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ABSTRACT

This study aims to examine the potential benefits and challenges associated with conversational artificial
intelligence (CAI) implementation within small and medium enterprises (SMEs). The study employs a
comprehensive literature review and thematic analysis as the primary data collection and interpretation
methods. CAl technologies are examined, including chatbots, virtual assistants, and automated response
systems. These technologies offer SMEs opportunities to automate customer service operations, gain valuable
customer insights, and enhance operational efficiency. However, their integration also presents technical
difficulties, financial constraints, data privacy and security concerns, and inherent CAl limitations. The study
results provide a nuanced understanding of CAl’s role in SMEs, offering insights into practical applications,
potential benefits, and hurdles. The findings highlight SMEs’ need to strategically approach Al implementation,
balancing the potential benefits and associated challenges. The key conclusion drawn from this study is that
the strategic and well-planned adoption of CAl can significantly benefit SMEs. However, it should be viewed
as an augmentation of existing operations rather than a complete replacement. This study also identifies the
need for future research, particularly empirical studies examining the implementation of CAl in SMEs and
exploring its long-term impacts and ethical implications.
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OPUTUHANBHAA CTATbA

UccnepoBaHMe BO3MOXXHOCTEM UCMNOJIb30BaHUSA
U Npo6s1eM pasroBOPHOro UCKYCCTBEHHOIO
UHTENNEKTA Ha MaNbiX U CpeaHUX NpennpuUaTusaX

B.®. Pupxo
HaumnoHanbHbI yHUBEPCUTET pa3BuTUs «BeTepar» BoctouHoi SBbl, Cypabas, MHaoHesus

AHHOTAUUA
Lenbio 4aHHOrO MCCNef0BaHUS ABASETCS M3YUYEHME NOTEHLMANbHbIX MPEUMYLLECTB M Npo6aeM, CBA3aHHbIX
C BHeApeHMEeM pa3roBOPHOIo MCKYCCTBEHHOrO nHTennekTa (PUN) Ha manbix u cpeaHunx npeanpusatuax (MCHI).
B kauecTBe OCHOBHbIX METOAO0B MOSYYEHUS U UHTEPNPETALMM AAHHBIX B UCCNEA0BAaHUM UCMOMb3YIOTCS KOM-
NAEKCHbIM 0630p NMTepaTypbl M TEMATUYECKMI aHanu3. PaccmaTtpuBatoTcs TexHonorun PUN, Bknovas 4at-60Tbl,
BMPTYaNbHble MOMOLLHMKM 1 CUCTEMbI aBTOMATMYECKOro 0TBETA. ITU TexHonormuu npegoctasnstor MCI Bo3Mox-
HOCTV aBTOMATU3MpPOBATb OMNepaLMm No 0BCAYKMBAHUIO KIMEHTOB, MONyYaTb LEHHY MHDOPMALMIO O KIIMEH-
Tax ¥ NOBbIWATb ONEePaLMOHHY0 3PPeKTUBHOCTb. OLHAKO MX MHTErpaLMs TakKe CONpsXKeHa C TEXHUYECKUMM
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TPYLHOCTSAMU, GUHAHCOBBIMU OrpaHUUYEHUsMU, NpobeMaMm KOHOUAEHLUMANBHOCTU U 6@30MaCHOCTU AAHHbIX,
a Takxe ¢ npucywmmn PUN orpaHnyeHmnamu. Pesynbratbl cCnefoBaHWs NpeacTaBastoT noapobHoe onmcaHmne
ponu PN B MCIT, BO3MOXHOCTEN NPaKTM4ECKOro NpMMeHeHUs, MOKa3bIBaOT NOTEHLUMANbHbIE MPEUMYLLECTBA
W NpenaTcTBusa ncnonb3osaHus PUN. PeaynbtaTbl nccnenoBaHMs NoAYepKMBaAOT HEOOX0AMMOCTb CTpaTermye-
ckoro noaxona MCIT k BHeapeHuto PUN ¢ yueToM noTeHLManbHbIX NPEUMYLLECTB M CONYTCTBYHOLWMX NpobneM.
OcHOBHOV BbIBOA, CAENAHHbIM Ha OCHOBE AAHHOrO MCCNEA0BaHMS, 3aK/I0YAETCS B TOM, YTO CTpaTermyeckoe
M XOPOLLO CNAaHMPOBaHHOe BHenpeHune PUM MoxeT npuHecTn 3HauutenbHyo nonbsy MCI. OgHako PUN cne-
AyeT paccMaTpmBaTb KakK AONOJIHEHME K CYLLECTBYIOWMM OnepaLmsaM, a He KakK UX NOAHYI0 3ameHy. [laHHoe
uccenoBaHMe Takke onpenensietT HeobxoaMMOoCTb MPoBefeHUS ByayLIMX HayYHbIX paboT, 0COBeHHO 3MNUpHU-
YeCKMX UcCnenoBaHun, NOCBsLLEHHbIX BHeapeHuto cuctem PUN 8 MCIT 1 n3yyeHunto nx oNrocpoyHoro BAMsHUS
M 3TUYECKMX NOCNEeACTBUIN ANS OpraHM3aLmi.

