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ABSTRACT 

The rapid advancement of artificial intelligence (AI) technology has 

transformed the landscape of e-business, significantly influencing user 

experience. AI-driven tools such as chatbots, personalized 

recommendations, and predictive analytics are becoming integral to e-

business platforms. Despite widespread adoption, understanding the 

extent to which AI enhances user satisfaction, engagement, and loyalty 

remains an area requiring further exploration. This research examines 

the influence of AI technology on user experience in e-business, 

focusing on its practical applications and user perceptions. The study 

adopts a mixed-method approach, combining quantitative surveys with 

qualitative interviews. Data were collected from 300 e-business users 

and analyzed to assess key metrics such as usability, efficiency, and 

satisfaction. Additionally, in-depth interviews with industry experts 

provided insights into the strategic implementation of AI technologies. 

The findings reveal that AI significantly enhances user experience by 

offering personalized interactions, streamlining navigation, and 

improving response times. Users reported higher satisfaction levels 

when AI-driven features were implemented effectively. However, 

concerns about data privacy and algorithmic biases emerged as critical 

challenges, indicating the need for balanced approaches in AI 

deployment. The study concludes that while AI technology holds 

immense potential to revolutionize user experience in e-business, its 

effectiveness depends on strategic implementation and addressing user 

concerns. Future research should explore the integration of AI with 

other emerging technologies to further optimize user interactions in 

digital environments. 
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INTRODUCTION 

Artificial intelligence (AI) has emerged as a transformative technology in the 

digital economy, reshaping industries by automating processes, enhancing decision-

making, and providing personalized user interactions (Abbad dkk., 2022). In e-business, 

AI tools such as chatbots, recommendation systems, and sentiment analysis are 

increasingly used to streamline operations and improve customer engagement 

(Abdelfattah dkk., 2023). These tools leverage machine learning algorithms to analyze 

user data, predict preferences, and offer tailored services (Kamariotou dkk., 2021). 

E-business platforms rely heavily on user experience (UX) to drive customer 

satisfaction, loyalty, and revenue (Adam & Alhassan, 2023). AI’s ability to deliver real-

time responses and automate repetitive tasks has significantly improved UX by reducing 

wait times and enhancing service efficiency (Alnoor dkk., 2023). AI-driven 

personalization, which adapts content and product offerings to individual preferences, 

has become a cornerstone of modern e-business strategies (Sani dkk., 2020). 

Existing studies highlight AI’s potential to optimize user journeys by enabling 

intuitive navigation and predictive analytics (Jaber dkk., 2020). For instance, 

recommendation engines powered by AI have demonstrated a substantial impact on 

sales conversion rates by suggesting relevant products to users. These advancements 

reflect the growing integration of AI into e-business ecosystems as a means to enhance 

usability and engagement (Santoso dkk., 2023). 

AI technologies also facilitate enhanced data-driven decision-making, enabling 

businesses to analyze vast amounts of user data to refine their offerings (Zhao & Chen, 

2021). This capability provides e-businesses with a competitive edge, helping them 

anticipate market trends and respond proactively to user needs. AI has thus become a 

key enabler of innovation in customer experience (Bhatti dkk., 2022). 

The proliferation of AI in e-business has been accompanied by a shift in user 

expectations. Customers increasingly demand seamless, intuitive, and personalized 

interactions, making UX a critical determinant of success in the digital marketplace. AI 

technologies address these expectations by automating complex tasks, predicting user 

behavior, and delivering highly tailored experiences. 

Despite the benefits, the adoption of AI in e-business raises challenges related to 

data privacy, ethical concerns, and algorithmic transparency (Kumaran & Jeyachandran, 

2022). These issues underscore the need for businesses to adopt responsible AI practices 

that balance innovation with user trust (Iqbal dkk., 2023). Addressing these challenges 

is essential for ensuring sustainable and impactful AI integration. 

https://doi.org/10.70177/jsca.v2i6.1623
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The extent to which AI improves specific dimensions of UX in e-business, such 

as trust, satisfaction, and engagement, remains underexplored (Solangi dkk., 2022). 

Existing research predominantly focuses on technical aspects of AI, with limited 

attention to how users perceive and interact with AI-driven systems (Al Halbusi dkk., 

2024). This gap hinders a comprehensive understanding of AI’s impact on user-centric 

metrics. 

The role of AI in addressing diverse user needs across different e-business 

sectors, such as retail, hospitality, and finance, is not well understood (Aremu & Arfan, 

2023). Research often generalizes AI’s impact without considering sector-specific 

requirements or challenges, leaving a gap in tailored implementation strategies (Daoud, 

2023). 

Concerns about algorithmic biases and their effects on user experience remain 

inadequately addressed in current literature (Febrianti dkk., 2020). Biases in AI models 

can lead to unequal treatment of users, which may undermine trust and satisfaction. 

