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Abstract. The article aims to assess how interaction with automated information systems
such as virtual assistants - chatbots- can influence overall customer satisfaction with
banks. The article reports the results of research focused on Romanian banking customers.
It uses an online questionnaire to collect participants’ evaluations regarding the quality of
client experience when interacting with their bank’s virtual assistant. The research results
indicate that the overall satisfaction expressed by the banks’ clients was significantly
influenced by the accessibility to the chatbot’s functions and the aspects regarding the
privacy and security provided by the interaction with the chatbot. Consistent with the
ethical approach to data privacy and protection, the paper concludes that companies must
increase customer awareness regarding their high data protection standards. The paper
recommends that organizations ensure that their customer is confident that the service
provided by the bank’s virtual assistant offers high data privacy and protection.
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Introduction

To have a better user experience, companies invest in developments aimed at ensuring
that each Chatbot has the capacity for understanding and intelligence; for this, it is
necessary to have professionals who can incorporate elements of Artificial Intelligence
as support.

Chatbots are very useful when it comes to business for any need, which is reflected in
the customer service part. They mark a beginning to reaching a natural language
between a machine and a human being with the help of all the algorithms that were used
in their development and that today the most advanced robots have it. Chatbots are
more complex than they seem because of their ability to store new questions and
associate answers.

These conversation agents act as customer service representatives, giving answers in
natural language and offering more focused information for conversation with a user.
The Chatbot must have the same tone, sensitivity, and behavior as a human service
agent, but it is also required to process information faster than a human.
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Literature review

Digital transformation has made and continues to make huge changes in the customer
service sector (Setia etal.,, 2013). Thus, organizations have started introducing different
kinds of technologies to improve processes, scalability, and expenditure to
simultaneously contribute to a more positive customer experience (Przegalinska et al,,
2019; Sahu et al, 2018). These new technologies can lead to improved customer
understanding through detailed data analytics and testing. Not only that, but a digital
transformation can also lead to faster customer service resolution through multi-
channel communication possibilities and via “self-service” tools (Westerman et al.,
2014).

Businesses in various industries (including banking) face challenges in meeting
customers' wants and needs (Morgeson et al., 2020). There has been an increase in the
adoption of digital technologies in business activities (Andrei et al., 2021; Przegalinska
etal.,, 2019; Sahu etal,, 2018; Stanescu et al., 2020; Vatamanescu et al.,, 2016). As a result,
customers can buy products or services through different types of online channels that
organizations offer (Sun etal., 2020). Online communication channels have exposed new
opportunities for businesses to build long-term customer relationships (Rose et al.,
2011; Andrei & Zait, 2014).

Managing online mediums for business could be complex. For example, Ozuem et al.
(2021) investigated consumers' responses to online service failure during the COVID-
19 pandemic. This investigation found that customers have moved their preferences
toward online methods due to the impact of the pandemic on societies. As a result,
companies have been facing a huge demand for online services and through that,
customers have experienced service failures (Ozuem et al.,, 2021). Also, this examination
found that online services have created barriers between organizations and their
customers. Thus, this could influence the customer and might form service failures. It is
proven that service failures have a negative effect on customer loyalty (Mattila, 2004;
Sousa & Voss, 2009). The negative effect on customer loyalty reduces profits and creates
a negative online word of mouth (Hedrick et al., 2007; Wilson et al., 2016). Also, Mattila
(2004, p. 135) also stated that customers might feel “betrayed” because of service
failure. Customers can respond to service failures in different ways but focusing on
online communication channels could create certain challenges for businesses as it
influences customers' trust and loyalty (Adam et al., 2020; Chari et al,, 2016; Kim et al,,
2021).

Morgeson et al. (2020) investigated how to turn complaining customers into loyal ones
to gain their trust. The investigators found that the increase in technology users might
be a reason behind the increase in complaints for any business. For instance, Chari et al.
(2016) found that increased user-generated content on online websites has become a
new communication channel with customers. Thus, it highlights that certain brands
might use such websites to support and promote a specific product or service.
Customers might believe that this type of advertisement promotes false information. As
a result, it could affect customers’ trust in a brand (Chari et al,, 2016). Also, regarding
social media, Wilson et al. (2016, p. 89) reflected that “consumers are likely to avoid a
service provider with too many negative comments and choose a provider with positive
comments.” For instance, Facebook has two billion active users, and it is one of the most
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used social media platforms (Mei et al., 2018). Hence, it reflects that customers are
influenced by their family or friends’ perception of online websites (Chari et al., 2016; ).

