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Abstract: This research delves into the impact of intelligence (AI) and chatbots, on consumer 

interactions in e marketing. AI driven chatbots empower businesses to engage with customers 

seamlessly through platforms providing automated assistance. Professionals analyse customer data 

to offer recommendations fostering a sense of individualization. By utilizing AI technologies like 

machine learning (ML) and natural language processing (NLP) companies can gain insights into 

customer preferences, behaviours and attitudes for targeted marketing campaigns. AI tools enable 

businesses to deliver customized products and services by identifying trends and behaviours. The 

widespread adoption of AI and chatbots enhances customer relationships by streamlining support 

processes reducing costs and boosting efficiency. Nevertheless concerns, about privacy and ethical 

considerations underscore the importance of practices and responsible decision making. 
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INTRODUCTION 

Businesses are increasingly relying on chatbots and artificial intelligence (AI), in todays tech 

driven world to provide assistance to customers. This shift has led to enhanced customer loyalty, 

revenue growth and overall satisfaction among clients. Virtual assistants apart from mimicking 

conversation can be programmed to respond in a manner based on user input. Through the use of 

machine learning (ML) algorithms AI powered chatbots accumulate knowledge over time. Evolve 

into entities through interactions with users. 

By automating tasks and allowing staff to focus on interactions the integration of AI and chatbots, 

in e commerce has revolutionized how customers engage with brands. AI and chatbots gather data, 

on customer behaviors and preferences aiding in the development of marketing tactics. This paper 

aims to explore the impact of assistants on customer relationships as well as the role of AI and 
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chatbots in consumer interactions to evaluate their transformative effects on client relations, in 

advertising. 

Aim and objectives: 

Aim: The study aims to explore the effectiveness of AI-driven chatbots for e-commerce portals. 

Objectives: 

● To explore the literature review on the effectiveness of AI-driven chatbots for e-commerce 

portals. 

● To understand the methods and discussion. 

● To focus on limitations and upcoming studies. 

 

LITERATURE REVIEW 

● Adoption of chatbots: 

 

Fig. 1 AI chatbot in e-Commerce 

AI is predicted to drastically alter buyer tastes and promotional strategies, especially AI chatbots. 

Chatbots are AI applications that use processed natural language to simulate human 

communication. They often serve as online digital assistants. Because they are forecasting, fuelled 

by data, and informal, they are essential in fostering connection. Three primary purposes are 

fulfilled by them: they facilitate finding data via searching, facilitate discovering goods through 

directions, and provide important choice assistance for suggestions. Chatbots may save time and 

provide accurate data, reliable guidance, present patterns, and options for modification (Nichifor, 

et al. 2021). Texting and speech recognition devices are examples of neural code used in the 

conversational industry, a type of electronic commerce. In online store services, chatbots are often 

used for searching or decision-making tasks. They provide quick, individualized, distinctive, fluid, 

and interesting client service encounters. The information system (IS) performance strategy and 
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the technology acceptance model, or TAM, are applied to clarify how customers see AI chatbots 

(Baabdullah, et al. 2022). Users’ psychological purposes to accept and utilize technology are 

driven by expected value and simplicity of usage, while response is seen as the primary function 

of client service. 

● Chatbots and the virtual consumer experience: 

Chatbots are an essential component of the digital consumer experience that improves client 

satisfaction and effectiveness. Two essential components of a chat robot are usefulness and 

response. Usefulness is defined as the consumer’s interface’s trustworthiness and simplicity of 

usage (Babayev, and Israfilzade, 2023). Consumers find businesses employing AI chatbots more 

attractive since they are seen to be creative and individualized. On the other hand, response 

describes a chatbot’s capacity to offer prompt help, putting clients at ease while making them feel 

important. A business’s recognized level of innovation increases with the chatbot’s responsiveness 

(Chen, et al. 2021). External and internal factors are the two variables that may be used to assess 

online client satisfaction with chatbot usage. Comfort, time reduction, and effectiveness are 

examples of external benefits; these are practical results when applying technologies. Relevancy 

of online material is crucial in e-commerce to get clients to start purchases and come back to the 

platform often. Chatbots improve digital client service by providing help via direct conversations 

or texts. Consumers who find comfort in a good or service might save their time and energy while 

investing. 