Understanding how these biases manifest in e-business applications is critical for 

designing fair and inclusive AI systems (Jain Jacob & Shanmugam, 2019). 

Empirical studies on user trust in AI-driven e-business platforms are scarce 

(Putra dkk., 2022). Trust is a fundamental component of UX, particularly in contexts 

where AI technologies handle sensitive user data (Khraim, 2021). Insights into how 

trust can be built and maintained in AI-integrated environments are necessary for 

maximizing the effectiveness of these technologies (Krasniqi & Kacamakovic, 2023). 

Addressing these gaps is vital to optimize AI’s potential for enhancing user 

experience in e-business (Shukri dkk., 2020). By focusing on user perceptions and 

interactions, research can provide actionable insights for designing AI systems that 

prioritize usability, fairness, and satisfaction. Such insights can guide businesses in 

deploying AI responsibly and effectively (Severeyn dkk., 2024). 

Empirical research on AI’s impact across different e-business sectors will enable 

the development of tailored strategies for AI implementation (Al-Harazneh dkk., 2022). 

Sector-specific insights will help businesses address unique challenges, ensuring that AI 

technologies are aligned with the needs of diverse user bases (Alnoor dkk., 2023). This 

approach can enhance both user satisfaction and operational efficiency. 

Exploring the interplay between trust and AI in e-business environments will 

contribute to the development of ethical AI frameworks. Understanding user trust 

dynamics will enable businesses to design transparent and accountable AI systems, 

fostering long-term engagement and loyalty. These efforts are essential for achieving 

sustainable growth in the digital economy. 
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RESEARCH METHODOLOGY 

This study employs a mixed-method research design combining quantitative and 

qualitative approaches to explore the influence of artificial intelligence (AI) technology 

on user experience (UX) in e-business (Kumaran & Jeyachandran, 2022). The 

quantitative component involves a survey to gather data on user perceptions of AI-

driven features, while the qualitative component uses in-depth interviews with industry 

professionals to provide context and insights into AI implementation strategies (Jain 

Jacob & Shanmugam, 2019). 

The population for this study includes e-business users and industry 

professionals with experience in AI technology. The sample consists of 300 e-business 

users selected through stratified random sampling to ensure representation across 

various demographics and sectors. Additionally, 10 professionals from e-business 

companies employing AI tools were purposefully selected to provide expert insights. 

This dual-sampling approach ensures a comprehensive understanding of the topic. 

A structured questionnaire was developed for the survey to measure key UX 

dimensions, including satisfaction, usability, trust, and engagement with AI features. 

The questionnaire included Likert-scale items and open-ended questions to capture both 

quantitative and qualitative data. For the qualitative component, a semi-structured 

interview guide was created, focusing on AI’s role in UX enhancement, implementation 

challenges, and future opportunities (Rondović dkk., 2019). 

The research was conducted in four stages. First, the survey questionnaire was 

designed and validated through a pilot test with 30 participants. Second, the survey was 

distributed to e-business users via online platforms, and responses were collected over 

four weeks. Third, in-depth interviews were conducted with industry professionals, with 

each session lasting 45–60 minutes. Finally, quantitative data were analyzed using 

statistical methods, including descriptive and inferential analysis, while qualitative data 

were coded thematically to identify recurring patterns and insights. The integration of 

both data sets provided a holistic understanding of AI’s influence on UX in e-business 

 

RESULT AND DISCUSSION 

The survey revealed that 78% of respondents rated their experience with AI-

driven e-business platforms as "satisfactory" or higher. Among the key features, 

personalized recommendations were the most appreciated (85%), followed by chatbots 

(72%) and predictive analytics for offers (65%).  

Table 1. The user ratings for these features. 
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Feature Satisfactory 

Rating (%) 

Neutral 

Rating (%) 

Unsatisfactory 

Rating (%) 

Personalized 

Recommendations 

85 10 5 

Chatbots 72 15 13 

Predictive Analytics 65 20 15 

These statistics indicate a positive user perception of AI technologies in 

improving e-business experiences, particularly in personalization and customer support. 

Personalized recommendations were reported as a critical driver of satisfaction, 

with users highlighting the convenience of receiving relevant product suggestions. This 

feature was associated with higher engagement rates, as customers were more likely to 

spend additional time browsing. Chatbots were also praised for their ability to provide 

immediate responses, although some users noted limitations in handling complex 

queries. 

Predictive analytics, while less favored, showed promise in targeting 

promotional offers based on user behavior. Users appreciated the tailored discounts but 

raised concerns about data privacy and intrusive practices. These findings suggest that 

while AI tools enhance convenience, transparency and ethical considerations remain 

significant factors in user satisfaction. 
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Figure 1. AI Implementation in Business Operations 

The qualitative interviews with industry professionals revealed that AI 

implementation has significantly streamlined operational workflows. Professionals cited 

improved efficiency in customer service and a reduction in response times by up to 40% 

after integrating AI chatbots. Personalized recommendation engines also contributed to 

a 25% increase in sales conversions for some e-business platforms. 

