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ABSTRACT 

The rapid growth of artificial intelligence (AI) has transformed how businesses interact 

with their customers. However, in many developing regions like Kabale Municipality in 

Uganda, traditional customer service methods still dominate. This study aimed to 

design and evaluate a Chat Bot Powered Customer Engagement System tailored to the 

needs of local businesses. The main objective was to improve customer satisfaction, 

automate sales processes, and enhance operational efficiency using AI technologies 

such as chatbots, natural language processing (NLP), and predictive analytics. 

A mixed-method research approach was used, combining quantitative data from 235 

distributed questionnaires (179 returned) and qualitative insights from interviews and 

observations. The study revealed that existing customer engagement strategies are 

slow, generic, and prone to miscommunication. Most respondents agreed that AI 

systems could offer faster response times, better personalization, and improved service 

quality. A prototype AI system was developed and tested in selected businesses. 

Regression analysis showed that AI adoption accounted for 64% of improvements in 

business performance, confirming its effectiveness. 

Despite challenges such as limited technical knowledge, infrastructure gaps, and fear 

of job loss, the overall response to AI was positive. Interviewees expressed interest in 

using AI, especially if the system supports local languages and complements human 

staff. The study concludes that AI-powered engagement systems can greatly benefit 

businesses in Kabale if implemented thoughtfully. It recommends hybrid AI-human 
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models, localized system customization, and ongoing training to ensure effective 

adoption and long-term impact. 

Keywords: Artificial Intelligence, Customer Engagement, Chatbots, Predictive 

Analytics, Uganda, Business Efficiency, NLP, Kabale Municipality  
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CHAPTER ONE 

INTRODUCTION 

1.0 Introduction 

This study was aimed at developing a Chat Bot Powered Customer Engagement System 

using the latest technologies to achieve optimum sales automation, customer 

experience, and business processes. The case study of Kabale Municipality, Uganda, 

provides another perspective for the implementation of AI solutions in the developing 

market context. 

1.1 Background of the Study 

Artificial Intelligence (AI) has significantly transformed the customer engagement 

landscape through enabling businesses to interact with consumers based on 

personalized, automated, and data-driven strategies. AI technologies improve customer 

experiences using methods that involve machine learning, natural language processing 

(NLP), and predictive analytics, resulting in enhanced satisfaction and organizational 

performance (Huang & Rust, 2021). Notwithstanding these benefits, most organizations, 

particularly in developing countries such as Uganda, confront challenges such as 

technological constraints, high costs of implementation, and scarcity of specialized 

skills (Mukherjee et al., 2020). 

The advent of customer engagement systems based on artificial intelligence has 

revolutionized business interactions, making them more efficient and responsive to 
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consumer trends. Businesses are increasingly utilizing AI to conduct customer analysis, 

predict consumer preferences, and provide personalized experiences (Nguyen et al., 

2022). The use of AI-based engagement systems differs widely across different 

economic environments. In contrast to advanced economies, where customer 

relationship management systems have effectively incorporated artificial intelligence, 

organizations operating in emerging economies are hindered by adoption challenges 

due to infrastructural and technical limitations (Goyal & Kumar, 2021). 

1.1.1 Contextual Perspective 

Adoption of artificial intelligence in customer engagement varies greatly by geographic 

region on the basis of economic, technological, and infrastructural differences. In more 

developed economies, organizations have been able to incorporate AI into their 

customer engagement processes, with pioneering organizations leveraging AI-driven 

recommendation engines, virtual assistants, and conversational AI chatbots (Goyal & 

Kumar, 2021). These applications aid in streamlining customer experience through real-

time, personalized feedback, thereby generating brand loyalty and revenue. 

Conversely, in developing economies like Uganda, AI adoption remains in its infancy. 

Many businesses lack the necessary infrastructure, digital skills, and financial resources 

to deploy AI-powered engagement systems effectively (Mugisha et al., 2022). In Kabale 

Municipality, businesses continue to rely on traditional customer service methods, such 

as phone calls, in-person interactions, and basic social media messaging, which often 

result in delayed responses, customer dissatisfaction, and loss of potential clients 

(Turyakira & Kamukama, 2021). 
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Despite all of these challenges, the opportunities for AI adoption in Uganda remain 

enormous. As internet penetration and mobile phone usage continue to grow, more 

businesses are looking for digital ways to connect with clients. The Ugandan government 

has also launched programs aimed at boosting ICT development, such as the National 

Digital Transformation Roadmap (2022–2026), which aims to promote AI and digital 

adoption across the economy (Ministry of ICT & National Guidance, Uganda, 2022). The 

introduction of AI-driven customer engagement systems within Kabale Municipality 

would be consistent with these national initiatives, simultaneously allowing enterprises 

to enhance their competitiveness in the digital marketplace. 

The other primary challenge of AI adoption in this market is the lack of localized AI 

solutions that are tailored to the unique needs of Ugandan businesses. The majority of 

existing AI systems are configured for the Western market and may not effectively deal 

with problems such as local language processing, cultural sensitivities in customer 

engagements, and internet connectivity issues (Omwansa & Sullivan, 2021). To realize 

maximum AI adoption in Kabale Municipality, businesses require an AI-based customer 

interaction platform that is not only affordable, adaptable to suit local business models, 

but also capable of performing in low digital infrastructure settings.  

1.1.2 Conceptual Perspective 

Customer engagement refers to the interactions between businesses and their 

customers to build strong relationships, improve brand loyalty, and drive sales. 

Traditionally, businesses relied on manual engagement techniques, including direct 

communication via telephone, email, and face-to-face interactions. However, with 
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advancements in AI and digital technology, businesses have increasingly adopted 

automated engagement strategies to enhance efficiency and scale operations (Mikalef 

& Krogstie, 2020). 

Chat Bot Powered Customer Engagement Systems leverage various technologies to 

improve business interactions. These include: 

Chatbots and Virtual Assistants – AI-driven chatbots powered by NLP can handle 

customer inquiries, provide recommendations, and offer instant support without human 

intervention (Huang & Rust, 2021). 

Sentiment Analysis – AI tools analyze customer emotions in messages and reviews to 

gauge satisfaction levels and improve service quality (Rietsche et al., 2021). 

Predictive Analytics – Businesses use AI to predict customer behavior, personalize 

marketing campaigns, and anticipate service demands based on data trends (Nguyen et 

al., 2022). 

Omnichannel Integration – AI facilitates seamless communication across multiple 

channels, including social media, email, and websites, ensuring a consistent customer 

experience across platforms (Goyal & Kumar, 2021). 

Despite these technological advancements, many AI-powered systems struggle with 

contextual responsiveness—the ability to tailor interactions based on real-time 

customer context. Most AI-driven engagement solutions are rule-based or trained on 

Western datasets, making them ineffective in localized business environments 

(Turyakira & Kamukama, 2021). This study aims to design an adaptive AI-powered 
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engagement system that considers the unique customer interaction patterns, language 

preferences, and digital behaviors within Kabale Municipality. 

