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Abstract

The e-commerce industry’s customer support has changed a lot because many companies are now using intelligence or
Al Chatbots, assistants and automated helpdesks are examples of Al-powered customer support systems. These systems
help customers get quicker, personalized and 24/7 assistance. This study looks at how Al-powered customer service affects
customer satisfaction and loyalty on e-commerce sites like Flipkart and Amazon. The main goals are to understand how
customers feel about Al-based support how well it solves their problems and how it affects their satisfaction and loyalty.
To gather data the study uses both primary sources. Secondary data comes from journals, industry reports and corporate
publications. Primary data comes from a questionnaire, for people who use Al customer support services. The study
expects to find that good, responsive and easy-to-use Al support makes the overall service experience better. This in turn
makes customers more satisfied and loyal. The study aims to provide e-commerce companies with insights to improve
their Al-driven customer support strategies and build long-lasting customer relationships.

Keywords: Customer service, customer satisfaction, customer loyalty, e-commerce, Flipkart and Amazon powered by
Al

Introduction

Artificial Intelligence is changing how businesses work online in online shopping. People want things fast and
personalized. They no longer just look at how good a product's how much it costs. They also want service, easy experience
and to feel safe with the brand. The way businesses help customers and how customers see a brand has changed a lot. This
is because of Al and not people doing things manually. In shopping every moment counts. There are choices so the first
time a customer contacts a business is very important. It is a chance to make the customer happy and feel safe with the
brand. The e-commerce customer journey is highly interactive and competitive. Every touchpoint, the first point of contact
serves as a crucial opportunity to build satisfaction and trust, with Artificial Intelligence.Al-based interactions have
fundamentally altered how organizations solve problems and how customers perceive brand identity with Al

The role of Artificial Intelligence in customer support has grown a lot. It is not just for answering questions anymore.
These systems now handle tasks like tracking orders, comparing products, processing returns, supporting payments. The
main benefit of Al support is that it gives answers. This is very convenient for customers. Human support teams find it
hard to match this level of convenience. When customers get help, they get less frustrated. They also feel more confident
in the company. This makes Al a valuable tool for building customer relationships.Al systems are available all the time.
They do not get tired like human agents do. This means that the quality of service is always stable and good.Al helps
customers day and night without any interruptions. The use of Al, in customer support has become very important. It
helps companies provide service to their customers.Al is changing the way companies interact with their customers. It is
making customer support faster and more efficient.
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Customer satisfaction is key to getting repeat business and making customers prefer a brand in shopping. When Al systems
give relevant answers fast, they make the experience efficient and reassuring. This is important for customers to be loyal
which means they have a lasting connection with the brand. In a market where competitors just, a few clicks away Al
support helps businesses give customers reasons to stay by making the service more reliable. Customers who get
personalized and quick support over and over start to think of the brand as caring and modern which builds trust needed
for long-term loyalty. When customers trust a brand, they are more likely to come Customer loyalty is crucial, for e-
commerce businesses. It helps businesses to grow and succeed in a market.

Al helps businesses work at the speed of the customer. It does this by looking at a lot of data from searches and buying
decisions to figure out what the customer will do next. This helps businesses make decisions. Ai also has some problems
when it comes to customer service. Sometimes customers have issues that're not easy to fix, like when a payment does
not go through or when a product is damaged. In these cases, Al is not very good, at understanding how the customer
feels. Amazon and Flipkart are using a way of doing things. They are using Al to handle tasks. When something is more
complicated and the customer is upset, a human agent will talk to the customer. This way Al and human agents work
together to help the customer. Al helps with tasks and human agents help with issues that require empathy and
understanding.

The thing that makes Al really useful for online shopping sites is that it can handle a lot of work. These sites have to deal
with a number of orders for all sorts of products and they have to get these products to people all over the place. They
need a system that can handle all of this without it costing much more. This is important when there are a lot of people
shopping at the time like, during holiday sales. If the site is slow people get frustrated. That is not good. As Al gets better
it will work well with voice assistants and other tools to make shopping online really easy. For companies that sell things
online using Al in a way means they have to make sure it works well and is fair and that they are really trying to help each
customer.

Research Objectives

1. To examine the role of Al-powered customer support in improving customer service in the e-commerce sector.
2. To analyse customer perceptions toward Al-based support systems such as chatbots and virtual assistants.

