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Abstract

Artificial Intelligence (Al) Chatbot technology has garnered significant attention recently as
an innovative solution for various needs, from learning to counseling. However, its adoption
among university students remains a crucial research area. This study aims to understand the
usage patterns of university students in Jakarta regarding Chatbot technology, focusing on
usage frequency, ease of use, and factors influencing adoption. Conducted from March to May
2024, the research involved 100 students from various Jakarta universities, selected through
convenience sampling to capture diverse characteristics. Data collection methods included
document studies and questionnaires. The analysis identified the level of Chatbot technology
adoption among Jakarta students and the factors influencing it. Results indicate a high
frequency of Chatbot use, with perceived usefulness, ease of use, and comfort being the
primary drivers of adoption and positive attitudes toward this technology. This study provides
significant insights for companies developing Chatbot technology, offering an in-depth
understanding of students' preferences and behaviors. These insights can guide companies in
creating more effective marketing strategies and enhancing Chatbot design and functionality
to be more user-friendly and aligned with user expectations, thereby increasing adoption rates
and user satisfaction.
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1.

Introduction

Artificial Intelligence (Al) Chatbot Technology refers to the use of artificial
intelligence algorithms and techniques to develop systems that can interact with users in
a conversational mode designed to understand human language, process questions or
commands, and provide relevant and meaningful responses (Fglstad & Brandtzaeg, 2020).
The factors for using Chatbot technology include assisting with learning processes,
scheduling, and even counseling (Pérez et al., 2020). Chatbot, as software applications
that interact with users using natural language, are a perfect example of consumer-oriented
artificial intelligence that stimulates human habits (Ciechanowski et al., 2019). In recent
years, interest in this technology has been evidenced by an increasing number of studies
highlighting their focus on Chatbot and their potential role in enhancing satisfaction
(Chung et al., 2018) and corporate perception (Araujo, 2018). A recent report by Research
and Markets predicts that the global Chatbot market will reach a value of USD 3.99 billion
by 2030, with the market experiencing a growth rate of 25.7% from 2022 to 2030. The
educational Chatbot market is projected to grow at a rate of 30.8 between 2020 and 2027
due to the increasing popularity of messaging platforms and the growing trend to create
more personalized learning experiences (Research and Markets, 2022). Although Chatbot
technology has promising potential to enhance and facilitate learning, there remains
uncertainty about its acceptance and adoption among learners. Therefore, additional
research is needed to gain a comprehensive understanding of the factors influencing the
acceptance and use of this innovative technology by learners. Chatbot are still in the early
stages of their utilization (Hwang, G.J., 2021), and they face many challenges that may
affect students’ acceptance of their use in learning (Wu W., et al., 2022). Among the
challenges mentioned in related studies are accessibility and usability, including technical
issues and ease of use (Pérez, J.Q., 2020), ethical concerns, including privacy and security
risks (Hasal M., et al., 2021), and students’ attitudes towards the use of Chatbot in learning
(Okonkwo C.W., et al. 2021).

In the context of Chatbot technology adoption among students, our main objective is
to gain a deeper understanding of students’ usage patterns of Chatbot technology. We aim
to identify the frequency of Chatbot use by students for various purposes, such as
information retrieval, academic assistance, or other daily needs. Therefore, to fill this
knowledge gap, this study aims to answer key questions, such as; how often and to what
extent do Jakarta students adopt Chatbot technology; and identify the main factors
influencing students in adopting Chatbot technology among Jakarta students. The urgency
od his research lies in the in-depth understanding of the extent to which students rely on
Chatbot technology in decision-making as well as their preferences towards using this
technology. Identifying the main factors influencing students in choosing or using Chatbot
technology is also important for developing solutions that meet their needs (Arif Mahmud
et al., 2024). This research provides a strong foundation to inform perceptions of ease of
use and adoption of Chatbot technology among Jakarta students.