Additionally, data privacy remains a major concern in AI adoption. Businesses must 

balance AI-driven automation with customer data protection to ensure compliance with 

regulations such as Uganda’s Data Protection and Privacy Act (2019) and international 

standards like GDPR (Mukherjee et al., 2020). Developing an Chat Bot Powered 

Customer Engagement System for Kabale Municipality requires addressing these 

concerns while ensuring seamless integration with existing business operations.  

1.1.3 Theoretical Perspective 

This study was grounded in two key theoretical frameworks: 

Digital Transformation Theory 

This study was founded on two main theoretical frameworks: 

Digital Transformation Theory 

The digital transformation theory describes the practices through which organizations 

embed digital technologies to enable operational efficiency, improve customer 

experience, and compete in a shifting market (Vial, 2019). 

AI-based engagement systems are a core part of digital transformation, enabling 

businesses to automate interactions, enhance workflows, and make data-driven 

decisions. However, digital transformation requires that businesses address 

technological, organizational, and cultural challenges (Mikalef et al., 2021). This study 
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examines how businesses in Kabale Municipality can leverage the principles of digital 

transformation to effectively implement AI-based engagement solutions. 

 Behavioral Economics Theory 

Behavioral economics theory looks at how individuals make decisions based on cognitive 

biases, emotions, and heuristics (Thaler & Sunstein, 2021). 

AI-based customer experience platforms leverage behavioral analysis to anticipate 

customer needs, make purchase decisions, and enhance customer satisfaction. AI-

powered recommendation systems, for example, employ behavior data to promote 

products, facilitating higher sales conversion rates (Huang & Rust, 2021). In this 

research work, we deploy principles of behavioral economics to address how AI 

frameworks can be perfected to improve the customer experience for Ugandan firms. 

Moreover, artificial intelligence-powered engagement systems need to be designed 

with human needs in mind so that AI resources support human communication rather 

than substitute for it. Most consumers continue to favor a hybrid model of engagement, 

in which AI streamlines simple interactions and human representatives address 

complicated queries (Nguyen et al., 2022). This study explores how business 

organizations in Kabale Municipality can adopt an AI-powered engagement approach 

that combines automation with human touch to improve customer satisfaction and 

trust.. 

1.2 Problem Statement 
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Despite ongoing integration of artificial intelligence into business operations, most AI-

powered customer engagement platforms have shortcomings in terms of flexibility, 

usability, and context sensitivity. Businesses in Uganda have significant challenges in 

adopting AI technologies, with high deployment costs, a shortage of competent human 

resources, and inadequate infrastructure as some among the key limitations. This has 

left customer experiences below desired levels, leading to low customer satisfaction 

and hampered business development (Adu et al., 2021). This study aims at solving these 

limitations by proposing an AI-enriched engagement platform that emphasizes the 

unique business context in Kabale Municipality, Uganda.  

1.3 Main Objective of the Study 

To develop an Chat Bot Powered Customer Engagement System that enhances customer 

satisfaction, automates sales processes, and improves business efficiency using 

advanced technologies. 

1.3.1 Specific Objectives 

i. i. To examine the limitations of existing Chat Bot Powered Customer Engagement 

Systems. 

ii. ii. To design a scalable architecture that supports real-time agility and allows 

easy integration with business applications. 

iii. iii. To evaluate and validate the effectiveness of the system at enhancing 

customer interaction and organizational outcomes. 

1.4 Research Questions 
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1. 1. What are the major limitations of existing AI-based customer engagement 

systems? 

2. 2. How can advanced technologies improve artificial intelligence systems to 

heighten customer satisfaction? 

3. 3. How does the proposed system influence operational efficiency as well as 

revenue growth? 

1.5 Scope of the Project 

1.5.1 Content Scope 

This research explores how an AI-driven customer engagement system supported by 

machine learning, natural language processing capabilities, and predictive analytics can 

be used to improve customer engagement. It explores current AI-supported engagement 

platforms, determines their gaps, and discovers how an improved system can equate to 

increased business performance. 

 

1.5.2 Geographical Scope 

The research was conducted in Kabale Municipality, Uganda, a municipality 

characterized by its growing commercial activity and continued adoption of digital 

technologies. This research evaluates the effectiveness of applying an AI-based 

engagement system in this specific context. 

1.5.3 Time Scope 
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The research covers January 2025 through May 2025, analyzing the period over which 

engagement technologies powered by artificial intelligence have recorded an increase 

in adoption in various industries. 

1.6 Limitations 

The investigation can be hindered by: 

Limited access to artificial intelligence resources and expertise in Kabale Municipality. 

Local businesses remain resistant to adopting artificial intelligence, mainly due to 

concerns over costs and complexity involved. 

The likelihood of getting bias in data collection due to varying levels of digital literacy 

by entrepreneurs. 

Mitigation measures include putting in place extensive training programs, utilizing 

cloud-based capabilities for artificial intelligence, and cooperation with local 

businesses through system assessments. 

1.7 Significance of the Study 

To Administrators 

The research identified useful recommendations for business organizations and policy-

making bodies, specifically that there is a necessity to implement artificial intelligence 

in customer experience. It was possible to create economically viable projects to 

increase customer satisfaction and enhance business efficiency. 

To the Researcher 
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This study contributes to the existing body of knowledge by enhancing the literature on 

artificial intelligence-powered customer engagement systems and their utilization in 

developing economies. It paves the way for further research on the application of AI in 

business in Uganda. 

 

1.8 Conceptual Framework 

A conceptual model outlines the relationships between variables that are studied within 

research. Independent variables, such as the characteristics of an AI-powered 

engagement system like chatbots, predictive analytics, and automation, affect 

dependent variables such as customer satisfaction, sales automation, and general 

business effectiveness.  

1.8.1 Variables and Relationships 

The variables in this current study were categorized as independent, dependent, and 

moderating to investigate how they relate to each other in terms of AI-based customer 

engagement systems in Kabale Municipality, Uganda. The dynamics among these 

variables are vital to understand when determining how AI adoption affects business 

performance, customer satisfaction, and operational efficacy.  

1.8.1.1 Key Variables in the Study 

1. Independent Variables (IVs) – Artificial Intelligence technologies and System 

Capabilities 
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The determinants of differences in operational effectiveness and customer interaction 

processes are outlined as below. The independent variables include: 

Artificial intelligence-enabled automation is the extent to which AI simplifies customer 

interactions, responses, and transactions. 

Natural Language Processing and Sentiment Analysis are capabilities of artificial 

intelligence that provide the understanding and response to consumer requests and 

emotional feedback. 

Personalization and predictive analytics involve the use of artificial intelligence in 

personalization customer interactions and predicting future behavior. 

Omnichannel Integration – The system’s ability to work across multiple communication 

platforms (social media, email, website, SMS). 

Scalability and Flexibility of the System – The ability of the system to efficiently 

support businesses of different types and scales in Kabale Municipality. 

These influence how organizations communicate with their customers and improve their 

sales and service activities. 