3. To evaluate the impact of Al-powered customer support on customer satisfaction.

4. To study the relationship between customer satisfaction and customer loyalty in e-commerce platforms.
Literature Review

Al Chatbots and Customer Satisfaction

Chen et al. (2021) Studied how well artificial intelligence chatbots work and how they respond to customers. They found
out that it's really important for chatbots to be easy to use. This is because it helps customers talk to the chatbot system
easily. As a result customers are more satisfied. The researchers also said that when chatbots respond quickly it reduces
the time customers have to wait. This makes the service more efficient. Customers then think highly of the service. The
study showed that when chatbots give answers customers start to trust and rely on them. Customers also want accurate
help. They don't need chatbots to be overly friendly for questions. The researchers think that chatbots should be clear,
simple and sound like a person. This makes customers more engaged. Good experiences with chatbots make customers
think better of the brand. The study also found that chatbots get better over time. This is because they keep learning. The
researchers said that how easy a chatbot is to use and how well it responds are key to making customers happy. The study
concludes that Al chatbots can make services much better if they are designed correctly. The findings highlight the
importance of usability and responsiveness, in chatbot design. Customers have experiences when chatbots are easy to use
and respond quickly. This leads to customer satisfaction and brand perception.

Ruan and Mezei did a study in 2022. They compared Al chatbots to customer service agents. They looked at how different
types of service providers affect customer satisfaction when shopping online. The study found that Al chatbots are better
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at tasks. They are good at giving information and handling requests. This is because they are fast and efficient. In
complicated emotional situations customers prefer human agents. This is because humans can show empathy and
understanding. The researchers said that customer satisfaction depends on the type of task. It also depends on whether the
customer thinks the service provider is suitable. The study also showed that Al systems perform consistently. Human
agents do not always perform at the level. Customers judge the quality of service based on their expectations. A
combination of Al and human interaction works well. This is called a service model. The study suggests that companies
should use both Al and human support. They should use them in a way that makes sense for the customer. The study’s
results highlight the importance of context, in service delivery. The researchers concluded that Al chatbots can make
customers happier. Only if they are used in the right way.

The study conducted by Siow et al. (2025) focuses on the impact of chatbot adoption in Al on e-retailing and the effects
on the customer experience. According to the findings of the study, the use of chatbots enhances accessibility as it ensures
round-the-clock customer service, making the process more convenient for the consumers. The researchers stress that
instantaneous feedback contributes to reducing waiting times and increasing service efficiency. Moreover, it was found
that the reliability of the communication process depends on the accuracy of the provided information. In addition, it was
found that customer satisfaction can be increased through the simplification of the technology interface. At the same time,
the authors draw attention to the possible negative consequences of any system malfunction. It should be noted that the
constant improvement of artificial intelligence algorithms will help maintain high-quality service.

Chung et al.'s (2020) study concerning chatbot e-services in luxury brands focuses on the influence of the quality of Al
services on consumer satisfaction in luxury markets. It has been found that consumers within the luxury segments require
high quality and personalization in services provided to them. As noted by the authors, chatbot communication should
match the image of the brand. Moreover, the study suggests that carefully designed chatbots can contribute to consumer
satisfaction even among high-end consumers. Another finding in the article is that personalization contributes greatly to
the perception of service quality. Besides, the authors emphasize the necessity of keeping consistent with a brand's image
in terms of Al communication. Customer experience, as found by the authors, is shaped by the quality of service provided.

Al Service Quality, Trust and Loyalty

According to Shahzad et al. (2024) in their study on service quality of Al Chatbot, the impact of service quality on the
level of e-brand loyalty of the users is examined. In particular, reliability, responsiveness, and assurance are identified as
the main components of service quality. In particular, the researchers note that a high level of interaction with the Al
Chatbot positively influences the trust and thereby increases the level of customers' loyalty. It should be noted that,
according to the study, customer experience acts as a mediator between service quality and loyalty. It was found that
another important feature, in this case, is electronic word-of-mouth, which helps to increase the reputation of the brand.
Moreover, positive interaction with Al Chatbot encourages further use.

In the paper "Chatbot Satisfaction and Loyalty: The Mediating Role of Trust", Hsu and Lin (2023) analyse the effects of
customer perception on the behaviour of users. Perceived usefulness and ease of use were found to have an effect on
customer satisfaction. In this regard, it was noted that trust makes customers feel confident about interacting with Al
technology. Besides, it is pointed out that customers who are satisfied with a product will continue using it. The researchers
further state that personalization plays a role in engaging customers. Also, it is stressed that system reliability is vital in
ensuring user satisfaction. It was also found that trust mediates satisfaction and loyalty.

