
Volume 7  Issue 2  February 2026  E-ISSN: 2582-2063 

 

 80 Nilam International Research Journal of Arts and Culture (Refereed/Peer Reviewed Journal) 

LEVERAGING AI-POWERED CHATBOTS FOR ENHANCED 

CUSTOMER ENGAGEMENT 

 

Dr. Huma Maryam 

Assistant Professor, Department of Corporate Secretaryship  

Ethiraj College for Women, Chennai 

 
Abstract 

The use of AI-based chatbots has been a significant move in digital communication between a 

business and a customer by using Artificial Intelligence (AI). Chatbots are recently becoming more 

popular among organizations and assist in giving fast replies, robots customer service, and improving 

the user experience in the internet. The present paper will discuss the way chatbots powered by AI 

can be applied to facilitate the process of customer interaction and reach the enhanced level of 

communication. The research will be based on primary data, which will be collected with the help of 

a structured questionnaire survey of 100 participants who have used chatbots services in websites, 

social networks and mobile applications. These findings demonstrate that most of the respondents are 

familiar with the chatbot technologies and are using them because they like them in terms of their 

quick response and 24/7 customer service. The chatbots were also found to improve customer 

engagement as the mode of personal interaction and improve the delivery of services faster. However, 

there were also other respondents who had provided their objections regarding the problem of 

privacy and the limitation of automatic responses on the complexity of questions. The study concludes 

that chatbots mediated by artificial intelligence can become a helpful tool in terms of improving 

customer engagement and productivity in the service arena of a digital company. 

Keywords: AI Chatbots, Customer Engagement, Artificial Intelligence, Digital Communication, 

Customer Experience. 

 

Introduction  

 AI has greatly revolutionized the interactions between businesses and their customers 

during the digital age. Along with the blistering development of digital technologies, AI-

driven tools are becoming more popular in organizations that aim to enhance the experience 

of customers and improve communication. The companies will be able to analyze customer 

data, comprehend the tendency of behavior and respond to each client personally, and the 

interactions will become efficient and relevant with the help of AI (Samuel, 2025). The 

chatbot technologies are one of the most significant changes in this sphere. AI chatbots are 

software programs that are programmed to appear like a real human conversation either by 

text or voice. Chatbots can learn the language of customer queries and respond to them in the 

right way within a short time because of the use of technologies like natural language 

processing and machine learning. 

 Chatbots are popularly implemented in the online platform such as websites, social 

media, and mobile applications. Companies are adding chatbots to their websites to offer 

them immediate service, resolve the most frequently requested questions, and support the 

customers with product/service-related questions. This automation also frees the human 

customer service representative workload and makes sure that customers are responded to in 
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time (Warale et al., 2025). Customer engagement is essential in developing good 

relationships, higher satisfaction, and brand loyalty. Customers are nowadays living in a busy 

and digitalized world that requires instant feedback and constant interaction. But most 

companies are not able to offer real-time and personalized customer service by using the 

conventional customer service systems. The chatbots, which are AI-based and allow real-time 

interaction, should be considered an effective solution as it allows working with customers 

more efficiently. 

 

Research Objectives 

1. To examine the use of AI-powered chatbots in customer communication. 

2. To analyze customer perception toward chatbot interactions. 

3. To evaluate the effectiveness of chatbots in improving customer engagement. 

 

Literature Review  

 Uzoka et al. (2024) have considered how chatbots that are AI-powered could enhance 

customer service features. Their work also shows how chatbots help automate the process of 

routine questions, decrease the response time, and improve the functionality. Another point of 

critique of chatbot integration in the automated support systems highlighted by the authors is 

the opportunities of the future of chatbots in the digital service environments in relation to the 

growth of the scalability and customer satisfaction. 

 Kumar et al. (2023) took an interest in the use of artificial intelligence to improve 

customer interaction and extract upselling opportunities. The paper describes the process of 

AI-based analytics and chatbots to examine customer preferences to provide individualized 

recommendations. Findings indicate that the use of AI tools has been effective in enhancing 

customer contact, sales and decision-making within the business. 

 Iyelolu et al. (2024) examined how AI-based solutions can enhance the customer 

engagement and customer relationship management (CRM) of small and medium-enterprises. 