● Client happiness: 

 

Fig 2. Client loyalty 

For a business to succeed and remain successful over many years, client fulfilment is essential. It 

is a response and emotion linked to an online shopping experience that affects loyalty and future 

goals. The link between managerially significant aspects, like client happiness and intent to buy 

again, is facilitated by comfort. Because chatbots can browse for knowledge and recognize items, 

they have a higher chance of meeting client demands and resulting in satisfied customers. Client 
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fulfilment with online buying is strongly correlated with features like processing effectiveness, 

comfort, variation, and suggestion correctness (Arman, and Lamiyar, 2023). Because customers 

want quick, dependable, and effective platforms, their impression of time passed also plays a big 

role in their level of happiness. Getting greater client satisfaction requires essential features in chat 

robots’ client assistance solutions. 

● Chatbots and AI’s effects on client relations: 

Customer interaction management is undergoing an upgrade thanks to chatbots and AI, which 

provide flexible personalized services that increase productivity and impact while cutting 

expenses. They can pick up on client demands and modify connections accordingly, boosting 

participation, devotion, and confidence. Routine questions may be rapidly and effectively handled 

by chatbots, releasing the workforce for more complicated problems. By obtaining a great deal of 

information about customer habits, tastes, and problem spots, they additionally offer improved 

analysis and knowledge, boosting efforts to advertise and enhance goods and services (Wang, et 

al, 2023). Software for analysis of sentiment may find patterns in client comments and highlight 

places that need work. Managers may test strategies and enhance effectiveness by using current 

information thanks to automated technology. However, there are also dangers connected to the 

employment of AI and chatbots, such as possible consumer dissatisfaction and privacy issues. 

Companies must thoroughly evaluate how they intend to implement these advancements 

considering their business objectives and minimizing any impacts, on customers (Srivastava, 

2021). 

METHODOLOGY 

Chung et al. (2020) conducted a study, on the use of chatbots in online stores making adjustments 

to existing practices. They created a survey to assess traits like character, customer satisfaction, 

basic principles, responsiveness and utility. The survey included questions drawn from studies by 

Roy et al. (2018) Rose et al. (2012) and modified questions from Finstad (2010). Participants were 

asked to recall their interactions, with online shopping chatbots with an introduction provided for 

clarity. The survey covered six sections; character traits, online customer experience, customer 

satisfaction, chatbot usage patterns, demographics and knowledge and usage assessment. After 

collecting feedback and conducting a trial run for clarity and accuracy the survey was refined to 

gather data. The research aimed to understand how AI chatbots impact consumer happiness and 

character in e commerce settings. 
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RESULTS  

AI-controlled chatbots added to e-commerce sites have made customers much happier and 

increased the business's total performance. This section talks about the study's findings and 

examples from real life that investigated how well chatbots driven by AI work in online shopping. 

Better engagement with customers: 

Customers can now easily use e-commerce sites thanks to robots that are driven by AI. Customer 

and business communication is sped up by chatbots that offer personalized help in real time (Lee, 

2020). Haugeland et al. (2022) say that customers like how easy and approachable chatbots are; 

they can answer their questions and assist them to find their way around products and services 24 

hours a day, seven days a week. Also, chatbots employ machine learning algorithms to improve 

the answers and ideas they give all the time based on how people use them. As the brand changes, 

it keeps customers interested by giving them personalized answers and ideas. This makes the 

connection between customers and brands greater. 

 

Fig 3. Use-case of AI chatbots 

Improved Customer Satisfaction: 

Cultivating customer happiness is one of the main goals of adding AI-powered chatbots to e-

commerce establishes. Studies have shown over and over that customers think companies that use 

chatbots are more innovative and focused on them (Balakrishnan and Dwivedi, 2024). The main 

reason for this opinion is that robots are quick and good at answering customers' questions and 

concerns. In addition to making customers happier, robots help make the shopping process easier 

and make suggestions for relevant products. By giving customer’s personalised help and guiding 

them through the buying process, chatbots reduce frustration and improve customer happiness with 

online shopping as a whole. 

Increased Operational Efficiency: 

Businesses have also become more efficient thanks to the use of AI-powered chatbots in e-

commerce platforms. Chatbots do repetitive chores automatically, like answering frequently asked 
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questions, taking orders, and updating customers on the status of their orders (Haleem et al., 2024). 

Chatbots take care of these boring, repetitive jobs so that people can work on more important 

things, like answering complicated customer questions and making plans. Chatbots also let 

businesses have more customer service reps without having to pay more people. This makes sure 

that businesses can keep giving great service to clients even when demand is high, without having 

to spend more on costs. 

