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Abstract. Artificial Intelligence in business creates great opportunities in the field of marketing because as it matures Artificial
Intelligence makes it easier to identify and understand consumers. In 2015 Gojek launched an online-based food ordering application
service under the name GoFood. Consumers can order food using Go Food by selecting the food or drink they want to buy. However,
customer satisfaction is also influenced by the community's readiness to adapt to the fast development of technology, which is called
Technology Readiness, where everyone has individual personality traits related to their use of technology. This study examines the
dimensions of Al explaining the relationship between Artificial Intelligence (Al) stimuli and Smart Customer Experience. This type of
research uses quantitative methods. In this research, the moderating variable is Technology Readiness, with the independent variable
being Al stimuli and the dependent variable being Smart Customer Experience. There are findings in the research that the two
dimensions of Artificial Intelligence (Al) (namely passion and utility) have a significant positive impact on the Smart Customer
Experience; the moderating effect of the Technology Readiness dimension (ie optimism and discomfort) is significantly different, the
Smart Customer Experience has a significant positive impact on consumer word-of-mouth (WOM) intentions.

Keywords: Artificial intelligence technology stimuli; Smart customer experience; WOM intentions; Technology readiness;

Management

I. INTRODUCTION

The rapid development and widespread usage of Artificial
Intelligence, which used to be a trend among the younger
generation, are now widely accepted by all segments of society.
In the context of research, a technology is referred to as 'smart'
when it is an electronic device or system that can connect to the
internet and be used interactively [1].
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Fig. 1 Internet user in Indonesia
Source : Asosiasi Penyelenggara Jasa Internet Indonesia (APJII),
2022
Java Island is the region with the highest number of internet
users in Indonesia, according to a survey conducted by Asosiasi
Penyelenggara Jasa Internet Indonesia (APJII) in 2022. The
Indonesian government is currently developing the concept of
a digital province with a focus on information and
communication technology (ICT) activities. With an
increasingly tech-savvy population and internet usage, people
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now have the opportunity to experience the efficient services
provided by companies [2]. This trend has led consumers to
expect good, responsive, and efficient services. Creating an
excellent customer experience is expected to be one of the
important goals in both offline and online business
environments [3].

In 2015, Gojek launched an online food ordering service
through their application called GoFood. Customers can place
food orders using Go Food by selecting the desired food or
beverage items. The merchants then prepare the food, and once
it is ready, a driver accepts the order and delivers it to the
customer. Payment can be made through cash on delivery or
GoPay system. Go Food is a service provided by the Gojek
application that offers food delivery [4]. Go Food serves
various food and beverages and partners with various food and
beverage industries to offer a wide range of options, attracting
and serving many driver partners [3]. The food and beverage
industry is considered to be able to adapt quickly to digital
developments like GoFood by utilizing Artificial Intelligence
technology. GoFood has become one of the largest service
providers in Indonesia, and the GoFood service offers exciting
new options for the Indonesian community. Al within the
GoFood system simplifies the selection of the right driver
partner to fulfill customer orders, identifies price surges that
meet supply and demand criteria, and recommends GoFood.
GoFood aims to use Al to build its own customer experiences
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with less time and cost [5]. Al stimuli play a significant role in
shaping customer experiences by providing innovative and
intelligent solutions that enhance convenience, efficiency,
personalization, and overall satisfaction. These stimuli aim to
improve the interaction between customers and Al systems or
services, making the experience more engaging, seamless, and
valuable [6].

However, looking at some phenomena in the news and
previous research, it is found that consumers still experience
several disruptions in using the GoFood feature, including
processes handled by Al [7]. According to a report by Kompas,
[8] many GoFood users frequently encounter disruptions,
causing both users and driver partners to find it difficult and
unsatisfied with the service. As reported by Kompas [9] there
have been cases of ordering errors between consumers and
driver partners that left both parties dissatisfied with the service
within GoFood. For instance, there have been cases where
consumers placed food orders, but the driver partners did not
receive the GoFood order, leading to prolonged waiting time
without confirmation, and eventually, the order was rejected
and could not proceed [10].

Cases like these can be detrimental to both parties. Therefore,
if GoFood wants to become the top choice for food delivery
services for consumers, the offered service should be user-
friendly for all segments of society and provide transaction
certainty [11]. Based on the background description provided,
this study aims to examine the impact of implementing
Acrtificial Intelligence on the Smart Customer Experience of
GoFood.

