
Redefining Engagement: Chatbots as Catalysts in the AI-Powered Customer Journey 

73 | Page 

 
 

 

 

Journal of Science Engineering Technology and Management Science 

Volume 02, Issue 06, June 2025 ISSN: 3049-0952 

www.jsetms.com DOI:10.63590/jsetms.2025.v02.i06.pp73-78 
 

Redefining Engagement: Chatbots as Catalysts in the AI-Powered 

Customer Journey 
Sonakshi Garg, Research Scholar, Sangam University, Bhilwara (Raj)   

Dr. Mukesh Kumar Sharma, Associate Professor, Sangam University, Bhilwara (Raj) 

To Cite this Article 

Sonakshi Garg, Dr. Mukesh Kumar Sharma “AI-Driven Predictive Analytics in Healthcare and 

Finance”, Journal of Science Engineering Technology and Management Science, Vol. 02, Issue 

06, June 2025, pp:06-09, DOI: http://doi.org/10.63590/jsetms.2025.v02.i06.pp73-78  

Submitted: 10-04-2025 Accepted: 20-05-2025 Published: 28-05-2025 

 

Abstract: The introduction of artificial intelligence (AI) has altered the digital landscape of consumer engagement, with 

chatbots emerging as key tools for improving customer experiences. This paper explores the transformative influence of 

chatbots in rethinking consumer engagement at different points of the customer journey. It investigates how AI-powered 

chatbots affect consumer behavior, improve communication efficiency, and develop personalized interactions. The study, 

which draws on both primary and secondary data sources, gives insights into chatbot effectiveness and its implications for 

customer relationship management. The findings imply that chatbots play a vital role in establishing customer loyalty and 

satisfaction, in addition to optimizing operational efficiency. 
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I. INTRODUCTION 

Customer engagement has evolved significantly in the digital era, driven largely by technological innovations that have 

reshaped how businesses interact with consumers. Among these innovations, AI-powered chatbots have emerged as 

transformative agents in the customer journey. These digital assistants, designed to simulate human conversation, have 

evolved from simple automated responders into sophisticated systems capable of understanding user intent, offering 

personalized interactions, and performing a wide range of tasks. 

With advancements in Natural Language Processing (NLP), machine learning, and data analytics, chatbots are now capable 

of providing round-the-clock customer support, reducing operational costs, and enhancing overall user satisfaction. These 

developments align with the increasing demand for immediacy and personalization in customer service. 

Despite their growing popularity, the effectiveness and reception of chatbots vary across industries, customer segments, 

and types of interactions. While some users appreciate the speed and convenience of chatbot services, others express 

dissatisfaction with their limited problem-solving capabilities and lack of emotional intelligence. This divergence points to 

the need for a deeper understanding of the conditions under which chatbots can effectively drive customer engagement. 

This paper seeks to investigate the role of chatbots in the modern customer journey, focusing on their impact on engagement, 

satisfaction, and loyalty. It examines how businesses can harness chatbot technology to build meaningful customer 

relationships while addressing existing limitations. 
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II. REVIEW OF LITERATURE 

 Novak & Petrova (2025). Investigating emotional intelligence in chatbots, the authors conducted a longitudinal 

experimental study with 140 participants over three months. The sample was randomly divided. Emotionally 

responsive bots increased satisfaction and user trust. 

 Iqbal & Das (2025). This study examined chatbot performance in resolving multilingual customer queries. A web-

based usability test was conducted with 180 users from five regions. Stratified purposive sampling was applied. 

Bots with adaptive language settings scored higher in satisfaction. 

 Romero & Zhang (2025). Focused on chatbot efficiency in complaint resolution in public sector services. 120 

citizens were surveyed after interacting with municipal chatbots using a structured questionnaire. Random 

sampling was used. Findings show 70% resolution success and enhanced civic engagement. 

 Sharma & Gupta (2024). This study explored proactive chatbot notifications and customer re-engagement. A 

randomized experiment with 160 e-commerce users was performed using a between-groups design. Users 

receiving proactive messages showed a 25% higher return rate. 

 Park & Lee (2024). The paper analyzed chatbot integration in omnichannel marketing. Mixed-methods data from 

90 marketers and 300 users were collected through interviews and surveys. Stratified sampling was employed. 

Chatbots enhanced brand consistency across channels. 