Kniouesvie cnosa: nckycctseHHbin uHTennekT (UW); pasrosopHbint M (PUN); manbie u cpegHue npeanpustus;
MCIT; umdpoBoi 6usHec; uMbposas TpaHchopmaums; BHegpeHue NM; 063op nutepaTypbl

Ans yumupoeanus: Pupxo B.®. UccnepoBaHne BO3MOXKHOCTEN MCMO/Ib30OBAHUSA U NPO6aEM pa3roBopHOro
MCKYCCTBEHHOIO MHTE/UIEKTA HA ManbiX U cpeaHux npeanpusatusx. Review of Business and Economics Studies.
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1. Introduction

The continuous advancement of artificial intelli-
gence (Al) technology, particularly conversational
Al (CAI), has significantly transformed various
aspects of our lives and industries. The role of Al
in the modern economy has grown exponentially
over the past decade, driven by advancements in
computing power, data availability, and machine
learning algorithms. As a result, Al systems, in-
cluding CAI, have become increasingly adept at
performing a wide range of tasks, such as natural
language processing and decision-making support
[1]. The integration of this technology across vari-
ous sectors has offered large corporations a com-
petitive edge and now holds the potential to revo-
lutionise the operational dynamics of small and
medium-sized enterprises (SMEs), creating av-
enues for growth and innovation despite distinct
challenges. The global conversational AI market,
valued at USD 6.18 billion in 2021, is expected to
exhibit a compound annual growth rate (CAGR) of
23.6% between 2022 and 2030, highlighting this
technology’s increasing adoption and potential [2].

However, the impact of Al on SMEs has been less
pronounced, with many smaller organisations need-
ing help to keep pace with the rapid developments
in Al technology [3]. This is due, in part, to the high
costs associated with Al implementation, as well as
the specialised knowledge and resources required
to develop and maintain Al systems [4]. Moreover,
SMEs often need more scale and resources to ef-
fectively leverage Al for competitive advantage, as
they typically operate on smaller budgets and with
fewer personnel than their larger counterparts [5].

The potential advantages and challenges of CAI
technology for business advancement remain to be
explored. This research attempts to answer critical
questions about the potential benefits for SMEs
when implementing CAI technologies and the chal-
lenges SMEs might face when incorporating CAI
into their operational structures.

This research focuses on the application of con-
versational Al (CAI) within the operations of SMEs,
emphasising potential challenges and risks. It aims
to enrich the existing literature by offering a com-
prehensive examination of CAI’s effects on SMEs, a
subject that has yet to be thoroughly investigated.
Moreover, it extends its contribution by delivering
actionable insights and implications that can assist
SME:s in successfully integrating conversational
Al into their businesses. For instance, SME own-
ers can leverage these insights to enhance their
understanding of CAI implementation, promoting
business growth [10]. Simultaneously, these find-
ings can serve as a resource for government entities,
guiding the development of policies to improve the
SME sector and mitigating any negative impacts
stemming from Al technology [11].