A. Marketing Theory

Marketing is the process by which a business attracts
customers, builds strong customer relationships, and creates
value for customers to retain their loyalty [12]. Marketing
serves as a driver to increase sales in order to achieve the
company's goals, and it acts as a bridge between the company
and its customers [13].

B. Artificial Intelligent Stimuli Theory

Al stimuli is an external variable. As an external influence
[14], Al stimuli have important effects on consumer
psychology and behaviour [6]. Artificial Intelligence (Al)
stimuli refer to the elements or factors related to Al technology
that can stimulate or influence customer experiences [15].

C. Technology Readiness Theory

Technology Readiness (TR) is conceptualized as a
moderation of the relationship between technology and users.
TR is a multidimensional structure that captures users' positive
and negative mental readiness for technology innovation [16].
With the emergence of the internet and social media, Word of
Mouth has become an important part of company services [17].

Technology readiness refers to an individual's or
organization's preparedness or willingness to adopt and
effectively  utilize technology. It encompasses the
psychological and behavioural aspects that influence the
acceptance, adoption, and use of technology [18].

D. Smart Customer Experience Theory
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Smart Customer Experience refers to the cognitive
tendencies of consumers using Al technology [16]. Compared
to Customer Experience, Smart Customer Experience is an
intelligent customer experience that can be achieved through
the application of technology and is closely related to the
cognitive, emotional, and behavioural dimensions of the
customer experience is the process by which a business attracts
customers, builds strong customer relationships, and creates
value for customers to retain their loyalty [12].

E. Word-of-Mouth Theory

Word of mouth (WOM) refers to the process of individuals
sharing information, opinions, recommendations, or
experiences about a product, service, or brand with others [19].
It is a form of communication that occurs between consumers
and plays a significant role in shaping consumer behaviour and
influencing purchasing decisions [20].

Therefore, in the context of Al, this paper proposes the
following hypotheses:

1. H1la. Passion has a positive impact on smart customer
experience.

H1b. Usability has a positive impact on smart customer
experience.

2. H2a. Optimism has a positive moderating effect on the
relationship between passion and smart customer
experience.

H2b. Optimism has a positive moderating effect on the
relationship between usability and smart customer
experience.

3. H3a. Discomfort has a negative moderating effect on the
relationship between passion and smart customer
experience.

H3b. Discomfort has a negative moderating effect on the
relationship between usability and smart customer
experience.

4. HA4. Smart customer experience positively influences Word
of Mouth (WOM).

Il. RESEARCH METHODS

Quantitative Analysis

The study adopts a quantitative approach based on causal
research [21]. To collect data, the researcher employs a survey
method, and the research involvement aspect is non-intervening
in nature [22]. The survey population consists of Indonesian
individuals who have used the GoFood service. The sampling
method used is non-probability purposive sampling. Several
characteristics of the sample to be studied include GoFood
consumers who have previously used the GoFood service in
Indonesia [23].
Below is the conceptual framework used in this research:
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Fig. 1 Research Model

Moderated Regression Analysis

This study incorporates a moderating variable, and therefore,
the researcher employs the MRA (Moderated Regression
Analysis) procedure to measure the moderating variable [24].
Moderation regression analysis is an analytical approach used
to control the influence of a moderator variable on the
relationship between an independent variable and a dependent
variable. In this study, the moderating variable is Technology
Readiness, with Al stimuli as the independent variable and
Smart Customer Experience as the dependent variable. This
research use SPSS 26 to analyse the data [25]. The regression
equation for the following model is as follows:

¥ = a+p1X1 +p2X2 + P3X1X2+ €

Y = Smart Customer Experience

a = constant

B1- B3 = regression coefficients

X1 = Artificial Intelligence Stimuli

X2 = Technology Readiness

X1.X2 = Interaction between Artificial Intelligence Stimuli
dengan Technology Readiness

€ = error term

Sobel test is used to test hypotheses where the relationship
between the independent variable (X) and the dependent
variable () is mediated/affected by a third variable (M); that
is, X and Y have an indirect relationship. The steps of the Sobel
test are as follows:

a*b

Z:
J(bz*S§+a2+S§

111.RESULTS AND DISCUSSION

Validity and Reliability Test

Validity Test
Table 1 Validity Test Result
Variable No. Item Cl- RTabel Index
Correla
tion

Acrtificial ASP1 0,795 0,361 Valid
Intelligence ASP2 0,713 0,361 Valid
Stimuli ASP3 0,634 0,361 Valid
ASU1 0,618 0,361 Valid
ASU2 0,746 0,361 Valid

OPEN/~| ACCESS

ASU3 0,76 0,361 Valid

Smart SCER1 0,503 0,361 Valid
Customer SCER2 0,681 0,361 Valid
Experience SCEIl 0,534 0,361 Valid
SCEI2 0,534 0,361 Valid

Technology TRO1 0,584 0,361 Valid
readiness TRO2 0,729 0,361 Valid
TRO3 0,572 0,361 Valid

TRD1 0,699 0,361 Valid

TRD2 0,699 0,361 Valid

Source : Data Analysis, 2023

Based on Table 1, it can be observed that the validity test
results indicate that all items of the Artificial Intelligence
Stimulus, Smart Customer Experience, and Technology
Readiness variables are considered valid.

