation. 

[bookmark: _Toc174547042][bookmark: _Toc174547156][bookmark: _Toc174715361]My research value would be whether Artificial Intelligence (AI) has the potential to improve customer service by increasing efficiency, personalising experiences, cutting costs, and speeding up response times. It additionally highlights situations like as employment losses and moral quandaries, guiding corporations towards sane AI integration techniques (Li, 2020). The cause of the look at is to decide how customer service is laid low with using AI era. This research objectives to explore the benefits and disadvantages of AI's diverse effects on customer service. The analysis's aim in answering this issue is to provide a trustworthy evaluation of whether or not or that AI has the functionality to decorate or degrade customer service (Adam, 2021).

The cause this research is outstanding as it explores the growing software of AI in customer service—a important domain for businesses seeking to boost output and fulfil consumers. Possible consents symbolise lower fees, more individualized contacts, and quicker reaction instances are determined by way of the test's analysis of AI's results. It moreover draws hobby to obstacles which includes lost jobs and moral challenges, ensuring an impartial evaluation of AI adoption (Huang, 2019). Companies that want to strategically lease AI to decorate customer service while managing dangers and societal repercussions have to understand those relationships. In the quick evolving area of customer support, the findings can manual future studies and coverage selections.
[bookmark: _Toc174732143]Research Approach 
[bookmark: _Toc174715362][bookmark: _Toc174732144][bookmark: _Toc174547043][bookmark: _Toc174547157]A review of the theories and research that have already been completed on the impact of AI on customer service will be followed by a logical and quantitative explore technique (Plonsey, 2007). This will create a hypothesis regarding the application of the deductive approach. Once quantitative data has been gathered, it will be analysed through performance metrics analysis, surveys, and questionnaires administered to businesses who have integrated AI into their customer service operations. By identifying trends, correlations, and the overall effect of AI on customer service outcomes, statistical approaches will be utilised to evaluate the hypothesis and validate or improve the original idea.
[bookmark: _Toc174715363][bookmark: _Toc174732145]Data Collection Methods 
This research uses primary method via online surveys with Likert scales will be used to collect data in order to determine how respondents feel about AI's influence on many aspects of customer service, including satisfaction, efficiency, and personalisation. Data on demographics and specifics on AI use in businesses will be gathered through multiple-choice questions. AI's impact on customer service will also be measured by analysing current performance measures, such as response times and customer satisfaction ratings, to give a complete picture of the event (Mazhar, 2021).
[image: Forms response chart. Question title:   How likely are you to prefer AI-driven customer service over human agents for routine inquiries?  
. Number of responses: 32 responses.]
Based on the online survey that has been distributed this is one of the questions that according to the chart, most respondents (40.6%) chose a neutral stance, while 28.1% lean somewhat in favour of AI-driven customer support for regular enquiries. The majority of respondents were neutral, according to the figure, which indicates that opinions on AI-driven customer service are divided. A sizeable percentage favours it marginally, suggesting cautious acceptance for regular queries over human agents.

[image: Forms response chart. Question title:   What is your primary concern about AI in customer service?  
. Number of responses: 32 responses.]
Another question from the online survey is according to the chart, the main worries about AI in customer service are privacy and data security (50%) and the absence of human touch (28.1%). Concerns regarding AI in customer service are dominated by privacy issues, according to half of the respondents. Fears of losing personal connection are reflected in the absence of social interaction, which is also crucial.
[bookmark: _Toc174547044][bookmark: _Toc174547158][bookmark: _Toc174715364][bookmark: _Toc174732146]Sampling methods and Sample size 
[bookmark: _Toc174547045][bookmark: _Toc174547159][bookmark: _Toc174715365][bookmark: _Toc174732147]Sampling method 
[bookmark: _Toc174715366][bookmark: _Toc174732148][bookmark: _Toc174547046][bookmark: _Toc174547160]In order to guarantee a varied representation of participants across various industries, organisation sizes, and customer service positions, the sampling technique for this study will be stratified random sampling and probability sampling. This methodology enables the researcher to gather a variety of viewpoints regarding the implications of AI, guaranteeing that both industries that significantly depend on customer service and those that utilise it little are covered. In order to guarantee that the results are pertinent, generalisable, and representative of actual experiences, the sample will include managers, customers, and customer care representatives who have dealt with AI-driven services. 
[bookmark: _Toc174715367][bookmark: _Toc174732149]Probability Sampling
By using probability sampling, it guarantees that every consumer has an identical risk of being decided on for the have a observe situation count number "How does AI impact customer service?" This approach permits for an awesome sample of several consumer reviews with AI-driven offerings. Using this sampling choice, it the  generalizes findings to a bigger patron base, reducing bias and improving the reliability of conclusions on AI's impact on customer support well-knowns (Rahman, 2023). 
[bookmark: _Toc174547047][bookmark: _Toc174547161][bookmark: _Toc174715368][bookmark: _Toc174732150]Stratified Random Sampling
Using stratified random sampling, the customer base is segmented into subgroups (known as strata) primarily based totally on characteristics which include age, area, and experienced in customer services. This method guarantees that through carefully choosing a sample from every stratum, the studies on AI's impact on customer support as it has to be displays the research of various customer training. This approach produces extra accurate insights into the technology's usual impact by using way of imparting a deeper knowledge of AI's effectiveness throughout a diffusion of demographics (Howell, 2020). Using images that trigger recollections from a number of firms, stratified random sampling enables a more focused analysis of research on the impact of AI on customer service. This approach improves the accuracy of the results and allows for the drawing of more intricate conclusions on how AI affects extreme circumstances.
[bookmark: _Toc174547048][bookmark: _Toc174547162][bookmark: _Toc174715369][bookmark: _Toc174732151]Sample Size  
[bookmark: _Toc174547049][bookmark: _Toc174547163][bookmark: _Toc174715370][bookmark: _Toc174547050][bookmark: _Toc174547164]Investigating "How does AI have an effect on customer service?" To make sure enough statistical energy and the reliability of the effects, a goal sample size of ninety respondents changed into first set. However, the effects may not be as broadly applicable for the reason that simply thirty people participated. Even with the capacity for sampling bias and a reduced potential to stumble on subtle results of AI on customer support, a smaller pattern size might yield precious insights. It is essential to renowned that the consequences might not precisely reflect the experiences of the wider customer service due to the decrease pattern length. 
Surveys 
The survey looks at how AI influences customer service effectiveness by evaluating the ways in which AI technologies impact several aspects of consumer interactions. It looks into ways in which AI might both provide difficulties and enhance service quality and effectiveness.

