
International Journal of Transcontinental Discoveries (IJTD), ISSN: 3006-628X 

Volume 6, Issue 1, January-December, 2019 

Available online at: https://internationaljournals.org/index.php/ijtd 

This is an open access article under the CC BY-NC license. 

 

 

29 

Case Studies on Improving User Interaction and 

Satisfaction using AI-Enabled Chatbots for  

Customer Service  
 

Jagbir Kaur
1
, Ashok Choppadandi

2
, Pradeep Kumar Chenchala

3
, Varun Nakra

4
,  

Pandi Kirupa Gopalakrishna Pandian
5 

 
1
Program Manager, Independent Researcher, New Jersey, West Orange, USA 

2
Senior Data Architect, Independent Researcher, McKinney,Texas, USA 

3
Software Development Engineer, Independent Researcher, Seattle, Washington, USA 

4
Risk Analytics Professional, Independent Researcher, USA 

5
Independent Researcher, AI ML Expert, USA 

 

Article history: Received:  10 April 2019, Accepted: 1 May 2019, Published online: 15 May 2019 

 

INTRODUCTION 

 

Numerous AI chatbots which have all together redefined the customer service industry have not only made it more 

satisfying for the customer but have also offered interactivity. Using the combination of natural language processing 

together with artificial intelligence, these chatbots provide timely specific assistance lowering the levels of customer 

dissatisfaction and aggravation, ultimately leading to service enhancement. Being particularly effective across domains 

is demonstrated through some case studies which could show up as increase in response times, successful problem 

solving and customer satisfaction ratings among others. With machine learning, these bots use past interactions with 

human beings to learn in a continuous manner and develop responses that can be even more efficient as time goes on.  

 

This layering helps to amplify customer loyalty and drive up the level of engagement while help to centralise support 

teams. 

 

 
             (Source: https://www.epravesh.com/) 

 

Figure 1: AI enabled chatbot 

 

LITERATURE REVIEW 

 

According to Cheng and Jiang 2020, The study consisted of three parts in which they viewed how chatbots employ 

AI to influence user experience in many ways, paying close attention to which gratifications, how much risk, how 

satisfying, and how loyal the chatbots are, as well as how long users will stick with using them for. The research sees a 

surge in the using of chat bots in client relationships and the significance of having a better grasp of their impacts. If the 

developers want people to communicate with the AI-based interactive systems, the latter should give them the 
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gratifications. The assistants bots perform multiple tasks simultaneously with their speed and digital nature, which 

boost up the overall levels of ease, convenience, and efficiency (Cheng and Jiang 2020). The game design involves 

chatbots which help in the improvement of user experience by catering the need of users for instant responses in more 

accurate and useful information. Users experience both risks and rewards and disclose personal information to bots but 

also, worry about their privacy. The study brings to light how critical privacy issues are in shaped users' minds, and 

their actions in relation to the AI-powered chatbots. 

 

Being the main result of working with AI, which is chatbots, user joy is another important thing. The customers' needs 

to easily and effectively solve any problems are met by chatbot that is quickly, accurate, and helpful in engagement 

settings, so that satisfaction is directly improved. While, there are many chatbot users of Ms who like them for some 

efficiency reasons, others are dissatisfied with technical violations and utility features for their chatbot use. In short, 

what the study of Cheng and Jiang shows is the delicate link between the way chatbots are designed and the way they 

are supposed to affect the users' experience. This survey is a virtual representation of the features that existed in AI 

enabled customer service by taking the audio, video, sentiment analysis, privacy risk perception, customer satisfaction, 

commitment and continuous use. 

 

According to Sidaoui et al, 2020, discuss the AI-customer care field by developing a new assessment technique of 

customer relations via chatbots questions. At the stage when customer experience means everything, monitoring what is 

happening in the market and conducting surveys that qualify its real gauging is extremely critical for those 

organizations looking to set themselves apart. The topic of study will deal with the idea that it is possible to understand 

customer experiences by carrying out different types of interviews with chatbots. For instance, chatbots are unique in 

the sense that they can effectively manage several interactions at the same time (Sidaoui et al, 2020). This in effect, 

allows companies with capable chatbots systems to collect a wide range of client feedback. Therefore, scalability helps 

raise the quality of data as well as large amounts of data to have a complete understanding of the customer experience 

atmosphere. 

