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Abstract

With the rapid advancement of artificial intelligence technology, intelligent customer service has
been widely adopted in the corporate service sector due to its advantages of low cost, 24 /7 availa-
bility, and high efficiency and stability. However, due to imperfect technological development and
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human resistance and fear toward machines, many users exhibit low willingness to use intelligent
customer service. This study explores whether intelligent customer service can enhance users’ us-
age intention through anthropomorphic communication before initiating interaction, as well as the
underlying mechanisms and boundary conditions. The findings indicate that anthropomorphic
communication by intelligent customer service can enhance users’ usage intention, with psycholog-
ical distance serving as a mediating factor. Compared to utilitarian products, the enhancing effect
of anthropomorphic communication is more pronounced when users purchase hedonic products,
and the mediating role of psychological distance is stronger.
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Figure 1. Conceptual model
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Table 1. Independent-samples t-test results for pre-experiment communication strategies
= 1. FSEAE R SR t 100 LR

VA SRS FEAL FRIME P2 t p
WAL @ 40 3.59 1.463 2.251 0.027
B VEIE 40 2.94 1.093
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Table 2. Demographic profile of participants
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Table 3. Reliability and validity test results
T3 EHERELER
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Al 0.827

UL EN 0.795 0.700 0.539
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fEHEE 0.742 0.847 0.735
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Table 4. Test results for the perception of anthropomorphic communication
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Table 5. Test results for usage intention
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Figure 2. User usage intention across different communication strategies
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Table 6. Regression analysis for testing the mediating role of psychological distance

6. (LIEEED ARSI

B SO PRI =S
AP - - - -
AHUE PR t ZHH PR t

AR PRI 0.835% % 0.136 6.136 0.860%* 0.122 7.055
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S F P B 0.378%** 0.044 8.617

R2 0.671 0.728

F 770.625 503.679

P * FFRRKIR 10% 5% 1% 8 2 K.

Table 7. Effect size test for the mediating effect of psychological distance
F= 7. LEBEBEPNYNHLERE
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Table 8. Test results for the perception of product types
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Table 9. Demographic characteristics of participants
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AP eI e [ER 4
22 ZLIF 61 13.86%
2227 % 126 28.64%
g

28~35 % 160 36.36%
35 &Ll I 93 21.14%
KEKLF 102 23.18%
&3] AF 185 42.05%
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EHE 71 16.14%
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JiEQ4 o
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Table 10. Reliability and validity test results
F10. FHERELER

AR B AR & B 971 1af 7o BB R B CR AVE
Al 0.794

NG SN 0.813 0.922 0.648
A2 0.816
N Bl 0.732

LB R By 0.820 0.887 0.557
B2 0.761
Cl1 0.767

1 = 0.833 0.854 0.530
2 0.687
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p<0.001. fFHEEMERNE 12, SLWAMHEHEEM YA =479, SD=1.851)% % & T4
H(M =4.33,SD=1.833), t=2.601, p<0.05. ¥ 1 FHIXES] T HILE.

Table 11. Test results for the perception of anthropomorphic communication
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A FEAZL FH{E bRz t P
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Table 12. Test results for usage intention
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il FEAREL T i t p
SEIG A 220 479 1.851
2.601 0.010
i H 220 433 1.833
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Table 13. Regression analysis for the moderating effect of product type
= 13. MRARPETHHEEIAZHT

o fFHEE
A - -
REE bR t
AR PRI 0.595%%* 0.212 4304
FUNAL AN 0.767%%* 0.040 19.428
(Bl R —0.135* 0.547 -1.829
FUNAC RS+ 2 0.183** 0.055 2.463
R2 0.695
F 334.978%**
PiHH: *. RRFIEERGRIRIR 10% 5% 1% K.
Table 14. Moderating effect of product type on the mediating effect
= 14. AR RNYNAETHER
’ e N o 95% B {5 X 8]
A AR AR NAH FrifEiR
TRR LR
IR b 0.567 0.084 0.407 0.729
TUNAL VA 3 — O PR B — {2 R SEFH R 0.429 0.089 0.259 0.607
—HEM 0.138 -0.005 0.148 0.122
6.00
500 4.63 495 463
: 4.03
& 4200
Esm
=
g 200
1.00
0.00
EIRAR Sz R i

L AYGIE  w IEHEE

Figure 3. User usage intention across different intelligent customer service
communication strategies under the influence of product type
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