Beyari (2025) has done some investigation about Al and customer loyalty to find out the effect of using Al technology on
customers' loyalty in e-commerce businesses. The results show that by applying this type of technology, customer loyalty
would improve. It is emphasized that there are mediating variables such as trust and satisfaction that play an important
part in the impact of Al technology on customers' loyalty. In addition, it has been discovered that reliable performance
leads to increased trust in customers. Moreover, it has been found that Al systems offer more value to customers through
personalized interactions. In addition, it is mentioned that customer engagement should be considered while forming loyal
customers.
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In the study by Singh and Singh (2024) examining the use of Al and customer loyalty, the authors discuss the advantages
brought about by Al in terms of increased efficiency and customer satisfaction. The researchers discover that Al
contributes towards efficiency and customer satisfaction through improving the process of delivering services. In this
regard, the researchers note that personalization and convenience play an important role in creating customer loyalty.
Further, the researchers observe that customer engagement is improved through the use of Al. The research also discovers
that customer satisfaction is positively influenced by improvements in service delivery quality. Moreover, the researchers
emphasize that efficiency plays an important role in customer retention.

In the Lee & Li (2023) study of chatbot affordances, the authors focus on chatbot characteristics and their impact on
identification and customer loyalty. In this regard, it is indicated that chatbot interactions increase customer engagement
and their association with a brand. In particular, the authors state that double identification leads to customer loyalty. Also,
it was found that the abilities of chatbots affect customer perception. Besides, the authors state that interactions with an
Al have a positive effect on the service experience. Also, in this study, it is found that user engagement promotes customer
loyalty.

Li et al. (2023) regarding the use of Al chatbots in enhancing customer retention provides insights into how chatbots affect
customer relationship development. From the findings, it is clear that chatbot conversations generate value through service
experiences. The authors note that value generation improves customer retention. Also, from the findings, it is evident
that artificial intelligence systems enhance customer engagements. Moreover, the results of the study show that service
quality affects customer satisfaction. In addition, the authors indicate that chatbot efficiency affects user behaviour. The
results demonstrate that artificial intelligence plays an important role in building customer relationships.

Trust, Transparency and Human—AlI Interaction

Trust and customer satisfaction within Al-based customer service settings have been discussed by Huang et al. (2024) in
their study that compares chatbots and human customer service. It becomes evident from the discussion that trust plays
the role of a vital mediating factor between modes of service delivery and satisfaction results achieved by clients. Firstly,
it should be noted that clients are interested in efficiency and, at the same time, reliable and predictable responses made
by Al systems. Secondly, the researchers found that consistent and precise information provided by chatbot solutions
improves trust in the latter. Thirdly, transparency of Al-based systems is an important element because it helps to reduce
uncertainty for users, which leads to increased levels of trust. Fourthly, clients usually make comparisons between
interaction with Al services and human customer service, especially in complex situations. Finally, despite similarities
between Al-based systems and humans in terms of efficiency, trust remains one of the most important factors impacting
satisfaction. The research suggests that trust affects both satisfaction and loyalty to companies. It is worth noting that
businesses should be transparent about the decision-making process related to Al systems to increase levels of trust.

Research Gap

Although considerable attention has been devoted in the past academic work to the broad applications of Artificial
Intelligence in marketing and customer service, there appears to be a dearth of literature that explicitly studies the role
played by Al-based support systems on fostering consumer loyalty. While some studies have focused on the efficiency
gains associated with automation processes, none have tried to understand the extent to which such interaction contributes
to building brand loyalty among customers. In terms of emerging markets such as India, even lesser work has been
conducted on the role played by varying levels of digital literacy and awareness in influencing the adoption of Al-based
support systems.

Hypothesis

e Null hypothesis (H0): There is no relationship between Al Support Experience (Awareness, Usability & Performance)
and Effectiveness & Customer Satisfaction.
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e Alternative hypothesis (H1): There is a relationship between Al Support Experience (Awareness, Usability &
Performance) and Effectiveness & Customer Satisfaction.