2. Literature review

2.1. Conversational artificial intelligence
(CAD

CAlI refers to using artificial intelligence technol-
ogy to enable natural language interactions between
machines and humans through natural language
interfaces [12]. Initially emerging as text-based
interfaces, CAI has since expanded to incorporate
other forms of communication, including voice

7



Review of Business and Economics Studies

and image interactions. Examples of this evolu-
tion include text-based general conversational Al

such as ChatGPT and customer service chatbots.
Voice-activated assistants, such as Siri or Google

Assistant, represent another facet of this develop-
ment. Furthermore, image-based conversational

tools such as visualGPT exemplify the broadening
scope of CAI, demonstrating its capacity to inter-
act through various mediums. In this context, CAI

serves as an interface for Al technologies. It comes

in multiple forms, such as chatbots, virtual assistants

and automated response systems, and needs to

be further defined in the context of CAI. Chatbots

are Al software designed to interact with humans

using natural language. These interactions can oc-
cur on various platforms, such as websites, social

messaging platforms, and via text or voice [13, 14].
An automated response system refers to a system

that utilises automation to generate responses or
perform tasks without human intervention. It can

be part of a more extensive automation system or
operate independently [15, 16]. In the context of
CALl it refers to an umbrella term for chatbots and

virtual assistants designed to interact with users and

provide information or assistance without human

intervention [17, 18].

Conversational Al has seen considerable evo-
lution since its inception. The origins of conver-
sational Al can be traced back to the 1960s with
ELIZA, a simple rule-based system developed at the
Massachusetts Institute of Technology (MIT) that
mimicked a psychotherapist [19]. PARRY followed
this in the 1970s, which simulated a person with
paranoid schizophrenia, marking an early attempt
to model human conversation more realistically
[19]. The 1990s saw the advent of more sophisti-
cated systems, such as Artificial Linguistic Internet
Computer Entity (ALICE), which used heuristic
pattern matching to hold conversations and won
the Loebner Prize. In the 2000s, with the advent of
the internet and improvements in computational
power and data availability, conversational Al began
to include machine learning and natural language
processing capabilities. The current era of conversa-
tional Al, characterised by deep understanding and
neural networks, started in the 2010s. This has led
to the development of advanced systems [20], such
as OpenAI’s GPT-3.5 and Google’s Meena. Today’s
CAI, powered by generative Al capabilities, can gen-
erate human-like text and understand the context
using Natural Language Programming (NLP). This

makes them increasingly versatile tools for content
generation, customer service, personal assistance,
and more [21, 22].

CAI has become increasingly important in busi-
ness due to the emergence of big data and advance-
ments in computing power [23]. CAI can potentially
transform various aspects of business, including
digital marketing, customer service, and commerce
[24]. Organisations can better understand their cus-
tomers and deliver personalised digital messages
[23]. CAI can also drive business model innovation
by developing new and innovative business mod-
els [25]. It has been widely used in industries such
as tourism and hospitality, where conversational
agents empowered by Al are becoming more com-
mon [26]. The application of conversational Al can
significantly impact the customer experience and
reduce service costs [27]. Overall, conversational Al
has the potential to enhance business performance,
improve customer engagement, and enable informed
decision-making [28, 29].

2.2. Role of CAI in business context

The role of Al in business contexts has attracted
substantial attention in recent academic litera-
ture. Studies have consistently underscored the
potential of Al to revolutionise various aspects
of business operations, such as enhancing pro-
ductivity, augmenting decision-making capabili-
ties, and enriching customer service experiences
[23, 25, 30-35]. CAI has been shown to empower
decision-making processes by providing valua-
ble insights and recommendations based on data
analysis [30, 31, 36]. It has also been found to
contribute to business model innovation and the
transformation of industries [23, 25]. Additional-
ly, CAI can potentially improve customer service
experiences through personalised recommenda-
tions and solutions [36]. However, it is essential
to consider the limitations and challenges asso-
ciated with CAI, such as biases and ethical impli-
cations [33, 35]. Overall, the academic literature
highlights the significant impact of AI on vari-
ous aspects of business operations and empha-
sises the need for further research in this area.