Reliability Test
Table 2 Reliability Test Result

. Cronbach's
Variable Alpha Keterangan
Artificial Intelligence .
stimuli 0,845 Realibel
Smart_Customer 0,737 Reliabel
Experience
0,716 Realibel

Technology Readiness
Source : Data Analysis, 2023

According to Table 2, the Artificial Intelligent Stimuli,
Smart Customer Experience, and Technology Readiness
variables are considered reliable because the Cronbach's alpha
values for all three variables are above the threshold of 0.6.

Methode Of Succesive Interval (MSI)

This research utilizes an ordinal scale. However, in order to
proceed with further calculations that require interval data, the
ordinal scale needs to be converted into interval data using the
Method of Successive Intervals (MSI). To convert ordinal data
into interval data, the researcher can make use of Microsoft
Excel as a tool.

Classical Assumption Tests
Normality Test

Normal P-P Plot of Regression Standardized Residual
Dependent Variable: Y

Expected Cum Prob

00 02 04 08 08 10

Observed Cum Prob

Figure 3 Normality Test Graph
Source: Processed data, 2023
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Based on the Normality P-Plot graph, it can be observed
that the data points follow the diagonal line. Therefore, it can
be concluded that the research data is normally distributed.

Multicollinearity Test

Coefficients”

Unstandardized Coeflicients Collinearity Statistics
Model B Std. Error t Sig Tolerance VIF
1 (Constant) -.096 803 -120 905
TOTALX1 566 062 349 9131 000 794 1.260
TOTALX2 410 050 7 8231 000 736 1.358
TOTAL_Z1 137 041 138 3.357 001 684 1.462
TOTAL_Z2 254 042 250 6.094 000 691 1.447

Figure 4 Multicollinearity Test
Source: Processed data, 2023
From the table, the tolerance values for both X variables
are 0.794 and 0.736, with VIF values of 1.260 and 1.358,
respectively. The moderation variable (Z) obtains tolerance
values of 0.683 and 0.691, with VIF values of 1.462 and 1.447.
These results indicate that the tolerance values are >0.1 and VIF
values are <10, indicating the absence of multicollinearity in
the model.

Heteroscedasticity Test

Scatterplot
Dependent Variable: Y

Regression Studentized Residual
°

Regression Standardized Predicted Value

Figure 5 Scatter Plot Test
Source: Processed data, 2023

Based on the scatter plot graph, it can be observed that the
data points are not clustered in one area. Therefore, it can be
concluded that there is no heteroscedasticity in the research
data.

Coefficient of Determination Test

Model Summary®
Adjusted R Std. Error of the
Model R R Square Square Estimate Durbin-Watson
1 782* 611 606 1.01704 778

Figure 6 Coefficient of Determination Test
Source: Processed data, 2023

From the coefficient of determination test results in the

model summary, an adjusted R-squared value of 0.606 or 60.6%

is obtained, indicating that 60.6% of the variation in Smart
Customer Experience (Y) can be explained by the Artificial
Intelligence variable (X) through the moderation of
Technology Readiness (Z). The remaining 39.4% is influenced
by variables outside the model.

Simple Linear Regression Analysis

OPEN, ACCESS

Meodel Summary
Std. Error of the

Model R R Square Adjusted R Square Estimate
1 728" 530 529 1.11244
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Emor Beta t Sig
1 (Constant) 780 839 930 353
X 643 .033 728 19.541 000

Figure 7 Simple Linear Regression Test
Source: Processed data, 2023

Based on the R-squared value of 0.530 or 53%, it means that
53% of the variation in Smart Customer Experience can be
explained by Artificial Intelligence Stimuli, while the
remaining 47% is explained by other factors outside the model.
From the table, the regression equation can be derived as
follows:

Y =0,78+0,643X1 + €

Moderated Regression Analysis
Model Summary
Std. Error of the

Model R R Square Adjusted R Square Estimate
1 7907 624 621 .99860
Casfficiants?
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -16.561 3.874 -4.275 000
X 1.166 160 1.321 7.297 000
Z 937 168 1.584 5.571 000
TOTAL XZ -030 007 -1.636 -4.460 000

Figure 8 Moderated Regression Test
Source: Processed data, 2023

Based on the R-squared value of 0.624 or 62.4%, it means
that 62.4% of the variation in Smart Customer Experience can
be explained by the variables Artificial Intelligence Stimuli
with the moderation of Technology Readiness, while the
remaining 37.6% is explained by other factors outside the
model. From the table, the regression equation can be derived
as follows:

-

Y =-16,561+1,166X1 +0.937X2 -0,3X1X2+ €

Sobel Test
Coefficients”
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig
1 (Constant) 780 839 930 353
( 643 033 728 19.5¢1 000
Coefficients”
Unstandardized Coefficients
Model B d. Error t Sig
1 (Constant) 383 775 495 621
472 038 535 12.594 000
Z 195 .025 .330 7.759 .000

b =0,195; Sa=0,033; a =0,643 ; Sh =0,025
Figure 9 Sobel Result
Source: Processed data, 2023
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axh

Z =
V(b2 +52) + (a® = )
0,643 + 0,195

7=
J(0,1952 + 0,0332) + (0,6432 « 0,0252)
0,1254

Z =
+/0.000041 + 0.00025
4

r

v0.00029
0,1254

z 0.0173
Z = 17,2472

Based on the result, the obtained z-score is 7.2472. Knowing
that the z-table value for alpha 0.05 is 1.96, it can be concluded
that the calculated z-score is greater than the critical value from
the table. This result indicates that the variable Technology
Readiness (Z) is capable of moderating the influence between
the variables Artificial Intelligence Stimuli (X) and Smart
Customer Experience (Y).

Partial Significance Test (t-test)
Effect of Usability and Passion on Smart Customer
Experience

Coefficients?
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Eror Beta t Sig
1 (Constant) -916 975 -939 348
TOTAL_AU 835 063 521 13183 000
TOTAL_AP 581 052 440 11142 000
Figure 10 t-test for Usability and Passion on Smart Customer
Experience

Source: Processed data, 2023

The t-test conducted is aimed at determining the influence
of Usability and Passion on Smart Customer Experience. Based
on the results in the table, it can be concluded that the variable
Usability has a calculated t-value of 13.184, which is greater
than the critical t-value of 1.968 (sig. a=0.05 and df = k-1, i.e.,
3-1=2 and df2 = n-k, i.e., 390-3=387) with a probability of
0.000 < 0.05. Therefore, Hla is accepted. The variable Passion
has a calculated t-value of 11.142, which is greater than the
critical t-value of 1.968 (sig. =0.05 and df = k-1, i.e., 3-1=2
and df2 = n-k, i.e., 390-3=387) with a probability of 0.000 <
0.05. Therefore, H1b is accepted. This means that Passion and
Usability have a positive impact on smart customer experience.

Moderation of Optimism on the Relationship between
Passion and Smart Customer Experience

Coefficients?,
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Eror Beta t Sig.
1 (Constant) 6.694 690 9.698 000
TOTALXZ 546 060 435 9.139 000
TOTAL 71 303 047 305 6.414 000

Figure 11 t-test of Optimism on the Relationship between Passion
and Smart Customer Experience
Source: Processed data, 2023
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The t-test conducted provides results to determine the
influence of optimism moderation on the relationship between
passion and smart customer experience. Based on the results, it
can be concluded that the variable Passion has a calculated t-
value of 9.139, which is greater than the critical t-value of 1.968
(sig. 0=0.05 and df = n-k, i.e., 390-3=387) with a probability of
0.000 < 0.05. The optimism moderation variable has a
calculated t-value of 6.414, which is greater than the critical t-
value of 1.968 (sig. 0=0.05 and df = k-1, i.e., 3-1=2 and df2 =
n-k, i.e., 390-3=387) with a probability of 0.000 < 0.05.
Therefore, H2a is accepted. This means that optimism has a
positive moderating effect on the relationship between Passion
and smart customer experience.