Sun et al. (2020) stated that recently there has been an increase in adapting live chat
options to improve customer service. This investigation illustrated that 42% of the
customers prefer to use live chat compared to other online communication channels due
to the online satisfaction they experience. Customers use live chat services when they
need support or cannot find an answer to their questions about a specific product or
service. Thus, live chat services are handled by human interactions, and the literature
suggests that businesses should invest in training together with employing skilled staff.
As a result, this investigation argues that in the long run, customers will become more
satisfied with the service and could turn into loyal customers for the brand. However,
this investigation creates an argument about whether live chat services are recognized
as a servant for existing call centers.

Considering the previous section and the arguments from Sun et al. (2020) and Adam et
al. (2020) discussing the customer preferences for live chats, versus high levels of
unsatisfactory service quality from conversational software agents (CAs) several
advantages and disadvantages for businesses as well as for customers can be assumed.
First, for businesses, a main advantage can be the cost savings that a chatbot can offer,
on average labor costs are the largest expenses for call center operation (Agarwal et al.,
2020; Manno et al.,, 2021; Przegalinska et al., 2019). Not only that, as noted in previous
chapters, call centers notoriously have issues with employee turnover, due to employee
dissatisfaction and high operation costs (Ormeci et al.,2014). Considering the costs of
recruiting, selecting, onboarding, and training, this can become costly (Valle et al., 2017).
Moreover, chatbots can help save time at call centers, as they are always available and
able to help customers with basic and simple questions, and when questions or requests
are more complex, users can be connected with an agent to follow up (Chung et al,,
2020). Using chatbots and further digitalizing such processes through data analytics can
contribute to improved business insights. Thus, businesses can better understand
questions and requests that are put forward by customers and eventually adjust and
adapt communications and marketing based on these analyses, therefore contributing
to an improved customer experience (Agarwal et al., 2020; Chung et al., 2020).

Chatbots can be advantageous for customers as they can primarily decrease barriers to
communication, being available 24/7 and easily accessible (Atiyah et al, 2018;
Jenneboer et al, 2022). Chatbots can also provide highly personalized content and
information to the customer, which could be one of the main reasons for influencing
trust in Al technology (Jenneboer et al.,, 2022). Additionally, as mentioned earlier, a
decrease in expenses for a business can usually translate to a stable continuation or
decrease in price for the consumer (Agarwal et al, 2020; Manno et al, 2021;
Przegalinska et al, 2019). Thus, the concept of the chatbot can prove to be an
advantageous tool for businesses and consumers; however, the development of the
chatbot must be able to meet consumer expectations to aid in building trust and loyalty.

While interacting with a virtual assistant is a rather new phenomenon, users might be
more aware of the direct requests, inducing more privacy concerns. Online services
collect personal information to make recommendations. Jenneboer, Herrando, and
Constantinides (2022) briefly discuss the topic of privacy with chatbot technology and
mention that privacy is mainly an issue for consumers due to a lack of trust. The authors
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continue to explain that a human-like interaction with a chatbot aids in easing worries
about privacy and can increase customer trust. Previous research by Fglstad et al.
(2018) showed that customers have a concern for privacy and security when it comes
to interactions with chatbots and they have a need to be provided with a secure online
service.

Customer satisfaction is a significant determinant of customer retention and aids in
shaping customer trust in a business (Jenneboer et al, 2022). However, some
researchers argue that mere satisfaction is insufficient to retain customers (Deming,
1986; Jones & Sasser, 1995; Nath, 2007). Deming (1986) and Nath (2007) explain that
satisfied customers are still likely to switch to alternatives fundamentally because they
may not have much to lose or because a higher perceived level of trust can be found
elsewhere.

Methodology

The aim of the paper is to assess how the interaction with a chatbot can influence the
respondents’ overall satisfaction with the banks’ performance.

H1: A client’s overall satisfaction with the bank positively correlates with the general
satisfaction of interacting with the chatbot.

H2: A positive interaction with the chatbot increases overall satisfaction with the bank.