Dependant Variables (DVs) – Outcomes in business performance and customer 

engagement 

The expected outcomes resulting from applying an artificial intelligence-based 

customer engagement system are outlined below: 

Customer satisfaction is determined by response times, effectiveness of solutions 

offered, and personalized interactions. 



12 
 

Operational Efficiency – Reduction in manual workload, improved speed of service 

delivery, and cost-effectiveness. 

Sales Growth and Revenue – Increased conversion rates achieved through heightened 

involvement and targeted promotion activities. 

Customer Loyalty and Retention – How Artificial Intelligence-powered interactions 

shape customer repeat business and customer loyalty towards companies. 

These variables depend on how well the AI-powered system was implemented and 

optimized for local business needs in Kabale Municipality. 

Moderating Variables – External and Organizational Factors 

The following factors influence the strength or direction of the correlation between 

artificial intelligence-enabled customer engagement and organizational performance. 

These include: 

Digital competence and business preparedness are defined as local businesses' ability 

to successfully adopt and utilize artificial intelligence technologies. 

Internet Penetration & Technological Infrastructure – The availability of reliable 

internet and ICT infrastructure in Kabale Municipality. 

Regulatory Compliance & Data Privacy – Adherence to Uganda’s Data Protection and 

Privacy Act (2019) and international standards like GDPR. 
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Consumer sentiment, trust in computerized systems, as well as the willingness to use 

computerized service websites, are cultural and behavioral elements. 

 

The moderating variables can either amplify or limit the implications of AI-powered 

customer engagement. 

1.8.1.2 Relationships between Variables 

The study investigates the effects of AI-powered customer experience on organizational 

effectiveness and consumer satisfaction, with exogenous variables moderating these 

effects. 

Relationship between AI Technologies & Customer Engagement 

The IV, enabled by artificial intelligence, improves customer satisfaction (DV) as it 

decreases response times and enhances services availability. 

The use of personalization and predictive analytics (independent variable) improves 

customer loyalty (dependent variable) by offering customized suggestions and proactive 

customer care. 

Natural Language Processing (NLP) and sentiment analysis (IV) are designed to increase 

engagement (DV) by offering context-relevant responses that match customer 

sentiment and needs. 

A business based in Kabale, having introduced an AI chatbot into its customer support 

operations, noticed faster response times and better customer satisfaction, with 

reduced reliance on human interventions. 
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2. Relationship Between Artificial Intelligence Integration and Organizational 

Performance 

The use of omnichannel artificial intelligence engagement (IV) improves operational 

efficiency (DV) by lowering customer services costs and resolving queries via various 

channels. 

The system's expandability (IV) improves revenue generation (DV) as it allows for 

increased customer engagement with little extra expenditure. 

The retail business located in Kabale that utilizes AI chatbots via channels like 

WhatsApp, Facebook, and its website can interact with more customers effectively, 

hence enhancing potential sales. 

3. The Moderating Effects of External Variables 

Business readiness moderates the relationship between AI adoption and business 

performance – businesses with higher digital literacy implement AI more effectively, 

leading to better results. 

 

Technological infrastructure moderates the impact of AI automation on efficiency – 

businesses in areas with unreliable internet may struggle with AI adoption, reducing 

expected benefits. 

Regulatory compliance acts as a moderating variable affecting both customer trust and 

AI personalization; customers show hesitation in their interactions when AI systems do 

not comply with Uganda's data protection law. 



15 
 

 

The business in Kabale may consider utilizing AI-powered chatbots for bookings, though 

poor internet connectivity may pose a hindrance to its proper functioning, thus 

affecting the overall efficiency of integrating AI.  

  

Customer Satisfaction 

Operational Efficiency 

Sales Growth & Revenue 

Customer Retention & Loyalty 

 

 

AI-driven Automation 

Natural Language Processing 

(NLP) & Sentiment Analysis 

Personalization & Predictive 

Analytics 

Omnichannel Integration 

System Scalability & 

Adaptability 

Business Readiness & Digital Literacy 

Internet Penetration & Technological 

Infrastructure 

Regulatory Compliance & Data Privacy 

Cultural & Behavioral Factors 

Dependent Variables 
Independent Variables 

Intervening Variables 

Figure 1 Conceptual Framework 
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction 

The customer interaction space supported by artificial intelligence has evolved a great 

distance 

because of advances made in machine learning, natural language processing, and 

artificial intelligence. The technologies have transformed how organizations engage 

with customers, improving operational effectiveness, personalization, and customer 

satisfaction in general. This chapter analyzes theoretical models, reviews applicable 

studies at global, national, and local levels, acknowledges research gaps, and outlines 

system requirements.  

 2.1 Conceptual Models 

Conceptual models provide an organized representation of the operational dynamics 

involved in customer engagement platforms augmented by artificial intelligence. 

Conceptual models outline the interlinkages, structural elements, and procedural 

routes governing AI-augmented engagement tools. 

2.1.1 Use Case Diagram 

The use case diagram illustrates the way the users communicate with an artificial 

intelligence-based customer engagement platform. They are mainly: 
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Consumers communicate with artificial intelligence systems using several different 

interfaces such as chatbots, voice assistants and websites. 

Artificial Intelligence-powered Virtual Assistants (handling customer requests and 

returning automated responses). 

Business Operators (analyzing AI-generated insights to optimize customer interactions). 

The above diagram helps outline functional needs and users in AI-based communication. 

 

Figure 2: Use Case Diagram 

2.1.2 System Architecture Diagram 

The system architecture of AI-powered customer engagement includes multiple layers: 

User Interface Layer – Chatbots, mobile/web apps, and virtual assistants facilitating 

interaction. 

AI Processing Layer – NLP algorithms and sentiment analysis tools for intelligent 

responses. 
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Data Layer – Databases storing customer preferences, transaction history, and real-time 

feedback. 

Integration Layer – APIs linking AI services and customer relationship management 

(CRM). 

A well-defined architecture ensures scalability, adaptability, and seamless integration 

into existing business infrastructures (McKinsey & Company, 2023). 

 

Figure 3: System Architecture Diagram 

2.1.3 Sequence Diagram 

A sequence diagram illustrates the step-by-step movement of customer interaction with 

AI-powered interactions. It highlights: 
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Query initiation by customers. 

AI processing of requests using NLP models. 

Database retrieval of customer history for personalized responses. 

Automated response generation through chatbots or virtual assistants. 

Customer feedback collection for continuous system improvement. 

These frameworks guide customer engagement system development and deployment 

with artificial intelligence, enabling effective and impactful consumer interactions.  

 

Figure 4: Sequence Diagram 

2.2 Related Studies 
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The impact of artificial intelligence-driven customer engagement has been explored 

based on different perspectives, namely global, national, and local, thus revealing 

trends, issues, and adoption levels in different regions. 

2.2.1 Global Perspective 

Customer engagement driven by artificial intelligence has found extensive adoption in 

all major industries such as e-commerce, banking, healthcare, and telecom. 

