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The Impact of Generative Artificial Intelligence on Customer Service Quality and Customer Satisfaction: A Secondary Data Research.
[bookmark: _Toc1047146152]1. Introduction.
[bookmark: _Toc2020240844]1.1 Background.
The rapid development of Generative Artificial Intelligence (AI) has transformed the way organisations operate, particularly in customer service. Technologies such as AI-powered chatbots, virtual assistants and automated customer support systems are increasingly being adopted to improve service efficiency, reduce operational costs, and provide customers with instant assistance. As businesses continue to invest in AI-driven solutions, customer service has become one of the most significant areas affected by digital transformation (Chen and Prentice, 2024).
Generative AI differs from traditional chatbots because it can understand natural language, generate human-like responses and learn from large volumes of information. This enables organisations to offer more personalised customer interactions while maintaining twenty-four-hour availability. Many organisations now view Generative AI as a strategic tool for improving customer experience and remaining competitive within increasingly digital markets (Park et al., 2024).
[bookmark: _Int_PdskXSmV]Despite these advantages, the growing adoption of Generative AI has also created new challenges. Although AI can improve response speed and operational efficiency, concerns remain regarding its ability to provide empathy, understand complex customer needs, and maintain high levels of customer satisfaction. Recent studies suggest that while customers appreciate the convenience offered by AI-powered services, many still prefer human interaction when dealing with complicated or emotionally sensitive situations (Hu et al., 2024). This raises important questions regarding whether improvements in efficiency automatically result in improved customer service quality and customer satisfaction.
As organizations continue integrating Generative AI into customer-facing operations, understanding its overall impact has become an important business issue. This proposal therefore aims to investigate how Generative Artificial Intelligence influences customer service quality and customer satisfaction by critically reviewing recent academic and professional literature. The findings will contribute to a better understanding of both the opportunities and challenges associated with AI-powered customer service and provide practical insights for organizations considering further investment in Generative AI technologies.
[bookmark: _Toc1648085158]1.2 Identification of the Business Problem.
Generative Artificial Intelligence has become one of the fastest-growing technologies within customer service. Organisations across a wide range of industries are replacing or supporting traditional customer service channels with AI-powered chatbots, virtual assistants and automated communication systems. These technologies promise to reduce operating costs, improve response times, and increase service availability while allowing organisations to manage growing customer demand more efficiently (Park et al., 2024).
Although the adoption of Generative AI continues to increase, uncertainty remains regarding its overall impact on customer service quality and customer satisfaction. Many organisations assume that improved efficiency will automatically lead to better customer experiences. However, recent research suggests that customer satisfaction depends on several factors beyond response speed, including trust, empathy, communication quality, and personalised interactions (Hu et al., 2024). Customers may value immediate responses for simple enquiries but become dissatisfied when AI systems fail to understand complex issues or provide emotionally appropriate support.
Recent literature also presents conflicting findings. Some researchers argue that Generative AI significantly improves customer service through greater accessibility, consistency, and personalisation (Park et al., 2024). In contrast, other studies suggest that excessive reliance on AI may reduce customer trust and weaken the human element of service delivery, particularly in situations requiring empathy or professional judgement (Batool, 2026).   These contrasting findings highlight a continuing gap in understanding the overall relationship between Generative AI, customer service quality, and customer satisfaction.
From a business management perspective, this represents an important strategic issue. Organisations continue investing substantial financial resources into AI technologies without fully understanding their long-term effects on customer relationships. Poor implementation could damage customer satisfaction and loyalty, while effective implementation may improve operational performance and strengthen competitive advantage.
[bookmark: _Toc2133334422]1.3 Research Aim and Objectives
The aim of this research is:
To critically evaluate the impact of Generative Artificial Intelligence on customer service quality and customer satisfaction through the analysis of recent academic and professional literature.
[bookmark: _Toc246276921]Research Objectives
· The study will achieve the following objectives:
· To examine how organisations are adopting Generative Artificial Intelligence within customer service.
· To evaluate the impact of Generative AI on customer service quality.
· To investigate how Generative AI influences customer satisfaction.