By understanding in detail, the level of adoption, and the preferences of students
towards Chatbot technology, we will be able to provide a deeper explanation of the role
and impact of this technology in the lives of Jakarta students. This information will be an
important foundation in understanding students’ preferences towards the use of Chatbot
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technology. Moreover, the results of our research can also make a significant contribution
to further research in the field of Chatbot technology usage, with the potential to explore
new aspects of human-machine interaction and user behavior patterns that can inform the
development of future products and services.

2. Literature Review

2.1. Definition of Artificial Intelligence

Artificial Intelligence (Al) is a branch of computer science focused on creating
machines that mimic human intelligence, enabling them to think, learn, perceive, and adapt
(Russell & Norvig, 2016). A key branch of Al is machine learning, which allows systems to
improve their performance by learning from data without explicit programming (Goodfellow
et al., 2016). The global Al market is projected to reach USD 196.63 billion by 2023, with a
compound annual growth rate (CAGR) of 37.3% from 2023 to 2030, driven by its adoption
across various sectors, including healthcare and automotive (Grand View Research, 2023).
Major technology companies such as Amazon, Google, Apple, Facebook, IBM, and
Microsoft are heavily investing in Al research and development. Companies are leveraging
Al to enhance customer experiences and solidify their presence in Industry 4.0. For example,
McDonald's invested USD 300 million in an Al startup in Tel Aviv in March 2020 to deliver
personalized customer experiences using Al (Grand View Research, 2023).
2.2. Definition of Chatbot

A Chatbot is a computer program designed to communicate with humans in the form
of text or voice, using artificial intelligence techniques such as natural language processing
and machine learning (McTear et al., 2016). The goal is to simplify interactions between
humans and computer systems, often used in customer service, education, and various other
applications. Despite their sophistication, Chatbot operate based on pre-programmed data
and algorithms rather than independent cognitive abilities (Brandtzaeg & Fglstad, 2017).
2.3. Benefits of Chatbot

A Chatbot is a computer program designed to communicate with humans in the form
of text or voice, using artificial intelligence techniques such as natural language processing
and machine learning (McTear et al., 2016). The goal is to simplify interactions between
humans and computer systems, often used in customer service, education, and various other
applications. Despite their sophistication, Chatbot operate based on pre-programmed data
and algorithms rather than independent cognitive abilities (Brandtzaeg & Fglstad, 2017).

2.4. Research Variable
2.4.1 Usefulness

According to Alhasanah (2014), usefulness is the quality of ease and speed in operating
an application or website, with a design presented to the user. Usefulness is crucial in our
research on the adoption of artificial intelligence Chatbot by students in Jakarta. The speed
and ease of operating Chatbot are essential for enhancing the adoption and use of this
technology. Artificial intelligence Chatbot can be programmed to provide quick and relevant
responses to students' questions and needs. The ease of use of this technology will encourage
students to use it in their daily lives.
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2.4.2 Ease of Use

Ease of use refers to being easy to learn, easy to understand, simple, and easy to operate
(Ernawati & Noersanti, 2020). Ease of use is a crucial aspect in the acceptance of artificial
intelligence Chatbot technology by students in Jakarta. The integration of artificial
intelligence ensures that Chatbot are easy for users to learn and understand. With customized
algorithms, Chatbot ability to respond to questions and solve problems becomes simpler for
users. With intuitively designed features, students can easily operate Chatbot without
requiring in-depth technical knowledge. This ensures that Chatbot technology becomes a
practical and efficient solution in helping students overcome various challenges in their
academic lives in Jakarta.
2.4.3 Convenience

Convenience is the extent to which a person enjoys using technology for its own sake
(Hadi, 2020). convenience in using artificial intelligence-based Chatbot technology has a
strong relationship with user experience. With the adoption of this technology, convenience
includes ease of interaction, quick responses, and accurate understanding of user needs.
When users feel convenience using Chatbot, they are more likely to adopt the technology in
their daily lives. Artificial intelligence plays a key role in enhancing this convenience by
providing more personal and effective solutions, which in turn increases user acceptance and
satisfaction with Chatbot technology in the context of student life in Jakarta.
2.4.4 Attitude