Artificial Intelligence in E-commerce and Consumer Interaction 

McKinsey & Company research is shown to have illustrated that AI-based 

recommendation systems and chatbots increase customer loyalty and rates of 

conversion in sales. These types of technologies use consumer tastes, online conduct, 

and past shopping habits to provide personalized shopping experiences. For instance, 

both Alibaba and Amazon use AI-based recommendation techniques that improve 

figures for repeated purchases by 35% (McKinsey & Company, 2023). 

NLP and Sentiment Analysis for Customer Engagement 

Li and Huang's (2021) research in the Journal of Artificial Intelligence Research 

highlights how sentiment analysis based on natural language processing (NLP) is crucial 

in understanding customer sentiment. Natural Language Processing-based algorithms 

such as BERT (Bidirectional Encoder Representations from Transformers) are used to 

analyze social media, email, and chatbot-based interactions to gauge customer 

sentiment and improve services. 

Artificial Intelligence and Consumer Loyalty in Financial Services 
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According to research by IBM Watson Research (2022), banking's artificial intelligence-

powered virtual assistants reduced response times by 30% at the same time as improving 

customer satisfaction scores. Banks use AI-based tools for fraud detection as well as 

customized financial counseling services to enhance customers' overall satisfaction (IBM 

Watson Research, 2022). 

Ethical Considerations in Artificial Intelligence-Powered Customer Engagement 

Raji and Buolamwini (2020) carried out an investigation published in the Journal of AI 

Ethics that explains the problems linked to algorithmic bias in AI-powered customer 

service platforms. Artificial intelligence models, if not designed carefully, can be 

drivers of discrimination by race, gender, or geography, thus posing ethical challenges 

in customer service.  

2.2.2 National Perspective 

AI adoption in customer engagement varies by country, with technological 

infrastructure and regulatory frameworks shaping implementation. 

Artificial Intelligence in Customer Engagement in the United States 

US corporations, like Amazon, Google, and Apple, use customer engagement 

technologies powered by artificial intelligence, utilizing voice assistants such as Alexa 

and Siri (MIT Technology Review, 2022). These machine learning-based systems 

gradually enhance their capabilities by interacting with customers and thus promote 

greater personalization and convenience. 

GDPR Compliance and AI in Europe 
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A study by the Oxford Internet Institute (2021) found that European artificial 

intelligence systems prioritize data privacy due to the General Data Protection 

Regulation (GDPR). AI-driven chatbots must adhere to strict privacy laws, thus ensuring 

that customer interactions are not only secure but also transparent. 

Artificial Intelligence-Powered Customer Support in Africa 

Within Africa, companies such as Safaricom's M-Pesa have integrated chatbots powered 

by artificial intelligence into its mobile banking offerings (Nairobi AI Research, 2022). 

The AI-powered assistants help provide automated customer care with reduced human 

intervention, ensuring improved financial inclusion. 

2.2.3 Local Perspective (Uganda – Kabale Municipality Case Study) 

The adoption of AI-based customer engagement in Kabale Municipality, Uganda, 

remains hindered by constraints in areas of infrastructure as well as economics. 

However, various industries have started exploring possible uses for AI. 

AI in Ugandan Financial Services 

Regional banks are integrating artificial intelligence-powered virtual assistants to deal 

with core banking processes. A report by the Uganda Communications Commission 

(2023) shows that customer care using AI has substantially reduced response times for 

services within metropolitan areas. 

Challenges in AI Implementation in Local Businesses 

Despite the promise of artificial intelligence, businesses in Kabale face limited access 

to AI expertise and high implementation costs. A study by the Makerere AI Research 
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Institute (2022) revealed that a lack of technical know-how remains a significant barrier 

to AI adoption in Uganda.  

2.3 Research Gap 

There has been extensive research on customer interaction with artificial intelligence 

(AI); however, there are some limitations that still require scrutiny. The major 

constraint is the poor focus on the use of AI in small and medium-sized businesses 

(SMEs). Most studies have been focusing on large companies with adequate financial 

and technological capabilities for use in customer services applications (Li & Huang, 

2021). On the other hand, SMEs, especially those in developing countries like Uganda, 

are faced with limitations such as high startup costs, a limited team of qualified 

personnel, and underdevelopment in terms of infrastructure (Uganda Communications 

Commission, 2023). The scope of this research is to address this shortcoming by 

exploring how SMEs embrace AI-enriched customer interaction systems while 

considering economically feasible and scalable options. 

One major limitation recognized relates to ethical concerns and biases involved in 

customer engagement through AI. Existing research has established that AI algorithms 

can incorporate biases based on factors like gender, race, or socioeconomic status and 

can lead to biased and unequal treatment of customers (Raji & Buolamwini, 2020). 

While there are efforts ongoing to mitigate bias in AI systems, there lacks 

implementable frameworks that can help enhance fairness, transparency, and inclusion 

in AI-backed customer engagement platforms. The current study aimed to bridge this 
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gap by examining means of bias mitigation in AI models as well as the ethical regulation 

of AI use in customer engagement. 

In addition, there is a lack of understanding of the long-term impact of artificial 

intelligence on consumer trust and loyalty. While previous studies have shown that AI-

powered systems can be more efficient and personalized, few studies have been 

conducted on consumers' long-term attitudes towards interactions enabled by AI. 

Questions remain unanswered about whether consumers would like to interact with 

artificial intelligence or human representatives or whether the inclusion of AI 

undermines the genuineness of customer service (McKinsey & Company, 2023). The aim 

of this research was to investigate consumer attitudes and trust in AI-powered 

engagement systems, with Kabale Municipality in Uganda as a case study, where the 

adoption of AI was in its initial stages. 

Eventually, there is a considerable research gap for integrating artificial intelligence 

with traditional customer engagement practices. In spite of the revolutionary role 

played by AI in business-customer interaction dynamics, changing over to AI-based 

engagement is still proving to be a challenge. Many organizations are faced with 

challenges to attain a harmonious balance among automation and human interaction in 

customer care. Research studies are needed to analyze hybrid models where human 

representatives are supported by AI rather than them being entirely replaced (IBM 

Watson Research, 2022). This study analyzed how organizations can use AI-powered 

engagement effectively while maintaining high-quality, personalized, and culturally 

sensitive customer experiences. 
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The research gaps identified have helped to advance the general understanding of 

artificial intelligence-enabled customer engagement, generating knowledge with 

practical implications for organizations, policymakers, and researchers. 

2.4 System Requirements 

The Chat Bot Powered Customer Engagement System must address the following 

requirements: 

2.5 Functional Requirements 

AI chatbot for automated customer support. 

NLP-based sentiment analysis for personalized interactions. 

Real-time AI-driven recommendations based on customer behavior. 

2.6 Non-functional Requirements 

Scalability to support high user traffic. 

Data security ensures compliance with privacy laws. 

Multilingual capabilities for diverse customer interactions.  

  



26 
 

CHAPTER THREE 

METHODOLOGY 

3.1 Introduction 

This chapter presents the methodological framework used in the research of developing 

and installing an AI-based customer engagement system in Kabale Municipality, Uganda. 

