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Content teams say they expect chatbots to help 
them deliver product and technical support 
content over next 18 months

Say the companies for which they 
work have already adopted chatbots 
to deliver technical support content 
or to guide customers through 
content repositories or products to 
the content they need.

95% of content management professionals surveyed by The 
Content Wrangler and Precision Content Authoring Solutions 
say their employers are planning to adopt chatbots sometime 
before 2019.  

50% of respondents say those plans will result in a chatbot 
launch in the next 6 months, while 32% say they will launch 
in the next 12 months. 13% said they expect a chatbot to 
deliver content to their customers by mid-2019. 

While respondents claim the companies for which they work 
will implement chatbots to deliver a wide variety of content, 
65% say they will use chatbots to deliver customer support 
and technical documentation content to those who need it.  

Similarly, 30% of respondents say they plan to use chatbots to 
deliver guided customer journeys designed specifically to 
help customers navigate a set of content to achieve a goal.  
35% of respondents also said the they believe their companies 
will leverage chatbots to deliver marketing and sales content. 

Among those respondents who say their employers do not plan 
to adopt chatbots, the top reason for this belief —“because 
chatbots cannot replace human support agents”—appears to 
indicate that there is widespread misunderstanding of what 
chatbots can—and should—do, and the value they may provide 
those who deploy them.

ALREADY ADOPTED

Chatbots, originally called chatterbots, are 
scripted, rule-based computer programs 
that were designed to mimic human 
conversations. Chatbots are not new—the 
first chatbot—Eliza was released in 1966. 

Eliza was the brainchild of researcher 
Joseph Weizenbaum and his team at the 
MIT Artificial Intelligence Laboratory. Eliza 
was designed to provide a parody of a 
conversation with a psychiatrist.

Chatbots have come along way since then. 
But, there’s confusion about their 
functionality and the category of 
technologies to which they belong. 
Chatbots are not a type of artificial 
intelligence (AI), although bots can be 
connected to—and harness the power and 
capabilities of—machine learning tools that 
comprise AI.

Smart home appliances like Google Home 
and voice-enabled personal assistants like 
Apple Siri or Amazon Alexa are chatbots. 
They differ from text-based bots in that 
users interact with them verbally, using 
voice commands.

CHATBOTS?
WHAT ARE

Say the companies for which they 
work do not plan to adopt chatbots, 
most often because they believe 
their content is “too complex” for 
chatbots to deliver.

CHATBOT ADOPTION

DO NOT PLAN TO ADOPT
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SUMMARY:   We surveyed content professionals at 300 organizations around the globe to find out if—and how—they plan to use 
chatbots to deliver product and technical support content to prospects and customers. This is what we learned.



Chatbots: Should we use them or not?

What types 
of content 

should 
chatbots 
deliver? 

91% 
 

customer and technical 
support content

61% 
guided-journey or 

decision-making content

Chatbot content 
usefulness 

Chatbots should be used on a limited basis to deliver “some types of content.” At 
least, that’s the consensus of 57% of survey respondents. Interestingly, 31% of
respondents said they believed that “chatbots should be deployed widely to deliver 
as many types of content as practical.”  

This pragmatic view is supported by anecdotes that indicate some content professionals 
recognize the value of chatbots as human helpers; assisting knowledge workers, not 
replacing them. 

Who should write chatbot content? 

74% of respondents say they believe that technical communication professionals  
should write chatbot content, despite the fact that few technical writers have 
experience crafting conversational content. Note: This number may not be representative 
of all business sectors, given the disproportionate number of technical communicators that 
responded to the survey. 

52% of survey respondents said they believed the customer support team should 
author chatbot content, while 37% said the marketing department should be in charge.

Feeding chatbots conversational 
and structured content
73% of those companies that have implemented 
chatbots say their content is written in a conversational 
style. 10% said that their content was not written 
conversationally, but said that it should be, while 16% 
said they were unsure if their content was designed as a 
conversation. 

43% of respondents say they create structured, 
semantically rich, format-free, modular intelligent 
content and deliver it through chatbots. 20% admitted 
that they have not invested in creating intelligent 
content to feed their chatbots, but they know that they 
should.

technical support, user assistance, or customer 
support—is the most common content provided 
by chatbots, according to survey respondents.  

Chatbots provide a bridge between technical 
documentation teams and customer support 
call centers. Respondents often said chatbot 
content is derived from call center logs in which 
questions from customers are recorded. 62% of 
those firms that say they use chatbots to 
deliver technical support content—in the form 
of frequently asked questions—collected by 
customer call center staff. 