The data are collected using an online questionnaire, which is applied to 164 eligible
respondents. The respondents are asked to evaluate, on a scale from 1 (Strongly
disagree) to 7 (Strongly agree), the overall satisfaction toward the bank and the quality
of interactions they had with the virtual assistant chatbot. Several dimensions are
followed when evaluating the quality of the experience when interacting with the
chatbot, as presented in Table 1.

Table 1. Dimensions and sub-dimensions of userst experience when interacting
with a chatbot (Author's Own Source)

Dimensions of users’ experience in interacting Sub-dimension
with the chatbot*

Accessibility to the chatbot’s functions

Ease in conversation with the chatbot

(Accessibility)

Ease in accesing the chatbot

Quality of the chatbot’s functions
(Functions_quality)

Clear expectation regarding the chatbot’s
capability

Capacity of maintaining a topical discution
Quality of guiding to relevant service
Quality of answers in unexpected situations
Clear answers

Reliable answers

Quality of conversation and information provided
by the chatbot (Conversation_quality)

Effort in communicating with the chatbot
Acknowledging and facilitating reaching the user’s
goal

Relevance of provided information

Appropiate amount of information provided
Social presence of the chatbot

Privacy and security provided by the interaction
with the chatbot (Privacy_security)

Privacy and security

Speed in interacting with the chatbot (Speed)

Speed

* Variables’ names in brackets
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To assess the influence that the experience when interacting with the chatbot has on the
overall bank satisfaction, a linear regression model is estimated. The functional form of
the model is:

Y=05+BXi+rli+e

where Xi is the independent variable, the five dimensions through which the experience
when interacting with the chatbot is measured; Ziis the control variable - respondent’s
gender (1-male, 0-female) and level of education (1-tertiary education, 0-otherwise); €
is the residual term, normally distributed, with zero mean and constant variance.

Results and discussion
For each dimension evaluating the experience of interacting with a chatbot, an internal
consistency of the questionnaire’s items that compose a dimension is employed,

calculating Cronbach’s Alpha reliability coefficient, as presented in Table 2.

Table 2. Cronbach’s alpha for each sub-dimension (Author's Own Source)

Sub-dimension Cronbach’s Alpha
coefficient
Accessibility to the chatbot’s functions 0.978
Quality of the chatbot’s functions 0.984
Quality of conversation and information provided by the chatbot 0.961
Privacy and security provided by the interaction with the chatbot 0.939
Speed in interacting with the chatbot 0.945

The scale reliability is very good and consistent across the items of each dimension (the
coefficient is over 0,7 and positive in all cases).

Summary statistics are provided in order to evaluate the distributions of responses for
all of the interest variables. The results are presented in Table 3.

Table 3. Descriptive indicators (Author’'s Own Source)

Conversati
Overall bank Functions_ on_ Privacy_
satisfaction | Accessibility quality quality security Speed
Mean 5.13 4.8926 4.5898 4.5475 4.6768]  4.8455
Median 5.00 5.0000 4.7500 4.7333 5.0000] 5.0000
Std. Deviation 1.579 1.72281 1.53931] 1.47042 1.74027| 1.69380,
Skewness -.520 -.468 -436 -491 -.444 -444
Kurtosis -472 -.811 -.535 -.430 -.866 -.795
Percentiles 25 4.00 3.8333 3.7917 3.6167 3.3333]  3.6667
50 5.00 5.0000 4.7500 4.7333 5.0000, 5.0000
7 7.00 6.5000 5.8750 5.6000] 6.0000] 6.3333

The average score for the overall bank satisfaction is higher than the satisfaction when
interacting with the chatbot, for all dimensions, at least 25% of respondents giving the
maximum satisfaction score for the bank performance. The means are over 4.5, with
respondents declaring, on average, a moderately satisfactory experience when
interacting with the chatbot.
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A correlation matrix is presented in Table 4, to evaluate whether a client’s overall
satisfaction with the bank is positively correlated with the general satisfaction of

interacting with the chatbot.

