
© MAY 2025 | IRE Journals | Volume 8 Issue 11 | ISSN: 2456-8880 

IRE 1708825          ICONIC RESEARCH AND ENGINEERING JOURNALS 2267 

How Chatbots Influence Customer Experience and 
Conversion Rates in E-Commerce 

 

AKASH RANJAN 

Department of Management, School of Business, Galgotias University 

 

Abstract- In modern-day e-commerce, businesses use 

AI chatbots to interact with customers on a personal 

level while providing instantaneous and easily 

accessible assistance. This study focuses on the 

impact of chatbot features on customer satisfaction 

and business sales. This research combine 

quantitative and qualitative approaches: survey data 

from 130 participants and publicly available industry 

data. It was noted that with the integration of AI 

chatbots, there was a marked increase in customer 

satisfaction (CSAT) and enabled them to complete a 

sale with the company. More specifically, CSAT 

scores were increased by 34%, while conversion rates 

tripled. The results highlight the crucial role 

responsiveness and customization of chatbots play in 

streamlining operational processes for retailers in 

the digital landscape, as well as the positive effect 

these elements have on retail success. 
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Integration, Customer Satisfaction, Digital 
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I. INTRODUCTION 

 

In the industry of e-commerce, customer experience 

(CX) and conversion rate optimization features are 

very crucial. With the growing demand for immediate 

service, companies are turning to chatbots for 

engaging and effective user interactions. These digital 

assistants manage a variety of duties including 

answering common questions, providing product 

recommendations, assisting with payments, and 

gathering feedback. According to a 2024 Gartner 

report, 70% of online transactions globally involve 

some interaction with a chatbot. Nevertheless, doubts 

persist regarding the effectiveness of chatbots towards 

customers’ purchasing preferences and overall 

satisfaction—this paper seeks to answer those 

questions. 

 

II. LITERATURE REVIEW 

 

Whether powered by AI or algorithms, chatbots are an 

interface which seeks to imitate human conversation. 

Lemon & Verhoef (2016) remarks that digital CX 

(customer experience) is enhanced by chatbot 

immediacy and personalization. AI chatbots, as noted 

in a Deloitte report (2022), are said to lower support 

costs by 30%, in addition to improving resolution 

rates. When Xu and others (2021) suggest that trust in 

sophisticated chatbots increases with human-like 

features, consumers feel more confident. 

Nevertheless, the challenge lies in the absence of data 

pertaining to specific sectors, particularly in Indian e-

commerce. This study attempts to fill those gaps by 

conducting primary surveys and subjecting the data to 

statistical scrutiny. 

 

III. RESEARCH METHODOLOGY 

 

We have undertaken a mixed method primary and 

secondary research with descriptive and exploratory 

components as stated above. 

Primary Data: 

Marketplace: Online, questionnaire based 

Participants: 150 e-commerce users; 130 responses 

deemed valid for analysis 

Sampling Technique: Stratified random sampling 

Variables Captured: number of times chatbot was 

interacted with, net satisfaction and conversion rates. 

 

Secondary Data: 

Industry reports (Gartner, Statista, Shopify) 

Published scholarly work on the impact of chatbots in 

business. 

 

Other Tools: SPSS v27 and Excel were utilized for 

statistical computations such as calculating 

correlations, distributions, and cross-tabulations. 
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IV. RESULTS AND ANALYSIS 

 

Metric 
Before 

Chatbot 

After 

Chatbot 

Metric 
Before 

Chatbot 

After 

Chatbot 

CSAT Score (out of 5) 3.2 4.3 

Conversion Rate (%) 1.4% 3.0% 

Cart Abandonment 

Rate (%) 
72% 49% 

Average First Reaction 

Time 

1 hour 8 

seconds 

(Not 

specified) 

Resolution Rate (%) 
(Not 

specified) 
76% 

 

Key Findings: 

• Conversion rates more than doubled; 

• CSAT rose 34% after the chatbot was 

implemented. 

 

Users expressed great satisfaction with the availability 

and speed of responses. 

 

 
 

Visual Understanding: 

Performance metrics clearly changed before and after 

chatbot integration, as demonstrated by bar charts. 

Chatbot use and CSAT had a statistically significant 

correlation (r = 0.61) (p < 0.01). 

 

CONCLUSION 

 

This study demonstrates that the use of chatbots in 

Indian e-commerce greatly improves customer 

satisfaction and boosts conversion rates. AI chatbots 

produce more interesting, responsive, and scalable 

customer experiences in addition to lowering 

operating expenses. Personalization, multilingual 

support, and a hybrid model that combines human 

agents and bots are necessary for success, though. 

 

Suggestions for continuous improvement include: 

• Including feedback loops 

• Implement chatbots at crucial stages of the 

customer journey, such as product discovery, 

checkout, and post-purchase. 

• Provide multilingual support for local markets. 

 

Future Extent: 

It is advised to conduct longitudinal research to 

monitor how user behavior and chatbot impact change 

over time. Additionally, sentiment analysis, regional 

language support, and emotional AI should be 

investigated. 
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