It provides a clear elaboration on research design, target population, sampling 

techniques used, data collection methods, research process, as well as data analysis 

techniques used. Moreover, ethical issues, research limitations, as well as resource 

needs to put the system in place are discussed. The process was designed to maintain 

research reliability, validity, and consistency of research according to set research 

standards. 

3.2 Research Design 

The research employs the mixed-methods research design with both quantitative and 

qualitative approaches. The quantitative component enables the gathering of 

quantitative data, leading to measurable outcomes on customer engagement patterns, 

satisfaction ratings, and the functional competencies of AI-driven systems (Creswell & 

Creswell, 2023). The qualitative component, nonetheless, offers an in-depth 

examination of customers' experiences, issues, and goals concerning application in 

customer service environments (Saunders, Lewis, & Thornhill, 2022). 

Additionally, the study employs: 
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Descriptive research design to record existing levels of artificial intelligence adoption. 

Experimental arrangement for validation and testing of the suggested Chat Bot Based 

Customer Engagement System. 

3.3 Study Population 

The population of the study comprised 550 managers, employees, business owners, and 

customers working and operating in different businesses in Kabale Municipality, 

Uganda. The population gives a diversified viewpoint regarding AI-supported customer 

engagement. The breakdown is as follows 

 

Table 1 Study Population 

Category Population Size Percentage (%) 

Customers 250 45.5% 

Business Owners/Managers 150 27.3% 

Employees (Customer 

Service) 

100 18.2% 

AI & IT Specialists 50 9.1% 

Total 550 100% 

 

3.4 Sampling and Sampling Procedure 
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A stratified random sampling technique was used to ensure balanced representation 

across different categories of respondents. Each stratum (customers, business owners, 

employees, and IT specialists) is proportionally represented. 

3.4.1 Determination of Sample Size 

The sample size is determined using Yamane’s (1967) formula: 

 

 

Where: 

n = sample size 

N = total population (550) 

e = margin of error (5%)  

Using this formula, the calculated sample size is 232 respondents. The sample 

distribution per category is: 

 

 

 

Table 2 sample distribution per category 

n =     N 

1+ N(e)2 
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Category Population Size Proportional 

Sample (%) 

Sample Size 

Customers 250 45.5% 105 

Business 

Owners/Managers 

150 27.3% 63 

Employees 

(Customer Service) 

100 18.2% 42 

AI & IT Specialists 50 9.1% 22 

Total 550 100% 232 

 

 

3.5 Data Collection Methods 

The study employs both primary and secondary data collection methods: 

3.5.1 Primary Data Collection 

Surveys: Structured questionnaires are distributed to customers and business 

representatives to assess AI-powered customer engagement. 

Interviews: Semi-structured interviews are conducted with business managers and AI 

experts to gain in-depth perspectives on AI implementation challenges. 

System Testing & Observations A prototype AI-powered system is tested within selected 

businesses, and observations are recorded regarding its impact on customer interaction 

and business efficiency. 
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3.5.2 Secondary Data Collection 

Academic Sources Peer-reviewed journals, books, and conference proceedings. 

Industry Reports AI adoption trends from organizations like McKinsey, Gartner, and 

government AI policies. 

Case studies entail the exploration of organizations that implemented AI-based 

engagement systems to determine best practices. 

 

 

3.6 Data Collection Instruments 

The following instruments utilized are: 

The consumers and business officials provided systematic responses through the use of 

questionnaires. 

Interview protocols utilized for extensive interviews with business leaders and experts 

in artificial intelligence. 

Instantaneous system interactions were captured during prototype testing using 

observation checklists. 

3.7 Research Procedure 

The study follows the below steps: 
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First Assessment: Conducting an extensive review of the literature to identify current 

gaps in AI-based customer engagement. 

Survey Design: The development of structural questionnaires and interview protocols 

that match research goals. 

Data Collection: Conducting interviews and conducting questionnaires in the targeted 

business organizations. 

Prototype Implementation: The actual application of the digital system in trial 

organizations. 

Data analysis: Applying both statistical and qualitative methods to explain data 

collected. 

Compilation of Report: Documenting results, conversations, and conclusions. 

 

3.8 Data Analysis 

The data compiled was analyzed by applying both quantitative and qualitative 

approaches: 

3.8.1 Quantitative Analysis (Using SPSS) 

Descriptive Statistics: Mean, median, and standard deviation. 

 

Regression Analysis: Examining the impact of AI on revenue and efficiency. 
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Correlation Analysis: Assessing relationships between AI adoption and customer 

satisfaction. 

3.8.2 Qualitative Analysis 

Thematic Analysis: Analyzing interview transcripts to identify common themes. 

Pattern Recognition: Categorizing customer feedback on AI engagement. 

 

3.9 Ethical Issues 

Ethical considerations were crucial to ensure research integrity and respondent privacy. 

The following measures are observed: 

Informed Consent Participants voluntarily agree to take part in the study after being 

informed about its purpose and implications. 

Confidentiality: Personal data is anonymized, and information is stored securely. 

Non-maleficence, the research ensures no harm comes to respondents through biased 

questions or misinterpretation of data. 

Ethical Approval The research is reviewed and approved by the ethics committee of 

Uganda Christian University. 

3.10 Limitations to the Study 

Limited AI Adoption Businesses in Kabale Municipality may have low AI adoption rates, 

which could affect the study’s ability to assess real-world AI engagement. 
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Resistance to Change: Some businesses and customers may be reluctant to embrace AI 

technologies. 

Data Accessibility. Some businesses may be unwilling to share customer engagement 

data due to privacy concerns. 

Technical Constraints The study relies on available AI technologies, which may limit the 

scope of system implementation. 

3.11 Testing 

For its effectiveness to be evaluated for customer engagement powered by artificial 

intelligence, the following tests are conducted: 

Usability Analysis: A review of how accessible and satisfactory an application is to 

consumers and businesses. 

 

Performance Measurement: Evaluating the pace, efficiency, and punctuality of the 

system. 

Accuracy Evaluation: Ensuring that artificial intelligence-generated responses preserve 

contextual relevance and accuracy. 

Integration Testing – Evaluating the ability of the AI system to successfully interact with 

existing business applications (e.g., customer relationship management systems, social 

networking sites). 

3.12 Tools for Implementation 
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The system has been created by integrating cutting-edge artificial intelligence 

technologies and platforms that include: 

Natural Language Processing (NLP) – To enable AI-driven customer interactions (e.g., 

OpenAI GPT models, Google Dialogflow). 

Machine learning algorithms are used to enhance customers' interaction and 

personalized experiences. 

Cloud-Based Infrastructure: Deploying the system on cloud-based infrastructure like 

AWS or Google Cloud allows for greater flexibility. 

Database Management Systems like MySQL and MongoDB enable efficient data storing 

and fetching. 

Programming Languages: Python and JavaScript are used to develop AI models and 

integrate systems. 
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CHAPTER FOUR 

DATA ANALYSIS, PRESENTATION, AND INTERPRETATION OF RESULTS 

4.1 Introduction 

This chapter explains and examines findings drawn from research on systems based on 

artificial intelligence. 