· To identify the opportunities and challenges associated with AI-powered customer service.
· To provide recommendations for organisations considering the implementation or expansion of Generative AI within customer service operations.
[bookmark: _Toc1135005343]1.4. Research Questions.
Main Research Question
· What is the impact of Generative Artificial Intelligence on customer service quality and customer satisfaction?
Sub-questions.
· How is Generative Artificial Intelligence currently being used within customer service?
· What impact does Generative AI have on customer service quality?
· How does Generative AI influence customer satisfaction?
· What challenges and opportunities are associated with implementing Generative AI in customer service?
· [bookmark: _Int_SNMI5jpA]How can organisations maximise the benefits of Generative AI while maintaining high levels of customer satisfaction?
[bookmark: _Toc130808451]2. Critical Literature Review.
[bookmark: _Toc2032436946]2.1 Generative Artificial Intelligence in Customer Service.
Generative Artificial Intelligence (AI) has become one of the most significant technological innovations influencing customer service. Unlike traditional rule-based chatbots that respond using predefined scripts, Generative AI uses large language models to understand context, interpret customer enquiries and generate human-like responses. This development has enabled organisations to automate a wider range of customer interactions while providing faster and more personalised support. Recent research suggests that businesses are increasingly adopting Generative AI to improve operational efficiency, reduce costs and enhance the overall customer experience (Chen and Prentice, 2024).
The rapid adoption of Generative AI has been driven by changing customer expectations. Modern consumers expect organisations to provide immediate responses, continuous service availability and personalised interactions across multiple communication channels. According to Chilakapati et al. (2026), Generative AI chatbots can understand customer intent, maintain conversational context and provide multilingual support, making them more effective than earlier chatbot technologies. These capabilities enable organisations to manage large volumes of customer enquiries while reducing pressure on customer service employees.  
However, despite these technological improvements, the literature suggests that adopting Generative AI does not automatically guarantee improved customer experiences. Chen and Prentice (2024) argue that organisations should consider AI as a tool to support customer service rather than replace human interaction completely. Similarly, Ferraro et al. (2024) highlight that while AI can improve operational efficiency, excessive dependence on automation may reduce opportunities for meaningful customer engagement. These contrasting views suggest that successful implementation depends not only on the technology itself but also on how organisations integrate AI within their wider customer service strategy.
[bookmark: _Toc258722241]2.2 The Impact of Generative AI on Customer Service Quality.
Customer service quality is widely recognised as an important factor influencing customer perceptions, business reputation and competitive advantage. Traditionally, service quality has been associated with reliability, responsiveness, assurance and empathy, all of which influence how customers evaluate service experiences (Parasuraman, Zeithaml and Berry, 1988). Although Generative AI has changed the way customer service is delivered, these dimensions remain relevant when assessing the quality of AI-powered interactions.
Several recent studies suggest that Generative AI can improve customer service quality by increasing efficiency and responsiveness. Park et al. (2024) found that AI chatbot characteristics, including responsiveness, perceived usefulness and personalisation, positively influence customer experience and customer satisfaction. Their findings indicate that customers appreciate receiving immediate assistance and accurate information, particularly when resolving routine enquiries. Similarly, Hu et al. (2024) reported that realistic AI customer service agents can improve customer satisfaction during service recovery by creating interactions that appear more natural and human-like.
Despite these positive findings, other researchers argue that improvements in efficiency do not necessarily result in better service quality. Batool (2026) found that although AI chatbots improved service efficiency, accuracy and availability, customer satisfaction was influenced more strongly by customer perceptions of service quality than by the technology itself. The study also suggests that cultural factors and previous service experiences shape how customers evaluate AI-powered customer service, indicating that perceptions of quality extend beyond technical performance.  
Similarly, Chilakapati et al. (2026) acknowledge that Generative AI can produce faster and more context-aware responses than traditional chatbots but also identify ongoing challenges relating to data privacy, response accuracy and maintaining coherent conversations.   These findings suggest that although Generative AI improves some dimensions of service quality, organisations must also consider customer trust and communication quality when implementing AI-powered customer service systems.