Table 4. Correlation matrix for the interest variables (Author's Own Source)

Overall bank Functions_qu|Conversatio| Privacy_secu

satisfaction [Accesibility ality n_quality rity Speed
Overall bank satisfaction 1 437 ,465™ 4427 ,460" 4127
|Accesibility 437" 1 ,832"1 ,802"1 , 732" ,750™
Functions_quality 465 ,832"1 1 ,958™ ,870" ,853™1
Conversation_quality_rec ,442™ ,802™ ,958™ 1 ,871" ,854™
Privacy_security ,460™ ,732" ,870™ ,871"1 1 , 761
Speed 412" , 750" ,853"] ,854™ , 761" 1

**, Correlation is significant at the 0.01 level (2-tailed).

When interacting with the chatbot, respondents moderately associate a positive
experience of this interaction with good overall satisfaction with the bank. The Pearson
correlation coefficient is close to 0.5 and has a significant positive value, showing a
moderate correlation between the level of satisfaction when engaging in interaction
with the chatbot and the overall satisfaction with the bank.

The results for the estimated regression model are presented in Table 6. These results
help assess the impact that different dimensions of interacting with the chatbot have on
the overall bank satisfaction expressed by respondents.

The backward method for selecting the independent variables is applied, where all
independents are entered into the model’s equation and then serially removed when the
criteria for elimination are satisfied. The variables are considered for elimination
according to their partial correlation with the dependent. The extensive results of
applying the backward method are presented in Table 5. After identifying the significant
factors, the model is re-estimated with these factors and the controls (Table 6).

Table 5. Regression model results after applying the backward method of
estimation (Author’'s Own Source)

Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model B Std. Error Beta t Sig. [Tolerance| VIF
1 (Constant) 2.664 457 5.829 .000]
Accesibility 141 .118] 154 1.200 232 3020 3.311
Privacy_security .238 .135] .262) 1.769 .079 226  4.425
Speed .073 132 .078 .550 .583 2500 3.993
Gender .367| .255 104 1.443 151 954  1.049
Education .029 272 .008, .108] 914 971 1.030
Functions_quality 271 .283 .263 .958] .340, .066[ 15.099
Conversation_quality -.235 .282 -.217| -.834 405 .074 13.565
2 (Constant) 2.690 .389 6.918 .000]
Accesibility 142 117, 1550 1.215 .226) 304 3.292
Privacy_security .239) 134 .263 1.779 .077, 226 4.421
Speed .072 131 .077, .547| .585] 251 3.979
Gender .367| 254 104 1.447 .150] 954  1.049
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Functions_quality .267| .280 .259 .955 .341 .067| 14.850

Conversation_quality -.232 .280) -214 -.831 407, .074{ 13.453
3 (Constant) 2.720 .384 7.082 .000]

Accesibility 151 116 164 1.302 .195] .309]  3.235

Privacy_security .238 134 262 1.779 .077| 226 4.421

Gender .345] .250 .098  1.381 .169) 978  1.022

Functions_quality .292 .276| 283 1.059 .291 069 14.464

Conversation_quality -.195 270 -.179 -.720] 473 .079 12.632
4 (Constant) 2.660 374 7.108 .000]

Accesibility .148 115 162 1.286 .200] 3090 3.233

Privacy_security 212 129 234  1.648 101 244 4.096

Gender .334 .249 .095  1.339 .183 982 1.018

Functions_quality 142 .180 .138 .788] 432 161 6.207
5 (Constant) 2.725 .364 7.477 .000]

Accesibility .202 .094 2200 2.157 .033 4700 2.127

Privacy_security .282) .093] 311 3.035 .003 467 2.143

Gender .331 .249 .094  1.332 .185] 983 1.018
6 (Constant) 2.871 .349 8.236 .000]

Accesibility .201 .094] 219 2.143 .034 4700 2.127

Privacy_security 272 .093 299 2.924 .004 4700 2.127

a. Dependent Variable: Overall bank satisfaction

Table 6. Regression model estimation (Author's Own Source)

Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. |Tolerance| VIF
1 (Constant) 2.742 431 6.369 .000]
lAccesibility .202 .094 .220 2.149 .033 470 2.127
Privacy_security .282) .093] .310, 3.020 .003 466 2.146|
Gender .332 .250 .094 1.329 .186) .982 1.018
Education -.021] .268| -.005 -.077 939 .995 1.005]

a. Dependent Variable: Overall bank satisfaction

The only dimensions that significantly impact the overall bank satisfaction expressed by
the banks’ clients are the accessibility to the chatbot’s functions and the privacy and
security that the interaction with the chatbot provided. Both dimensions have a positive
impact, an increase of one point in the score given for the experience with the chatbot
determines an average increase of 0.202 and 0.282 points, respectively, in the overall
bank satisfaction, for the same gender and education level of respondents.