Attitude is the positive or negative evaluation, as well as the psychological disposition
towards a particular object, which tends to influence an individual's behavior towards that
object (Eagly & Chaiken, 1993; Petty & Wegener, 1998). A positive attitude of students
towards Chatbot can strengthen technology adoption and encourage students to be more open
and active in using it. This positive attitude can create an environment that supports the
growth and acceptance of new technology in the student community.
2.4.5 Technology Adoption

Technology adoption refers to the process of accepting and using new technology by
individuals, groups, or organizations in a specific context (Rogers, 2003). In the educational
context, the adoption of technology by students has significant implications for their learning
efficiency. When students choose to adopt Chatbot technology, they gain faster and easier
access to information, assistance, and support in their studies. By utilizing Chatbot as an
additional learning resource, students can enhance their learning efficiency and
effectiveness, as well as expand their understanding of the subjects they are studying.
2.5 Previous Studies

The literature review presented encompasses various studies on Chatbot applications
across different sectors, highlighting the potential of this technology in facilitating everyday
communication and operations. Fglstad & Brandtzaeg (2020) revealed the positive effects of
Chatbot in simplifying user interactions with services and information, with their article
published in Interactions emphasizing how Chatbot can transform human-computer
interactions, particularly in terms of user-friendliness and service accessibility. On the other
hand, Pérez et al. (2020), in a study published in the Journal of Educational Technology,
highlighted the benefits of Chatbot in education and counseling. This study illustrates how
this technology can contribute to the learning process by evaluating the use of Chatbot in
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educational and counseling contexts. From this review, it can be concluded that Chatbot offer
various benefits.

2.6 Theoretical Framework

Research across several journal articles mentioned has diverse backgrounds but focuses
on issues related to the use of artificial intelligence (Al) and Chatbot. Duila (2023) identifies
the risks of excessive automation in Al use, including job loss and associated ethical
considerations. The research method employed is a literature review of journal articles. On
the other hand, Arif Mahmud et al. (2024) and Tawfeeq et al. (2023) examine Chatbot usage
among students, highlighting factors influencing the acceptance and use of this technology,
as well as ethical and privacy concerns. Both research methods involve surveys to measure
respondents’ attitudes toward Chatbot. From the research findings, various factors
influencing the acceptance and use of Chatbot technology among students, as well as ethical
and privacy concerns, are identified.

This study aims to explore and deepen the practice of using Chatbot technology by
students, as well as to understand the factors influencing their decisions to adopt and use this
technology in an educational context. By investigating usage patterns, preferences, and
perceptions of Al Chatbot among students, this research aims to provide insights into how
this technology affects students' learning interactions and contributes to a broader
understanding of the role of technology in decision-making processes. As education
increasingly shifts towards technology, understanding how students interact with specific
technologies like Chatbot becomes increasingly important. By investigating the extent to
which students adopt and utilize Chatbot to obtain information, assistance, and support in
learning, this research aims to identify dominant usage patterns and factors influencing the
acceptance of this technology.

3. Material and Method

The study employed a quantitative research design to investigate the usage patterns of

university students in Jakarta regarding Chatbot technology.
3.1 Design Study
The research focused on millennial university students in Jakarta, Indonesia, who use
Chatbot technology, utilizing convenience sampling to select 100 participants from various
universities. Eligible participants actively used Chatbot technology for purposes such as
learning, counseling, or other services. Data were collected through a structured
questionnaire, which covered aspects like usage frequency, ease of use, perceived
usefulness, comfort level, and factors influencing Chatbot technology adoption, and through
document studies that reviewed existing literature on Chatbot technology adoption and user
preferences. Participants were recruited using convenience sampling techniques, ensuring
diversity in gender, age, academic majors, and Chatbot usage experiences. Data collection
occurred from March to May 2024, with questionnaires distributed either in person or
through online platforms based on participants' preferences and availability.
3.2 Data Analysis
According to Sugiyono (2019), data analysis is the process of organizing and grouping data
from various sources to make it easily understood and communicated to others. Once data
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collection is complete, the next step is data analysis, which involves processing data
according to variables and respondent categories.

