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Abstract

This study examines the implementation and effectiveness of linguistic politeness
strategies in Al-generated versus human-authored customer service interactions in
the digital service sector in Irag. Using a mixed methodology, the study analyses
800 exchanges of customer information (from telecoms, banking and e-
commerce) using a coding scheme based on the Brown and Levinson (1987)
politeness theory. It also assesses consumer perceptions through a controlled
experiment with 400 participants. The findings show that Al systems rely more on
positive politeness strategies, but exhibit less contextual relevance than human
agents. Human responses are characterized by greater strategic diversity and
sensitivity to context. The experimental results show that human reactions are
rated higher in politeness, trustworthiness and satisfaction, and that the relevance
of responses fully mediates the effect of agent type on trustworthiness. The study
advances the theory of courtesy in human-computer interaction, highlights the
need for content relevance and cultural calibration in the effectiveness of courtesy
strategies, and provides practical guidance for the design of Al customer-service
systems.

Keywords: artificial intelligence, customer service, politeness strategies,
discourse analysis, Irag, chatbot
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1. Introduction

Some NLP-enabled, often Al tech designed to talk back to customers like the bot
on a phone-based app you use or voicemail when inquiring about your bank
account (two other industries that dabble in such) however this style of canned
Al response is generally just some half-assed pleasantries (Gursoy et al., 2021).
That is the moral conundrum of Al in corporate communications. Yet, while
function is all important in communication, sociolinguistic aspects of interaction
or linguistic politeness as defined by Brown and Levinson (1987) are often,
overlooked Al-mediated communication (Chen et al., 2023).

Scholars and practitioners have argued for a more human-centered approach to
the integration of Al into business communications in response to these
difficulties. This includes technical improvements, human-centered design, and
ethical governance that is transparent, empathetic, and sensitive to context
(Heyder et al., 2023; Ateeq et al., 2025). For instance, research indicates that
human-Al collaboration can reduce the likelihood of depersonalization and
ethical mistakes in Al systems (Ateeq et al., 2025; Haupt et al., 2024), and that
certain ethical principles and strong accountability systems are necessary to
ensure that Al aligns with the relational and value aspects of human
communication (Kerr et al., 2020). By incorporating these ethical considerations
into artificial intelligence technologies, banking, telecommunications, and other
sectors can achieve the operational efficiency they desire while maintaining the
civility and respect that enable efficient service interactions.
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This study addresses these shortcomings by investigating Al courtesy in the fast-

expanding digital services industry in lrag, which operates in a cultural context
with more nuanced norms of courtesy that are based on dialectal Arabic, tribal
customs, and religious traditions that vary significantly from those in the West,
using both qualitative language analysis and quantitative experimental evaluation
to develop a framework for the design of culturally appropriate artificial
intelligences.

1.1 Research Questions

1. What linguistic politeness strategies do Al systems employ in customer
service interactions, and how do they compare qualitatively and
guantitatively to human agent strategies?

2. What is the relationship between politeness strategy deployment and
response accuracy/relevance in Al versus human communications?

3. How do Al-mediated politeness strategies influence customer perceptions
of courtesy, trustworthiness, professionalism, and satisfaction?

2. Literature Review
2.1 The Politeness Paradox in Al Communication

Discuss the paradox of politeness in Al communications and how this can create a
tension between the effectiveness of standardized politeness strategies and the
need for genuine, context-sensitive empathy in customer service. For example,
studies show that, although Al can improve trust and benevolence, users continue
to perceive Al as less benign than human agents (Brummernhagenrich et al.,
2025; Ribin, 2023).The Politeness Paradox is compounded by the cultural
context, where cross-cultural studies show that users' perceptions and
expectations of hospitality vary considerably, influenced by factors such as
cultural background, language and social values (Zojaji et al., 2025; Chi et al.,
2023; Folk et al., 2025).

2.2 Politeness Theory in Service Interactions

The politeness theory, developed by Brown and Levinson (1987), remains the
most widely used politeness strategy in service interactions, as it helps to reduce
social distance and build rapport between service providers and customers
(Athuman and Tibategeza, 2021; Tirta, 2016), while the negative politeness
strategy (e.g. minimizing imposition) is also used, but less frequently, and the
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positive politeness strategy is used to establish rapport (Khan et al., 2025).These

strategies are effective depending on context, participant roles, and cultural
expectations, and inappropriate use can result in perceptions of impoliteness and
communication breakdowns (Athuman & Tibategeza, 2021). Service providers
who are able to adjust their politeness strategies to the situation and client needs
will be more likely to have harmonious and effective interactions, leading to
greater satisfaction and outcomes (Tirta, 2016).

