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The Effects of the Type of Online Chatting Service Interface
Focusing on Company Status
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B Abstract &

Recent advances in digital purchase platforms allow consumer to easy to access online purchase, but the online
purchase systems often occurs a negative situations such as service failure. When customer experiences negative
service, they want to communicate with the company online chatting service. But not much is known about how
customers online chatting service's contextual cues effectiveness. So, the current research seeks to examine the effects
of type of online chatting service interface and company market status on customers’ perception of service quality
and satisfaction with online chatting services. The results of two studies show that, when customer experienced
negative online service, they expected to a high status (vs a low status) company had offered better service. but
their service request are not met, customers perceive better service quality if served by a low status (vs high status)
company represented by a logo (vs. an emoji). These findings will help marketing practitioners strategically how design
their chatting service interface according to the their status when they communicate with customer who experienced
negative service.
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Imagine you are in the situation below.

You are trying to purchase a new sneakers.
While finding information regarding sneakers, you find a sneakers’ multi-
brand shop “Hyper Shoes".

"Hyper Shoes" is one of the topnotch multi-brand shops which possesses
shops in all cities nationwide, various sneakers, 90% market share, and six
million social network followers.

Imagine you are in the situation below.

You are trying to purchase a new sneakers.
While finding information regarding sneakers, you find a sneakers’ multi-
brand shop "Hyper Shoes".

“Hyper Shoes” is a small multi-brand shop which possesses shops in a few
cities nationwide, not much various sneakers, less than 10% market
share, and sixty thousand Social Network Followers.
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On the website of Hyper Shoes, you typed in your personal information,
credit card number, and credit card password to purchase JD1, which
are sneakers that you like. Then, during the approval process, an error
occurred — therefore, at this moment you are not sure whether the

transaction went through.

You are now about to contact Hyper Shoes via its online chatting service

and talk with a representative.
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[Now, you are talking with a customer service representative of
Hyper Shoes through its online chatting customer service.]

Hyper Shoes

/feeww_HyparShoss cam,/Chatting sarvice/
Hyper Shoss.

Weicome to Hyper Shoes.com. How can | help you?

Hey, | wanted to buy JD1 but something went wrong
during the cradit card approval on your website Can
you chack the order status? My account ID is james80

Hyper Shoss.

Plaate wait

Based on our information, your transaction did not
seem ta have gone through.

So | was nat charged, right!

(2]

Hypar Hyper Shoes

Shoes That | cannet be 100% sure about [t was not charged
in our system, but the card sarvices sometimes have
their own issues. 5o it would be the best to check
with the credit card company. to be safe.

Got it Thanks. @I

[Now, you are talking with a customer service representative of
Hyper Shoes through its online chatting customer service.]

Hyper Shoes

I http://www. HyperShoss com/Chatting service/

Hs1
Welcome 1o Hyper Shoes.com. How can | heip you?

Hery, | wanted 1o buy JD1 but semething went wrong

eluring the credit card approval on your website Can

you check the order status? My account |D is james80.
HS1

Please wait

Based on our information, your transaction did not
zeem to have gone through,

(2]

Sa'| was nat charged, right?

H&1
That | cannet be 100% sure about It was not charged
in our system, but the card services sometimes have
their own issues. 50 it would be the best to check
with the credit card company, to be safe.

Gat it. Thanks @I
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