[bookmark: _Toc775787400]2.3 The Impact of Generative Artificial Intelligence on Customer Satisfaction.
Customer satisfaction is recognised as one of the most important indicators of business success because it influences customer loyalty, repeat purchasing behaviour and long-term organisational performance. As Generative Artificial Intelligence (AI) becomes increasingly integrated into customer service operations, researchers have begun to examine whether AI-powered interactions improve or reduce customer satisfaction.
Several recent studies suggest that Generative AI can positively influence customer satisfaction when implemented effectively. Park et al. (2024) argue that customers are generally satisfied with AI-powered customer service when systems provide accurate information, respond quickly and offer personalised recommendations. Their study found that perceived usefulness and responsiveness are significant factors influencing customer satisfaction, suggesting that customers appreciate the convenience and accessibility offered by AI chatbots. Similarly, Hu et al. (2024) found that AI service agents designed to communicate in a realistic and natural manner can increase customer satisfaction during service recovery by improving customer confidence and trust.
However, the literature also demonstrates that customer satisfaction depends on more than speed and convenience. Juquelier, Poncin and Hazée (2025) argue that although empathetic AI chatbots can create more engaging interactions, customers may react negatively if they perceive emotional responses as artificial or insincere. This suggests that while Generative AI can imitate human conversation, it cannot always replicate genuine emotional understanding. Consequently, customers may prefer interacting with human employees when discussing complex, sensitive or emotionally charged issues.
Batool (2026) similarly concludes that customer satisfaction is strongly influenced by the overall quality of customer service rather than the technology itself. The study found that although AI chatbots improved efficiency and response times, customer satisfaction remained dependent on factors such as communication quality, reliability and the ability to resolve problems successfully. These findings indicate that organisations should avoid assuming that introducing AI alone will automatically improve customer satisfaction.  
[bookmark: _Toc1782236070]2.4 Challenges and Limitations of AI-Powered Customer Service.
Although Generative AI offers significant opportunities for improving customer service, researchers have identified several challenges that may limit its effectiveness. One of the most frequently discussed concerns is the lack of genuine empathy. While modern AI systems can generate responses that appear conversational, they do not possess human emotions or personal understanding. As a result, customers may perceive AI interactions as less supportive when dealing with complex or emotionally sensitive situations (Juquelier, Poncin and Hazée, 2025).
Another important challenge relates to the accuracy and reliability of AI-generated responses. Despite continuous improvements in large language models, Generative AI systems can still produce inaccurate or misleading information, often referred to as AI “hallucinations”. Incorrect responses may reduce customer trust and negatively influence customer satisfaction, particularly when customers rely on AI for important decisions or problem resolution. Chilakapati et al. (2026) identify response accuracy as one of the major challenges affecting the successful implementation of Generative AI within customer service.  
Privacy and data security also remain significant concerns. Many AI-powered customer service systems process large amounts of personal data to generate personalised responses. Consequently, organisations must ensure that customer information is collected, stored and used responsibly while complying with data protection regulations. Failure to address these concerns may reduce customer confidence and discourage the adoption of AI-powered services.
Furthermore, several researchers argue that organisations should avoid replacing human employees entirely. Ferraro et al. (2024) suggest that the most effective customer service models combine the efficiency of AI with the emotional intelligence and problem-solving abilities of human employees. This hybrid approach allows organisations to benefit from automation while maintaining high levels of customer satisfaction for more complex customer enquiries.
[bookmark: _Toc515736540]2.5 The SERVQUAL Framework.
This research will be underpinned by the SERVQUAL framework developed by Parasuraman, Zeithaml and Berry (1988). Although the framework was originally developed to measure traditional service quality, its principles remain highly relevant when evaluating AI-powered customer service because it focuses on customer perceptions rather than the technology itself.