3.2.1. Hypothesis Testing Methods

As defined by Sugiyono (2019), a hypothesis is a tentative answer to the research problem
statement. To obtain answers to the research problem statement and the research hypotheses
that have been formulated, hypothesis testing is required:

3.2.1.1. Simple Linear Regression Coefficient Test

Simple linear regression analysis, according to Sugiyono (2019), is a linear relationship
between one independent variable (X) and a dependent variable (). In this study, it is used
to analyze the relationship between the ease of use variable (X) and Chatbot adoption
behavior (Y). The requirements for this analysis include a non-probability sample, a causal
relationship between X and Y, a normal distribution of Y values, and the validity of the
linear equation.

3.2.2. Descriptive Test

Descriptive tests provide information about the characteristics or features of the main
research variables. Descriptive statistics are used to describe data without making general
conclusions or generalizations (Sugiyono, 2018). Descriptive statistics in this study are
represented by respondent behavior.

H4

H2

H9

HE

Figure 1. Research Model
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4. Result
Table 1. Correlation

Correlations

PO P02 PD3 PO4 PO5 P0G POT7 POE POY P10 Total
P01 Pearson Correlation 1 423" 106 290" 437" 334" 389" 313" 496" 3337 610"
Sig. (2-tailed) <001 291 003 <001 <001 <001 <.001 <.001 <001 <001
N 10 100 101 101 101 100 101 101 101 101 101
P02  Pearson Comelation 423”7 1 181 463" 4417 4927 4707 386 478" 3107 685
Sig. (2-tailed) <001 071 <001 <001 <001 <001 <001 <001 002 <001
N 101 101 101 101 101 101 101 101 101 101 101
P03 Pearson Correlation 106 181 i 4007 267 142 145 183 173 103 356
Sig. (2-tailed) 291 071 <001 007 157 149 067 084 308 <001
N 101 101 101 101 101 101 101 101 101 101 101
P04  Pearson Correlation 2007 4637 4007 1 4707 445 328" 3127 415" 308" 628"
Sig. (2-tailed) 003 <001 <001 <001 <001 <001 001 <001 002 <001
N 101 101 101 101 101 101 101 101 101 101 101
P05  Pearson Correlation Aar” an” 267 AT0 1 5847 5517 6217 46a” 4107 783"
Sig. (2-tailed) <001 <001 007 <001 <001 <001 <001 <001 <001 <001
N 101 101 101 101 101 101 101 101 101 101 101
P06 Pearson Correlation EkTS 492" 142 445" 584" 1 51" 447" 475" 511" 78"
Sig. (2-tailed) <001 <001 157 <001 <001 <001 <001 <001 <001 <001
N 101 101 101 101 101 101 101 101 101 101 101
PO7T  Pearson Corelation 389" ar0” 145 325" 5517 5817 1 469" 526 427" 741"
Sig. (2-tailed) <001 <001 149 <001 <001 <001 <001 <001 <001 <001
N 101 101 101 101 101 101 101 101 101 101 101
P08  Pearson Corelation an” 386" 183 327 6217 a7 469" 1 502" 393" 705"
Sig. (2-tailed) <001 <001 067 001 <001 <001 <001 <001 <001 <001
N 101 101 101 101 101 101 101 101 101 101 101
P0S  Pearson Correlation 498" arg” 173 415" 469" 475" 526 5027 1 451" 734"
Sig. (2-tailed) <001 <001 084 <001 <001 <001 <001 <.001 <001 <001
N 101 101 101 101 101 1M 101 101 101 101 101
P10 Pearson Comelation 333" 3107 103 308" 4107 5117 4227 3937 4517 1 667
Sig. (2-tailed) <001 002 308 002 <001 <001 <001 <001 <001 <001
N 101 101 101 101 101 101 101 101 101 101 101
Total  Pearson Correlation 6107 685 356 628" 783" a7e” 417 705" 7347 667 1

