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ABSTRACT 

The fast-paced growth of e-commerce has reshaped the retail scene in India, with a noticeable rise in online shopping fuelled by tech advancements, greater internet 

access, and changing consumer habits. While automated services like chatbots and AI-powered customer support are on the rise, Indian shoppers still show a strong 

preference for interacting with human customer service representatives when they shop online. 

As we move further into the digital age, consumer preferences are shifting dramatically. Unlike many global consumers who have adapted to automated systems 

for basic inquiries, Indian shoppers tend to favor human interaction. They feel more at ease when they can speak to a real person, especially during critical 

transactions or when facing issues. Human representatives can address unique consumer needs and preferences in ways that automated systems often can’t. This 

underscores the necessity for service that feels localized and relatable to Indian consumers. 

In the competitive online marketplace, providing exceptional human customer service can set brands apart. Companies that prioritize and invest in quality human 

interactions typically see better customer retention and receive positive word-of-mouth referrals. There’s a range of opinions on customer service trends within the 

Indian market. Some stakeholders push for a complete shift to digital solutions, believing it will lead to greater efficiency and cost savings. They argue that 

advancements in AI and machine learning will eventually resolve consumers' concerns about automated support. 

On the flip side, businesses that focus on building long-term customer relationships argue for a mix of human and automated services. This hybrid model allows 

companies to tap into the benefits of technology while still delivering the empathy and connection that human interactions provide. By actively engaging with 

consumers and adjusting their strategies accordingly, businesses can keep a competitive advantage in a marketplace that’s becoming more crowded by the day. This 

paper will cover the factors influencing this preference, the impact of human interaction in customer service, key players in the industry, and what the future might 

hold for this area. 
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INTRODUCTION 

The Indian e-commerce sector has experienced remarkable growth over the past ten years, driven by rising internet access, smartphone usage, and a 

growing middle class (Kumar & Kaur, 2020). This transformation has significantly changed how consumers shop worldwide, particularly in India, where 

we've seen substantial advancements in internet access and digital skills lately. Even though automated systems like chatbots and virtual assistants offer 

convenience, research shows that Indian shoppers still have a strong preference for human customer service when shopping online. 

With the ease of buying products from home, many people are turning to online retailers for their shopping needs. However, despite the seamless 

experience of online shopping, a good number of consumers still lean towards having human support when making their purchasing choices. 

The rise of digital commerce has reshaped shopping habits globally, with India stepping up as a key player in the international e-commerce scene. As of 

2021, the country had more than 600 million internet users, and this figure is expected to grow significantly in the years ahead (Internet and Mobile 

Association of India [IAMAI], 2021). This surge in digital involvement has shifted how consumers connect with brands, particularly regarding customer 

service. 

One major reason people favor human customer service when shopping online is the personal touch it offers. While many online retailers utilize chatbots 

or automated responses, these can often come off as impersonal and might lack the human connection that shoppers seek. By engaging with a real person, 

consumers can benefit from personalized guidance and recommendations suited to their needs and preferences. 

http://www.ijrpr.com/
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Moreover, human customer service tends to enhance customer satisfaction. When shoppers face issues or have questions about a product or service, 

having a human representative available to help can effectively resolve their concerns more efficiently. This often leads to a better shopping experience 

and boosts the chances of repeat business from happy customers. 

Additionally, human customer service plays a crucial role in building trust and credibility with consumers. When shoppers engage with a knowledgeable 

and helpful person, they’re more likely to feel confident in their purchasing decisions and trust the online retailer’s reputation. This can foster customer 

loyalty and encourage word-of-mouth recommendations, as pleased customers are more inclined to share their positive experiences with friends and 

family. 

Effects of the Preference for Human Customer Service 

1. Enhanced Customer Loyalty: 

One of the most notable impacts of preferring human customer service is the potential boost in customer loyalty. Businesses that make human interaction 

a priority in their customer support are likely to build stronger connections with their clients. Studies show that customers who receive personalized and 

empathetic help are more likely to stick with a brand and make repeat purchases (Homburg et al., 2017). The emotional bonds created through these 

human interactions contribute to a positive overall shopping experience, leading to loyal customers in the long run. 

2. Competitive Advantage for E-Commerce Platforms:  

E-commerce platforms that effectively incorporate human customer service can create a competitive advantage in the Indian market. As more consumers 

lean towards platforms offering personalized experiences, businesses that invest in training their customer service teams and adopt hybrid support models 

are likely to stand out from the competition. This focus on human support can serve as a unique selling point, helping brands capture more market share 

and establish a solid reputation (Choudhury & Patil, 2018). 