It is evidenced that AI technologies, e.g., chatbots, improve the effectiveness of the 

communication process, improve customer relations, and generate valuable information to be 

considered in business development and service. 

 Kumar et al. (2024) presented the discussion of the use of artificial intelligence devices 

in consolidating brand engagement and innovation. The paper underlines the idea that AI 

technologies, such as chatbots and predictive analytics, can help companies to build personal 

customer experiences. Their observations point to the use of AI to facilitate marketing, 

communication with customers, and brand competitiveness. 

 Hibban (2025) also wrote about the disruptive effect of AI-driven chatbots in the online 

customer service. The paper demonstrates the roles of chatbots as real-time support, repetitive 

tasks automation, and efficiency of services. One more challenge that is identified in the 

research is the issue of data privacy and the necessity of constant technological advancement. 
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Research Methodology 

Research Design 

 The current research will be based on a descriptive research design to explore the use of 

chatbots based on AI to improve customer interaction. Descriptive research will be 

appropriate in determining and describing perceptions, attitudes, and experience of customers 

that engage chatbot technologies in online platforms. Such design assists in the systematic 

description of the level of awareness, satisfaction, and engagement of the users with the AI-

based chatbot services. In this manner, the study will set out to give a clear picture on how 

chatbot interaction affects customer communication and general engagement with the 

businesses. 

 

Data Collection 

 The research paper relies more on the primary data, which is gathered by a structured 

survey. The questionnaire was created to collect data about the knowledge of the respondents 

about the chatbot technologies, their experience with the chatbots, and how they think the 

chatbots are effective in customer care. The questionnaire comprised of multiple choice-

questions and rating scale questions in order to get quantifiable answers. The questionnaire 

was sent to the users who use digital platforms that offer chatbots services frequently. 

 

Sample Size 

 A sample of 100 respondents was used to conduct the research. The respondents were 

mostly customers or users; who have encountered AI-enabled chatbots at websites, social 

media or apps. The chosen sample can contribute to the perception and the level of 

engagement of users of chatbot-based communication systems. 

 

Sampling Method 

 Convenience sampling method was used in the study, as the respondents were chosen 

based on the availability and willingness to be involved in the survey. This was the 

appropriate method to gather swift responses to the users, who have experienced the use of 

chatbots. 

 

Data Analysis Tools 

 In order to analyze the responses, the percentage analysis and mean score analysis were 

used to analyze the collected data in an effective manner. The findings were given in the table 

and chart format to give a clear and systematic interpretation of the findings installed on the 

use of chatbots and customer interactions. 

 

Data Analysis and Results 

Awareness of AI Chatbots 

Awareness Level Respondents Percentage 

Highly Aware 32 32% 

Moderately Aware 40 40% 
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Not Aware 28 28% 

Total 100 100% 

 

 The table shows that the majority (40) of the respondents are moderately familiar with 

AI chatbots, and 32 are strongly familiar with them. Nevertheless, 28% are unaware, which 

indicates that more education is required to users. 

 

Platforms Where Users Interact with Chatbots 

Platform Respondents Percentage 

Websites 28 28% 

Social Media 34 34% 

Mobile Apps 26 26% 

E-commerce Platforms 12 12% 

Total 100 100% 

 

 The table indicate that the most prevalent medium of chatbot interactions is social 

media platforms (34%), and websites and mobile applications, as opposed to e-commerce 

platforms that have a relatively low number of interactions. 

 

Customer Satisfaction with Chatbot Responses 

Satisfaction Level Respondents Percentage 

Very Satisfied 30 30% 

Satisfied 44 44% 

Neutral 16 16% 

Dissatisfied 10 10% 

Total 100 100% 

 

 A majority of the respondents (74%) were satisfied with the chatbot responses which 

means that they have positive experience in using the chatbots. Only a tenth of them were not 

satisfied, implying that chatbot systems turn out to be mostly effective in meeting the 

expectations of the customers. 

 

Speed of Response Compared to Human Support 

Opinion Respondents Percentage 

Much Faster 42 42% 

Slightly Faster 34 34% 

Same 14 14% 

Slower 10 10% 

Total 100 100% 
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 Most of the respondents (76 percent) are of the opinion that chatbots reply quicker than 

the human service. This emphasizes the effectiveness of AI chatbots in offering fast support 

and enhancing the customer communication. 

