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ABSTRACT

AI-driven chatbots have become a key feature in e-commerce, offering real-time customer service by simulating natural language conversations. This study
explores their impact on consumer satisfaction, focusing on response time, accuracy, personalization, and overall user experience. A structured survey of 100
retail customers who interacted with AI chatbots was conducted. Data analysis using SPSS revealed that customers appreciate the speed and availability of
chatbots but are concerned about their inability to handle complex or emotionally nuanced queries. Satisfaction was higher when chatbots delivered accurate and
relevant responses. Response time, correctness, and personalized engagement emerged as key drivers of satisfaction. However, many users still preferred human
support for emotionally sensitive or complicated issues. The study concludes that AI chatbots enhance efficiency and customer satisfaction but cannot fully
replace human agents. Businesses are encouraged to continuously refine chatbot performance based on user feedback and explore ways to handle more complex
customer needs effectively.
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Introduction

Rapid advancements in artificial intelligence (AI) are revolutionising customer service in a number of sectors, most notably retail. AI-powered chatbots,
which allow for real-time interactions and immediate support, have emerged as a critical business communication tool. The goal of these chatbots is to
improve productivity, accuracy, and customer happiness by simulating human-like discussions using machine learning techniques and natural language
processing (NLP). They have become an essential component of the retail industry due to their capacity to manage numerous client enquiries at once,
lower operating expenses, and offer round-the-clock assistance. Their ability to provide a genuinely fulfilling consumer experience, however, is still
being debated and studied. The growing need for smooth and effective customer service is the main factor propelling the use of AI-driven chatbots in
retail. By 2025, AI chatbots are predicted to answer 75% of consumer enquiries, greatly lowering the need for human interaction and operating costs
(Juniper Research, 2022). Furthermore, according to a study by Accenture (2021), companies who use AI-based customer support solutions report a
25% rise in customer satisfaction and a 30% boost in response efficiency. These figures highlight how chatbots are increasingly influencing
contemporary customer service tactics.

Notwithstanding these benefits, there are still issues in implementing chatbots. Although AI-powered chatbots are made to resemble human interactions,
they still have limitations in terms of their capacity to comprehend client emotions, respond to intricate enquiries, and offer tailored experiences (Huang
& Rust, 2022). AI chatbots should supplement human agents rather than completely replace them, as many customers still prefer human support for
delicate or complex issues. Maximising consumer pleasure in retail environments requires an understanding of how to strike a balance between
automation and human intervention. The purpose of this study is to investigate how AI-based chatbots affect customer happiness in retail
establishments by analysing their overall efficacy, usefulness, and efficiency in improving the customer experience.

Literature Review

In recent years, a lot of research has been done on the use of AI in customer care, especially in relation to chatbot technology. Numerous scholars have
investigated how AI chatbots affect consumer satisfaction, emphasising important factors like accuracy, personalisation, response time, and overall user
experience.
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AI Chatbots and Client Contentment

The efficiency of AI chatbots in meeting client requests and raising satisfaction has been examined in a number of research. Verhagen et al. (2014) state
that timeliness, dependability, and usability all affect customer satisfaction in digital settings. Chatbots with AI capabilities help with these factors by
providing timely responses. However, study by Luo et al. (2019) shows that although AI chatbots increase productivity, they can occasionally
misunderstand complicated client situations, which results in discontent.

Reaction Time and Precision

Responding promptly is essential to ensuring client happiness. According to research by Adamopoulos et al. (2020), customers place a high value on AI
chatbots' ability to promptly address their issues. They did point out, though, that inaccurate answers can lower satisfaction and trust. Customers are
more likely to be satisfied when AI chatbots deliver accurate and pertinent responses, according to a study by Xu et al. (2021). This emphasises how
important it is to keep improving algorithms in order to improve response accuracy.

Customisation and User Interface

Another important factor that influences how customers interact with AI chatbots is personalisation. AI chatbots that customise responses according to
user history and preferences, according to McLean & Wilson (2019), produce a more interesting and fulfilling experience. Customisation also increases
the chance of client loyalty by creating a feeling of connection between the company and its customers. Zhang et al.'s (2020) research, however, shows
that AI chatbots frequently have trouble comprehending context and subtle human emotions, which might result in impersonal or robotic conversations
that lower consumer happiness.

AI Chat Bots vs. Human Interaction

Customers still choose human agents for sophisticated problem-solving and emotionally sensitive enquiries, according to surveys, even with the
developments in AI technology. While AI chatbots are excellent at answering standard questions, they struggle to handle problems that call for empathy
and sophisticated decision-making (Gnewuch et al., 2018). In a similar vein, a sizable percentage of consumers trust human agents more while looking
for answers to complaints and disputes, according to a poll by Ashfaq et al. (2022).

Customer Loyalty and AI Chat Bots

According to research, AI chatbots increase client loyalty by guaranteeing a flawless customer service encounter. Customers are more likely to stick
with a brand if they have a favourable experience with AI chatbots, according to Kaczmarek et al. (2021). Trust is essential, though, as consumers may
get disengaged from the brand as a result of inaccurate information or robotic responses, which could undermine their steadfast allegiance. According
to studies, companies that change their chatbot algorithms often in response to user feedback report higher retention rates (Huang et al., 2020).