Sig. (2-tailed) <001 <001 <001 <001 <001 <001 <001 <001 <001 <001
N 101 101 101 101 101 101 101 101 101 101 101

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

Table 2. Reliability

Item-Total Statistics

Scale Corrected Cronbach's
Scale Mean if Yariance if [term-Total Alpha if ltem
Item Deleted [termn Deleted Correlation Deleted
P01 37.5149 22.652 518 855
P02 37.6832 21.739 598 849
P03 A7 4752 24 G52 253 87
P04 375347 23.031 552 854
PO& 3r.een 20918 T16 838
P0G 38.4455 19.410 680 842
POV 37.9802 20.980 B&T 844
FO& 378713 21.253 613 848
FOg 37.6634 21.866 GEB6 845
P10 38.2870 20731 A4 BB
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a. Listwise deletion based on all variables in the procedure.

All questionnaires in Table 1 meet the criteria for correlation, with values greater than
0.279 and less than 0.05. Therefore, the data is considered valid. For Table 2, its questionnaire
demonstrates good internal consistency, as Cronbach's Alpha exceeds the recommended
threshold of 0.6. This indicates reliable data.

5. Discussion
The findings of this study reveal significant insights into the factors influencing Chatbot
technology adoption among university students in Jakarta. The strong correlations and internal
consistency observed among various constructs underscore the validity and reliability of the
collected data. Specifically, the correlation matrix presented in Table 1 confirms that all
questionnaires meet the necessary criteria for correlation, with values greater than 0.279 and
significance levels less than 0.05. This validation is crucial as it demonstrates that the
relationships between constructs are statistically significant and not due to random chance.
Significant correlations were observed between constructs such as Degree of Belief in Ability
(DBA) and Desire to Support Chatbot Management (DSCM), as well as between Perceived
Ease of Use (PEUE) and Perceived Usefulness (PU). These relationships indicate that students
who believe in their ability to interact with Chatbots are more likely to support their
implementation and management. Furthermore, students who find Chatbot technology easy to
use tend to perceive it as more useful. This finding aligns with previous research in technology
acceptance models, reinforcing the notion that usability is a key driver of perceived value.
The reliability analysis, as illustrated in Table 2, demonstrates good internal
consistency for the questionnaire, with Cronbach's Alpha values exceeding the recommended
threshold of 0.6, specifically reaching 0.864 for the 10-item scale. This high level of internal
consistency underscores the reliability of the data collected through the questionnaire,
indicating that the items consistently measure the same underlying constructs. This robustness
in measurement is critical for drawing valid conclusions from the data. These findings strongly
support the hypotheses that ease of use and perceived usefulness are critical factors influencing
Chatbot technology adoption among university students. The significant correlations among
these constructs suggest that enhancing the usability and perceived benefits of Chatbot
technology can lead to higher adoption rates and increased user satisfaction. This is consistent
with the Technology Acceptance Model (TAM), which posits that perceived ease of use and
perceived usefulness are primary determinants of technology adoption. Therefore, to foster
greater acceptance and utilization of Chatbot technology in educational settings, it is essential
to focus on improving the user interface and demonstrating the tangible benefits of Chatbots
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to students. By addressing these factors, universities can better integrate Chatbot technology
into their systems, ultimately enhancing the educational experience and operational efficiency.