 Chatterjee et al (2023). Chatbots are increasingly being adopted across digital platforms to streamline customer 

service. The researchers employed a quantitative survey method using structured questionnaires distributed to 210 

e-commerce users. The sample was chosen via stratified sampling. Results showed chatbots improve service speed 

and user satisfaction. 

 Davis & Mendez (2023). The research analyzed how empathy-driven bots impact healthcare consultations. Data 

was collected via interviews and satisfaction scales from 75 patients using purposive sampling. The study 

concludes empathetic bots enhance comfort but require backup from human agents. 

 Lee & Kim (2023). The authors studied chatbot integration in mobile apps. A field experiment was conducted with 

90 users using A/B testing methodology. Random assignment was used. Bots led to increased app engagement and 

feature discovery. 

 Wang & Chang. (2023). Researchers evaluated chatbot security perceptions in the fintech sector. Online surveys 

were administered to 110 users, using purposive sampling. Results show that perceived security significantly 

affects user engagement. 

 Patel & Agarwal(2023). Investigating chatbot use in the travel industry, a descriptive survey was used with 180 

travelers. Stratified sampling was applied. Results showed increased convenience but occasional dissatisfaction 

with accuracy. 

 Choudhury & Mitra(2023). The research examined chatbot effectiveness for complaint handling. Survey of 200 

telecom users was conducted via quota sampling. Bots resolved 60% of complaints independently. 

 Nelson  & Zhang, (2022). This research assessed customer resistance to chatbots. 200 customers across hospitality 

services were surveyed using a cross-sectional design. Stratified sampling was used. Trust issues were the main 

barrier to adoption. 

 Khatri, & Rao (2022). The study focused on personalization in chatbot responses. The researchers used 

experimental methods involving 150 participants across simulated chatbot interfaces. Participants were randomly 

assigned. Personalized bots led to greater perceived value. 
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 Kumar  &  (2022). The study explored how AI-enabled chatbots affect customer interaction in banking. A mixed-

methods design was used, with survey data from 180 banking customers and interviews with 10 bank managers. 

Convenience sampling was applied. It was found that chatbots reduce response time and improve customer loyalty. 

 Lopez et al (2022). The paper examined chatbot usability in online education platforms. A usability test was 

conducted with 50 students, and observations were recorded. The sample was randomly selected from a university 

database. Chatbots were found effective in academic assistance but limited in emotional support. 

 Fernandes & Silva (2022). The paper studied voice-based chatbot adoption. A lab experiment was conducted on 

60 users comparing text and voice bots using matched pair design. Voice bots were preferred for hands-free utility. 

 Oliveira & Santos (2021). Analyzing the role of chatbots in enhancing customer journey mapping, the study 

involved semi-structured interviews with 30 marketing professionals. Snowball sampling was used. Chatbots help 

identify and smooth customer touch points. 

 Smith & Tan (2021). This study evaluated customer satisfaction with retail chatbot services. A survey-based study 

was conducted with 300 respondents across three regions using stratified sampling. The findings indicate that 

customer satisfaction correlates with chatbot response accuracy and tone. 

 Bhargava & Singh (2021). Investigating chatbot impact on post-purchase services in e-commerce, the study used 

online surveys from 250 users with quota sampling. Results suggest chatbots reduce issue-resolution time and 

increase repeat purchase intent. 

III. RESEARCH GAP 

While existing literature confirms the growing effectiveness of chatbots in enhancing customer service and engagement 

across various sectors, gaps remain. Many studies focus on specific stages of the customer journey rather than a 

comprehensive end-to-end analysis. Emotional intelligence, user trust, and chatbot integration across multiple channels are 

underexplored areas. Furthermore, most studies are cross-sectional and lack longitudinal insights. This study aims to bridge 

these gaps by providing a holistic perspective on how chatbots serve as catalysts in redefining engagement throughout the 

AI-powered customer journey. 

Objectives of the Study: 

1. To analyze the influence of chatbots on customer engagement and satisfaction. 

2. To identify customer preferences and pain points in chatbot usage. 

 

Rationale of the Study: The rationale behind this study lies in the increasing reliance on AI-driven technologies for 

customer service and relationship management. As businesses invest in chatbots, it becomes crucial to assess their actual 

impact on customer engagement. This study fills a gap in empirical research by analyzing chatbot performance across 

industries and customer journey stages. 