3. Increased Operational Costs: 

On the flip side, the preference for human customer service brings its own challenges, mainly through increased operational costs. Maintaining a well-

trained customer support team can be quite a bit pricier than relying on automated systems (Davenport et al., 2020). Businesses need to strike a balance 

between offering human support and achieving technological efficiency, carefully considering the potential boost in customer loyalty against the financial 

implications of a human-centered approach. 

4. Marketing Strategies: 

Marketers can harness the preference for human interaction in their campaigns by showcasing the accessibility and availability of customer support. 

Highlighting positive testimonials from customers who have had great experiences with human agents can enhance a brand's image and draw in consumers 

who value personalized service. Moreover, businesses can take to social media to engage in conversations with customers, nurturing a sense of community 

and support that resonates with Indian cultural values (Naseem, 2021). 

5. Training and Investment in Human Resources: 

Given the strong preference for human customer service in India, companies need to focus on training and developing their customer service teams. 

Equipping employees with the skills to address a variety of questions, resolve conflicts, and interact empathetically with customers can significantly 

enhance their overall experience. Companies that prioritize these human interactions are likely to forge stronger bonds with their customers, leading to 

increased loyalty and a competitive advantage in the market (Gupta & Sharma, 2022). 

6. Conflict Resolution: 

Online shopping often comes with its fair share of conflicts, such as issues with products, delivery delays, or payment troubles. In these cases, having a 

human representative who can listen, validate, and resolve concerns can be incredibly valuable. Research shows that customers’ perception of how 

competent and willing customer service agents are to resolve problems can greatly impact their loyalty and view of the brand (McCole, 2004). In a 

competitive market, the quality of human customer service can be a make-or-break factor for keeping consumers. 

7. Empathy and Understanding:  

Human customer service representatives have emotional intelligence, allowing them to empathize with customers, recognize their frustrations, and 

respond to emotional cues effectively. Studies indicate that customers often feel more appreciated and satisfied when a human addresses their concerns 

rather than a machine (Huang & Benyoucef, 2017). This emotional connection is particularly important in a country like India, where personal 

relationships heavily influence consumer behavior. 

8. High Context Communication: 

India is considered a high-context culture where communication relies a lot on contextual clues, non-verbal signals, and relationship dynamics (Hall, 

1976). On the other hand, automated systems tend to be low-context, providing generic replies that may miss the nuance needed for effective problem-

solving. As a result, Indian consumers often find human agents to be better at understanding their unique needs and tackling complex queries, highlighting 

the importance of personalized communication in ensuring customer satisfaction (Joshi, 2021). 
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9. Traditional Values and Relationship Building: 

Indian culture places great importance on personal interactions and relationships. The concept of "jugaad," which reflects a creative and flexible approach 

to problem-solving, embodies the Indian preference for personalized solutions over one-size-fits-all, automated responses (Kumar & Kaur, 2022). This 

cultural context encourages consumers to seek out human customer service representatives, as they tend to feel more understood and valued in tailor-

made interactions. 

Future Research Directions 

Given the research gap identified, future studies could look into several important areas: 

1. Demographic Influences: 

 It would be valuable to explore how factors like age, income, and education shape preferences for customer service support. In India, the age of consumers 

significantly affects their choices. Research shows that older individuals, who might not be as tech-savvy, often prefer direct human support. This 

demographic is not only growing in wealth but also in purchasing power, which has a big impact on the e-commerce landscape. Therefore, there’s a need 

for a more human-centered approach to customer service to meet their expectations. 

2. Regional Variations:  

Examining the cultural and regional differences within India can shed light on how these factors shape consumer expectations and preferences. Future 

research should dive into how these regional distinctions influence customers’ service preferences. A comparison of urban versus rural consumer behavior 

might offer crucial insights for businesses looking to refine their customer service strategies across various markets. Additionally, understanding how 

demographic elements like age, income, and education affect these preferences could deepen our knowledge of the Indian consumer landscape. 