Moderation of Positive Optimism on the Relationship
between Usability and Smart Customer Experience

Coefficientss
Standardized
Unstandardized Coefficients Coefficients
Mode! B Std. Error Beta t Sig.
1 (Constant) 2.696 875 3.083 .002
TOTALX1 770 068 474 11.337 .000
TOTAL 21 .363 042 .366 8.738 .000

Figure 12 t-test of Positive Optimism on the Relationship between
Usability and Smart Customer Experience
Source: Processed data, 2023

The t-test conducted provides results to determine the
influence of optimism moderation on the relationship between
usability and smart customer experience. Based on the results
in the table, it can be concluded that the variable Usability has
a calculated t-value of 11.337, which is greater than the critical
t-value of 1.968 (sig. 0=0.05 and df =k-1, i.e., 3-1=2 and df2 =
n-k, i.e., 390-3=387) with a probability of 0.000 < 0.05. The
optimism moderation variable has a calculated t-value of 8.738,
which is greater than the critical t-value of 1.968 (sig. 0=0.05
and df = k-1, i.e., 3-1=2 and df2 = n-k, i.e., 390-3=387) with a
probability of 0.000 < 0.05. Therefore, H2b is accepted. This
means that optimism has a positive moderating effect on the
relationship between usability and smart customer experience.

Moderation of Discomfort on the Relationship between
Passion and Smart Customer Experience

Standardized

Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig

1 (Constant) 5.296 666 7.947 000
TOTAL 72 432 043 425 10.159 000
TOTALX2 530 052 422 10103 000

Figure 13 t-test of Discomfort on the Relationship between
Passion and Smart Customer Experience
Source: Processed data, 2023

The t-test conducted provides results to determine the
influence of discomfort moderation on the relationship between
passion and smart customer experience. Based on the results in
the table, it can be concluded that the variable Passion has a
calculated t-value of 10.159, which is greater than the critical t-
value of 1.968 (sig. =0.05 and df = n-k, i.e., 390-3=387) with
a probability of 0.000 < 0.05. The discomfort moderation

-18 -


http://u.lipi.go.id/1564563754

JOURNAL OF SOCIAL STUDIES, ARTS AND HUMANITIES (JSSAH)

https://journal.unpak.ac.id/index.php/proceedings

Volume 04, Number 01, March 2024, Page 014-021
e-ISSN: 2808-120X, Publisher : Universitas Pakuan

variable has a calculated t-value of 10.103, which is greater
than the critical t-value of 1.968 (sig. a=0.05 and df = k-1, i.e.,
3-1=2 and df2 = n-k, i.e., 390-3=387) with a probability of
0.000 < 0.05. Therefore, H3a is accepted. This means that
discomfort has a negative moderating effect on the relationship
between passion and smart customer experience.

Moderation of Discomfort on the Relationship between
Usability and Smart Customer Experience

Coefficients2,
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Eror Beta t Sig
1 (Constant) 3344 846 3.851 000
TOTAL 72 411 044 405 9.303 000
TOTALX1 672 071 415 9.531 .000

Figure 14 t-test of Discomfort on the Relationship between
Usability and Smart Customer Experience
Source: Processed data, 2023

The t-test conducted provides results to determine the
influence of discomfort moderation on the relationship between
usability and smart customer experience. The results in the
table show that the variable Usability has a calculated t-value
of 9.303, which is greater than the critical t-value of 1.968 (sig.
0=0.05 and df =k-1, i.e., 3-1=2 and df2 = n-k, i.e., 390-3=387)
with a probability of 0.000 < 0.05. The discomfort moderation
variable has a calculated t-value of 9.531, which is greater than
the critical t-value of 1.968 (sig. a=0.05 and df = k-1, i.e., 3-
1=2 and df2 = n-k, i.e., 390-3=387) with a probability of 0.000
< 0.05. Therefore, H3b is accepted. This means that discomfort
has a negative moderating effect on the relationship between
usability and smart customer experience.

Effect of Smart Customer Experience on Word of Mouth
(WOM)
................ o

Coefficients
Std. Error Beta t Sig.
1 (Constant) -149 791 38338 -3.907 000

Y 44.990 2229 139 20.184 J000
Figure 15 t-test of Smart Customer Experience on Word of

Mouth (WOM)

Source: Processed data, 2023

Unstandardized Coefficients
Model B

The t-test conducted provides results to determine the
influence of smart customer experience on word of mouth
(WOM). Based on the results in the table, it can be concluded
that the variable Smart Customer Experience has a calculated t-
value of 20.184, which is greater than the critical t-value of
1.968 (sig. 0=0.05 and df = k-1, i.e., 3-1=2 and df2 = n-k, i.e.,
390-3=387) with a probability of 0.000 < 0.05. Therefore, H4
is accepted. This means that smart customer experience
positively influences word of mouth (WOM).