Scope of the Study: The study encompasses three major service-oriented industries: e-commerce, banking, and healthcare. 

These sectors were selected for their high digital engagement and varied complexity of customer service requirements. The 

focus is on chatbot use cases such as product inquiries, transaction support, appointment scheduling, and issue resolution. 

Research Design: The study adopts a quantitative descriptive research design. This approach is used to systematically 

describe user perceptions, behaviors, and preferences related to chatbot interactions. Quantitative data was collected through 

structured surveys that measured engagement variables such as response satisfaction, personalization, and trust. The 

descriptive nature of the design enables the identification of trends, frequencies, and correlations within the collected data, 

offering a clear and factual representation of how chatbots influence the customer journey. 
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Sampling: A convenience sampling technique was employed to select 300 customers from diverse backgrounds who have 

interacted with chatbots in sectors including e-commerce, banking, and healthcare. This non-probability sampling method 

was chosen to ensure ease of access to respondents while maintaining diversity in user experience. 

Data Collection: Primary data were collected through structured online questionnaires and semi-structured interviews. 

Secondary data were drawn from recent peer-reviewed literature, industry reports, and case studies. The data collection 

occurred over three months. 

IV. DATA ANALYSIS AND INTERPRETATION 

This section provides data analysis on the impact of specifically AI-powered chatbots on consumer journey. To assess the 

influence of AI-driven chatbots on consumer engagement, respondents were asked to rate the supplied statements on a five-

point Likert scale.  

Descriptive Statistics 

It shows that the responses on the statements like ‘To what extent have AI-driven chatbots become essential for businesses 

to engage with customers?’ have the highest mean of 3.81 with a standard deviation of 0.881. It is witnessed from Table 

that the all the means are closer or more than 3.0, which means AI-chatbots, have a significant impact on customer 

engagement. Also, the overall grouped mean of all the individual scores is 3.61, reinforcing the conclusion that AI chatbots  

significantly enhance customer engagement and satisfaction. 

 Descriptive Statistics (Impact of AI-driven Chatbots) 

 N Mean Std. Deviation 

To what extent have AI-driven 

chatbots become essential for 

businesses to engage with customers? 

300 3.81 0.881 

To what extent do you feel that 

conversations with chatbots are too 

robotic or impersonal? 

300 3.69 0.969 

To what extent are AI-driven 

chatbots key to businesses 

maintaining customer engagement in 

today’s digital age? 

300 3.67 1.023 

To what extent do you prefer 

interacting with businesses that use 

AI-driven chatbots? 

300 3.61 0.910 

To what extent do businesses that 

implement AI-driven chatbots appear 

more innovative and modern? 

300 3.60 0.958 

To what extent do AI-driven chatbots 

provide an efficient way to address 

your questions quickly and 

conveniently? 

300 3.52 1.052 



Redefining Engagement: Chatbots as Catalysts in the AI-Powered Customer Journey 

77 | Page 

 
 

 

 

To what extent do AI-driven chatbots 

make it easier for you to make 

purchases or book services online? 

300 3.51 0.959 

To what extent has the use of AI-

driven chatbots improved your 

overall experience when seeking 

customer support? 

300 3.49 1.026 

Grouped Mean  3.61  

 

V. CONCLUSION 

Chatbots are redefining customer engagement by automating routine interactions and providing instant support. Their 

integration into customer service platforms offers tangible benefits such as operational efficiency, cost reduction, and 

improved response time. However, their success depends heavily on design, industry application, and user expectations. 

While chatbots are effective in enhancing certain aspects of the customer journey, they are not a one-size-fits-all solution. 

Their limitations in handling complex, sensitive, or emotionally charged interactions highlight the need for a balanced 

approach combining AI and human touch. 

Findings: 

 Chatbots improve operational efficiency by handling repetitive tasks. 

 High user satisfaction is linked to chatbot speed and convenience. 

 Industry-specific needs influence chatbot performance and user reception. 

 Users trust human agents for complex, sensitive, or emotional issues. 

In conclusion, chatbots have become indispensable in the AI-powered customer journey. Their evolution from support tools 

to engagement drivers signifies a paradigm shift in customer service. With continuous improvement and thoughtful 

integration, chatbots can serve as catalysts for stronger, more personalized customer relationships, 
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