Research Methodology

The research adopts a sample size of 110 consumers who reside in Tirupati and the surrounding regions and have prior
knowledge of how to navigate e-commerce websites and interact with the artificial intelligence customer support service.
It is appropriate to adopt a sample size of 110 because it is adequate to conduct meaningful statistical tests to assess the
relationship between the artificial intelligence customer support service and consumer behaviour. For instance, the
application of descriptive statistics (mean and percentages) and correlation tests suggest that the sample size of 110 is
adequate to conduct meaningful statistical analyses to uncover the relationship between artificial intelligence customer
support service and consumer behaviour.

Research Design

In this research, a descriptive methodology will be used in the investigation of the attitudes and behaviours of
consumers when it comes to artificial intelligence-based customer service on various e-commerce websites like Amazon
and Flipkart. This would be a quantitative type of research due to its ability to collect structured data.

Statistical Tools

The study implies a set of statistical tools to analyze and interpret the collected data effectively:
e Mean: To find the average value and central tendency of the dataset.

e Standard Deviation: To measure the dispersion or spread of data from the mean.

e Ranking: To arrange data in order of priority or performance based on mean values.

e Correlation Analysis: To measure the strength and direction of the relationship between Al support experience and
customer satisfaction.

Data Analysis
Correlation Analysis

Table 4.8: Correlation between AI Support Experience and Effectiveness & Customer Satisfaction

Variables Al Support | Effectiveness & Customer
Experience Satisfaction

Al Support Experience 1 0.744%*

Effectiveness & | 0.744%* 1

Satisfaction

Source: Primary Data

The calculated correlation coefficient is 0.744, indicating a 74.4% positive relationship between Al Support Experience
and Effectiveness & Customer Satisfaction. Consequently, the null hypothesis is rejected at the 1% level of significance.
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Scatter Plot: Al Support Experience vs. Effectiveness & Satisfaction
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Ranking Analysis

Table 4.9 (Excerpt): Ranking of Consumer Perceptions

Ran Statement Mea S.

k n D.

1 The Al system responds quickly. 3.73 1.0
1

2 Al support improves my relationship with the platform. 3.71 1.0
1

3 I understand how to interact with chatbots / virtual assistants. 3.61 1.0
0

4 I would recommend the platform due to its Al support system. 3.58 1.0
9

5 I am more likely to continue using platforms with good Al support. 3.51 1.0
7

Source: Primary Data
Findings and Discussion

The findings indicate that in the current digital era, Al-enabled customer support has become the norm in online business
activities rather than being considered an added convenience.

e High Speed is Crucial: It is found that the fastest response is seen as the best feature of automated systems by
consumers (Mean = 3.73).

o Correlation Between Quality and Satisfaction: The correlation between the quality of the experience and customer
satisfaction with Al assistance is positive and amounts to 74.4%.
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e Convenience for Users: Customers, including two generations (Gen Z & Millennials making 92%) find themselves
comfortable and familiar with Al interaction (Mean = 3.61).

o Fostered Loyalty: Effective customer service with Al positively influences the relationship with the company and
encourages customers to return.

The findings suggest that although Al is extremely efficient when dealing with operational questions and concerns, the
majority of customer support queries, its effectiveness relies on ease of use and dependability. Therefore, the more
satisfied customers are with their Al experience, the better is their relationship with a brand in the competitive online
environment.

Conclusion

In summary, this research proves that Al-based customer support is an essential characteristic of modern e-commerce that
greatly improves customer satisfaction and loyalty. This research answered all research questions by showing the
importance of speed, developing positive customer attitudes towards usability, and confirming the strong positive
correlation between the level of experience with Al support and satisfaction (r = 0.744). This study proves that Al support
not only boosts competitive advantage but also helps establish a more profound connection between the platform and its
customers when it is quick, precise, and convenient to use. Although Al support is incredibly efficient, it seems that the
most effective platform will be the one where automation and humans meet.

Suggestions

1. Zero Latency Optimization: Given that "immediate response" is the most important quality, companies need to make
sure that any Al system that they employ is optimized for instant processing and zero latency in dealing with everyday
requests.

2. Combination Approach: Companies have to adopt an integrated approach, with Al handling the large volume of
routine requests and humans handling requests which involve emotional or complicated issues.

3. Transparency is Paramount: For establishing trust, businesses have to be transparent in explaining the situation to
customers when they interact with the Al and how their data will be used.

4. NLP Development: Organizations must continue improving their Al systems through the development of NLP
interfaces to make interaction more natural and efficient.

5. Monitor Performance Metrics: Companies have to monitor metrics like the number of successful resolutions by the
Al and the level of satisfaction after each encounter.
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