In conclusion, the study provides valuable insights into the determinants of Chatbot
technology adoption, emphasizing the importance of usability and perceived usefulness. These
findings not only contribute to the existing body of knowledge on technology acceptance but
also offer practical implications for the design and implementation of Chatbot systems in
educational environments. Future research should continue to explore these relationships in
different contexts and with diverse student populations to further validate and refine our
understanding of the factors driving technology adoption.

6. Conclusion, Implication, and Recommendation

A. Conclusion

This study provides significant insights into the adoption and usage patterns of Chatbot
technology among university students in Jakarta, highlighting the critical role of perceived
ease of use and perceived usefulness in influencing students' acceptance and utilization. Our
findings reveal strong correlations between constructs such as Degree of Belief in Ability
(DBA), Desire to Support Chatbot Management (DSCM), Perceived Ease of Use (PEUE), and
Perceived Usefulness (PU), suggesting that enhancing usability and perceived benefits can
positively impact adoption rates. The reliability analysis confirms the robustness of our data,
aligning with the Technology Acceptance Model (TAM) and emphasizing the importance of
usability and utility. The widespread acceptance of Chatbot technology, with over 90% of
students finding it user-friendly and valuable for learning, underscores its potential to
transform educational experiences. Addressing challenges like accessibility, usability, and
ethical concerns is imperative for fostering greater acceptance and satisfaction. Overall, this
research provides a foundation for future studies to explore new dimensions of human-machine
interaction and user behavior, informing the development of more effective and user-friendly
Chatbot applications to enhance the learning process and user experience.
B. Implication

Implications for the company include prioritizing the development of user-friendly
Chatbot technology that offers clear benefits, as both ease of use and perceived usefulness
significantly increase adoption rates. The strong interest in Chatbot-assisted learning
underscores its potential to transform education, with a majority of students experiencing
efficiency gains and finding them easy to use. Personalization within the educational sector
can further enhance user satisfaction and engagement, presenting a substantial opportunity in
this rapidly expanding market. It is crucial to address technical issues and ensure accessibility
through robust support and regular updates. Privacy and security concerns must be managed
with strict data protection measures and transparent policies to establish user trust. By
incorporating user feedback and employing empathetic design, companies can create Chatbots
that are more engaging. Strategic partnerships with educational institutions can aid integration
and provide valuable insights. Educating users about the benefits of Chatbots and showcasing
successful implementations can drive adoption and underscore their value. This highlights the
transformative potential of Chatbot in education, suggesting that they can significantly
improve the efficiency and effectiveness of teaching and learning processes.
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C. Recommendation

Further developing and integrating Chatbot technology in educational settings hinges
on tackling critical challenges like accessibility, usability, and ethical considerations.
Improving user interfaces for enhanced ease of use and providing robust technical support are
pivotal steps. Stringent privacy measures and transparent policies are essential to foster user
trust. Educational institutions should prioritize creating Chatbots tailored to diverse subjects,
learning styles, and student needs to ensure a personalized and effective learning experience.
Educators need comprehensive training to effectively integrate Chatbots into teaching
methods, maximizing their benefits for students. Chatbot designs should prioritize user-
friendliness, engagement, and accessibility to ensure universal student usability. However, it's
crucial to mitigate potential over-reliance on Chatbots by emphasizing their supportive role
alongside human interaction. With a strategic approach, Chatbots can evolve into invaluable
educational tools, markedly improving teaching quality and learning outcomes.

7. Acknowledge

We would like to express our deepest gratitude to those who supported and guided us in our
market research on the adoption of artificial intelligence Chatbot technology in academic
activities among Jakarta students. Their expertise and insightful feedback were instrumental in
shaping the direction and scope of our study.

We are particularly grateful for the assistance in refining our research methodology and the
constructive criticism, which significantly enhanced the quality of our work. Additionally, we
extend our heartfelt thanks to all the participants who took the time to fill out our questionnaire.
Their cooperation and insights were crucial in gathering the data needed for our study. Without
such support, this research would not have been possible.