Statement of the Problem

Because AI-based chatbots can improve operational efficiency and offer immediate customer care, their use in retail businesses has grown in popularity.
Nevertheless, despite these benefits, questions remain about how well they handle complicated enquiries and guarantee client pleasure. While AI
chatbots are valued for their speed and accessibility, prior research shows that they frequently fall short in tasks requiring emotional intelligence and
sophisticated problem-solving skills. By examining important elements including response time, accuracy, personalisation, and user experience, this
study seeks to investigate how AI chatbots affect consumer happiness. Businesses may improve AI-driven customer service and guarantee greater
levels of pleasure and trust by being aware of these elements.

Significance of the Study

For a variety of stakeholders, including academic academics, technology developers, and retail companies, this study is extremely valuable. For retail
businesses, the findings will provide insights into optimizing AI chat bot functionalities to improve customer service and retention. The proposals for
improving AI algorithms for more precision and personalisation will be helpful to technology developers. Furthermore, by providing actual data on
customer perceptions and satisfaction levels in AI-driven interactions, this study adds to the body of knowledge on AI in customer service. Businesses
may improve the overall customer experience by balancing automation and human customer service by being aware of the advantages and
disadvantages of AI chatbots.

Scope of the Study

This study's focus is solely on examining how chatbots driven by AI affect consumer happiness in the retail industry. The study focusses on important
elements that affect satisfaction, including trust, accuracy, personalisation, and reaction speed. A structured survey with 100 retail consumers who have
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dealt with AI chatbots is used to gather primary data. To find patterns and client impressions, the study uses statistical analysis with SPSS. Although the
study offers insightful information, it does not examine the long-term impacts of brand loyalty or apply to other industries. Future research can broaden
the focus by incorporating additional industries and investigating the long-term impact of AI chatbots on client retention.

Research Gap

Few studies have explicitly looked at how AI chatbots affect customer satisfaction in retail settings, despite the fact that prior research has looked at a
variety of AI chatbot aspects in customer care. Empirical research contrasting AI chatbot interactions with human interactions in actual retail
environments is also lacking. By examining how well AI chatbots increase customer happiness and identifying the critical elements affecting their
efficacy, this study seeks to close this gap. The particular goals of this study are:

Objectives

1. To assess the efficiency of AI chatbots in answering client questions.

2. To compare the degree of customer satisfaction between AI chatbot and human interactions.

3. To evaluate how customer loyalty and trust are impacted by AI chatbot efficiency.

4. To offer suggestions for improving the functionality of AI chatbots in retail establishments.

By tackling these goals, the study hopes to offer insightful information to retail companies looking to maximise their AI-powered customer care tactics
while maintaining high levels of customer engagement and happiness.

Research Methodology

The strategy taken to look into how AI-powered chatbots affect consumer satisfaction in retail establishments is described in the research methodology.
The research design, data collection procedures, sample strategies, and analytical instruments used in the study are all covered in this section.

Research Design

This study evaluates consumers' opinions of AI chatbots in retail establishments using a descriptive research design. To collect quantifiable information
on elements like response time, accuracy, personalisation, and overall user experience, a quantitative approach is used. Finding patterns and statistical
connections between AI chatbot interactions and customer satisfaction levels is the goal of the study.

Data Collection Methods

The study utilizes both primary and secondary data sources:

Primary Data

Retail consumers who have dealt with AI chatbots are given a structured survey to complete in order to gather data. The questionnaire evaluates several
facets of customer satisfaction using both closed-ended and Likert-scale questions. The survey focusses on important indicators including trust,
personalisation, accuracy, problem-solving effectiveness, and response time.

Secondary Data

A review of the body of current literature, such as industry reports, journal articles, and case studies, aids the formulation of hypotheses and offers
contextual background.

The results of earlier studies on AI chatbots, consumer happiness, and engagement in retail environments are compared.

Sampling Techniques

 A non-probability convenience sampling technique is used in the investigation.

 One hundred retail clients who have dealt with AI chatbots at retail establishments are chosen to participate in the survey.

 To guarantee a range of consumer viewpoints, participants come from a variety of demographic backgrounds.



International Journal of Research Publication and Reviews, Vol 7, Issue 2, pp 1779-1784 February, 2026 1782

Data Analysis Tools

 The Statistical Package for the Social Sciences (SPSS) program is used to analyse the survey data that was gathered.

 The replies are compiled using descriptive statistics, such as mean, standard deviation, and frequency distributions.

 Inferential statistical techniques such as correlation analysis and regression analysis are performed to analyse the relationship between AI
chat bot effectiveness and client happiness.

Variables Considered

The study focuses on the following independent and dependent variables.