 

While answering from the author, the study tells about the importance of empathy in chatbot interactions. AI-equipped 

chatbots are the ones that possess algorithms which let them relieve consumer sadness in the fastest and perfect way. In 

virtual interaction, through using chatbots, higher data quality might be achieved by enriching the depth of consumer 

support and responses generated by providing some degree of reassurance to consumers' thoughts and opinions. 

Organisations would have the ability to perform in-depth analyses of vast conversational data, which was unstructured 

and abundant, to find trends, patterns, and customer service gaps that needed to be addressed due to advanced analytics 

methodologies.  

 

Method 
The data collection technique entails deploying AI-based Chatbots to conduct open-ended discussions with customers 

over different digital channels. To have the client fully experienced, the approach which is mixed is one that uses both 

qualitative and quantitative data collection methodologies. First is writing Chabot scripts with great intention and using 

them to cover various aspects of the customer experience like the customer pains, preferences and level of satisfaction. 

NLP techniques were used to develop this chatbot with capabilities to have conversations and make responses based on 

the context (Ostrom et al, 2019).  

 

Offering opportunity to open-ended questions through in-depth qualitative analysis of consumer sentiments and 

experiences is in the next line. The deployment of chatbots on an array of digital portals such as website landing pages, 

mobile applications, and social media accounts of businesses guarantees that the service is accessible to a large sector 

of users and is in close range with them irrespective of the discretion they may have. 

 

The employment of proactive tactics, for instance, speak to, and rewards, and elaborate outreach exercises, are aimed at 

eliciting participation and maximising input quantity and the variety. The real time feedback of customers through 

feedback paths can be offered in the chatbot interface which provides an ongoing opportunity for enhancement and 

continuous improvement of the chatbot engagement process.  

 

Thus, these incremental changes develop a competent chatbot interview which exploits the gathered consumer 

information by extracting patterns from continuous consumer interaction (Ravi and Kamaruddin, 2017). Apart from the 

survey techniques that are conventional, the study protocol also comprises additional data triangulation and validating 

techniques. Customer experience construction is also possible from quantitative indicators like the ones gathered from 

surveys because these in some way help provide insight bound to narrative threads or meanings derived from the 

chatbot conversations. 
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RESULTS 

 

Understanding Customer Perceptions and Sentiments 

Here an investigation of the qualitative data derived from AI powered chatbot interviews is the item of the day as the 

focus is placed on the attitudes and opinions of the consumers about the service provided by the company. Through 

open-ended inquiries in programming chatbots, Using this kind of data has opened an opportunity to explore 

underestimated sides of consumer relations and feelings. Issues relating to data security and privacy, tribes of people 

who love particular communication channels and those who identify with specific service/product advertisement 

options all showed up among the themes (Alam et al. 2019). As well, the impulse and sentiment of consumers seeking 

answers, dissatisfaction, and appreciation were measured with chatbot chat analysis.  

 

 

                       
 

Figure 2: Customer Perceptions and Sentiments 

 

Implications for Business Strategy and Future Research 

This part of the findings will be exploring implications for corporate strategic CX which will involve identification of 

even more directions for future CX evaluation study. AI-driven conversations reports the findings that inform the 

marketing activities aimed at all the stakeholders (clients, brand and product advocates, existing customers and satisfied 

users). It is crucially important to build up the privacy and security measures in order to promote trust and loyalty, to 

provide communicating services where consumers desire to receive messages, to optimize product offerings and 

services as the customers like them well (Kunal, 2016). Additionally, delving into the impacts of cutting-edge 

technologies like artificial intelligence (AI), the machine learning (ML), and natural language processing (NLP) on 

making the customer experience possible may be one of the future research directions. Businesses can generate and 

maintain strong partnerships by constantly innovating and meeting evolving client demand. Such responsiveness in the 

business enterprise’s operations tend to give an edge in the market. 