Simultaneous Significance Test (F-test)

OPEN, ACCESS

ANQVA:
Model Sum of Squares df Mean Square F Sig.
1 Regression 601.330 3 200443 144393 000°
Residual 535.839 386 1.388
Total 1137.169 389

Figure 16 Simultaneous Significance Test (F-test)
Source: Processed data, 2023

The simultaneous test can be seen from the results in the table,
which shows a calculated F-value of 144.393, which is greater
than the critical F-value of 3.037 (df = k-1, i.e., 3-1=2 and df2
=n-k, i.e., 390-3=387) with a probability of 0.000 < 0.05. This
result indicates that the variable Artificial Intelligence Stimuli
(X) has a simultaneous effect on Smart Customer Experience
(YY) through the moderation of Technology Readiness (Z).

Discussion
Passion and Usability (Artificial Intelligence Stimuli) on
Smart Customer Experience

The hypothesis in this study is that Passion and Usability
have a positive influence on Smart Customer Experience. The
analysis results show that both dimensions of the Artificial
Intelligence Stimuli variable have a positive influence on Smart
Customer Experience, thus supporting the first hypothesis. This
indicates that the better the Artificial Intelligence Stimuli in the
service, the more impact it has on the level of Smart Customer
Experience.

Moderation effect of Optimism on the relationship between
Artificial Intelligence Stimuli and Smart Customer
Experience

Hypothesis H1b in this study is that Optimism has a positive
effect on the relationship between Artificial Intelligence
Stimuli and Smart Customer Experience. The analysis results
show that the optimism dimension of the Technology
Readiness variable has a positive influence on the relationship
between Artificial Intelligence Stimuli and Smart Customer
Experience, thus supporting the second hypothesis. This result
indicates the significant influence of optimism in the use of
GoFood services on customer satisfaction.

Moderation effect of Discomfort on the relationship
between Artificial Intelligence Stimuli and Smart Customer
Experience

The hypothesis proposed in this study is that Discomfort has
a negative effect on the relationship between Artificial
Intelligence Stimuli and Smart Customer Experience. The
analysis results show that the discomfort dimension of the
Technology Readiness variable has a negative and significant
influence on the relationship between Artificial Intelligence
Stimuli and Smart Customer Experience, thus supporting the
third hypothesis. This indicates a significant influence of
Discomfort in the relationship between Artificial Intelligence
Stimuli during the use of GoFood services on customer
satisfaction.

The influence of Smart Customer Experience on Word of
Mouth (WOM)
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The hypothesis in this study is that Smart Customer
Experience has a positive effect on Word of Mouth (WOM).
The analysis results show that the Smart Customer Experience
variable has a positive influence on Word of Mouth (WOM),
thus supporting the fourth hypothesis. This result is consistent
with previous research by [16] which suggests a positive
relationship between Smart Customer Experience and WOM
intention. This indicates that customer satisfaction with Al
technology in GoFood services will create a positive influence
on Word of Mouth (WOM) or the spread of information about
the service technology by customers. Customer satisfaction and
the spread of information about their satisfaction can enhance
the image of GoFood's Al technology implementation.

IV.CONCLUSION

Based on the study, the following conclusions can be drawn:

Both dimensions of Artificial Intelligence Stimuli (Passion
and Usability) have a positive effect on Smart Customer
Experience. This indicates the importance of considering
relevant Artificial Intelligence Stimuli in enhancing customer
experience.

Both dimensions of Technology Readiness (Optimism and
Discomfort) have different moderating effects on the
relationship between Artificial Intelligence Stimuli and Smart
Customer Experience. Specifically, optimism related to
Technology Readiness has a positive moderating effect on the
relationship between Passion and Usability with Smart
Customer Experience. The Discomfort dimension related to
Technology Readiness has a negative moderating effect on the
relationship between Usability and Passion with Smart
Customer Experience. Smart Customer Experience has a
positive impact on WOM intention.

Practical Implications

The study indicates that companies should pay full attention
to Passion and Usability stimulated by Al technology, which
plays a crucial role in enhancing Smart Customer Experience.
In terms of Passion, companies can consider improvements in
Al technology design and promotions. This is vital to enhance
perceived interactivity and the competitive advantage of the Al
technology the company possesses. Regarding Usability, to
improve the practicality of Al technology, usage methods can
be simplified so that consumers feel that all aspects of the
technology are easy to understand, use, and control, ultimately
enhancing the customer experience.

According to the research findings, companies should focus
on consumer psychological characteristics and understand
consumer attitudes towards Al technology. When consumers
have positive Technology Readiness, marketing activities
should be tailored to the positive feelings and responses
brought by customers. When consumers have negative
Technology Readiness, companies should guide them to
develop positive Technology Readiness to enhance comfort,
control, efficiency, and ease of use of Al technology.