2.3. CAI implementation case in SMEs

CAI implementation in small and medium-sized
enterprises (SMEs) presents a unique set of op-
portunities and challenges, a topic that has re-
cently gained prominence in scholarly litera-
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ture. Due to their size and flexibility, SMEs can
often adopt new technologies faster than larger
enterprises, allowing them to stay competitive
and innovative [37]. Al has been identified as
a significant driver of operational efficiency in
SMEs. A study by Von Garrel and Jahn [38] dem-
onstrated how Al could streamline operations
in SMEs by automating repetitive tasks and pro-
viding predictive insights, thereby freeing up
human resources for more strategic tasks. CAI
has also been shown to enhance decision-mak-
ing in SMEs by providing data-driven insights
and recommendations [39]. In summary, while
the literature on CAI implementation in SMEs
is still emerging, existing studies underscore its
potential benefits and the need for strategic ap-
proaches to overcome associated challenges.

3. Method

This study uses a literature review and thematic
analysis as the primary research method. The
method relies on a comprehensive review of sec-
ondary data sourced predominantly from academ-
ic journals, industry reports, and articles available
on the Internet [40]. The aim of this study is to
obtain a broad and deep understanding of the use,
benefits, and challenges of implementing CAI in
SMEs. The data collection process involves the use
of specific search terms related to our research
questions, such as “Conversational AI”, “SMEs”,
“Al adoption”, “challenges”, and “benefits”, among
others. Databases such as Google Scholar, IEEE
Xplore, and ScienceDirect will be used to source
peer-reviewed articles. Journals chosen as review
sources were assessed based on their relevance
to the research question, with the author’s judge-
ment based on their title and abstract. After that,
it will be analysed further for content. While web-
sites such as Medium, Towards Data Science, and
Forbes will provide insights from an industry per-
spective. Information regarding CAI implementa-
tion in large companies was also collected to pro-
vide a broader context of the potential application
of CAI to SMEs’ business functions.

Data analysis will include coding and catego-
rising the collected information according to our
research questions and theoretical framework. Cod-
ing refers to assigning labels to data that represent
themes or categories such as “benefit”, “challenges”,

“implementation”, and “limitation”. Categorising
refers to grouping based on coded data. A thematic

analysis will identify recurring patterns and themes

across the literature [41]. The synthesised results

will then be interpreted in line with our theoretical

basis, providing a comprehensive view of the impli-
cations of CAI technology for SMEs. This secondary
research methodology enables us to consolidate and

analyse various perspectives and findings. How-
ever, it is essential to be aware of the potential for
bias and critically evaluate the sources’ quality and

relevance.

4. Results and discussion
4.1. Implementation and benefit of CAI
in SMEs

Deploying conversational Al technology has
benefited SMEs across diverse sectors [42]. This
transformative technology has been instrumental
in reshaping the operational landscape of these
businesses, offering a wide array of advantages
beyond mere cost savings. CAI has emerged as a
crucial enabler for SMEs to access knowledge and
capabilities once reserved for large corporations
with substantial resources.

One of the most compelling features of CAI
is its ability to generate content dynamically by
utilising generative Al. This capability, powered
by state-of-the-art machine learning models, has
opened up many opportunities for SMEs. The
most powerful feature supported by generative
Al technology, is that CAI could create content
from scratch, such as marketing materials and
strategy [43, 44], generate insightful reports [45]
and write business emails. This allows SMEs to
manage various functions with little to no costs,
matching the capabilities of their larger coun-
terparts. The outcomes from such generative Al
models closely resemble content produced by
humans, as they are trained using a vast array of
data. These models can be tailored to carry out
particular tasks, such as creating slides following
a specific style, composing marketing campaigns
targeted at a particular demographic, providing
commentary for online gaming, and generating
high-resolution images [46]. CAI can be lever-
aged for tasks that require programming, as it can
generate code based on user prompts. This allows
users with minimal programming skills to execute
tasks that traditionally require significant coding
knowledge, such as creating digital materials such
as websites or applications. For budget-conscious
SMEs, this could be a game-changer. CAI aids users
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by suggesting code, resolving programming-related
queries, and guiding problem-solving processes
[47]. Its natural language processing capabilities
enable it to comprehend and produce code, making
it a valuable resource for users [48]. Additionally,
CAI can assist with code documentation, create
code snippets, and explain programming concepts
[49]. With the advent of CAI, these expenses can
be significantly mitigated.

