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[bookmark: _Toc192766567]Chapter 1: Introduction
[bookmark: _Toc192766568]1.1 Introduction
With the advent of artificial intelligence (AI), smartphone industry has seen the rise which has helped devices in providing smarter, more personalized user experiences (Nama., 2023). Some of the AI features like voice assistants, AI led photography and adaptive battery management have put a shine on the overall functionality of the smartphones and made the devices much more intuitive and efficient. 
Brand loyalty and purchase decision are very dependent on the customer experience. Although AI is known for enriching the mobile phone functionality, very few studies are available that explains its immediate consequence to customer experience in Samsung mobile phones (Htet., 2024). Therefore, it is important to understand whether AI driven features add value to user satisfaction or create usability problems, this will help to identify Samsung’s competitive position.
[bookmark: _Toc192766569]1.2 Research Background
Modern smartphones would not be complete without artificial intelligence, thanks to which automation and personalization take place (Geo and Liu., 2023). To improve user experience, Samsung has made big investment in the AI-driven features like Bixby, AI cameras and real time translation. The goal of these innovations is to be different in how intelligent and responsive Samsung’s devices are compared to those of competitors.
Typical research of AI in smart devices have been done but only a few research focuses on the influence of AI in Samsung smartphone user (Kim., 2021). The existing literature does not analyze how AI features contribute to user satisfaction or the kind of comparison among Samsung's AI integration and that of competitors such as Apple and Google.
This will fill the gap by looking into customer experiences with Samsung smartphones powered by AI and the insights these can reveal about the role of AI in shaping user interactions and perception of the brand.
[bookmark: _Toc192766570]1.3 Research aim and objectives 
The aim of the research is to find out the experience of customers with samsung smart phones where AI features have been integrated, and the research is aimed to find out the way the experience can be improved. 
· To find out the way AI is being adopted in smart phones of Samsung 
· To evaluate and compare the experience of customers with respect to the smart phones of Samsung with AI features and Iphones comes from IOS and other android phones 
· To recommend some strategies that can help the company to understand how to improve customer experience through AI adoption in smart phones
[bookmark: _Toc192766571]1.4 Research questions 
· How is Samsung adopting AI in regard to its  smart phones? 
· What is the difference between the experience of customers with respect to the smart phones of Samsung with AI features and Iphones that come from IOS and other android phones? 
· What are some strategies that can help the company to understand how to improve customer experience through AI adoption in smart phones? 
[bookmark: _Toc192766572]Chapter 2: Literature Review
[bookmark: _Toc192766573]2.1 Introduction
As per Balaraman (2021), CX has become important part of business success in the smartphone industry marked with unhealthy competition and rapid changes in technology. Designed to pick user behavior and foresee needs, they will also take care of daily interactions. A famous smartphone manufacturer Samsung has rolled out the new features for enhanced user experience these features are related to AI i.e. AI driven camera, adaptive battery management, smart response, intelligent performance optimization and the last but not the least, intelligent assistant called Bixby.
Although AI is commonly accepted in smartphones, research on the effect of AI on customer experience has not been emphasized especially in case of Samsung products (Wei., 2024)..
[bookmark: _Toc192766574]2.2 The Concept of Customer Experience and Its Importance
According to Kuppelwieser et al., (2022),customer experience is an overall impression that the consumer has about the brand or the product on which he interacts. From the point a customer buys a device, and various touchpoints, to how they use its features and gain access to after-sales support, all these interactions are included in these interactions. 
As brands have realized that what the customers want is more than just specifications for a product, the importance of customer experience has grown (Sudirjo et al., 2023). Although hardware quality and performance are still key, the smartphone should deliver an intuitive and flawless digital experience to customers now. 
The competition amongst the brands like Samsung, Apple, and Google to rule the smartphone market is very high (Park and Kim., 2021). In the first place, those companies that provide superior experiences in a niche are more likely to gain a competitive advantage in the market and keep their users loyal because they are more inclined to the brand because of the experiences that brand maintains. 