Customer engagement systems in Kabale Municipality. Data was collected using 

questionnaires and interviews from business owners, employees, and customers. The 

analysis uses a mix of descriptive statistics, correlations, and thematic insights. Due to 

missing responses in some questionnaires, totals vary across questions, reflecting the 

actual data collected.  

4.2 Questionnaire Return Rate 

To understand how many people took part in the research, questionnaires were 

distributed and monitored for responses. Some respondents returned filled forms, while 

others skipped a few questions. A total of 235 questionnaires were distributed, and 179 

were returned. 

Table 3 Questionnaire Return Rate 

Item Frequency Percentage (%) 

Questionnaires Distributed 235 100% 

Questionnaires Returned 179 76.2% 
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Not Returned 56 23.8% 

Table Data 2025 

 

Figure 5 Questionnaire Return Rate 

Interpretation 

A return rate of 76.2% is generally considered strong in field research. It shows that 

most people who received the questionnaires were willing to participate. Although a 

few returned forms had missing answers, the available data was still sufficient for 

meaningful analysis.  

4.3 Demographic Information 

Understanding the background of respondents helps in judging whether the feedback is 

balanced and representative. This section covers the gender and age of those who 

responded to the questionnaire. 

4.3.1 Gender of Respondents 
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Respondents were asked to indicate their gender. Most of them were male, but there 

was also a good number of female participants, and a few preferred not to identify as 

either.  

Table 4 Gender of Respondents 

Gender Frequency Percentage (%) 

Male 105 58.7% 

Female 68 38.0% 

Other/Unspecified 6 3.3% 

Total 179 100% 

Table Data 2025 

 

 

Figure 6 Gender of Respondents 

Interpretation 
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The results show that both men and women participated, with males slightly dominating 

the sample. A few respondents chose not to specify their gender, which is acceptable 

in modern research and reflects respect for individual identity. 

4.3.2 Age of Respondents 

Different age categories were provided to help understand which age groups are more 

involved in customer engagement and technology adoption. 

Table 5 Age of Respondents 

Age Group Frequency Percentage (%) 

18–25 59 33.0% 

26–35 53 29.6% 

36–45 35 19.6% 

46 and above 27 15.1% 

Not Specified 5 2.7% 

Total 179 100% 

Table Data 2025 
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Figure 7 Age of Respondents 

Interpretation 

Most of the participants were young adults between 18 and 35 years. This suggests that 

the majority of business operators and customers engaging with AI systems in Kabale 

are youthful, tech-aware, and open to innovation. A few older respondents also 

participated, which enriches the diversity of opinions. 

4.4 Objective One: Limitations of Existing Customer Engagement Systems 

To evaluate how current customer service methods are performing in Kabale 

Municipality, respondents were asked several questions about response speed, feedback 

quality, personalization, and communication challenges. The goal was to understand 

the gaps that AI might be able to fill. 

Table 6 Limitations of Existing Customer Engagement Systems  
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Statement 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 
Total 

Customer service response 

times are satisfactory 
15 26 21 64 38 164 

Businesses provide 

effective communication 

channels 

12 24 30 62 33 161 

Customers receive timely 

feedback on inquiries 
10 27 25 58 34 154 

Traditional service 

methods are prone to 

miscommunication 

6 10 15 61 67 159 

Businesses lack 

personalized engagement 

strategies 

8 14 22 64 53 161 

AI-powered systems could 

improve service quality 

and accuracy 

5 8 10 63 85 171 

Field Data 2025 

Interpretation 

Most respondents agreed that traditional service methods are often slow and general, 

with many complaints about miscommunication and lack of personalization. This is 

clearly shown by the high agreement in the last two statements. The suggestion that AI 
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systems could enhance accuracy and speed received overwhelming support. These 

responses justify the need for businesses to adopt AI-powered engagement systems that 

are faster, smarter, and more personalized. 

4.5 Objective Two: Perceived Benefits of AI in Engagement 

To explore the benefits of adopting AI systems, participants were asked whether AI 

could improve various aspects of customer service. These included response time, 

handling multiple requests, personalization, business reputation, and overall 

efficiency.  

Table 7 Perceived Benefits of AI in Engagement 

Statement 
Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 
Total 

AI can improve response 

time 
3 6 12 61 84 166 

AI chatbots provide 

accurate and relevant 

information 

5 13 15 64 71 168 

AI can handle multiple 

customer requests 

simultaneously 

4 6 17 66 73 166 

AI can personalize 

customer interactions 
6 10 20 59 69 164 
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AI can reduce operational 

costs for businesses 
7 11 19 61 68 166 

AI improves business 

reputation 
6 13 18 59 66 162 

Customers feel 

comfortable using AI 
14 22 28 50 45 159 

AI is more efficient than 

human-based support 
9 11 22 61 59 162 

AI systems can analyze 

customer data to improve 

service 

3 7 12 68 73 163 

AI improves customer 

retention 
5 10 18 66 60 159 

Field Data 2025 

Interpretation 

The majority of respondents strongly believe that AI has many benefits, especially in 

improving response time, managing multiple clients at once, and analyzing customer 

data. Although some people are unsure or uncomfortable with using AI alone, the 

general opinion leans heavily toward the positive side. These findings show that people 

see AI as a helpful tool for improving both the speed and quality of customer 

engagement.  

4.6 Objective Three: Testing and Validating the AI System’s Effectiveness 
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For assessing the viability of the proposed system in real business environments, a brief 

pilot study was carried out. 

Information was collated and then analyzed. Here, input from users is combined with 

an efficient 

statistical regression model to assess system impact on business performance. 

Table 8 Testing and Validating the AI System’s Effectiveness 

Variable Tested Result 

R-squared (R²) 0.64 

Significance level (p-value) 0.000 

Interpretation Statistically significant 

 

Interpretation 

The regression analysis revealed that 64% of the improved efficiency in operations was 

related to 

The use of the artificial intelligence system means that it has both improved speed and 

efficiency. 

businesses could serve customers. Also, the results are statistically significant, meaning 

they are 

not exclusively based on chance. Institutions that tested the system reported a faster 

processing of client interactions, 
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fewer errors, and more time saved. These results show that the AI system works 

effectively when 

employed in real-life situations. 

4.7 Findings from Interviews 

Interviews were conducted with a group of entrepreneurs, employees, and information 

technology experts to gain a deeper understanding of their attitudes toward AI-

facilitated interactions. The answers were classified into  dominant motifs.  

Theme Identified Examples of What People Said 

Limited Knowledge of AI 
“I don’t really understand how AI works, 

but I’m open to learning.” 

Positive Expectations After Testing 
“It answered our customers faster than 

we usually do.” 

Internet and Power Challenges 
“The system is good, but we have 

network issues sometimes.” 

Fear of Job Loss 
“I’m worried AI might take over people’s 

jobs, especially in support roles.” 

Need for Local Language Support 
“Can it also respond in Runyankore or 

Luganda?” 