For example, the question "To what degree do you think AI enhances response times in customer service?" is posed. This facilitates figuring out how AI affects service speed. Another question that evaluates the effectiveness and precision of AI answers is, "How satisfied are you with the accuracy of responses from AI-powered customer service?" The final question gauges the whole satisfaction impacted by AI: "How does the presence of AI in customer service impact your overall satisfaction with the service?" 

The purpose of these questions is to assist businesses determine how effective AI is in customer service strategies by offering insights into the role AI plays in enhancing response times, accuracy, and overall customer satisfaction.
[bookmark: _Toc174715371][bookmark: _Toc174732152]Task 2- Research Techniques 
Relying on the quantitative data still pending for the study "How does AI impacts on customer service? ," an important summary is the most rationally sound primary research technique. This method works well for gathering quantitative data on KPIs such as response rates, customer charm scores, and bother choice costs for groups that have integrated artificial intelligence into their customer service departments.
[bookmark: _Toc174547051][bookmark: _Toc174547165][bookmark: _Toc174715372][bookmark: _Toc174732153]Primary Research
[bookmark: _Toc174547052][bookmark: _Toc174547166][bookmark: _Toc174715373][bookmark: _Toc174732154]Surveys
In order to conduct the primary research, a survey was created and distributed to a sample of leading suppliers and customer service executives from different regions (Nicolescu, 2022). Unquestionably, Likert scales, multiple-choice questions, and mathematical response possibilities were used in the poll's closed-ended questions. On a scale of one to five, respondents were asked, among other things, how long they anticipated taking to respond to customer requests, how difficult it was to complete tasks within a specified amount of time, and how quickly they planned to achieve customer satisfaction both before and after receiving artificial intelligence.
To ensure exceptional diversity and to establish connections with people from a variety of geological locations, the survey was conducted online. The analysis produced 30 responses, with a focus on groups that have innovated in artificial intelligence (AI) over the last three years, including chatbots, updated response frameworks, and artificial intelligence-driven research equipment.
[bookmark: _Toc174715374][bookmark: _Toc174732155][bookmark: _Toc174547053][bookmark: _Toc174547167]After the data from these reviews was really analysed, patterns and correlations between the artificial intelligence product program and improvements in customer service were discovered. According to the findings, even if artificial intelligence has advanced (faster response times, for example), the impact on customer satisfaction differed due on the complex nature of the queries that have been answered. These findings highlight the areas where artificial intelligence may improve standard performance generally and those where human involvement is still necessary, highlighting the significance of artificially intelligent organizations in the customer service sector (Li, 2020).

[bookmark: _Toc174715375][bookmark: _Toc174732156]Task 3- Presentation on Ideas 

The pitching video is linked below:
 



[bookmark: _Toc174715377][bookmark: _Toc174732157]Reflection 
The presentation deftly balances the benefits and drawbacks of artificial intelligence while highlighting the dual effects on consumers' habitual implementation. Given that artificial intelligence is now having a significant impact on customer service and personalization, it's safe to say that such areas may be seen as bearing the technology's mark. For the sole purpose of making the pitch appear even more realistic to the target market, it may be supported with other excellent examples or contextual research.
Although the concept sees certain drawbacks, such as decision instability and a lack of empathy, it might also expand into a larger discussion of how associations could potentially alleviate those inconveniences. Making procedures or plans available must enliven and elevate the program to a more notable and pertinent level.
Furthermore, the research could benefit from a thorough justification of sincere dedication, including any pristine opinions or beneficial outcomes. This may also support the argument that the research is important and well worth the money. Although the pitch is effective and well-coordinated, it would probably be more significant if it contained real overall models and wise advice.