[bookmark: _Toc192766575]2.3 The Use of AI in Smart Devices, Particularly Smartphones
Used in different ways to enhance customer experience are intelligent assistants capable of carrying out voice commands or AI powered cameras which optimize images in real time. What makes AI a very significant tool for building more adaptive and responsive devices is the ability to process massive amounts of data and be able to understand user behavior (Himeur et al., 2023).
Smartphone photo has also improved significantly with the help of AI. In the past, cameras were used that the user had to manually set settings like exposure, white balance, and focus (Blahnik and Schindelbeck., 2021). Though the functions provided to AI cameras automate most of the functions for its users, enabling them to easily capture high quality images. Today, most AI-powered voice assistants are able to understand context and process it more efficiently to respond to the user requests effectively (Nama., 2023).
[bookmark: _Toc192766576]2.4 Comparing AI Adoption in Samsung Smartphones and Other Brands
Other lead brands such as Apple and Google have not lagged in the discharge of their functions since they too have implemented AI for smooth customer experience (Cerruti and Valeri., 2022). To get a glimpse into how differently the brands use AI driven usability, a comparison is given between the different brands’ AI powered features.
Samsung’s Samsung assistant, the Bixby, is a contextual assistant who is deeply integrated into the world of Samsung (Embarka et al., 2024). But Apple’s Siri is more embedded with iOS services, so it works effortlessly within Apple’s ecosystem. When it comes to natural language processing and a more complex query or question, however, the same can be said about Google Assistant.
For instance, when comparing AI powered photography, Samsung uses AI for scene recognition and additionally, automatic adjustments taking place while Apple’s Deep Fusion and Smart HDR makes automatic adjustments based on AI settings for greater natural and precise photos (Singh et al., 2023). 
[bookmark: _Toc192766577]2.5 Gap in Previous Literature
While consumer technology and artificial intelligence are the subject of increasing and continuous research, there is very little covered in academic literature regarding the impact of AI features on the experience of the customer in Samsung smartphones (Chintalapati and Pandey., 2022). Communications of the ACM Readers also have had their thinking primed by existing studies that explore how AI can increase usability, personalize, or optimize itself on the smartphone. Unlike other research that focuses on broader AI features of mobile devices at large, yet not on how features propelled by AI are building customer satisfaction/satisfaction and engagement with Samsung smartphone, the proposed research investigates such properties in relation to Samsung smartphone.
Comparisons do exist with AI implementations in the likes of Apple, Google and Samsung, but these studies are mainly focused on advancements in technology and the direct effect to user experience is not focused on. In terms of the fragmented research of AI features such as Bixby, AI photography, and adaptive battery management, the research has not been done on how these features affect brand perception, loyalty, and the long-term satisfaction. 
[bookmark: _Toc192766578]2.6 Theoretical Framework
This research is closely associated with the notion of Technology Acceptance Model (TAM) which acts as source of the theoretical basis of this study to explain how the customers react to and adopt AI features in Samsung smartphones. An organization that suggests that two factors influence adoption of technology are Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) of Technology. Perceived usefulness is the degree to which one believes that using these smartphone features powered by AI, will increase one’s performance and productivity and the perceived ease of use is the degree to which one believes one can interact with the mobile AI functionalities without too much effort (Davis et al., 2024).
If users find these AI enhanced smartphone features to be useful and intuitive, they will be more likely to adopt and use the AI enhanced smartphones, as well as be more satisfied and loyal to the phone. With TAM, the impact of the AI adoption on customer experience and customer behavior to purchase such a device will be investigated in Samsung smartphones.