2.3 Communicative Strategies in Al Service

Research has been conducted into the challenges of politeness in Al-driven
service interactions (Song et al., 2023), including the finding that chatbots and
service robots can employ politeness strategies (Song et al., 2023), but that these
strategies are context-sensitive and are not always effective when user
expectations are high (Song et al., 2023); appreciation-based recovery strategies
are more effective than simple apologies in restoring satisfaction after service
failures (Song et al., 2023); proactive communication and non-verbal cues such as
emojis can increase engagement and purchase intention by reducing
psychological distance (Meng et al., 2025); however, Al systems are prone to
pragmatic misalignment, overusing some politeness strategies in all contexts,
which can reduce the authenticity and rapport (Dippold et al., 2020); the physical
appearance and anthropomorphic characteristics of the service robots also
influence the impact of politeness, with mascot-like robots using positive
politeness being more appealing, particularly to customers with a lower sense of
power (Zhang & Song, 2024).

2.4 The Role of Trust and Culture

Trust is a key factor in customer acceptance of Al-enabled services, and
communication cues, perceived empathy and anthropomorphic design all play a
role in building trust, which may influence behaviour and customer loyalty
(Prakash et al., 2023; Gu et al., 2024). Trust can be maintained after service
failure by cues from social interaction and empathic responses, but these effects
are moderated by user anxiety and blame-shifting (Gu et al., 2024). Trust and
acceptance of artificial intelligence are strongly influenced by cultural contexts
moderated by national and individual cultural dimensions such as avoidance of
uncertainty, distance from power and long-term orientation (Chi et al., 2023). For
example, policy analysis in the Nordic countries highlights the need to integrate
cultural values such as trust, transparency and openness into Al strategies in order
to ensure public acceptance of the technology (Robinson, 2020).
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3. Theoretical Framework

Synergizing these observations, we propose a model of the context-relevant
effectiveness of policies (see Figure 1). This model suggests that the effectiveness
of a courtesy strategy is not innate, but depends on two key moderators.:

1. Contextual Appropriateness: The accuracy and relevance of the response.

2. Cultural Fit: The alignment of the strategy with local socio-linguistic
norms.

The model outlines the following relationships:

« Al Design Features (e.g., identity cues, paralinguistic markers) influence
the selection of Politeness Strategies.

« The impact of these strategies on Perceptions of Service Quality & Trust is
moderated by Contextual Appropriateness and Cultural Fit.

Ultimately, these perceptions influence outcomes such as satisfaction and loyalty.
At the most basic level, this model assumes that even sophisticated courtesy
strategies fail (or backfire) when coupled with inappropriate content or when they
contravene cultural norms. These impactful strategies could minimize the quality
of trust and services, which might be rendered through cultural and contextual
levels.

AI Design Features Politeness Strategies

(Identity, Paralinguistic) (Positive, Negative,

Bald-on, Off-record)

Moderators:

1. Contextual Appropriateness
2. Cultural Fit

Perceptions:
Service Quality
Trust

Outcomes:
Satisfaction

50 Loyalty
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Figure 1: Contextual Politeness Effectiveness Model

4. Methodology
4.1 Research Design

Methodologically waving among both objective and subjective analysis to obtain
perfect language features; also, evaluation might be intellectual consequences is
more valid and comprehensive. It is essential that the researcher must recognize
the intricacy of the phenomenon of politeness efficiency. A mixed-method was
adapted that may acquire a quantitative discourse analysis of authentic customer
interactions and a controlled experimental evaluation of customer perception,
which provided both a descriptive analysis of linguistic patterns and a causal
conclusion regarding their impact on customer performance.

4.2 Data Collection and Sampling

The study hypotheses through effective sampling: 800 customer service
interaction from different business fields banking, e-commerce, and
telecommunications sectors in Iraq and 400 adult Iraqgis. Strict random sampling
and a reputable market research firm are used to ensure demographic
representativeness. From January to June 2024, six major lragi service providers
were selected randomly from the Customer Service Archive (400 automated and
400 human).

3 Discourse Analysis Procedure

Four bilingual analysts with advanced language skills, after 20 hours of training,
including training in practice coding, cultural sensitivity, and double-blind testing,
all demonstrated excellent intercoding reliability (Cohen's k = 0.89) and high
intra-coding reliability (k = 0.92) for all interaction types of politeness strategies
and for contextual relevance, relevance and cultural fit.

4.4 Experimental Evaluation

The experimental phase used a cross-subject design where participants were
randomly assigned to evaluate Al-generated or human-authored customer service
responses, with 40 representative interactions, balanced across sectors and query
types, and rated on a 7-point Likert scale, measuring the relevance of responses,
with close monitoring to ensure data quality and control that participant correctly
identified the source of responses with 98 percent accuracy.