In practice, it is recommended that companies pay attention
to the quality of customer experience, utilize customer
experiences to promote customers’ WOM intention, and
strengthen the reputation and competitiveness of the company.
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Furthermore, companies can enhance Al technology to quickly
respond to individual consumer needs, and they should control
consumer interactions with the technology, as well as the
content and frequency of interactions, to improve the user
experience and consumers' willingness to share positive
experiences.

Theoretical Implications

This study contributes to the literature on Al technology and
customer experience by identifying the dimensions of Artificial
Intelligence Stimuli and the positive effects of Artificial
Intelligence Stimuli on Smart Customer Experience. In this
study, Artificial Intelligence Stimuli is divided into two
dimensions. The empirical findings show a positive correlation
between Artificial Intelligence Stimuli and Passion and
Usability with Smart Customer Experience. This study divides
Technology Readiness into two dimensions: optimism and
discomfort. Different dimensions of Technology Readiness
have different moderating effects on the relationship between
Artificial Intelligence Stimuli and Smart Customer Experience.
The findings deepen the understanding of the moderating
effects of Technology Readiness on Smart Customer
Experience, revealing that different dimensions play different
roles.

REFERENCES

[1] P. Foroudi, S. Gupta, U. Sivarajah, and A. Broderick, “Investigating
the effects of smart technology on customer dynamics and customer
experience,” Comput Human Behav, vol. 80, pp. 271-282, Mar. 2018,
doi: 10.1016/j.chb.2017.11.014.

[2] S. K. Roy, M. S. Balaji, S. Sadeque, B. Nguyen, and T. C. Melewar,
“Constituents and consequences of smart customer experience in
retailing,” Technol Forecast Soc Change, vol. 124, pp. 257-270, Nov.
2017, doi: 10.1016/j.techfore.2016.09.022.

[3] P. A. D. Arviollisa, A. Chan, and H. Nirmalasari, “PENGARUH
ARTIFICIAL INTELLIGENCE TERHADAP CUSTOMER
EXPERIENCE (STUDI PADA PENGGUNA GOJEK BANDUNG,
JAWA BARAT),” AdBispreneur, vol. 6, no. 2, p. 115, Nov. 2021,
doi: 10.24198/adbispreneur.v6i2.31076.

[4] H. lIrawan, E. Nurhazizah, J. Nathan, and C. G. Panjaitan,
“ANALISIS PERPINDAHAN WISATAWAN DAN PREFERENSI
DESTINASI WISATA FAVORIT BERDASARKAN GEOTAG
INSTAGRAM (STUDI KASUS PADA DESTINASI WISATA
BANDUNG RAYA),” Jurnal Teknologi Informasi dan Ilmu
Komputer (JTIIK), vol. 9, no. 3, pp. 639-646, 2022, doi:
10.25126/jtiik.202295747.

[5] M. Ariyanti and J. W. Wr, “Perceived Factors Influencing Consumer
Trust and Its Impact on Online Purchase Intention in Indonesia
Indonesian E-commerce Purchase Intention View project Perceived
Factors Influencing Consumer Trust and Its Impact on Online
Purchase Intention in Indonesia,” International Journal of Science
and Research, vol. 6, pp. 2319-7064, 2015, doi: 10.21275/8081706.

[6] C. Flavian, S. Ibafiez-Sanchez, and C. Orls, “The impact of virtual,
augmented and mixed reality technologies on the customer
experience,” J Bus Res, vol. 100, pp. 547-560, Jul. 2019, doi:
10.1016/j.jbusres.2018.10.050.

[71 M. Cahayani, “Analisis Keberadaan Go Food Dan Grab Food
Terhadap Peningkatan Penjualan Usaha Kuliner Di Kelurahan
Kekalik Jaya Kota Mataram,” JPEK (Jurnal Pendidikan Ekonomi
dan Kewirausahaan), vol. 5, no. 1, pp. 90-103, Jun. 2021, doi:
10.29408/jpek.v5i1.3333.

[8] M. Butarbutar and S. Simatupang, “Organum: Jurnal Saintifik
Manajemen dan Akuntansi Brand Loyalty dan Pengaruhnya terhadap
Keputusan Pembelian Affiliation,” 2021, doi: 10.35138/organu.