[bookmark: _Toc192766579]Chapter 3: Methodology
[bookmark: _Toc192766580]3.1 Research Onion 
The methodology selection is guided by the research onion framework which is structured in layers. It includes research philosophy, approach, strategy, choices, time horizon as well as techniques and procedures (Zolfagharian et al., 2019). The philosophy of this study is positivist, the approach is deductive, the strategy is survey and the method is quantitative. Methodological coherence and validity are ensured by the research onion, which makes for systematic investigation of customer experience in AI driven Samsung smartphones. 
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Figure 1: Research Onion framework
Source: (Zolfagharian et al., 2019)
[bookmark: _Toc192766581]3.2 Research Philosophy: Positivism
The positivist philosophy will be used in this research which involves the objective, observable, and measurable phenomena (Park et al., 2019). The positivism is suitable because the empirical data allows for the collection of data and the validation of the data independently. It will investigate AI driven customer experience in Samsung smartphones through quantitative data in forms of surveys, therefore, statistical information will be provided through quantitative data. Positivism allows neutrality and minimizes the bias on the part of the researcher, thus increasing the chances for generalization of findings. The study’s ability to use structured methodologies to identify patterns and relationships between AI features and customer satisfaction is enabled, hence by relying on it, the research will identify with high reliability and validity the patterns and relationship between AI features and customer satisfaction.
[bookmark: _Toc192766582]3.3 Research Approach: Deductive
Deductive research approach will be used in this research this is mainly because it uses existing theories and converts them into hypotheses and tests the hypotheses by using empirical data (Casula et al., 2020). The alignment of this approach is in line with the objective of the study which is to investigate how the experience of customers with Samsung smartphones is affected by using AI. The research will evaluate the measures through which AI driven features influence satisfaction using established frameworks such as Technology Acceptance Model (TAM). Deductive approach helps in logical validation of hypotheses and gives a generalizable conclusion which can be applied on similar studies in smartphone user behavior.
[bookmark: _Toc192766583]3.4 Research Strategy: Survey 
The research will use survey method in order to collect primary data from 20 customers of Samsung in an efficient manner. The goal is to quantify user satisfaction, feature adoption and comparative experiences of competitors. Surveys provide reliability, objectivity as well as statistical significance. 
[bookmark: _Toc192766584]3.5 Types of investigation
Primary research 
Primary research employs the direct collection of data from the source. Survey, interview, experiment are methods included to get specific information, in accordance with the objective of the research (Kabir, 2016). For this study, the primary research is carried out through the surveys to analyze the experiences of AI driven Samsung smartphones by the consumers so that there are fresh and unbiased insights. A total of 20 customers will be chosen and each of them will answer 12 questions. 
Secondary Research 
Secondary research is mainly considered the analysis of data that are already collected by other researchers. This research is based on secondary sources which help in comparing AI adoption between smartphone brands by way of established literature and industry reports. In this research there will a secondary literature review with the evaluation of 15 research articles and newspaper. 
[bookmark: _Toc192766585]3.6 Research Choices
Qualitative Research
Qualitative research studies are theorized on non numerical information that identifies behaviour, perception and experience in depth. It explains the set of techniques it uses in the form interviews, focus groups and thematic analysis, in order to understand of underlying motivations (Bazen et al., 2021).
Quantitative Research
It includes numerical data collection and statistical analysis to find patterns and correlations in the form of quantitative research. It is implemented to test hypothesis and it is done on objective basis as well as structured manner.
Mono Method Quantitative
In mono method quantitative research, a single quantitative data collection technique, which includes surveys, is used without incorporating qualitative method (Ojebode et al., 2020). This paper uses a mono method quantitative approach for surveys to collect statistical data about customer satisfaction of AI features in Samsung smartphones. There will be a total 20 customers of Samsung who will be answering 12 questions.
Hence summarizing the overall methodology it needs to be mentioned that the will be mostly primary quantitative with data collected 20 customers through survey. Also there will secondary data collection from 15 research articles and newspapers based on which literature review will be developed. 