SERVQUAL evaluates service quality using five dimensions: reliability, responsiveness, assurance, empathy and tangibles. Within the context of Generative AI, responsiveness and reliability are often enhanced through instant responses and consistent service delivery. However, the empathy dimension presents a greater challenge because AI systems cannot fully replicate human emotions or interpersonal understanding. Recent studies indicate that while customers appreciate the speed and convenience of AI-powered customer service, many continue to value empathy and reassurance during more complex service interactions (Hu et al., 2024; Juquelier, Poncin and Hazée, 2025).
Using SERVQUAL provides an appropriate theoretical framework for this study because it allows the impact of Generative AI to be evaluated from the customer’s perspective. Rather than measuring technological performance alone, the framework enables consideration of how AI influences perceived service quality and overall customer satisfaction.
[bookmark: _Toc1674912658]2.6 Research Gap.
Although research into Generative Artificial Intelligence has expanded rapidly over the past two years, the existing literature presents inconsistent findings regarding its impact on customer service quality and customer satisfaction. While many studies report improvements in efficiency, accessibility and response speed (Park et al., 2024; Hu et al., 2024), others argue that limitations relating to empathy, trust and communication quality continue to affect customer perceptions (Ferraro et al., 2024; Juquelier, Poncin and Hazée, 2025).
In addition, much of the recent research has focused on specific industries such as financial services, hospitality and retail, making it difficult to draw broader conclusions about the overall impact of Generative AI across different business sectors. As Generative AI technologies continue to evolve rapidly, there is a need to synthesise recent evidence to provide a more balanced understanding of both their advantages and limitations.
This research seeks to address this gap by conducting a systematic review of recent academic and professional literature published primarily between 2024 and 2026. By critically evaluating existing evidence, the study aims to provide a clearer understanding of how Generative AI influences customer service quality and customer satisfaction, while identifying practical implications for organisations considering future investment in AI-powered customer service technologies.
[bookmark: _Toc1227022280]3.0 Research methodology and design.
[bookmark: _Toc1769816646]3.1 research philosophy.
Research philosophy refers to the beliefs and assumptions that guide how knowledge is developed throughout a study (Saunders, Lewis and Thornhill, 2023). This research will adopt an interpretivist philosophy because it seeks to understand how Generative Artificial Intelligence (AI) influences customer service quality and customer satisfaction from the perspective of existing research. Rather than measuring numerical relationships, the study aims to interpret the findings and viewpoints presented in recent academic literature.
An interpretivist approach is appropriate because customer satisfaction and service quality are subjective concepts that are influenced by customer perceptions, expectations, and experiences. By analyzing published research, this study will develop a broader understanding of how different researchers interpret the impact of Generative AI on customer service.
[bookmark: _Toc1428783392]3.2 Research Approach.
This study will use an inductive research approach. Inductive research begins by examining existing evidence before identifying patterns, themes and conclusions (Saunders, Lewis and Thornhill, 2023). Unlike a deductive approach, which tests predefined hypotheses, induction allows the researcher to develop conclusions from the available literature.
An inductive approach is suitable because the research does not aim to prove a specific theory. Instead, it seeks to explore recent evidence relating to Generative AI and identify how the technology influences customer service quality and customer satisfaction across different business contexts.
[bookmark: _Toc1000444001]3.3 Research Design.
A qualitative research design will be adopted for this study. Qualitative research focuses on understanding meanings, experiences and interpretations rather than analysing numerical data. Since this proposal investigates the opinions and findings of previous researchers, a qualitative design is considered the most appropriate approach.
Qualitative research will enable the study to explore themes such as customer trust, empathy, responsiveness, service quality and customer satisfaction in greater depth than would be possible using purely quantitative methods. It also allows different viewpoints within the literature to be critically compared and evaluated.
[bookmark: _Toc1175253945]3.4 Research Strategy.
The research will adopt a systematic literature review as its primary research strategy. A systematic literature review provides a structured and transparent process for identifying, evaluating and synthesising existing research relating to a particular topic (Snyder, 2019). This approach is particularly suitable because Generative AI is an emerging area of research where findings continue to develop rapidly.
The review will focus primarily on peer-reviewed journal articles published between 2024 and 2026, together with selected industry reports from organisations such as Deloitte, McKinsey and Gartner where appropriate. Restricting the review to recent literature ensures that the findings reflect the latest developments in Generative AI technologies and customer service practices.