The collinearity statistics indicators show that the independent variables in the model
are not linear functions of the other independents, so do not introduce collinearity
problems when estimating the regression coefficients - the Tolerance indicator is above
0.1 and VIF is well below 10.

The average score for overall bank satisfaction is higher than the satisfaction when
interacting with the chatbot, for all dimensions. When interacting with the chatbot,
respondents moderately associate a positive experience of this interaction with good
overall satisfaction with the bank.
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Conclusions

The research results indicate that dimensions that significantly impact the overall bank
satisfaction expressed by the banks’ clients are the accessibility to the chatbot’s
functions and the privacy and security that the interaction with the chatbot provided.

Of course, study limitations may influence the interpretation and application of
presented results - even though surveys presented descriptions for each dimension, it is
not clear how respondents interpreted the descriptions and the survey items.

However, we can conclude it is recommended that organizations should ensure that
their customer is realizing that the provided service is secured, and the risks of service
failure are minimized. Consistent with the ethical approach of data privacy protection,
this aspect is essential for customer satisfaction and loyalty.

The idea of communicating with automated information systems is not entirely
integrated into our society, considering that Al technology has always been
controversial. Moreover, chatbots are very often linked to social network platforms, so
customers’ personal data can easily be accessed by the platform’s administrators.
Therefore, companies must ensure that their customers’ data is well protected, even
more so when financial transactions or any confidential information about financial
accounts are involved. It is recommended that organizations should ensure that their
customer is realizing that the provided service is secured.

References

Adam, M., Wessel, M., & Benlian, A. (2020). Al-based chatbots in customer service and
their effects on user compliance. Electronic markets, 31(2), 427-445.
https://doi.org/10.1007/s12525-020-00414-7

Agarwal, R,, Jacobson, R, Kline, P., & Obeid, M. (2020). The future of customer
experience: Personalized, white-glove service for all. McKinsey & Company.
https://www.mckinsey.com/business-functions/operations/our-insights/the-future-of-
customer-experience-personalized-white-glove-service-for-all

Andrei, A. G., & Adriana, Z. (2014). Branding insights: an interdisciplinary journey from
perception to action. In C. Bratianu (Eds.), Strategica: Management, Finance and Ethics
(pp-593-604). Tritonic. Doi 10.13140/2.1.2268.4483

Atiyah, A., Jusoh, S., & Almajalj, S. (2018). An Efficient Search for Context-Based
Chatbots In 2018 8th International Conference on Computer Science and Information
Technology (pp.125-130). Doi 10.1109/CSIT.2018.8486187

Charij, S., Christodoulides, G., Presi, C., Wenhold, |., & Casaletto, ].P. (2016). Consumer
Trust in User-Generated Brand Recommendations on Facebook. Psychology &
Marketing, 33(12), 1071-1081. https://doi.org/10.1002 /mar.20941

Chung, M., Ko, E., Joung, H., & Kim, S. (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



Business Ethics and CSR 155

Deming, W.E. (1986). Out of the crisis. Cambridge. Massachusetts Institute of
Technology, Center for Advanced Engineering Study.

Fglstad A., Nordheim C.B., & Bjgrkli C.A. (2018). What Makes Users Trust a Chatbot for
Customer Service? An Exploratory Interview Study. In: Bodrunova S. (eds), Internet
Science. Lecture Notes in Computer Science: Vol.11193. Springer.
https://doi.org/10.1007/978-3-030-01437-7_16

Hedrick, N., Beverland, M., & Minahan, S. (2007). An exploration of relational
customers’ response to service failure. Journal of Services Marketing, 21(1), 64-72. Doi:
10.1108/08876040710726301

Jenneboer, L., Herrando, C., & Constantinides, E. (2022). The Impact of Chatbots on
Customer Loyalty: A Systematic Literature Review. Journal of theoretical and applied
electronic commerce research, 17(1),212-229.
https://doi.org/10.3390/jtaer17010011

Jones, T., & Sasser, W. (1995). Why satisfied customers defect. Harvard business review.
73(6), p. 88. https://hbr.org/1995/11/why-satisfied-customers-defect

Kim, ., Giroux, M., & Lee, ].C. (2021). When do you trust AI? The effect of number
presentation detail on consumer trust and acceptance of Al recommendations.
Psychology & Marketing, 38(7), 1140-1155. https://doi.org/10.1002 /mar.21498

