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Abstract

This research aims to examine the factors influencing the usage behavior of Al
chatbots among Generation Y and Z users. The study employs a quantitative research
approach, utilizing a questionnaire to collect data from a sample of 400 respondents.
The sample comprises individuals born between 1981 and 2012 who have used Al
chatbots at least once in the past month. Data analysis was conducted using percentage,
mean, standard deviation, one-way analysis of variance (ANOVA), and multiple regression
analysis. The findings indicate that demographic factors (gender, age, education level,
occupation, average monthly income, and work experience), technology acceptance and
usage factors, and innovation diffusion factors P-valuenificantly influence the Al chatbot
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usage behavior of Generation Y and Z users at a statistically P-valuenificant level. The

findings of this study are beneficial to entrepreneurs and organizations, as they can be

utilized to develop products that align with user needs, formulate business and

marketing strategies, enhance operational efficiency, and implement Al chatbot

technology effectively within the business sector in accordance with market demands.
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Demographics

Gender
Age

Educational Level

Occupation Al Chatbot Usage Behavior

Level of Income ® Frequency of Use per Week

Work Experience ® Proportion of Use for Work or Daily

Life

Acceptance and Use of Technology

Performance Expectation ® Appropriate Membership Pricing

Effort Expectation ® Subscription Intention Trends

Facilitating Conditions
Social Influence
Habit

Trust and Security

Diffusion of Innovation

Relative Advantage
® Compatibility
® Trialability

Figure 1 Research Conceptual Framework
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Table 1 Percentage of Data on Demographic Factors

Demographics Frequency Percentage
Gender Male 137 34.25
Female 263 65.75
Total 400 100.00
Age 18-27 ages (Gen 2) 174 43.50
28-43 ages (Gen Y) 226 64.75
Total 400 100.00
Educational Lower than bachelor's degree 57 14.25
qualification Bachelor's degree 259 64.75
Master's degree or higher 84 21.00
Total 400 100.00
Occupation Private company employee 159 39.75
Government official / State enterprise 107 26.75
Entrepreneur / Business owner 45 11.25
Student 72 18.00
Others (e.g., unemployed, freelancer) 17 4.25
Total 400 100.00
Average Monthly  Less than or equal to 15,000 Baht 79 19.75
Income 15,001 - 25,000 Baht 94 23.50
25,001 - 35,000 Baht 64 16.00
35,001 - 45,000 Baht 102 25.50
More than 45,000 Baht 61 15.25
Total 400 100.00
Work Experience  No work experience 46 11.50
Less than 1 year 67 16.75
1-5 years 89 22.25
More than 5 years 198 49.50
Total 400 100.00
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Table 2 Independent Samples T-Test Examining the Effects of Gender and Age on Al Chatbot Usage

Behavior
Demographics Frequency Frequency of Proportion of Appropriate Subscription
Use per Week  Use for Work or  Membership Intention
Daily Life Pricing Trends
n t P-value t P-value t P-value t P-value
Gender
Male 137
0.926 0.702 -1.032 0.507 -0.518 0.833 0.531 0.750
Female 263
Age
18-27 ages (Gen Z) 174
5.785 0.000* 3769  0.000** -3.445 0.321 4.366 0.951
28-43 ages (Gen Y) 226

Note: **P-value <0.01
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Table 3 One-Way ANOVA Results for Weekly Al Chatbot Usage Frequency Behavior

Demographics SS df MS F P-value
Between Groups 442.186 2 221.093 4.315 0.014*
Within Groups 20343.324 397 51.243
Educational qualification Total 20785.510 399
Occupation Between Groups 732.677 4 183.169 3.608 0.007**
Within Groups 20052.833 395 50.767
Total 20785.510 399
Between Groups 1862.093 4 465.523 9.717 0.000**
Average Monthly Income  Within Groups 18923.417 395 47.907
Total 20785.510 399
Work Experience Between Groups 1894.472 3 631.491 13.238 0.000**
Within Groups 18891.038 396 47.705
Total 20785.510 399

Note: **P-value <0.01 , *P-value <0.05
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Table 4 One-Way ANOVA Results for the Proportion of Usage Behavior in Work or Daily Life

Demographics SS df MS F P-value
Between Groups 1570.655 2 785.327 2.119 0.121
Within Groups 147106.305 397 370.545
Educational qualification Total 148676.960 399
Occupation Between Groups  12014.570 4 3003.642 8.682 0.000**
Within Groups ~ 136662.390 395 345.981
Total 148676.960 399
Between Groups ~ 6060.360 4 1515.090 4.196 0.002**
Average Monthly Income  Within Groups 142616.600 395 361.055
Total 148676.960 399
Work Experience Between Groups ~ 12008.216 3 4002.739 11.598 0.000**
Within Groups 136668.744 396 345.123
Total 148676.960 399

Note: **P-value <0.01
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Table 5 One-Way ANOVA Results for the Optimal Subscription Package Pricing Behavior

Demographics SS df MS F P-value
Between Groups ~ 83238.150 2 41619.075 1.690 0.186
Within Groups 9774149.410 397 24620.024
Educational qualification Total 9857387.560 399
Occupation Between Groups ~ 278047.779 4 69511.945 2.866 0.023*
Within Groups 9579339.781 395 24251.493
Total 9857387.560 399
Between Groups ~ 985355.540 4 246338.885 10.967 0.000**
Average Monthly Income ~ Within Groups ~ 8872032.020 395 22460.841
Total 9857387.560 399
Work Experience Between Groups  582697.791 3 194232.597 8.293 0.000**
Within Groups ~ 9274689.769 396 23420.934
Total 9857387.560 399