3. Technological Adaptation:  

It’s important to evaluate how growing comfort with technology affects the acceptance of automated customer service. Future studies should look into 

the balance between technology and human interaction in customer support, taking into account the regional and demographic variations that influence 

consumer preferences. Long-term studies that observe changes in consumer behavior over time could offer richer insights into the evolving nature of 

customer service in India. With the rollout of 5G technology and better internet access, consumer expectations and preferences in services will likely 

change too. As digital interaction increases, the role of human agents might shift. Future research should also investigate how advancements in technology, 

like the combination of AI with human support, can cater to Indian consumers’ needs. Exploring hybrid customer service models, where AI assists human 

staff, could reveal how to balance efficiency with personalized service. 

4. Cultural Diversity:  

India’s rich cultural diversity greatly influences consumer behavior and preferences. For example, research by Sharma et al. (2020) shows that urban 

consumers often have different preferences than those in rural areas. Urban folks, who are generally more exposed to digital tech, might appreciate the 

speed and efficiency of automated services, but they still seek human connection in more complex situations. On the other hand, rural consumers—who 

may not be as familiar with technology—tend to prefer human support for reassurance and help. 

5. Consumer Preferences:  

In today’s digital world, grasping consumer preferences is crucial for tailoring effective services. A study by Khare and Rakesh (2021) highlights that 

Indian consumers often favor human customer service because they seek personalized and empathetic interactions, which are frequently missing from 

automated systems. Furthermore, the collectivist nature of Indian society, which values community and familial relationships, often clashes with the 

impersonal feel of automated services (Hofstede, 2001). 

Challenges & Technological Limitations 

Practical factors greatly influence why consumers prefer human customer service. The complexities of the Indian e-commerce landscape—marked by 

inconsistent product quality, delivery issues, and payment security—often require a type of guidance and reassurance that automated systems just can’t 

deliver. A study by Kumar and Singh (2020) shows that Indian shoppers tend to trust human agents more because they perceive them as accountable and 

reliable. When problems like late deliveries or faulty products arise, having a real person to talk to makes all the difference. 

Moreover, language differences and regional variations in India add to the hurdles faced by automated systems. While many chatbots communicate 

primarily in English, a large part of the population feels more at ease communicating in their local languages. Human customer service representatives 

can tackle these language barriers more effectively, providing help in a way that resonates with local shoppers. This ability not only boosts trust but also 

enhances customer satisfaction, making human support a preferred choice in online shopping. 

Even with the strides made in AI and machine learning, it's crucial to recognize the limits of technology in mimicking the subtleties of human interaction. 

Automated systems often depend on scripted replies, leading to generic and sometimes frustrating exchanges. As noted by Bitner, Ostrom, and Morgan 



International Journal of Research Publication and Reviews, Vol 6, no 2, pp 4780-4787 February 2025                                     4783 

 

 

(2008), the calibre of customer service directly impacts user experience and satisfaction. When customers feel ignored or misunderstood by an automated 

tool, it can lead to frustration, negative views of the brand, and hesitance to make future purchases. 

Additionally, the rapid rise of e-commerce in India has outstripped the development of powerful AI systems that can deal with complex customer inquiries. 

This tech gap reinforces the necessity of human representatives who can offer knowledgeable and tailored support. As consumers grow more discerning 

with their shopping experiences, businesses need to adapt to these changing expectations by investing in customer service solutions that prioritize the 

human touch. 

Key Findings from Literature review 

Observational research shows that Indian consumers highly value relationships and personal connections, which is especially important in customer 

service (Sharma et al., 2020). Despite the rise of artificial intelligence and chatbots, it turns out that consumers often find human agents to be more 

empathetic and better at handling complex issues (Kumar & Singh, 2021). This preference stands out even more in a diverse country like India, where 

language differences and regional nuances can make online transactions quite tricky. 

Reflecting on my research, I've come to understand that customer service goes beyond just transactional exchanges; at its core, it's really about building 

trust and rapport. This realization not only shapes my future research plans but also deepens my appreciation for the complex aspects of consumer 

behavior in our rapidly digitalizing world.  

1. Cultural Connection:  

The inclination towards human customer service in India is deeply embedded in the country's cultural landscape. With its collectivist culture, India places 

a strong emphasis on interpersonal relationships and human connections. As highlighted by Hofstede's cultural dimensions theory, countries like India 

score high on collectivism, underlining the importance of social harmony and community (Hofstede, 1980). This cultural setting shapes how Indian 

consumers approach shopping, steering them towards interactions that demonstrate empathy, understanding, and personalized attention.  