[bookmark: _Toc2117632517]3.5 Data Collection.
This research will rely entirely on secondary data. Secondary data refers to information that has already been collected and published by other researchers or organisations. The study will obtain information from:
· Peer-reviewed academic journals
· Google Scholar
· ScienceDirect
· Emerald Insight
· SpringerLink
· Business Source Premier
· Industry reports published by recognised consulting organisations
The inclusion criteria will include:
· Publications written in English.
· Studies published between 2024 and 2026.
· Research focusing on Generative AI, customer service, service quality or customer satisfaction.
· Peer-reviewed journal articles and credible industry reports.
Using secondary data provides an efficient and cost-effective method for investigating the research problem while allowing the study to examine evidence from multiple industries and geographical locations.
[bookmark: _Toc882999779]3.6 Data Analysis.
The collected data will be analysed using thematic analysis. Thematic analysis is widely used in qualitative research because it enables researchers to identify, organise and interpret recurring themes across multiple sources (Braun and Clarke, 2022).
The analysis will involve several stages. First, relevant literature will be identified and reviewed. The findings will then be coded according to common themes such as:
· AI adoption
· Customer service quality
· Customer satisfaction
· Trust
· Empathy
· Personalisation
· Operational efficiency
· Customer experience
These themes will then be compared across different studies to identify similarities, differences and gaps within the existing literature. This process will support a balanced evaluation of the impact of Generative AI on customer service quality and customer satisfaction.
[bookmark: _Toc1794770473]3.7 Reliability, Validity and Ethical Considerations.
To improve the reliability and validity of the research, the study will draw upon multiple peer-reviewed academic sources rather than relying on a single publication. Comparing findings from different authors will help identify consistent trends while reducing the influence of individual researcher bias. The use of recognised academic databases will further strengthen the credibility of the research.
As the study is based entirely on secondary data, no human participants will be involved, and no personal information will be collected. Consequently, ethical risks are minimal. Nevertheless, all information will be accurately referenced using the Harvard referencing style, and all original authors will be fully acknowledged to maintain academic integrity and avoid plagiarism.
[bookmark: _Toc455222002]4. Business Relevance and Practical Implications.
The findings of this research will provide valuable insights for organisations that are currently using, or considering adopting, Generative Artificial Intelligence (AI) within their customer service operations. As AI continues to reshape customer interactions, businesses must ensure that technological innovation supports, rather than compromises, customer satisfaction and service quality. This research will help organisations better understand both the benefits and limitations of AI-powered customer service, allowing managers to make more informed strategic decisions.
One of the key practical implications of this study is its potential to support decision-making regarding AI implementation. While Generative AI offers clear advantages such as reduced operational costs, faster response times and continuous service availability, the literature also highlights concerns relating to empathy, trust and customer engagement. By identifying these opportunities and challenges, organisations can develop customer service strategies that combine the efficiency of AI with the interpersonal skills of human employees where appropriate.
[bookmark: _Toc1697379696]5. Conclusion.
Generative Artificial Intelligence is transforming customer service by enabling organisations to provide faster, more efficient and increasingly personalised support. However, despite its growing adoption, the literature demonstrates that there is still debate regarding its overall impact on customer service quality and customer satisfaction. While many studies report improvements in responsiveness, accessibility and operational efficiency, others highlight continuing challenges relating to empathy, trust, communication quality and customer perceptions.
This research proposal aims to critically evaluate the impact of Generative Artificial Intelligence on customer service quality and customer satisfaction through a systematic review of recent academic and professional literature. A qualitative methodology based on secondary data has been selected because it allows the research to synthesise existing evidence and identify common themes, contrasting viewpoints and gaps within the current literature.
The study is expected to provide practical recommendations for organisations seeking to implement or improve AI-powered customer service while maintaining high levels of customer satisfaction. By combining recent research with an established theoretical framework, the findings will contribute to both academic understanding and business practice. Furthermore, the proposal establishes a clear direction for future research and provides a robust foundation for the subsequent dissertation.
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