 

Influence of Chatbots on Customer Engagement 

Engagement Level Respondents Percentage 

High Engagement 38 38% 

Moderate Engagement 41 41% 

Low Engagement 14 14% 

No Engagement 7 7% 

Total 100 100% 

 

 The findings show that the majority of the respondents have moderate and high 

engagement with chatbots. This suggests that AI chatbot interaction is a successful way of 

motivating customers to engage and communicate through digital platforms. 

 

Discussion 

 The findings of the study refer to the increasing importance of the AI-based chatbots to 

the increased customer interaction with the digital world. The results indicate that the 

majority of the participants of the research are familiar with the chatbot technologies and use 

them daily through websites, social media, and mobile applications. These findings are 

consistent with the rest of the researchers who emphasise the growing significance of 

artificial intelligence in enhancing the efficiency of digital communication and customer care. 

It has also been earlier reported how AI chatbots help companies to respond to large amounts 

of customer requests, and deliver an equivalent quick and dependable response (Shekhar et 

al., 2025). 

 Chatbot benefits have been noted to be one of the major benefits observed during this 

study because of their speedy response. The majority of the respondents stated that the speed 

of chatbot replies is higher than the traditional human response that has been an important 

factor in enhancing customer satisfaction. Timely response eliminates delays and helps the 

customer to access the required information within a short time. Personalized interaction is 

another valuable advantage. The AI chatbots can examine the preferences and past 

interactions of the customers to give personalized suggestions and information. This capacity 

to provide customized communication builds consumer relations and improves the experience 

of the user in general. 

 The paper also focuses on the use of chatbots to maintain constant availability of 

customers. As compared to the human representatives who work under certain working 

hours, chatbots can work 24/7 and can assist anytime (Shekhar et al., 2024). This round the 

clock availability is especially advantageous to the businesses which cater to clients on varied 

time zones. Nonetheless, among all these benefits, certain respondents have raised 

apprehensions regarding the privacy and security of data particularly when Chatbots are used 

to gather personal data. Besides this, automated systems sometimes fail to deal with 
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complicated queries, which involve human judgment and emotional awareness. These 

drawbacks indicate that chatbots may be very useful to use regarding daily conversations, but 

more complex problems require human assistance. 

 

Findings 

 Most of the respondents show moderate or high awareness of AI-powered chatbots 

services. 

 Chatbots are popular on the internet, especially social media and business websites. 

 Customers like chatbot services as they are quicker in their response than the traditional 

human support. 

 Chatbots based on AI can greatly increase customer engagement by providing rapid 

response and custom support. 

 Chatbot services are available continuously to enhance convenience and accessibility by 

customers. 

 Although they are beneficial, other users still find it convenient to rely on human 

services in cases of complicated and delicate problems. 

 

Conclusion 

 AI-driven chatbots can be discussed as one of the valuable instruments of customer 

interaction in the online business world. The outcomes of the conducted study reveal that 

chatbot technologies enhance communication effectiveness due to their ability to give an 

immediate reply, personalized communication, and 24/7 customer service. Such capabilities 

enable business to improve their relationship with the customers and increase the level of 

satisfaction. Organizations can also save on the cost of operation and increase efficiency of 

services by automating routine inquiries. With the further development of artificial 

intelligence technologies, the increase in natural language processing and machine learning 

will result in the further increase in the capacity of chatbots to comprehend and react on the 

complicated customer requests. 

 

Limitations of the Study 

 The research was done using a relatively small sample size of 100 respondents. 

 The study targeted primarily the users who engage with chatbots on online sites. 

 The results can be different in the same aspect in terms of the industry type, 

geographical location, and demographics. 

 

Future Research Suggestions. 

 The research can be expanded to involve more and more diverse samples in the future 

to enhance the ability of findings to be reliable. 

 Comparative research is possible to determine the usefulness of human support and AI 

chatbot services. 

 Researchers are able to study the use of chatbots in certain fields including banking, 

health and education. 
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 Other research could also involve the customer confidence, privacy, and the ethical 

aspects of AI-based communication systems. 
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