Field Data 2025 

Interpretation 
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Most interviewees were interested in how AI works, especially after seeing a demo or 

testing it. 

Still, concerns were raised over infrastructure, protection of data, and possible 

employment displacement. 

They also highlighted indigenous languages as playing a key role in building trust with 

client.  
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS, AND RECOMMENDATIONS 

5.1 Introduction 

This chapter provides an overall assessment of findings garnered from research 

questions. In addition, it summarizes data that has been analyzed and provides 

pragmatic recommendations that may benefit business organizations, developers, and 

policy-makers in rollout of AI-powered customer experience systems in Kabale 

Municipality. The narrative is built on the integration of both quantitative and 

qualitative information procured from questionnaires, interviews, and observational 

research. 

5.2 Discussion of Findings 

Limitations in existing customer interaction models 

The findings revealed that a high percentage of businesses in Kabale Municipality still 

rely on traditional customer care practices, such as personal encounters, telephonic 

conversations, and basic messaging systems. Feedback from most participants reported 

complaints on delayed responses, poor feedback mechanisms, and poor personalized 

encounters. Additionally, descriptive analysis supported that customer care is largely 

rated as average or below expected standards. This view was further supported by 

information from interviews, where most entrepreneurs admitted failing to meet 

customers' needs due to limitations in terms of time and resources. This highlights the 
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urgent need for better tools such as artificial intelligence to take customer care to a 

higher level. 

Achieved Benefits of Artificial Intelligence in Customer Interaction 

The study participants had an optimistic outlook on artificial intelligence systems. 

Participants claimed that AI has the potential to enhance efficiency, handle multiple 

queries at once, provide personalized experiences, and potentially improve a company's 

image. The correlation analysis also supported a strong relationship between the use of 

AI and improved customer satisfaction. Although most customers were hesitant to use 

only an AI system, overall opinion was that AI can support remedying challenges 

customers currently have with customer engagement. This suggests that, despite 

potential initial resistance to implementing an AI system, it has a high potential to 

improve delivery of customer service significantly. 

 

Testing and Validation of the System 

The AI system was tested in selected businesses, and the results showed clear 

improvements in service efficiency. The regression analysis confirmed that AI had a 

significant positive impact on business performance, with an R² of 0.64. Staff and 

customers experienced shorter wait times and faster communication. While there were 

minor issues with internet reliability, the system proved to be effective overall. The 

success of the test phase gives strong evidence that AI-powered systems can function 

well even in semi-urban areas like Kabale, provided proper infrastructure is in place. 

Findings from Interviews and Observations 
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Interviews provided deeper insights into the practical concerns and expectations of 

local businesses. Most respondents had little technical knowledge about AI but showed 

enthusiasm after observing the system in action. Recurrent concerns included internet 

reliability, job dislocation fears, as well as the need for local languages' support. 

Observation data also revealed that businesses were able to implement the system with 

little technical support. This implies that the artificial intelligence system has intuitive 

features that promote adoption by small businesses with limited IT capabilities. 

5.3 Conclusion 

The study sought to examine how artificial intelligence can potentially improve 

customers' experiences in Kabale Municipality. Findings support strong evidence calling 

for the use of AI-based systems to improve service delivery, improve customers' 

satisfaction, and maximize operational efficiency in organizations. 

Modern customer engagement practices are outdated and don't match the changing 

needs of today's consumers. The study's findings concluded that such practices cause 

delays, miscommunication, and lower customer satisfaction. In order to compete in 

today's digital age, organizations need to move away from traditional approaches. 

Artificial intelligence-powered customer engagement systems offer significant benefits. 

They can enhance the customer experience through faster responses, multitasking, and 

personalized interactions. The study concluded that although there is a learning curve, 

businesses are ready and willing to embrace AI tools if provided with guidance and 

support. 
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The AI system was tested and shown to be effective. It improved how businesses 

communicate with their customers, reduced service time, and handled tasks more 

efficiently. The conclusion is that AI systems are not only practical but also adaptable 

to the local context of Kabale Municipality. 

Businesses are open to innovation, especially when they see the results firsthand. 

However, for AI systems to be widely accepted, they must be easy to use, support local 

languages, and work with available infrastructure. People are not against AI; they just 

need reassurance that it will help rather than replace them.  

5.4 Recommendations 

Based on the study’s findings, the following recommendations are made to ensure the 

successful adoption and implementation of Chat Bot Powered Customer Engagement 

Systems 

Provide training and awareness campaigns for businesses 

Many business owners and staff in Kabale are not fully aware of how AI works. 

Workshops and practical demonstrations should be conducted to help them understand 

AI tools and their benefits. This will reduce fear and increase confidence in using AI 

systems. 

Encourage hybrid engagement models (AI + Human) 
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Not all customers are comfortable interacting with machines. Businesses should adopt 

a blended approach where AI handles routine tasks and human staff handle complex or 

emotional inquiries. This will improve customer trust and satisfaction. 

Improve internet and infrastructure support 

Since AI systems depend on the internet, the government and service providers should 

ensure reliable connectivity in business centers. Power backup systems should also be 

encouraged to avoid service interruptions. 

Customize AI tools for local language and culture 

AI developers should include local language support such as Runyankore, Luganda, and 

Swahili, and ensure that the system responds appropriately to the cultural 

communication styles of Ugandan customers. 

Promote partnerships with local tech hubs 

Collaborating with local universities or innovation hubs will help tailor AI tools to fit the 

needs of Ugandan businesses. It also encourages local capacity building and job creation 

in the tech sector. 

Address data privacy and job security concerns 

Businesses must follow Uganda’s Data Protection and Privacy Act when using AI systems. 

Also, employers should reassure staff that AI will assist them, not replace them, to 

avoid resistance and fear. 
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APPENDICES 

APPENDIX I: PARTICIPANT INFORMATION SHEET 

Study Title: 

An Chat Bot Powered Customer Engagement System: A Case Study of Kabale 

Municipality, Uganda 

Principal Investigator: 

Your Name 

Institution Name 

Department Name 

Email Address 

Introduction: 

You are invited to participate in this research study investigating the impact of AI-

powered customer engagement in Kabale Municipality. This study seeks to understand 

how AI can enhance customer interactions, improve service efficiency, and address 

existing challenges businesses face in engaging their customers. 

Purpose of the Study: 

The purpose of this study is to examine AI adoption in customer engagement, evaluate 

its effectiveness, and propose a scalable AI-based system that can enhance customer 

satisfaction. 
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Why You Were Selected: 

You have been selected because you are a stakeholder in customer service, either as a 

business owner, employee, customer, or AI specialist in Kabale Municipality. Your 

insights will contribute to understanding how AI can enhance business-customer 

interactions. 

Voluntary Participation: 

Participation in this study is completely voluntary. You are free to decline participation 

or withdraw at any point without penalty. 

 

Confidentiality and Data Protection: 

Your responses will be kept strictly confidential. No personal identifying information 

will be disclosed. Data will only be used for academic research and securely stored. 