4.5 Data Analysis Plan
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The data was analysed using both quantitative approaches and a PROCESS
macro with 5,000 bootstrap samples for mediation analysis of the response as a
mediator between the type of agent and the trustworthiness of the Al, as well as a
multinomial logistic regression to identify the predictors of the strategy selection
and t-tests to compare performance on the contextual dimensions; the secondary
analyses included moderated mediation to explore cultural familiarity.

4.6 Ethical Considerations and Validity

It was conducted under strict ethical guidelines, with the approval of the
Institutional Review Board before data collection, informed consent of
participants, removal of all personal identifiers from the corpus of discourse, safe
storage of participant data with access restrictions, cultural sensitivity protocols
(all materials reviewed by cultural experts), and random allocation and controlled
testing for internal validity, authentic interaction and random sampling for
external validity and experimental design.

5. Findings
5.1 Quantitative Analysis of Politeness Strategy Deployment

Discourse analysis revealed significant differences in politeness strategy
deployment between Al systems and human agents. They used positive politeness
markers in 87.5% of their responses, which was significantly more often than
human agents (¥*>=47.23, p<.001), who used positive politeness in 62.3%,
negative politeness in 28.7%, and off-record strategies in 9.0% of their
interactions. This is a little confusing as the 87.5% figure in the previous
sentence. Explain if this 92.8% is a subset of the 87.5%. regardless of question

type.

The results of the analysis also showed that Al responses were 4.87 times more
likely to show contextual misalignment than human responses (OR=4.87, 95% ClI
[3.45, 6.89]), and 23.8% of Al responses failed to answer the question that the
customer was asking. Human agents had significantly higher contextual
appropriateness scores (M=4.56, SD=0.62) than Al systems (M=3.12, SD=0.78;
t(798)=15.34, p<.001, d=1.72).

Strategy Type Al Systems | Human 1 p-value Effect Size
(%) Agents (%) (¢)
positive Politeness | 87.5 62.3 47.23 <.001 0.24
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Negative 8.2 28.7 35.67 <.001 0.21

Politeness

Bald-on-Record 3.1 5.8 4.12 .042 0.07

Off-Record 1.2 9.0 28.45 <.001 0.19

Strategic Diversity | 1.12 2.89 - - -

Index*

Table 1: Distribution of Politeness Strategies by Agent Type
5.2 Qualitative Patterns in Strategic Implementation

As for civility, human agents showed restraint by using negative politeness
(indirect requests with little pressure) and off-the-record tactics (proposing
solutions rather than stating them directly) in their complaints. They also used
bald-face techniques to make themselves clear and to incorporate positive
courtesy through language that promotes relationships in situations where people
seek information. In facing culturally sensitive situations, they were particularly
flexible and used kinship and religious terms that were in keeping with Iraqi
communication standards.

When it came to politeness, human agents demonstrated nuance by using off-
record strategies (implying solutions instead of stating them directly) and
negative politeness (indirect requests with minimal imposition) in complaints.
They also used bald-on-record strategies for clarity while embedding positive
politeness through relationship-building language in information-seeking
contexts. They were particularly adaptable in culturally sensitive situations, using
religious expressions and kinship terms that would be appropriate for lraqi
communicative norms.

Contextual Appropriateness

Sector Al Systems Human Agents

Telecom 32008
Banking 2.8

E-commerce 3.4_

Table 2: Mean Perception Ratings by Agent Type

5.3 Experimental Results: Customer Perceptions and Mediation Effects
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Experimental results demonstrated significant differences in customer perceptions

between Al and human responses. Human responses were rated significantly
higher on courtesy (M=5.82, SD=0.91 vs. M=4.31, SD=1.12; 1(398)=9.23,
p<.001, d=1.12), trustworthiness (M=5.64, SD=0.87 vs. M=3.98, SD=1.24;
1(398)=11.45, p<.001, d=1.38), and satisfaction (M=5.77, SD=0.83 vs. M=3.84,
SD=1.31; 1(398)=12.67, p<.001, d=1.52).

The effect of agent type on trustworthiness was found to be fully mediated by
response relevance (indirect effect: p=0.42, 95% CI [0.35, 0.51]), and the direct
effect of agent type on trustworthiness was found to be non-significant when
response relevance was included in the model (f=0.08, 95% CI [-0.04, 0.21]).
This mediation pattern was observed for all three service sectors, but it was
strongest in banking contexts (f=0.51) as opposed to telecommunications
(B=0.39) and e-commerce (f=0.36).