[bookmark: _Toc192518811][bookmark: _Toc192766586]3.7 Data Collection and Analysis
· Sample Size: the study will conduct a detailed survey of 20 Samsung customers 
· Sample Type: the chosen customer can be male, female, working, not working and may or may not be a regular customer of Samsung 
[bookmark: _Toc192766587][bookmark: _Toc192518816]3.8 Sampling Method: Probability Sampling 
This study uses probability sampling to ensure that each participant has the same chance of being selected in order to reduce bias and enhance generalizability. Probability sampling is valid because it lends reliability to the results and reduces selection bias (Makwana et al., 2023). Thus, with this approach the conclusions about AI’s impact on the Samsung Phone experience are strengthened.
[bookmark: _Toc192766588]3.9 Data Collection Method
20 Samsung smartphone users would respond to 12 survey questions. There will be closed ended questions regarding AI driven features, user satisfactions and overall experience. The responses will be collected through Google forms as the survey questions will be distributed through these form, giving a standardised approach to collecting and analyzing data on participants.
[bookmark: _Toc192766589]3.10 Analysis of Data
Using Microsoft Excel, quantitative data analysis will be done through graphical representations. It will aid in the identification of the trends, patterns and correlations in the responses from the users. A structured approach for analysis serves as a suitable base for objective analysis, while, at the same time, helping to generate data-driven insights of Samsung’s AI enabled customer experience.
[bookmark: _Toc192766590]3.11 Research Ethics 
This research will follow the ethical guidelines of voluntary participation, informed consent, and data confidentiality. The study’s purpose will be fully known to participants and personal data will be anonymous and secure. No disrespect will be given to respondents or any other individuals who will participate and ethical approval will be sought.
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[bookmark: _Toc192766594]Survey questions 
1. What is your age group?
· 19 – 25
· 26 – 35
· 36 – 45
· 46 and above
2. What is your primary occupation?
· Student
· Employed (Full-time)
· Employed (Part-time)
· Self-employed
· Unemployed
3. How long have you been using Samsung smartphones?
· Less than 1 year
· 1 – 3 years
· 3 – 5 years
· More than 5 years
4. Which AI-driven features do you actively use on your Samsung smartphone? (Select all that apply)
· Bixby (Samsung’s voice assistant)
· AI-powered camera features (scene optimization, night mode, portrait mode)
· Adaptive battery management
· AI-based text and voice translation
· Smart replies and predictive text
· None of the above
5. How satisfied are you with the AI-powered camera features in your Samsung smartphone?
· Very satisfied
· Satisfied
· Neutral
· Dissatisfied
· Very dissatisfied
6. How often do you use Samsung’s AI voice assistant (Bixby)?
· Daily
· A few times a week
· A few times a month
· Rarely
· Never
7. How would you rate the accuracy of Samsung’s AI-powered text and voice translation?
· Very accurate
· Moderately accurate
· Neutral
· Somewhat inaccurate
· Very inaccurate
· I have never used this feature
8. How do you compare Samsung’s AI features to those of iPhones (Apple) or other Android brands?
· Much better than competitors
· Slightly better than competitors
· About the same as competitors
· Slightly worse than competitors
· Much worse than competitors
· I have not used other brands
9. In your opinion, how important are AI features in your decision to purchase a Samsung smartphone?
· Very important
· Somewhat important
· Neutral
· Not very important
· Not important at all
10. Do you think AI-driven features improve your overall experience with Samsung smartphones?
· Yes, significantly
· Yes, but only slightly
· No noticeable impact
· No, they make it worse
· Not sure
11. Which AI feature do you think contributes most to your overall experience?
· AI-powered camera features
· Adaptive battery management
· Bixby (voice assistant)
· AI-based text and voice translation
· Smart replies and predictive text
· None of the above
12. How likely are you to recommend Samsung smartphones based on their AI features?
· Very likely
· Somewhat likely
· Neutral
· Somewhat unlikely
· Very unlikely
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