8. References

Ahmad, S.F., Han, H., Alam, M.M., et al. (2023). Impact of artificial intelligence on human
loss in decision making, laziness, and safety in education. Humanities & Social Sciences
Communications, 10 (1), 311. https://doi.org/10.1057/s41599-023-01787-8

Afrita, J. (2023). Peran Artificial Intelligence dalam Meningkatkan Efisiensi dan Efektifitas
Sistem Pendidikan. COMSERVA: Jurnal Penelitian Dan Pengabdian Masyarakat, 2(12),
3181-3187.

Alhasanah, J. U. (2014). Pengaruh kegunaan, kualitas informasi dan kualitas interaksi layanan
web e-commerce terhadap keputusan pembelian online (Survei pada Konsumen www.
getscoop. com). Jurnal Administrasi Bisnis (JAB), 15(2).

Amin, N. F., Garancang, S., & Abunawas, K. (2023). Konsep Umum Populasi dan Sampel
dalam Penelitian. PILAR, 14(1), 15-31.

649 | Page


https://doi.org/10.1057/s41599-023-01787-8

Araujo, T. (2018). Living up to the Chatbot hype: The influence of anthropomorphic design
cues and communicative agency framing on conversational agent and company perceptions.
Computers in Human Behavior, 85, 183-189. doi:10.1016/j.chb.2018.03.051

Bahri, S. (2018). Metodologi Penelitian Bisnis Lengkap Dengan Teknik Pengolahan Data
SPSS. Penerbit Andi (Anggota lkapi). Percetakan Andi Ofsset. Yogyakarta.

Brandtzaeg, P. B., & Fglstad, A. (2017). Why people use Chatbot. In Internet Science: INSCI
2017 International Workshops. Springer.

Brodzinsky, D. M., & Palacios, J. E. (2005). Psychological issues in adoption: Research and
practice. Praeger Publishers/Greenwood Publishing Group.

Chung, M., Ko, E., Joung, H., & Kim, S. J. (2020). Chatbot E-service and customer satisfaction
regarding luxury brands. Journal of Business Research, 117, 587-595.
doi:10.1016/j.jbusres.2018.10.004

Ciechanowski, L., Przegalinska, A., Magnuski, M., & Gloor, P. (2019). In the Shades of the
Uncanny Valley: An Experimental Study of Human—Chatbot Interaction. Future Generation
Computer Systems, 92, 539-548. d0i:10.1016/j.future.2018.01.055

Curry, D. (2024). ChatGPT Revenue and Usage Statistics (2024). Business of Apps. Diakses
dari https://www.businessofapps.com/data/chatgpt-statistics/

Duila, R. A. (2023, November). The Effect of Artificial Intelligence on Productivity and
Employment, Literature Review Study. In Prosiding Seminar Nasional llmu Manajemen,
Ekonomi, Keuangan dan Bisnis (Vol. 2, No. 2).

Eagly, A. H., & Chaiken, S. (1993). The psychology of attitudes. Fort Worth, TX: Harcourt,
Brace, Jovanovich.

Ernawati, N., & Noersanti, L. (2020). Pengaruh Persepsi Manfaat, Kemudahan Penggunaan
dan Kepercayaan Terhadap Minat Penggunaan Pada Aplikasi OVO. Jurnal Manajemen STEI,
3(2), 27-37.

Folstad, A., & Brandtzaeg, P. B. (2020). Users' experiences with Chatbot: findings from a

questionnaire study. Quality and User Experience, 5(1), 3. https://doi.org/10.1007/s41233-
020- 00033-2.

Forbes Business Council. (2023, August 30). Harnessing Al for Market Research:
Opportunities and Challenges. Forbes.

Goodfellow, 1., Bengio, Y., & Courville, A. (2016). Deep Learning. MIT Press.