Insights from data that can help business grow: 

Adding AI-controlled apps to e-commerce sites can also help people find useful information in the 

data. Chatbots keep a lot of data about the people who use them, like what they like and don't like, 

common issues, and patterns of behaviour (Benke et al., 2020). Businesses can use this data to 

learn more about what the customers want and need, which helps the business make better 

marketing and strategy choices. These records can also be used by analytics tools with AI to find 

patterns, guess what customers will do, and improve marketing and product deals (Gkikas and 

Theodoridis, 2020). With these tips, businesses can keep making their online shopping better to 

meet customer wants and keep up with changes in the market. Adding robots with AI to e-

commerce sites has totally changed how customers interact with and feel about them, as well as 

how well the sites run their companies. It seems that chatbots are very important for improving 

relationships with customers, making shopping easier, and gathering useful information for 

making businesses better. Businesses should keep using chatbots that are powered by AI as a 

strategy tool to drive growth and gain a competitive edge in the e-commerce world. 

DISCUSSION  

 

Fig 4. Customer experience through Chabots 



 

1414 

 

Chatbots have a critical role in enhancing customer-supplier interaction, as shown by Chung’s 

study on the application of AI in online commerce. Build revenue-generating chatbots for 

advertising, sales, technological assistance, or service-related tasks on FB and its Messenger 

channels by focusing on the standard of chatbot connections, reply speed, relevancy, and 

efficiency, as discussed in this research. The writers stress that sellers must fulfil customer 

demands for effective, immediate interactions. Companies should put policies in place to remove 

certain obstacles if they want to take advantage of artificial intelligence technology and develop 

an effective online company. For example, details about trending items, product pricing, 

accessibility, and tailored suggestions should all be included in Facebook Messenger’s customized 

messaging. To guarantee an immediate reply time and promote user communication with 

suppliers, Facebook site options should also be kept available. 

The effectiveness of chatbots, the knowledge offered in selling and customer care solutions, and 

the speed of their responses all affect how clients behave and whether or not they decide to proceed 

with the transaction. Retailers may increase their consumer experiences by enhancing their online 

surroundings by solving these concerns. 

 

LIMITATION AND FUTURE OUTLOOK 

The present research has several shortcomings, such as failing to take into account the effects of 

clients’ online buying experiences and the influence of chatbot usage on the ease of digital 

purchasing. Additionally, it recommends that future studies look at different viewpoints on internet 

user happiness, such as how chatbot technique affects acceptance. Since a great deal of the 

individuals were in the 20–39 age range, it is recommended that future studies take into account a 

wider range of age categories and adapt the same methodology across different sectors. The 

research is concrete, and it is encouraged to do an in-depth investigation to identify the facets that 

customers find most appealing in chatbots. In addition to asking participants to recollect their 

virtual assistant experiences in e-commerce, the study included a generic resume and 

recommended that further studies concentrate on particular artificial intelligence-based client 

interactions. Furthermore, it’s possible that the parts selected for the character concept weren’t the 

most useful ones. To learn more about the impact of the Big Five traits of personality on chatbot 

acceptance, future studies can examine other personality characteristics. 
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Aspect Summary 

Enhanced 

Customer 

Engagement 

AI-driven chatbots facilitate seamless interactions, providing personalized 

assistance and real-time support, enhancing engagement between 

customers and brands. 

Improved 

Customer 

Satisfaction 

Customers perceive businesses employing chatbots as more innovative 

and customer-centric due to the responsiveness and effectiveness of 

chatbots in addressing their needs. 

Increased 

Operational 

Efficiency 

Chatbots automate routine tasks, freeing up human resources to focus on 

complex inquiries, leading to increased operational efficiency without 

proportional staffing costs. 

Data-driven 

Insights 

Chatbots capture valuable customer interaction data, enabling businesses 

to gain insights into customer preferences and behaviour patterns, 

informing strategic decision-making. 

 

CONCLUSION 

Technological acceptance is the main point of emphasis for this article’s exploration of chatbot 

applications in online shopping. It draws attention to the necessity of better customer-retailer 

contact and cooperation. The researchers believe that chatbots are still in their earliest stages and 

absent significance, rapidity, and customisation. On the other hand, they contend that if AI is 

properly developed and made available to customers on shops’ FB sites, it may enhance tailored 

support services. Pupils’ career development may also be greatly aided by their educational setting. 

The study concludes that e-commerce sites should use AI chatbot technologies to provide details 

on famous items, pricing, accessibility, and tailored help. Notwithstanding its importance, the 

study is limited by its concentration on the “hidden client” viewpoint and its small sample size of 

merchants. Later research must take these obstacles into account and integrate market experts’ 

viewpoints, inquiries, and statistical analyses. 
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