 

 
(Source: https://www.thinkhdi.com/) 

 

Figure 3: Implications for Business Strategy 
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DISCUSSION 

 

The qualitative as well as quantitative analysis findings are included in the study of the thoughtful evaluation of the 

customer experience using AI enabled chatbot conversations of the future implications for the corporate policy and the 

necessity of further research. Initially, the qualitative research surfaced the fine features of the minds of the people who 

are the consumers in a way that did not anticipated (Guo et al, 2018). Heuristic questions were used to find the most 

important topics such as the different preferences in communication methods, the privacy and security of the data 

among others and their level of satisfaction with the goods and services provided. Offering customized CX requires 

understanding of these nuances, matching these expectations is the need for the hour (Parasuraman and Colby, 2015).  

 

To mention that, talking to chatbot, I got a deep comprehension of the emotional effects of customer experiences. Also 

it showed the areas required to change that would elevate the happiness of consumers. Besides with the qualitative 

results the quantitative research supplemented the consciousness of the feedback from clients. Hard metrics such as the 

NPS - net promoter score, CSAT - customer happiness score and CES, customer effort score were leveraged for the 

quantification of well-being and loyalty. The account of the findings was brought alive by demographic data that 

showed variability in Customer Experience within various client groups.  

 

These outcomes are critically crucial factors for company strategy formation. It is recommended to put data privacy and 

security top priorities to create a trust and loyalty between the business and the consumers, improved communication 

channels to match client’s preferences and finally optimization of services and products based on the consumer needs.  

 

Using a customer-oriented approach and AI enhancement in chatbot into customer experience activities, organizations 

create favorable environments for customers and form everlasting relationships (Xu et al. 2019). This situtation drill 

gives a clear idea that how important it is to be constantly evolving and reentering the market to meet customer 

expectations.  

 

FUTURE DIRECTIONS 

 

Advancements in AI Technology and Customer Experience 

Future AI technology development might be carrying out highly profound algorithms and practices in favor of 

improving customer experience (CX) programs as the leading technology advances further. Analytics field, which is 

quick paced, has been able to produce significant advancements like sentiment analysis, natural language processing 

and predictive analytics, with fresh chances to improve CX methods. AI experts can explore the way of the 

improvement of intelligent dialogue bot systems so that the system will be able to establish links with the clients in a 

more enabling and friendly manner (Ostrom et al. 2019).  

 

Considering that artificial intelligence algorithms help chatbots determine people’s tastes based on what they have said 

or chosen before, chatbot responses appear more relevant and favorable for the user at large. The application of AI-

based recommendation systems may significantly bring customers closer to their desired products or services thanks to 

the ability to encourage users to search. This approach to the recommendation systems results in personalized 

suggestions at the moment these tendencies and preferences are determined using large data amounts analysis. While 

the possibility of future research on that matter cannot be discarded, these methods can be put on a scale of 

effectiveness in increasing conversion rates and building customer loyalty on any marketing platforms and in any 

segment. 

 

Ethical Considerations and Responsible AI Implementation 

Together with AI, technology advances which concern customer experience and interaction with supervisors the way 

an AI develops become a major ethical concern and consequently AI adoption must be carried out in a responsible 

manner. The implementation of AI powered CX solutions could generate ethical guidelines that would have to be given 

ethical due attention by the next cycle of research. These define the issues such as the fairness of algorithms, data 

privacy including transparency and openness.  

 

Researchers may test the construction of chatbots designed competently to ensure that they will not breach the privacy 

yet will provide personalized services (Satheesh et al. 2020). Following these analyses, additional probes could be done 

to unravel avenues to help with mitigating the hurdles and ensuring a fair share of AI-aided customer service resources. 

The ethical and sustainable endeavors towards the AI technology in the customer experience field can be aided by 

researchers by focusing on ethical inceptions into research and partnership. 
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                                                                   (Source: https://encrypted-tbn0.gstatic.com/) 

 

Figure 4: Ethical AI framework 

 

CONCLUSION 

 

Through AI-bots, one can get a better grasp of the individual elements of the customer experience, this helps 

understand the customer's feelings and values. Companies will assemble practical information via both qualitative and 

quantitative research instruments, which will in turn be the basis for important decision-making as well as long-term 

customer satisfaction. Furthermore, on top of conquering ethical issues and advancing the responsible adoption of AI, 

future research ventures should also focus on creating AI technologies that are able to boost personalized engagement. 

Insofar as chatbots models that are powered by AI are concerned, they are an approach that every company can use for 

customers' maximized satisfaction and the creation of a loyal community for the market. 
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