Moreover, these Al-driven systems have been
pivotal in providing valuable customer insights. By
analysing customer interactions, SMEs can better
understand customer behaviour, preferences, and
needs [55]. For instance, an online retail business
can use chatbot interactions to identify common
customer inquiries or complaints, helping them
proactively address these issues. This data-driven
approach allows SMEs to tailor their products and
services more effectively, increasing sales and cus-
tomer retention. According to the customer rela-
tionship management (CRM) theory, understanding
and responding to customer needs is critical to
building long-term customer relationships and
driving business growth [56]. By leveraging CAI,
SMEs can implement CRM strategies more effec-
tively, using the insights gained from customer
interactions to deliver personalised experiences
and build customer loyalty. In addition, CAI has
also played a significant role in internal business
operations. It has enabled SMEs to automate rou-
tine tasks, allowing employees to focus on more
strategic, value-adding activities. For example, a
small tech company could use a CAI to automate
scheduling meetings or managing project time-
lines, allowing their team to focus more on product
development and innovation [57]. Furthermore,
the scalability of CAI systems has been particu-
larly beneficial for SMEs. As these businesses grow,
the CAI systems can easily be scaled up to handle
increased customer interactions without signifi-
cant additional investment. For instance, as an
e-commerce business expands its customer base, it
can scale up its CAI capabilities to drive increased
customer inquiries without hiring more customer
service staff [58].

Overall, the advent of CAI has levelled the play-
ing field, allowing SMEs to access capabilities and
knowledge previously out of their reach. By effec-
tively utilising CAI, SMEs can enhance their op-
erations and improve their competitive position
in the market.

4.2. Implementation challenge

and limitations for SMEs

While CAI presents many opportunities for SMEs,
it is also full of challenges. There are several con-
siderations that SMEs must address when imple-
menting, maintaining, and managing the exter-
nalities of Al Certain inherent limitations of CAI
have been identified, which may pose potential
concerns for SMEs compared to large corporations.

4.2.1. Technical challenges

SMEs may need help integrating these Al systems
with their IT infrastructure [59, 60]. This process re-
quires a certain level of technical expertise to ensure
seamless integration and operation. Furthermore,
maintaining and updating these systems to keep
up with advancements in Al technology can be a
daunting task for SMEs that may need a dedicated
IT team. SMEs could implement CAI on a smaller
scale, which does not require massive integration
with the IT structure. SMEs’ key advantage over
larger businesses is their simpler IT infrastructure.
This simplicity lowers the barriers to Al implementa-
tion, especially when using licensed or outsourced
services. These standalone services are known for
their ease of integration and minimal learning curve
for employees. They offer a straightforward way for
SMEs to enhance their customer service capabilities
using Al This service also provides consultation
and assistance service during implementation to
help SMEs.

4.2.2. Financial constraints

Financial limitations often pose a significant
challenge for SMEs. The initial financial investment
required to integrate conversational Al systems can
be substantial. Software acquisition, system inte-
gration, and employee training costs can present a
significant financial hurdle in adopting these inno-
vative systems [61, 62]. The price of CAI software and
integration may vary depending on the complexity
and performance of the CAI. The integration cost
may range from $ 1000 to $ 2000 per conversational
Al agent [62]. Early adoption of conversational Al
will be mainly driven by large organisations with
sufficient budget and technical resources. Further-
more, the ongoing financial demands for system
maintenance and upgrades can strain the limited
resources available to SMEs.

Financial hurdles can be eased through judicious
scaling of the business. SMEs can identify crucial
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business needs across their business lifecycle and
prioritise Al solutions based on their return on in-
vestment. The advantages of Al should be tracked
over time, with the anticipation that the profits
generated from its deployment will, in time, exceed
the initial and sustained costs.

4.2.3. Data privacy and security concerns

Using conversational Al systems, which often
handle sensitive client information, inherently raises
data privacy and security concerns. SMEs must en-
sure that these systems comply with data protection
laws, maintain high data security standards, and
protect customer information to maintain trust [63].
Deviations from these standards can lead to legal
repercussions and significant damage to the com-
pany’s reputation. Additionally, these systems are
not impervious to cybersecurity threats; a notable
example being the exploitation of these systems
by malevolent entities to procure sensitive user
data [64].