Perception Al Human t-value p-value Cohen's d
Dimension Systems M | Agents M

(SD) (SD)
Courtesy 4.31 (1.12) | 5.82 (0.91) | 9.23 <.001 1.12
Trustworthiness | 3.98 (1.24) | 5.64 (0.87) | 11.45 <.001 1.38
Professionalism | 4.12 (1.18) | 5.53 (0.94) | 8.76 <.001 1.06
Satisfaction 3.84 (1.31) | 5.77 (0.83) | 12.67 <.001 1.52
Response 3.56 (1.42) | 5.91 (0.76) | 14.23 <.001 1.72
Relevance

Table 2: Mean Perception Ratings by Agent Type
5.4 Cultural Dimensions in Politeness Effectiveness

The findings of the cultural alignment analysis revealed notable differences in the
degree of correspondence between the Al and human responses, especially when
it came to Iraqi politeness standards. Human agents demonstrated a sophisticated
understanding of hierarchical relationships by employing honorifics and
deference techniques with senior citizens and in formal service settings, as well as
culturally specific positive politeness techniques like religious expressions (\" ¢!
4 <L3\") and tribal kinship terms that meant shared identity.
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Qualitative feedback showed that respondents frequently described Western

conventions of courtesy as: ‘foreign’, “impersonal’ or "not really respectful’, and
most replies were translations of these conventions. And Al systems displayed
only moderate cultural calibration (18 percent), and in most cases the signs of
courtesy were not culturally appropriate. The difference was most apparent in the
banking sector, which had the highest standards of formal respectability.

Cultural Feature | Al Integration | Human Cultural
(%) Integration (%) | Appropriateness

Rating

Kinship Terms | 12.3 78.9 4.2/5.0

Religious 8.7 65.4 4.5/5.0

Expressions

Hierarchical 15.6 82.3 4.3/5.0

Address

Tribal 3.2 45.6 4.1/5.0

References

Overall Cultural | 18.3 76.8 4.3/5.0

Fit

Table 3: Cultural Alignment Indicators in Iragi Customer Service
6. Discussion
6.1 The Politeness-Relevance Interdependence

Such findings imply that politeness and reactiveness in an Al-customer
interaction are reciprocal, and although Al systems can generate polite signals,
their lack of contextual understanding creates confusion and lessened trust
(Brown and Levinson, 1987; Zhao and Hawkins, 2025). This interdependence
between courtesy and relevance leads to the mediating outcomes: courtesy cannot
replace irrelevant content and can even exacerbate user annoyance when
responses fall short of their actual needs.

Zhao and Hawkins (2025) also found in a recent study that even the most
advanced local authorities still apply negative-policing strategies, which are not
pragmatic, in many situations, indicating a continuing gap. We are building on
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this work by demonstrating that the effectiveness of courtesy in the context of

service is not only a question of frequency, but also of strategic diversity.
6.2 The Politeness Paradox and Trust Formation

The paradox of politeness is a conflict between the effectiveness of artificial
intelligence (use of standardised, template-based responses) and the need for
adaptive, context-sensitive communication needed to build trust (Chi et al., 2021),
which can be dissonant when not accompanied by relevant content, leading to a
perception of dishonesty or inefficiency. This is consistent with the findings of
Chan et al. (2025) that even if surface courtesy is present, the ineffectiveness of
Al-generated responses may increase frustration for users.

Our mediation results show that trust-building occurs in a sequential way:
relevant content establishes competence, allowing the right politeness strategy to
build rapport, but where relevance is lacking, the politeness strategy is perceived
as a mere gesture and serves to undermine rather than strengthen trust.

6.3 Cultural Dimensions and Pragmatic Alignment

The Irag context has highlighted the limitations of artificial intelligence systems
trained primarily in Western-centric corporatism and norms of courtesy.
Participants noted that Al responses lacked culturally relevant expressions of
respect, hierarchy and relationship building. This is reflected in Chi et al. (2023)
conclusion that effective trust-building in Al interaction requires cultural
calibration of courtesy strategies. The need to fine-tune Al customer service
models by domain and context, such as those provided by the end-to-end cloud
framework (Teng et al.,, 2024), is therefore essential to achieve pragmatic
convergence and customer satisfaction. Our findings suggest that cultural
calibration should go beyond lexical choices and include strategic patterns, such
as the appropriate balance of respectability and solidarity in hierarchical service
relationships.

6.4 Implications for Al System Design

The implications of these findings for the design and implementation of Al
customer service systems include: that Al systems need to be trained to identify
and adapt their communication strategies based on this context rather than on
frequency or formulaic markers, that systems should assess relevance before
creating a customisation, and that Al systems can help to build trust and
satisfaction in different markets by incorporating culturally relevant norms,
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emotions and interaction patterns, and by integrating role, tasks, context and

format, and that Al can help to ensure privacy and integrity.

7. Conclusion

The study shows that, while Al customer service systems can use surface-level
politeness indicators, their effectiveness is severely limited by the limits of
context and relevance, and the cultural context, which ultimately lead to higher
customer trust, satisfaction and satisfaction, and confirms the need for next
generation Al customer service models to move beyond the surface-level
politeness to pragmatic competency and relevance.
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