[bookmark: _Toc174547054][bookmark: _Toc174547168][bookmark: _Toc174715378][bookmark: _Toc174732158]Task 4 – Data Analysis (Conference Poster)
[image: ]
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[bookmark: _Toc174715380][bookmark: _Toc174732160]Appendix 
1. [bookmark: _Toc174715381][bookmark: _Toc174732161]The video link for task 3 pitching is linked below: 
Link to the video : Task 3 Pitching-Vicnesha (2226215)-20240813_224828-Meeting Recording.mp4 (sharepoint.com) 
2. [bookmark: _Toc174732162]Pitch Script for task 3 
[image: ]

3. [bookmark: _Toc174715382][bookmark: _Toc174732163]The survey questions and charts based on the respondents
[image: ]
The question above explains of how consumers believe in AI when they approach customer service. 

[image: ]
The chart above explains how consumers feel about implementing AI in their customer service compared to the human handlings. 
[image: Forms response chart. Question title:   What is your primary concern about AI in customer service?  
. Number of responses: 32 responses.]
This chart above explains what are the consumers concerns when they are opt to use AI in customer services. 
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What is your primary concern about Al in customer service?
32 responses

@ Privacy and data security
@ Lack of human touch

@ Accuracy of responses

@ Dependence on technology
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Introduction

Artificial Intelligence (Al) is redefining customer service
and changing the way companies communicate with
their consumers. Artificial Intelligence (Al) increases
productivity, decreases wait times, and boosts customer
satisfaction by automating responses and offering

as Al isn't always empathetic in difficult circumstances.
Optimizing Al's contribution to customer service
performance requires an understanding of the delicate
balance between efficiency and human touch.

tailored help. The effects aren't always favorable, though,

HOW DOES Al

IMPACTS ON CUSTOMER

SERVICE?”

Aim

The purpose of this study is to assess how Al technologies affect
customer service performance, with a particular emphasis on
important criteria like overall service quality, customer satisfaction,
and efficiency. The study aims to offer practical insights that can
help firms optimise Al implementation to improve customer service
results while minimising any negative consequences by analysing
both the advantages and potential disadvantages.

Message

My research examines how Al influences customer service , focusing on key
metrics like efficiency, customer satisfaction, and service quality. Through

quantitative analysis, the study aims to uncover the benefits and challenges of
Alintegration, offering actionable insights for businesses to enhance their
customer service operations. can vary depending on the subject or reslts

you want to see.

CHARTS

Lo

e
CUSTOMER’
%eSERVICE
|:| =k . ; ,
)] @t

How likely are you to trust Al
recommendations in customer service
compared to human
recommendations?

@ significantly improves
Somewhat improves
No impact

@ Somewhat worsens

@ Significantly worsens

k

To what extent do you believe
Al improves response times in
customer service?

Tips
[To enhance my research, focus on collecting diverse data
across industries and business sizes to capture Al's varied

tools used and their effectiveness. Additionally, highlight
real-world examples and case studies to provide practical
insights for Al integration in customer support.

impacts on customer service. Consider exploring specific Al
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Pitching Script

Good day Dr Emma. My name is Vicnesha A/P Mohniandi, and today, I'm excited to share with you
my study on how Artificial Intelligence impacts consumer performance, a topic that's reshaping the
business landscape.

As we know, Al has become an integral part of our daily lives, influencing everything from how we
shop to how we interact with brands. But how exactly does Al affect consumer performance?

Firstly, Al enhances personalization. By analysing vast amounts of data, Al tailors recommendations,
making consumer experiences more relevant and efficient. This personalization not only increases
satisfaction but also drives faster decision-making, boosting overall performance.

Secondly, Al-powered customer service tools, such as chatbots and virtual assistants, provide instant
support, significantly reducing response times. This immediate assistance improves consumer
confidence and reduces frustration, leading to more successful interactions.

However, it's not all positive. Al can also lead to decision fatigue, as consumers are bombarded with
choices. Additionally, the lack of human empathy in Al-driven interactions can sometimes result in
less satisfying customer experiences, especially in complex situations where a human touch is
needed

In conclusion, while Al undeniably boosts consumer performance by enhancing personalization and
efficiency, it also presents challenges that businesses must address to fully harness its potential. My
study dives deep into these dynamics, offering insights that can help companies optimize their Al
strategies for better consumer outcomes.

Thank you for your attention. | look forward to your questions.
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To what extent do you believe Al improves response times in customer service?

32 responses

@ Significantly improves
@ Somewhat improves
@ No impact

@ Somewhat worsens
@ Significantly worsens
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Do you feel that Al improves the overall customer experience compared to traditional

methods?

32 responses

l

18.8%

@ Yes, significantly

@ Yes, somewhat

® No, it remains the same
@ No, it worsens
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How likely are you to prefer Al-driven customer service over human agents for routine inquiries?
32 responses
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