Manno, A, Rossi, F., Smriglio, S., & Cerone, L. (2022). Comparing deep and shallow
neural networks in forecasting call center arrivals. Soft Computing.
https://doi.org/10.1007/s00500-022-07055-2

Mattila, A.S. (2004). The Impact of Service Failures on Customer Loyalty. International
Journal of Service Industry Management, 15(2), 134-149. Doi:
10.1108/09564230410532475

Morgeson, F.V., Hult, G.T.M., Mithas, S., Keiningham, T., & Fornell, C. (2020). Turning
Complaining Customers into Loyal Customers: Moderators of the Complaint Handling-
Customer Loyalty Relationship. Journal of Marketing, 84(5), 79-99. Doi:
10.1177/0022242920929029

Nath, A. (2007). A trust-privacy model of customers’ willingness to be profiled and to
transact online: theoretical model and empirical estimation. Doctoral dissertation. Lulea
tekniska universitet.

Ozuem, W., Ranfagni, S., Willis, M., Rovai, S., & Howell, K. (2021). Exploring customers’
responses to online service failure and recovery strategies during Covid- 19 pandemic:
An actor-network theory perspective. Psychology & marketing, 38(9), 1440-1459.
https://doi.org/10.1002/mar.21527

Przegalinska, A., CiechanowskKi, L., Stroz, A., Gloor, P., & Mazurek, G. (2019). In bot we
trust: A new methodology of chatbot performance measures. Business Horizons, 62(6),
785-797.Doi: 10.1016/j.bushor.2019.08.005

Rose, S., Hair, N., & Clark, M. (2011). Online Customer Experience: A Review of the
Business-to-Consumer Online Purchase Context. International journal of management
reviews: IJMR, 13(1), 24-39. https://doi.org/10.1111/j.1468-2370.2010.00280.x.



156 Strategica 2022

Sahu, N., Deng, H., & Mollah, A. (2018). Investigating The Critical Success Factors Of
Digital Transformation For Improving Customer Experience. International Conference
on Information Resources Management (CONF-IRM), 18, 1-13.
https://aisel.aisnet.org/cgi/viewcontent.cgi?article=1020&context=confirm2018

Setia, P., Venkatesh, V., & Joglekar, S. (2013). Leveraging Digital Technologies: How
Information Quality Leads to Localized Capabilities and Customer Service
Performance. MIS quarterly, 37(2), 565-590.
https://doi.org/10.25300/MISQ/2013/37.2.11

Sousa, R. & Voss, C.A. (2009). The Effects of Service Failures and Recovery on Customer
Loyalty in E-services. International Journal of Operations & Production Management,
29(8), 834-864.D0i:10.1108/01443570910977715

Stanescu, D. F., Zbuchea, A., & Pinzaru, F. (2020). Transformational leadership and
innovative work behavior: the mediating role of psychological empowerment.
Kybernetes, 50(5), 1041-1057. https://doi.org/10.1108/K-07-2019-0491

Sun, Y., Yang, C,, Shen, X.-L., & Wang, N. (2020). When digitalized customers meet
digitalized services: A digitalized social cognitive perspective of omnichannel service
usage. International journal of information management, 54, 102200. Doi:
10.1016/j.ijinfomgt.2020.102200

Valle, M.A,, Ruz, G.A., & Masias, V.H. (2017). Using self-organizing maps to model
turnover of sales agents in a call center. Applied soft computing. 60, 763-774.
https://doi.org/10.1016/j.asoc.2017.03.011

Vatamanescu, E. M., Zbuchea, A, Pinzaru, F., & Andrei, A. G. (2016). The Impact of
Relational Capital on SMES Internationalization. Leveraging Versus Offline Business
Networking. In Proceedings of 17th European Conference on Knowledge Management (p.
926-935). Academic Conferences International Limited.

Westerman, G., Bonnet, D., & McAfee, A. (2014). The Nine Elements of Digital
Transformation. MIT Sloan Management Review.
https://sloanreview.mit.edu/article/the-nine-elements-of-digital-transformation

Wilson, A., Zeithaml, V.A,, Mary Jo Bitner, & Gremler, D.D. (2016). Services marketing:
integrating customer focus across the firm. Mcgraw-Hill Education.