Potential Risks and Benefits: 

There are minimal risks associated with this study. However, the research findings may 

help businesses and policymakers make informed decisions about AI implementation in 

customer service. 

Contact Information: 

If you have any questions or concerns, please contact the principal investigator at 

[Email Address]. 
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By signing below, you acknowledge that you have read and understood the participant 

information sheet and voluntarily agree to participate. 

Participant's Name: ___________________________ 

Signature: ___________________________ 

Date: ___________________________ 
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APPENDIX II: QUESTIONNAIRE 

Introduction: 

This questionnaire is designed to assess the impact of AI-powered customer engagement 

in Kabale Municipality. The information provided will be kept confidential and used for 

academic purposes only. Kindly answer all questions truthfully. 

SECTION 1: DEMOGRAPHIC INFORMATION 

Age:  

☐ 18-25 ☐ 26-35 ☐ 36-45 ☐ 46 and above 

Gender:  

☐ Male ☐ Female ☐ Other 

Level of Education:  

☐ Primary ☐ Secondary ☐ Tertiary ☐ Other 

Occupation:  

☐ Business Owner ☐ Employee ☐ Customer ☐ IT Specialist 

Years of Experience in Business/Customer Service:  

☐ 0-2 ☐ 3-5 ☐ 6-10 ☐ 11+ 

Have you used AI-based customer engagement systems before?  

☐ Yes ☐ No 
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If yes, which AI system(s) have you interacted with? (e.g., chatbots, automated call 

centers) ___________________________ 

How often do you engage with AI-powered systems?  

☐ Daily ☐ Weekly ☐ Monthly ☐ Rarely 

Do you believe AI improves customer experience? 

 ☐ Yes ☐ No ☐ Unsure 

Do you think businesses in Kabale should adopt AI in customer engagement?  

☐ Yes ☐ No ☐ Maybe 

SECTION 2: CURRENT CUSTOMER ENGAGEMENT EXPERIENCE 

Use the scale 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly 

Agree to rate the following statements. 

Objective 1: Customer Satisfaction with Current Engagement Approaches 

Statement 1 2 3 4 5 

Customer service response times are satisfactory. ☐ ☐ ☐ ☐ ☐ 

Businesses provide effective communication channels for 

customers. 

☐ ☐ ☐ ☐ ☐ 

Customers receive timely feedback on inquiries and 

complaints. 

☐ ☐ ☐ ☐ ☐ 

Businesses prioritize customer needs in their interactions. ☐ ☐ ☐ ☐ ☐ 
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Existing customer service methods are effective. ☐ ☐ ☐ ☐ ☐ 

Customers experience long wait times when seeking 

support. 

☐ ☐ ☐ ☐ ☐ 

Businesses lack personalized engagement strategies. ☐ ☐ ☐ ☐ ☐ 

AI-powered customer service could enhance response 

efficiency. 

☐ ☐ ☐ ☐ ☐ 

Traditional customer service is prone to errors and 

miscommunication. 

☐ ☐ ☐ ☐ ☐ 

AI-driven engagement could provide better insights into 

customer needs. 

☐ ☐ ☐ ☐ ☐ 

 

 

 

 

Objective 2: Perceived Benefits of AI in Customer Engagement 

Statement 1 2 3 4 5 

AI can improve response time for customer inquiries. ☐ ☐ ☐ ☐ ☐ 

AI chatbots provide accurate and relevant information. ☐ ☐ ☐ ☐ ☐ 

AI-driven systems can handle multiple customer requests 

simultaneously. 

☐ ☐ ☐ ☐ ☐ 
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AI engagement can enhance personalization in customer 

interactions. 

☐ ☐ ☐ ☐ ☐ 

AI can reduce operational costs for businesses. ☐ ☐ ☐ ☐ ☐ 

AI-powered services improve business reputation. ☐ ☐ ☐ ☐ ☐ 

Customers are comfortable interacting with AI systems. ☐ ☐ ☐ ☐ ☐ 

AI-powered engagement is more efficient than human-

based support. 

☐ ☐ ☐ ☐ ☐ 

AI systems can analyze customer data for better service 

delivery. 

☐ ☐ ☐ ☐ ☐ 

AI improves customer retention rates. ☐ ☐ ☐ ☐ ☐ 

 

Objective 3: Challenges of AI in Customer Engagement 

Statement 1 2 3 4 5 

AI-based customer engagement is costly for small 

businesses. 

☐ ☐ ☐ ☐ ☐ 

Customers prefer human-to-human interaction over AI. ☐ ☐ ☐ ☐ ☐ 

AI systems struggle to understand complex customer 

inquiries. 

☐ ☐ ☐ ☐ ☐ 

AI may lack empathy in handling customer concerns. ☐ ☐ ☐ ☐ ☐ 

Businesses lack the expertise to implement AI-driven 

systems. 

☐ ☐ ☐ ☐ ☐ 
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AI models can introduce biases in customer interactions. ☐ ☐ ☐ ☐ ☐ 

Security and privacy concerns limit AI adoption. ☐ ☐ ☐ ☐ ☐ 

AI technology requires regular updates and maintenance. ☐ ☐ ☐ ☐ ☐ 

Customers fear AI could replace human jobs. ☐ ☐ ☐ ☐ ☐ 

Regulatory frameworks for AI adoption in Uganda are 

unclear. 

☐ ☐ ☐ ☐ ☐ 

 

APPENDIX III: INTERVIEW GUIDE 

Introduction: 

This interview guide is designed to gather in-depth insights on AI-powered customer 

engagement from business owners, employees, and IT specialists. The responses will be 

confidential and used solely for academic purposes. 

Interview Questions 

Section 1: Understanding AI Adoption in Customer Engagement 

Can you describe the current customer engagement strategies used in your business? 

 

Have you ever used or considered using Chat Bot Powered Customer Engagement 

Systems? Why or why not? 
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What challenges do you face in engaging with customers effectively? 

 

How do you think AI could improve customer interactions in your business? 

 

Section 2: AI’s Impact on Customer Engagement 

From your experience, how do AI-driven systems (e.g., chatbots, automated response 

systems) compare to traditional customer service methods? 

 

Have you observed any businesses in Kabale implementing AI-based customer 

engagement? If so, what were the results? 

 

What customer feedback have you received regarding AI-based engagement? 

 

Do you believe AI can improve business efficiency and customer satisfaction? Why or 

why not? 

 

Section 3: Challenges and Recommendations for AI Adoption 

What do you think are the major obstacles preventing businesses in Kabale from 

adopting AI in customer engagement? 
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In your opinion, what strategies could be used to ensure the successful adoption of AI 

in customer service? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 9 WORK PLAN 
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ACTIVITIES TIME FRAME 

 JAN 2025  FEB 2025 MAR 2025 APRIL 

2025 

MAY 2025 

Topic 

identification 

    

 

Approval of the 

Research Topic 

     

Development of 

research 

proposal 

     

Proposal 

submission 

     

Data collection      

Data analysis      

Report writing       

Report 

Submission 

     

 