-20 -


http://u.lipi.go.id/1564563754

JOURNAL OF SOCIAL STUDIES, ARTS AND HUMANITIES (JSSAH) Volume 04, Number 01, March 2024, Page 014-021
https://journal.unpak.ac.id/index.php/proceedings e-ISSN: 2808-120X, Publisher : Universitas Pakuan

[9] “Layanan  Gofood yang Kurang Bertanggung Jawab.”
https://www.pikiran-rakyat.com/surat-pembaca/2593/Layanan-
Gofood-yang-Kurang-Bertanggung-Jawab (accessed Dec. 05, 2022).

[10] S. Wang, Y. Lin, and G. Zhu, “Online reviews and high-involvement
product sales: Evidence from offline sales in the Chinese automobile
industry,” Electron Commer Res Appl, vol. 57, Jan. 2023, doi:
10.1016/j.elerap.2022.101231.

[11] Candiwan and C. Wibisono, “Analysis of the influence of website
quality to customer’s loyalty on e-commerce,” International Journal
of Electronic Commerce Studies, vol. 12, no. 1, pp. 83-102, 2021,
doi: 10.7903/IJECS.1892.

[12] P. Kotler and K. L. Keller, Marketing management, 14th ed. 2017.

[13] P. D. Indrawati, Metode penelitian manajemen dan bisnis
konvergensi teknologi komunikasi dan informasi. Refika Aditama,
2019.

[14] B. Neuhofer, B. Magnus, and K. Celuch, “The impact of artificial
intelligence on event experiences: a scenario technique approach,”
Electronic Markets, vol. 31, no. 3, pp. 601-617, Sep. 2021, doi:
10.1007/S12525-020-00433-4/TABLES/3.

[15] K. P. Kinanti and D. Pratomo, “THE EFFECT OF ONLINE
APPLICATION OF NPWP REGISTRATION (E-
REGISTRATION), E-BILLING, AND E-FILING ON TAXPAYER
COMPLIANCE WITH TAX SOCIALIZATION AS A
MODERATING VARIABLE (Survey on Individual Taxpayers
Non-Employee at KPP Pratama Depok Cimanggis 2019).” [Online].
Auvailable: www.pajak.go.id

[16] J. Gao, L. Ren, Y. Yang, D. Zhang, and L. Li, “The impact of
artificial intelligence technology stimuli on smart customer
experience and the moderating effect of technology readiness,”
International Journal of Emerging Markets, May 2022, doi:
10.1108/IJOEM-06-2021-0975.

[17] A. Prasetio, P. Kencana Sari, and D. P. Ramadhani, “Electronic
Word-of-Mouth (EWOM) Adoption Model for Information Security
Awareness: A Case Study in University Students,” 2017.

[18] M. A. M. A. Daqar and A. K. A. Smoudy, “THE ROLE OF
ARTIFICIAL INTELLIGENCE ON ENHANCING CUSTOMER
EXPERIENCE,” International Review of Management and
Marketing, vol. 9, no. 4, pp. 22-31, Jul. 2019, doi:
10.32479/irmm.8166.

[19] L. Becker and E. Jaakkola, “Customer experience: fundamental
premises and implications for research,” Journal of the Academy of
Marketing Science, vol. 48, no. 4. Springer, pp. 630-648, Jul. 01,
2020. doi: 10.1007/s11747-019-00718-x.

[20] M. Holmlund et al., “Customer experience management in the age of
big data analytics: A strategic framework,” J Bus Res, vol. 116, pp.
356-365, Aug. 2020, doi: 10.1016/j.jbusres.2020.01.022.

[21] Prof. Dr. Sugiyono, Metode Penelitian Kuantitatif, Kualitatif dan
R&D. Bandung: CV.Alfabeta, 2017.

[22] A. W. Kerr, H. K. Hall, and S. A. Kozub, “Doing Statistics with
SPSS.”

[23] I. Indrawati and K. O. Winarno, “IMPACT OF SOCIAL MEDIA
MARKETING AND ELECTRONIC WORD OF MOUTH (E-WOM)
ON PURCHASE INTENTION,” Jurnal Aplikasi Manajemen, vol.
20, no. 3, Sep. 2022, doi: 10.21776/ub.jam.2022.020.03.15.

[24] U. Sekaran and R. Bougie, Research methods for business : a skill-
building approach, 7th ed. Chichester, West Sussex, United
Kingdom: Printer Trento Srl., 2016.

[25] Sabine. Landau and Brian. Everitt, A handbook of statistical analyses
using SPSS. Chapman & Hall/CRC, 2004.

OPEN, ACCESS
-21-


http://u.lipi.go.id/1564563754