Big opportunities exist to leverage chatbots as a 
single point of content delivery for all types of 
product content, from customer support, 
technical documentation, e-commerce, 
marketing, and training content, anecdotal 
comments from respondents suggest.

  Chatbots not only 
	 help, they can do, 
	 too  

GetWeps.com is a chatbot that will build a website landing page for you in 2 minutes or less. Try it out today!

Survey respondents 
are fairly confident 
that their chatbot 
content is well-
written and useful 
to both prospective 
and existing 
customers alike.  

On average, 
respondents rated the 
usefulness of their 
current chatbot 
content to existing 
customers—folks 
looking for answers to 
questions about 
products and services 
they have already 
purchased—a 6 on a 
scale of one to 10 
(with 10 being the 
highest rating). 

On a scale of one to 10 
(with 10 being the 
highest rating), 
respondents rated the 
usefulness of their 
current chatbot 
content to 
prospective 
customers—folks 
looking for answers to 
questions about 
products and services 
they are considering 
for purchase—a 5.

Technical support is the most 
common type of chatbot content
Content designed to build understanding and help 
users perform specific tasks—most often referred to as 
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There are caveats—and dangers—to moving to conversational content, but the benefits 
are likely to outweigh the drawbacks in the long run. 

Unfortunately, the vast majority of our content is not ready for conversational prime 
time. In short, our written words were not designed to be delivered conversationally.  
We never envisioned that the information we craft would be delivered in chunks by an 
automated system or that the content we create to serve existing customers would end 
up being read aloud to prospective customers by a voice-enabled content delivery 
device.

Why do you 
believe your 
organization 
will not adopt 

chatbots? 

The 2018 Chatbot Adoption Survey Summary is an informal, web-based survey that 
compares responses submitted by content professionals from over 500 companies 
from countries around the globe. The results are not scientific, but do provide us with 
meaningful data points and help us spot trends.  

2018 CHATBOT ADOPTION SURVEY SUMMARY

Ask The Content Wrangler: scott@thecontentwrangler.com  
Ask Precision Content: chris@precisioncontent.com

This summary is provided for informational purposes only. Neither The Content Wrangler, Inc. — nor its sponsors—warrant the 
accuracy or completeness of this information. The results of the survey do not in any way constitute an endorsement or 
recommendation of any of the brands, methods, products, or approaches mentioned. Use due diligence whenever deciding 
whether or not to adopt new information management tools, techniques, standards, or processes.  If you need help, just ask.

Success isn’t guaranteed; Creating intelligent 
conversational content is a big part of getting it right
Chatbots—and their voice-enabled cousins—are conversational interfaces. They require 
conversational content—information designed to be served up in discreet 
conversational units, sometimes called question/answer pairs or thread-title/replies. 
When thoughtfully implemented, conversational interfaces can answer questions—and 
respond to commands—from consumers. 

In most cases, chatbots interact in a conversational manner with consumers, often 
playing the role of a digital content tour guide, helping to direct us toward the content 
we need. Poorly implemented, they frustrate, confuse, and bore consumers. 
Done well, conversational content experiences can drive engagement and satisfy 
prospective (and existing) customers by making it easy for them to discover useful, 
relevant content using natural language queries, instead of unnatural commands 
conjured up by software developers. 

Done exceedingly well, chatbots can be useful in not only guiding us toward answers we 
seek, they also can be instructed to do work on our behalf, like the chatbot that can 
setup a website for you (like this one; getweps.com) in less than 2 minutes. That’s 
useful. 

Moving toward 

“Designing Agentive Technology:  
AI That Works for People”  

By Christopher Noessel, 2017, Rosenfeld Media

content that does

Recommended Reading:

59%
because our content is 

too complex to be 
handled by a chatbot

45%
because our customers 
don’t want to interact 

with a chatbot

© 2018 The Content Wrangler, Inc. Sponsored by Precision Content Authoring Solutions, Inc.

mailto:scott@thecontentwrangler.com
mailto:scott@thecontentwrangler.com
https://chatbotsmagazine.com/the-age-of-voice-5d3894cf18c7
https://chatbotsmagazine.com/conversational-interfaces-the-future-of-chatbots-18975a91fe5a
https://uxmag.com/articles/content-as-conversation
https://uxmag.com/articles/content-as-conversation
https://chatbotsmagazine.com/the-age-of-voice-5d3894cf18c7
https://chatbotsmagazine.com/conversational-interfaces-the-future-of-chatbots-18975a91fe5a
https://uxmag.com/articles/content-as-conversation
https://uxmag.com/articles/content-as-conversation