Traditional norms also dictate that customer service should reflect respect and politeness, qualities often lacking in automated systems. When customers 

run into issues with online purchases—whether that’s about product quality, delivery times, or payment problems—they look for reassurance and 

understanding, which are usually better expressed through human agents. Hence, the discomfort with automated systems can be linked to a longing for 

genuine human interaction that aligns with the overarching cultural values of respect and personalized care. 

2. Current State of Online Customer Service in India:  

The growth of e-commerce in India has sparked a significant shift in how customer service is conducted. Many businesses are now implementing 

automated chatbots and AI-based service tools; however, a large number of consumers still prefer dealing with human representatives. According to a 

study by Verma and Gupta (2021), about 75% of Indian consumers prefer human agents for resolving complex queries, highlighting a key desire for 

empathetic connections during service interactions. 

3. Global Context:  

Globally, there’s a clear trend towards automated customer service, especially in Western markets, where efficiency and cost-cutting are prioritized. But, 

contrastingly, research from Kumar et al. (2020) shows that cultural factors greatly influence preferences in customer service. According to Hofstede’s 

(2001) cultural dimensions theory, high uncertainty avoidance and collectivism—common in many Asian cultures—are linked with a preference for 

human interaction when it comes to customer service. This theoretical framework offers valuable insights into how we can understand Indian consumer 

preferences. 

4. Indian Cultural Nuances:  

The cultural backdrop of India is crucial for grasping consumer preferences. The collectivist nature of Indian society, where trust and relationships are 

vital in transactions, fuels a demand for personalized customer service experiences. Dutta and Singh (2019) argue that the relational aspect of customer 

service is deeply woven into Indian consumer psychology, equating a human touch with care and reliability. 

5. Emotional Connection:  

The emotional side of customer service significantly influences why Indian consumers often prefer human representatives. Shopping isn't just a 

transactional act; it can hold considerable emotional weight. For many, buying something represents fulfilling desires, celebrating milestones, or achieving 

aspirations. Research by Lemon and Verhoef (2016) finds that emotional engagement has a huge impact on customer satisfaction and loyalty. In this 

light, human agents can provide the empathy and emotional support that enrich the shopping experience. 

6. AI Drawbacks:  

When consumers face problems or dissatisfaction, they often feel frustration, anxiety, or disappointment. A human customer service rep can acknowledge 

these emotions and respond with empathy, which helps create a sense of reassurance. On the flip side, AI systems might fall short when it comes to 

emotional intelligence, making it harder to deal with complex human feelings and potentially worsening consumer frustrations. As Indian consumers 

navigate the challenges of online shopping, their preference for human interaction often grows from a need for emotional connection and understanding. 
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RECOMMENDATIONS 

• The growth of e-commerce has really changed how we shop, but the importance of human interaction is still very strong, especially in India. 

Even though automated systems bring efficiency and scalability, many Indian consumers prefer getting help from real people when they face 

the challenges of online shopping. This preference reflects a mix of cultural factors and some technological hurdles that businesses should 

think about if they want to improve customer engagement and earn long-term loyalty. 

• There’s a growing body of evidence showing that service expectations in India differ significantly from those in Western countries. The 

collectivist culture in India often values personal connections and empathetic support, which can’t easily be mimicked by chatbots or generic 

FAQs. For example, if someone is having trouble with a payment issue, they’re likely to feel more comfortable explaining their problem to a 

human who can offer culturally aware assistance and reassurance, rather than trying to navigate through pre-set solutions. 

• Additionally, issues around digital literacy and infrastructure are important. While more people are gaining access to the internet, a large part 

of the population still doesn't have the skills to use complex online platforms effectively. A human customer service representative can help 

with this by offering personalized support and making the purchasing process easier, which in turn helps build trust and confidence. Research 

from McKinsey Global Institute (2019) emphasizes the need for companies to adjust their digital strategies to meet the specific needs of 

emerging markets, acknowledging that human touch remains vital for establishing trust and encouraging usage. 

RESEARCH METHODOLOGY 

Research Gap 

There's a growing interest in how consumers behave in e-commerce, yet there's still a significant lack of research focusing on Indian consumers and their 

preference for human customer service. While earlier studies have looked at overall satisfaction with online shopping (Sharma & Gupta, 2020), they often 

skip over what really drives people to prefer talking to human representatives. 

Additionally, we haven't seen enough exploration into how socio-economic aspects like income, education, and regional differences affect this preference. 

The digital divide in India also opens up questions about whether different demographics impact the desire for human interaction in customer service. 

Addressing this gap is important because understanding these details can help businesses fine-tune their customer service strategies to better meet 

consumer needs. 