Addressing data privacy and security concerns is
vital, particularly for CAI systems handling sensi-
tive customer data. SMEs can consider Al services
that adhere to data protection laws and invest in
training their employees on data security protocols.
Furthermore, integrating privacy considerations
into every process — a strategy often referred to as
‘privacy by design’ — can help ensure robust data
protection measures are in place from the outset.

4.2.4. Limitations of CAI

Despite the considerable advances in conver-
sational Al, it’s essential to recognise its potential
shortcomings. Primarily, the creative capabilities
of CAI can be a double-edged sword, posing chal-
lenges to the reliability and accuracy of the system.
Contemporary research typically presents objective
metrics on test sets. Still, it may quickly and justi-
fiably discount any poor performance, attributing
it to the system’s creative language generation
compared to the ground truth responses. Instead,
they rely on crowd-sourced reviews as a quali-
tative metric for evaluating model performance
[65]. Utilising the current iteration of CAI for tasks
demanding high precision and consequences in in-
formation generation, such as healthcare diagnosis,
legal counsel, or safety-critical systems, carries a
degree of risk. As a result, the outputs from CAI
should be treated as advisory and supporting data
rather than absolute truths that serve as the sole

basis for decision-making. Moreover, CAI should

be leveraged to enhance, not replace, human in-
teraction and critical thinking [66]. CAI also poses

challenges in comprehending the subtleties and

intricacies of human language. These limitations

include but are not limited to reliability, semantic

variations, colloquialisms, and culturally specific

linguistic nuances, which pose formidable chal-
lenges to the accurate interpretation of language

by Al models [67].

Table 1 illustrates the multifaceted implications
of CAI across a spectrum of business operations.
Although not all applications have been adopted
within the SME landscape, the table delineates
many potential opportunities for integrating such
technologies within this sector.

While Al implementation has many challenges,
its benefits greatly outweigh them. From stream-
lining processes to assisting in decision-making
across all business functions, Al may become an
indispensable business tool for gaining a com-
petitive edge. Despite initial obstacles such as
cost, technical complexity, and privacy concerns,
businesses that successfully harness the power of
Al can transform their operations and customer
experiences. With Al, they can automate repeti-
tive tasks, freeing up human resources for more
strategic, high-value work. This increases efficiency
and boosts employee satisfaction by allowing them
to focus on more creative and fulfilling tasks. In
decision-making, Al-powered analytics can give
businesses unparalleled insights into operations,
market trends, and customer behaviour. These
insights allow companies to make data-driven
decisions, reducing guesswork and enabling them
to respond more quickly to changes in the market.
Therefore, while adopting Al may present particular
challenges, its strategic integration into business
functions can provide significant advantages. It
is crucial, however, for businesses to approach Al
implementation thoughtfully and strategically,
carefully considering their specific needs, resources,
and potential risks and rewards.

4.3. Future research direction

While the existing literature provides valuable in-
sights into the potential benefits and challenges
of CAI for SMEs, it also highlights several areas
where further research is needed. Our synthesis of
the literature suggests the following critical areas
for future exploration (Table 2).
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Table 1

Practical implications of CAl across business functions

Practical implementation

Benefit

Potential challenge

Responding to customer inquiries

Al for complaint resolution

Using CAIl to qualify leads

Personalised marketing messages

Customer service [42,52, 53]

Reduces response times
from a few minutes to a few
seconds. Cutting costs up to
30%

Boosts customer satisfaction

Sales and marketing [68-70]
Supports lead generation

Improves customer
engagement

Human resources [71,72]

Streamlines recruitment

Resistance from employees due to
fears of job loss

The balance between Al and
human support

High upfront costs

Managing data privacy concerns

Requires reorganisation of existing

Automating initial interviews
processes

Answering questions about company
policies

Scheduling interviews

Improves new hire onboarding

Reduces administrative work

workflows

Managing employee’s perceptions
towards Al

Ensuring Al reliability

Operations and supply chain management [39, 73, 74]

It makes businesses more

Chatbots tracking inventory levels officient

CAl provides real-time updates on

shipment status operations

Enhances customer-centric

Data privacy concerns

Coordinating Al with human
decision-making

Finance [75-78]

CAl provides financial advice

Empowers customers with
financial knowledge

Managing customer trust in Al
handling financial transactions.
Reliability of information

Source: Developed by the author from various sources.