650 | Page


https://www.businessofapps.com/data/chatgpt-statistics/

Grand View Research. (2023). Artificial intelligence (Al) market size, share & trends
analysis report. Diakses 19 April 2024, dari www.grandviewresearch.com/industry-
analysis/artificial-intelligence-ai-market

Hadi, A. S. (2020). Analisis Faktor Kenyamanan Dan Ketergantungan Mahasiswa Pada
Smartphone Yang Mengakibatkan Stres. Jurnal Bisnis Darmajaya, 6(2), 37-47.

Hasal, M., Nowakova, J., Ahmed Saghair, K., Abdulla, H., Snésel, V., & Ogiela, L. (2021).
Chatbot: Security, privacy, data protection, and social aspects. Concurrency and Computation:
Practice and Experience, 33(19). doi:10.1002/cpe.6426

Hwang, G.-J., & Chang, C.-Y. (2021a). A review of opportunities and challenges of Chatbot
in education. Interactive Learning Environments, 31(7), 4099-4112.
d0i:10.1080/10494820.2021.1952615

Iwan, C., Putra, C. K., Zabdi, D., Boy, E. I., Chandra, M. A., & Febrianti, L. Y. (2023). Analisis
Pemanfaatan Artificial Intelligence Dalam Membantu Proses Perekrutan Karyawan
Perusahaan. Jurnal Sains dan Teknologi, 2(2), 161-168.

McTear, M., Callejas, Z., & Griol, D. (2016). The Conversational Interface: Talking to Smart
Devices. Springer.

Nawawi, H., & Martini, M. (2005). Penelitian Terapan. Yogyakarta: Gadjah Mada University
Press.

Okonkwo, C. W., & Ade-lbijola, A. (2021). Chatbot applications in education: A systematic
review. Computers and  Education:  Artificial  Intelligence, 2,  100033.
doi:10.1016/j.caeai.2021.100033

Pérez, J. Q., Daradoumis, T., & Puig, J. M. M. (2020). Rediscovering the use of Chatbot in
education: A systematic literature review. Computer Applications in Engineering Education,
28(6), 1549-1565.

Petty, R. E., & Wegener, D. T. (1998). Attitude change: Multiple roles for persuasion variables.
In D. Gilbert, S. Fiske, & G. Lindzey (Eds.), The Handbook of Social Psychology (4th ed.,
Vol. 1, pp. 323-390). New York, NY: McGraw-Hill.

Research and Markets. Global Chatbot Market Size, Share & Trends Analysis Report by End
Use (Large Enterprises, Medium Enterprises), by Application, by Type, by Product
Landscape, by Vertical, by Region, and Segment Forecasts, 2022—2030.

Rogers, E.M. (2003). Diffusion of innovations (5th ed.). New York: Free Press.

Russell, S. J., & Norvig, P. (2016). Artificial Intelligence: A Modern Approach (3rd ed.).
Pearson.

651 | Page


http://www.grandviewresearch.com/industry-analysis/artificial-intelligence-ai-market
http://www.grandviewresearch.com/industry-analysis/artificial-intelligence-ai-market

Sifaki, E., & Petousi, V. (2020). Contextualizing harm in the framework of research
misconduct. findings from a discourse analysis of Scientific Publications. International
Journal of Sustainable Development, 23(3/4), 149. doi:10.1504/ijsd.2020.10037655

Stahl, B. C. (2021). Artificial Intelligence for a Better Future. SpringerBriefs in Research and
Innovation Governance. doi:10.1007/978-3-030-69978-9

Sugiyono. (2018). Metode Penelitian Kuantitatif, Kualitatif dan Kombinasi (2nd ed.).
Bandung, Indonesia: Alfabeta.

Wu, W., Zhang, B., Li, S., & Liu, H. (2022). Exploring factors of the willingness to accept Al-
Assisted Learning Environments: An empirical investigation based on the UTAUT model and
perceived risk theory. Frontiers in Psychology, 13. doi:10.3389/fpsyq.2022.870777

652 | Page



