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Artificial intelligence (AI)–based chatbots have emerged as potential tools to assist individuals in reducing anxiety and supporting well-being [1].

RQ 1: What factors influence users engaged with AI-based well-being chatbots? 

RQ 2: How could AI-based well-    g ch      s  v c      mp  v    s  g  h    s l s  f  h s s         mp  v   s  s’   g g m        experience?

❑ Quantitative study;

❑ 256 participants from China.

❑ Emphasize the need for collaborative efforts 
among developers, mental health practitioners 
and users.

❑ Prioritize a user-centered approach that values 
emotional connection and trust-building.

❑ A             s  s’ h    , l f s  l s, p  s   l z   
services and enhancing social media outreach.

❑ The model explained 62.8% (R2) of the variance in intention to 
engage and 74% (R2) of the variance in engagement behavior.

❑ Affect, social factors, and compatibility were statistically significant 
for the intention to engage. 

❑ Habit, trust, and intention to engage were statistically significant 
for engagement behavior.

RESULTS & DISCUSSIONMETHODS AND MATERIALS CONCLUSION

INTRODUCTION


	Slide 1

