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Abstract

This study explores the role of Artificial Intelligence (Al) in enhancing customer
experience in e-commerce platforms. A mixed-methods approach was used, combining both
qualitative and quantitative data collection and analysis methods. The findings highlight the
significant impact of Al on customer experience, including improved personalization, enhanced
customer support, and increased efficiency.
Keywords - Artificial Intelligence, Customer Experience, E-commerce, Personalization,
Customer Support.

Introduction

The rise of e-commerce has transformed the way businesses interact with customers.
With the increasing use of digital technologies, customers expect personalized and seamless
experiences. Artificial Intelligence (Al) has emerged as a key technology in enhancing customer
experience in e-commerce platforms.

Review of Literature

The literature on Al and customer experience highlights the potential benefits of Al in
improving personalization, customer support, and efficiency. Studies have shown that Al-
powered chatbots can provide 24/7 customer support, while Al-driven recommendation engines
can offer personalized product suggestions.

Research Methodology

The study employed a mixed-methods approach, combining both qualitative and
quantitative data collection and analysis methods. The research design consisted of a survey,
interviews, and a case study. The survey was administered to 500 customers, while the
interviews were conducted with 20 e-commerce executives. The case study examined the Al-
powered customer experience strategies of a leading e-commerce platform.

Significance

The study contributes to the existing literature on Al and customer experience by
providing insights into the role of Al in enhancing customer experience in e-commerce
platforms.
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The scope of the study is limited to the examination of the role of Al in enhancing
customer experience in e-commerce platforms.

Objectives
The primary objectives of the study are:
1. To examine the impact of Al on customer experience in e-commerce platforms.
2. Toinvestigate the role of Al in improving personalization in e-commerce platforms.
3. To analyze the impact of Al on customer support in e-commerce platforms.

Hypotheses
The study tested the following hypotheses:
1. Al has a positive impact on customer experience in e-commerce platforms.
2. Al improves personalization in e-commerce platforms.
3. Al enhances customer support in e-commerce platforms.

Research Design
The research design consisted of a survey, interviews, and a case study.

Research Sample
The research sample consisted of 500 customers and 20 e-commerce executives.

Limitations
The study has several limitations, including:
1. The study relied on self-reported data from customers and e-commerce executives, which
may be subject to biases.
2. The study focused on the role of Al in enhancing customer experience in e-commerce
platforms and did not examine other factors that may influence customer experience.

Findings
The study found that:
1. Al has a positive impact on customer experience in e-commerce platforms.
2. Al improves personalization in e-commerce platforms.
3. Al enhances customer support in e-commerce platforms.
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