This paper aims to bridge the gap in research regarding Indian online shoppers' preference for human customer support, offering insights into the social, 

economic, and psychological factors that play a role. 

Background 

The ongoing preference for human interaction in Indian e-commerce highlights how crucial it is for businesses to find a middle ground between tech 

efficiency and real customer engagement. Even though AI-driven solutions can be cost-effective and scalable, overlooking the human touch could push 

away a large portion of Indian consumers. 

Problem Statement 

The way Indian consumers prefer human customer service when shopping online is quite complex. It's influenced by a mix of trust issues in the digital 

world and strong cultural values. To meet this preference, e-commerce companies need to focus on building solid, easily reachable, and culturally aware 

support systems with real people. While this might take a lot of resources, it can really pay off by building customer loyalty and promoting lasting growth 

in the Indian e-commerce sector. 

Scope of the Research 

The way consumers in India view customer service, especially in e-commerce, is intricate and shaped by a mix of cultural, emotional, and practical 

influences. Understanding India’s cultural landscape is essential for grasping these consumer preferences. The country has a collectivist culture, where 

relationships and trust are key to transactions, leading to a strong demand for personalized customer service experiences. According to Dutta and Singh 

(2019), this relational approach in customer service is deeply rooted in Indian consumer behavior, where having a human connection is often linked to 

care and reliability. 

On a global scale, automated customer service is a growing trend, especially in Western countries, where the focus is on efficiency and cutting costs. Yet, 

research by Kumar et al. (2020) highlights that cultural factors significantly impact customer service expectations. Hofstede's (2001) cultural dimensions 

theory sheds light on this, showing that higher uncertainty avoidance and collectivism, common in many Asian societies, are associated with a greater 

desire for human interaction in customer service situations. This theoretical perspective is vital for understanding Indian consumer preferences. 

Research Objective 
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As I explored the changing landscape of consumer preferences in India, I couldn't help but be intrigued by how important human customer service is in 

online shopping. I wanted to understand why Indian consumers tend to prefer speaking with real people instead of relying on automated services. This 

investigation uncovered a rich blend of cultural subtleties and psychological factors that influence shopping behavior. 

Methodology 

For this observational literature review, we pulled together secondary data from a range of academic journals, industry reports, and market research 

studies. The process involved systematically analyzing existing literature to highlight key themes and pinpoint any gaps. We used qualitative methods to 

interpret the findings, paying particular attention to the socio-cultural context of Indian consumers. 

CONCLUSION 

E-commerce in India has really taken off, thanks to better internet access, more people using smartphones, and a young population that's comfortable 

with digital platforms (Kumar & Gupta, 2020). Statista (2023) predicts that by 2025, there will be around 300 million online shoppers in India. This rapid 

growth invites a closer look at what drives consumer satisfaction and loyalty, especially when it comes to customer service. Unlike global trends leaning 

towards automation, Indian consumers tend to prefer human interaction for assistance or resolving issues during their online shopping journeys. 

The inclination for human customer service among Indian shoppers stems from a mix of cultural values, emotional needs, practical considerations, and 

technological challenges. India's collectivist culture creates a desire for personal connections, and the emotional aspects of shopping amplify the need for 

empathy and understanding in customer interactions. Additionally, trust, language barriers, and the limitations of technology highlight the continued 

importance of human representatives in the e-commerce sector. 

As the online shopping market in India keeps growing, businesses need to recognize and adjust to these preferences by focusing on human-centered 

customer service strategies. This not only boosts consumer satisfaction and loyalty but also leads to a richer shopping experience that aligns with the 

cultural and emotional needs of Indian consumers. Ultimately, weaving human support into e-commerce strategies will be key to shaping the future of 

customer service in India, fostering bonds based on trust, understanding, and personal connection. 

By investing in people, adopting hybrid customer service models, and customizing marketing strategies, companies can effectively reach the Indian 

market and build lasting relationships with their customers. In a time when automation is becoming the norm, connecting with consumers on a human 

level could be the key to thriving in the competitive world of online shopping. 

This observational review has highlighted the clear preference among Indian consumers for human customer service support, driven by their need for 

personalization, empathy, and trust. As e-commerce continues to expand in India, businesses must recognize and adapt to these preferences. By blending 

technology with human interaction, they can enhance customer satisfaction and nurture long-term loyalty in a marketplace that's becoming increasingly 

competitive. 
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