Note: **P-value <0.01 , *P-value <0.05
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Table 6 One-Way ANOVA Results for Subscription Tendency Behavior

Demographics SS df MS F P-value
Between Groups 1385.898 2 692.949 1.916 0.149
Within Groups 143560.651 397 361.614
Educational qualification Total 144946.549 399
Occupation Between Groups 3227.425 4 806.856 2.249 0.063
Within Groups 141719.124 395 358.783
Total 144946.549 399
Between Groups ~ 8383.858 4 2095.965 6.062 0.000**
Average Monthly Income ~ Within Groups ~ 136562.691 395 345.728
Total 144946.549 399
Work Experience Between Groups ~ 5268.075 3 1756.025 4.978 0.002**
Within Groups 139678.474 396 352.723
Total 144946.549 399

Note: **P-value <0.01
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Table 7 Multiple Linear Regression Analysis of Technology Acceptance and Usage Factors and
Innovation Diffusion Factors Influencing Weekly Usage Frequency Behavior

Independent variable B Std.Error Beta t P-value Tolerance VIF
(Constant) -38.222 1.928 -19.827 0.000
Performance Expectation 5341 0.391 0.490 13.646 0.000** 0.688 1.454
Effort Expectation 1.342 0.493 0.099 2.724 0.007** 0.670 1.493
Facilitating Conditions 0.597 0.472 0.044 1.264 0.207 0.724 1.381
Social Influence 1.096 0.514 0.081 2.130 0.034* 0.608 1.645
Habit 1.251 0.473 0.094 2.642 0.009** 0.699 1.430
Trust and Security 3.206 0.559 0.234 5.741 0.000** 0.532 1.880
(Constant) -31.505 2.237 -14.083 0.000
Relative Advantage 3.903 0.494 0.327 7.898 0.000** 0.785 1.273
Compatibility 1.100 0.530 0.086 2.076 0.038* 0.794 1.260
Trialability 6.493 0.604 0.441 10.749 0.000** 0.800 1.250

Note: **P-value <0.01 , *P-value <0.05
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Table 8 Multiple Linear Regression Analysis of Independent Variables Influencing the Proportion of

Usage Behavior in Work or Daily Life

Independent variable B Std.Error  Beta t P-value Tolerance VIF
(Constant) -63.628 7.049 -9.027 0.000
Performance Expectation 8.367 1.431 0.287 5.847 0.000** 0.688 1.454
Effort Expectation 5.170 1.801 0.143 2.871 0.004** 0.670 1.493
Facilitating Conditions 0.273 1.725 0.008 0.158 0.874 0.724 1.381
Social Influence 4.981 1.881 0.138 2.649 0.008** 0.608 1.645
Habit 0.963 1.731 0.027 0.556 0.578 0.699 1.430
Trust and Security 6.362 2.042 0.174 3.116 0.002%* 0.532 1.880
(Constant) -37.232 7.351 -5.065 0.000%**
Relative Advantage 7.562 1.624 0.237 4.657 0.000** 0.785 1.273
Compatibility 0.628 1.740 0.018 0.361 0.718 0.794 1.260
Trialability 11.199 1.985 0.284 5.642 0.000%** 0.800 1.250

Note: **P-value <0.01 , *P-value <0.05
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Table 9 Multiple Linear Regression Analysis of Independent Variables Influencing the Optimal

Subscription Package Pricing Behavior

Independent variable B Std.Error  Beta t P-value Tolerance VIF
(Constant) -365.282 60.767 -6.011 0.000
Performance Expectation 49.506 12.337 0.208 4.013  0.000%** 0.688 1.454
Effort Expectation -4.954 15.525 -0.017  -0.319 0.750 0.670 1.493
Facilitating Conditions 44.605 14.873 0.152 2.999  0.003** 0.724 1.381
Social Influence 80.338 16.213 0.274 4.955  0.000** 0.608 1.645
Habit 1.128 14.925 0.004  0.076 0.940 0.699 1.430
Trust and Security 17.440 17.606 0.058 0.991 0.322 0.532 1.880
(Constant) -114.959 62.913 -1.827 0.068
Relative Advantage 45.113 13.896 0.174  3.246  0.001** 0.785 1.273
Compatibility 10.227 14.896 0.037 0.687 0.493 0.794 1.260
Trialability 65.885 16.989 0.205 3.878  0.000** 0.800 1.250

Note: **P-value <0.01 , *P-value <0.05
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Table 10 Multiple Linear Regression Analysis of Independent Variables Influencing Subscription
Tendency Behavior

Independent variable B Std.Error Beta t P-value Tolerance VIF
(Constant) -66.574 6.061 -10.983 0.000
Performance Expectation 14914 1.231 0.518 12119  0.000** 0.688 1.454
Effort Expectation 0.061 1.549 0.002 0.039 0.969 0.670 1.493
Facilitating Conditions 0.163 1.484 0.005 0.110 0.913 0.724 1.381
Social Influence 8.159 1.617 0.229 5.045 0.000** 0.608 1.645
Habit 1.735 1.489 0.049 1.165 0.245 0.699 1.430
Trust and Security 2.292 1.756 0.063 1.305 0.193 0.532 1.880
(Constant) -43.195 6.981 -6.187  0.000**
Relative Advantage 10.401 1.542 0.330 6.745 0.000** 0.785 1.273
Compatibility 2.501 1.653 0.074 1.513 0.131 0.794 1.260
Trialability 8.926 1.885 0.230 4.735 0.000** 0.800 1.250

Note: **P-value <0.01 , *P-value <0.05
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