5. Conclusion
The advent of CAI has ushered in a new era of
digital transformation, offering many oppor-
tunities for SMEs to enhance their operational
efficiency, improve customer satisfaction, and
gain a competitive edge in the market. However,
the implementation of this transformative tech-
nology has its challenges. Technical difficulties,
financial constraints, data privacy and security
concerns, and the inherent limitations of CAI
are some of the potential hurdles that SMEs may
encounter in their Al journey. Therefore, SMES
must adopt a strategic approach towards Al im-
plementation, considering these potential chal-

lenges and devising effective strategies to miti-
gate them. Despite the challenges, the potential
benefits of CAI for SMEs are immense. By auto-
mating routine tasks, providing valuable cus-
tomer insights, and enhancing customer service,
CAI can significantly contribute to the growth
and competitiveness of SMEs. However, SMEs
must understand that CAI is not a panacea for
all their challenges. Instead, it should be viewed
as a tool to augment their existing capabilities
and help them achieve their business objectives.

Future research could focus on exploring the
long-term impacts of CAI on SMEs, including its
effects on employee roles and responsibilities, or-
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Table 2
Future research areas

Key questions

Research gap

Type of studies needed
to answer the question

Future research
recommendation

How does industry
influence the impact of
CAI?

How does the size of
the SME influence the
implementation and
outcomes of CAI?

What are the perceptions
and attitudes of
employees towards CAI?

What are the best
methodologies or
tools for integrating
CAl into existing SME
operations?

Need for industry-
specific analyses

Only some
comprehensive studies
explore all facets of a
specific industry

Lack of differentiation in
studies based on the size
of the SMEs

Inadequate exploration
of the impact of resource
availability on Al
implementation

There needs to be more
consideration of the
employee perspective

Neglected exploration of
strategies for improving
employee acceptance

Scarcity of
practical guides or
methodological studies

Minimal investigation
of the processes for
training and educating
SMEs about Al

Comparative studies
across different sectors

Deep dives into each
sector, investigating the
entire value chain

Comparative studies on
small versus medium-
sized enterprises.

Correlation studies
between resource
availability and
successful Al integration

Surveys, interviews, and
ethnographic studies

to gauge employee
attitudes and acceptance

Case studies on
successful employee
engagement with Al

Case studies, design
research, and action
research focusing on the
practical implementation
of Al

Exploratory and
evaluative studies of Al
training and education
programs.

Researchers should
focus on individual
industries, identifying
unique opportunities
and challenges

Researchers could
consider the whole
spectrum of industry
operations to identify
how Al could add value

More nuanced studies
considering the size and
resource availability of
SMEs are required

Studies should consider
the role of resources in
enabling or hindering Al
adoption

An in-depth exploration
of the employee’s
perspective, including
attitudes, fears, and
adaptability, is needed

Strategies for fostering
positive employee
engagement with Al
should be identified and
evaluated

Researchers should aim
to provide experimental
methodologies,
frameworks, and tools
for SMEs transitioning
to Al

Research should focus
on developing and
evaluating practical Al
training and education
for SMEs

Source: Developed by the author.

ganisational structure, and business strategy. Ad-
ditionally, empirical studies examining the imple-
mentation and use of CAI in SMEs could provide
valuable insights into this technology’s practical
challenges and benefits. Furthermore, the research
could also explore the ethical implications of CAl,
including issues related to data privacy, security,
and the potential for Al to perpetuate and amplify

socio-cultural and racial biases.

In conclusion, this research has significantly
contributed to the literature on Al and SMEs. This
study has provided a comprehensive analysis of the
implications of conversational Al for SMEs and of-
fered practical insights to guide their adoption and
use of this technology. These contributions fill a
gap in the existing literature and provide valuable
information for business owners, managers, and
policymakers.
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