
Conversational UX: 
The Chatfish 
Experience?

The term, and concept, of user experience, has been around for over a century. However, the 
technological application of user experience (UX) became prevalent in the 1990s, when 
electrical engineer and cognitive scientist, Don Norman, joined Apple to support its upcoming 
line of human-centered products. Apple continued its UX innovation when, in 2007, it launched 
the game-changing iPhone. Apple’s superior hardware and software provided delivered through 
a capacitive touchscreen was revolutionary. 

Basically, it provided an unparalleled user experience far more advanced than any other 
contemporary phone. This success laid the foundation for businesses to notice and implement 
user experience research and design into their products.  This matching of technology and the 
customer experience is a paramount example of the human experience gone right. Technology, 
when created with an end-user in mind, is one big leap towards humanization. 

Out of the user experience, focus sprang the conversational user experience. In the last decade, 
artificial intelligence (AI) and customer service met online in the form of a chatbot. 
Conversational UI, conversation UX, and conversational AI have enabled websites to monitor 
users, and their needs, any time, any day. To sum up a lot of complicated technology, 
conversational UX tries to mimic the human experience of conversation.

Are You There, Robot? It’s Me, Human.

Out of the user experience, focus sprang the conversational user experience. In the last decade, 
artificial intelligence (AI) and customer service met online in the form of a chatbot. 
Conversational UI, conversation UX, and conversational AI have enabled websites to monitor 
users, and their needs, any time, any day. To sum up a lot of complicated technology, 
conversational UX tries to mimic the human experience of conversation.



Are You There, Robot? It’s Me, Human.

The foundation of conversational UI has the user’s best interest at heart. If no one is available to 
help, a chatbot can ask the browser a question and, through a system of artificial intelligence and 
machine learning, give back information that could be helpful. 

“Hi, thank you for stopping by our site!”

“I have a question.”

“Please provide us with your email.”

“My discount code doesn’t work.”

“Please provide us with your email.”

“My discount code doesn’t work

“Please provide us with your email.”

“Customer Service.”

“Would you like me to find a human?”

“Yes.”

“All humans are away right now. Please provide us with your email.”

There are two main problems with this new bot customer service interaction. First, people usually 
don’t like to speak to customer service robots, especially when they have an issue or need to quickly 
find information. Many of us probably have experienced being on one side of the telephone 
frustrated that we have been pushing zeros and ones, repeatedly saying “customer service,” and 
being transferred from automated message to automated message. The website chatbot is meant 
to be a much more pleasant experience, using more sophisticated AI and accessing far more 
information when it searches. However, it is still a robot. No matter how sophisticated the 
technology, a robot cannot learn the human nuances that give users the edge. 

Second, we barter for my information. I need help and ask the robot. If the robot's purpose is to be 
helpful without frustration, why do I need to give you, my email? Behind the scenes, they don’t just 
get my email though; they get everything that is tied to that email and to me. 
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No one can fault a company for wanting to capture your information. Online sales are really like 
fishing. Their website is the pond, their marketing/SEO is the bait, and your interaction is you 
swimming close to the line. If they get your information, they now have access to you to ensure 
you are caught. If you leave, they can email you and remind you that you were once there. 
Remember the good old days of yesterday when you looked at this product? Oh, you even put it 
in your cart; why did you swim away? Well, what if we gave you 12% off? 

Unintended Intent

When AI is used to collect data and categorize people, it requires a large amount of personal 
data, which can be problematic. First, it conflicts with the General Data Protection Regulation 
(GDPR) data minimization and purpose limitation acts. It can also collect sensitive information, 
such as race, which is also not allowed under GDPR (with a few rare exceptions). AI systems 
can unknowingly contain bias or prejudice, and personal data could be used for automated 
decision-making, called profiling.  

We don’t see the data these bots collect. As consumers, we have the right to object against the 
use of our data, but if we need something, we often fall into an unintended intent area. We have 
come to expect this interaction and often don’t question what is being collected or how it is 
being used. That does not mean we like it or that it is the best way of doing things or that it 
should be happening. Consumers have fallen into the habit of accepting user agreements, 
allowing cookies, and checking yes to newsletters and promotions. 

Allowing data to be collected is an easier way to live. We don’t think about what is behind the 
computer screen until our data is compromised in some way. Throughout marketing history, no 
matter what innovation and technology have brought forward, the path typically leads back to 
servicing the customers' needs. As we develop technology to take the place of humans, we 
must remember that nothing can take the place of humans. We need to make sure that robot 
interactions are being monitored and controlled by humans. Only humans can create the 
human experience. We can use robots to support our teams, but it is up to us to support the 
robots that provide the human experience.  
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