Independent Variables

 Response time

 Accuracy of responses

 Personalization level

 Trust in AI chat bots

Dependent Variable

 Customer satisfaction

Data Analysis and Interpretations

The data analysis methods used to investigate how AI-powered chatbots affect consumer satisfaction in retail establishments are presented in this part.
Descriptive and inferential statistical techniques were used to process the survey responses using the Statistical Package for the Social Sciences (SPSS).
A variety of tables and charts are utilised to present findings and offer a thorough analysis of the data.

Table 1: Demographic Profile of Respondents

Demographic Factor Category Frequency Percentage (%)

Gender Male 45 45%

Female 55 55%

Age Group 18-25 years 30 30%

26-35 years 40 40%

36-45 years 20 20%

46+ years 10 10%

Frequency of AI Chat Bot Use Frequent Users (Weekly) 60 60%

Occasional Users (Monthly) 30 30%

Rare Users (Less than once a month) 10 10%

Table 1 shows the Demographic Profile of Respondents. The sample consists of 55% female and 45% male respondents, ensuring gender diversity. The
26-35 age group (40%) forms the largest proportion, indicating that young adults are more likely to interact with AI chat bots. 60% of respondents use
AI chat bots frequently, reflecting their widespread adoption in retail.

Analysis of Key Customer Satisfaction Factors

To analyze the influence of AI chat bots on customer satisfaction, mean scores and standard deviations were calculated for key factors such as response
time, accuracy, personalization, and trust.

Table 2: Descriptive Statistics for Customer Satisfaction Factors

Customer Satisfaction Factor Mean Score (Out of 5) Standard Deviation (SD) Interpretation

Response Time 4.3 0.7 High Satisfaction
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Accuracy of Responses 3.8 0.9 Moderate Satisfaction

Personalization Level 3.5 1.1 Moderate Satisfaction

Trust in AI Chat Bots 3.2 1.3 Low Satisfaction

Table 2 shows that Response Time has the highest satisfaction score (4.3/5), indicating that customers appreciate the speed of AI chat bots. Accuracy
(3.8/5) and Personalization (3.5/5) show moderate satisfaction, meaning there is room for improvement in providing relevant and customized responses.
Trust in AI chat bots (3.2/5) is relatively low, suggesting that customers prefer human agents for resolving complex issues.

Relationship Between AI Chat Bot Features and Customer Satisfaction

A Pearson correlation analysis was conducted to assess the relationship between AI chat bot features (response time, accuracy, personalization, and
trust) and overall customer satisfaction.

Table 3: Pearson Correlation Coefficients

Independent Variables Customer Satisfaction (Correlation Coefficient, r)

Response Time 0.72 (Strong Positive)

Accuracy of Responses 0.68 (Strong Positive)

Personalization Level 0.52 (Moderate Positive)

Trust in AI Chat Bots 0.46 (Moderate Positive)

Table 3 gives the Response Time (r = 0.72) and Accuracy (r = 0.68) have a strong positive correlation with customer satisfaction, indicating that faster
and more accurate AI chat bots enhance customer experience. Personalization (r = 0.52) has a moderate correlation, meaning customized responses
improve satisfaction but are not the primary factor. Trust in AI chat bots (r = 0.46) has the lowest correlation, reinforcing that customers still prefer
human agents for complex interactions.

Key Findings

 Although AI chatbots' quick reaction times are appreciated by customers, their precision and customisation may use some work.

 Customer satisfaction is most strongly impacted by response time and accuracy.

 Customers prefer human operators for difficult situations, hence there is comparatively less trust in AI chatbots.

 To increase accuracy and personalisation, businesses must integrate improved natural language processing and machine learning models into
their AI chatbots.

Conclusion

With advantages like immediate responses, cost effectiveness, and 24/7 availability, the use of AI-powered chatbots in retail customer care has
drastically changed consumer relationships. The study's conclusions show that although AI chatbots improve customer happiness by responding quickly
and effectively to queries, they nonetheless have some significant drawbacks. Response speed had the biggest beneficial impact on customer
satisfaction, while accuracy, personalisation, and trust were found to be important determinants. Natural language processing (NLP) and machine
learning have advanced, yet AI chatbots still have trouble answering complicated questions, lack emotional intelligence, and don't gain the trust of
consumers. This emphasises how crucial it is to strike a balance between AI automation and human engagement, particularly when handling delicate or
complicated problems. To guarantee a smooth and fulfilling consumer experience, retail companies must constantly improve their AI chatbot
technology by concentrating on contextual awareness, accuracy enhancements, and tailored responses. AI chatbots can help retain customers, but they
can't completely replace human operators, especially in delicate situations. Future research should explore AI chat bot performance across many
businesses, such as banking, healthcare, and education, to uncover sector-specific difficulties. Deeper understanding of consumer preferences can be
gained from research on hybrid AI-human assistance models, long-term customer loyalty, and the influence of AI on purchasing decisions. It's also
important to look at ethical issues like data privacy and AI transparency. Businesses can also improve AI chatbot skills by looking into developments in
voice-based assistants, generative AI, and emotion AI. Research comparing human-led and AI-driven encounters can help improve customer
satisfaction and trust initiatives.
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