Users expressed appreciation for the seamlessness AI introduced into their 

shopping experience. Many mentioned that the integration of AI made navigation easier 

and enhanced their trust in the platform’s ability to understand their preferences. 

However, concerns about the accuracy of some recommendations and the lack of human 

touch were frequently noted. 

Inferential analysis using ANOVA showed statistically significant differences in 

satisfaction levels between users of platforms with AI-driven features and those without 

(p < 0.01). Regression analysis further identified personalized recommendations (β = 

0.68, p < 0.01) and chatbot efficiency (β = 0.45, p < 0.01) as strong predictors of user 

satisfaction. 

The results confirmed that AI features positively influence key UX metrics such 

as engagement, usability, and trust. These findings provide empirical evidence for the 

hypothesis that AI enhances user experience, underscoring its importance in the e-

business sector. 

Correlation analysis demonstrated a strong positive relationship (r = 0.81) 

between personalized recommendations and user engagement. Similarly, chatbot 

efficiency correlated significantly with user satisfaction (r = 0.75). These relationships 

highlight the importance of AI features in fostering a positive user experience. 

Qualitative insights supported the quantitative findings, indicating that the 

successful integration of AI features relies on their alignment with user needs and 

expectations. Platforms that utilized user feedback to refine their AI systems reported 

higher satisfaction and retention rates. 

Platform A implemented an AI-driven recommendation system that increased 

sales conversions by 30% within six months. Users highlighted the relevance and 

accuracy of suggestions as the primary reason for their enhanced experience. The 

company also reported a 20% reduction in cart abandonment rates, demonstrating the 

system’s effectiveness in driving customer decisions. 

Platform B deployed AI chatbots for customer service, resulting in a 50% 

reduction in response time and a 15% increase in customer satisfaction scores. Users 

appreciated the convenience of instant assistance, though some noted occasional 
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difficulties in resolving complex queries. These findings underline the operational 

benefits of AI in customer engagement. 

Feedback from users of both platforms revealed a general preference for AI 

systems that combine efficiency with human-like interaction. Personalized 

recommendations were perceived as more valuable when contextualized with detailed 

information, while chatbots were more effective when they redirected complex queries 

to human agents. 

The qualitative data emphasized the importance of balancing automation with 

personalization. Users valued the speed and accuracy of AI systems but sought 

transparency about how their data was used to generate recommendations or assist with 

inquiries. 

The results highlight the significant impact of AI technology on improving user 

experience in e-business. Personalized recommendations and efficient chatbots emerged 

as the most influential features, driving satisfaction and engagement. Addressing 

challenges such as data privacy and algorithmic biases will be crucial for maximizing 

the potential of AI while maintaining user trust. 

The study found that artificial intelligence (AI) technology significantly 

enhances user experience (UX) in e-business through personalized recommendations, 

efficient chatbots, and predictive analytics. Users reported increased satisfaction with 

platforms that integrated these features, citing convenience, improved navigation, and 

tailored interactions. Statistical analyses confirmed that personalized recommendations 

and chatbot efficiency were the strongest predictors of user satisfaction. 

The qualitative data revealed that businesses leveraging AI experienced notable 

improvements in customer engagement and operational efficiency. However, concerns 

regarding data privacy and the inability of AI systems to handle complex queries 

consistently emerged as critical challenges. These findings emphasize the need for 

strategic implementation and continuous refinement of AI technologies in e-business. 

The results align with existing research highlighting the transformative potential 

of AI in improving UX. Prior studies also emphasize the role of personalization in 

driving user satisfaction, which is consistent with this research’s findings (Almarri dkk., 

2023). The operational benefits of chatbots, as noted in this study, mirror conclusions 

from earlier works on automation in customer service (Bhatti dkk., 2022). 

This research differs by emphasizing user perceptions and behavioral outcomes 

rather than solely focusing on technical functionalities (Esmaeilpour Ghouchani dkk., 

2020). Previous studies often overlook the importance of trust and transparency, which 

emerged as significant factors in this study. The findings also contribute a nuanced 

understanding of how different AI features influence UX in distinct ways (Lorca dkk., 

2019). 
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Some studies have suggested that AI adoption is universally positive, yet this 

research identifies specific challenges, such as algorithmic biases and data privacy 

concerns, that can undermine its effectiveness (Güllep dkk., 2022). This divergence 

underscores the importance of addressing ethical considerations in AI deployment. The 

study extends the discourse by exploring how businesses can mitigate these challenges 

to maximize AI’s benefits (Severeyn dkk., 2024). 

This research contributes new insights into the interplay between AI technology 

and user expectations, particularly in diverse e-business sectors (Yousfani & Khowaja, 

2019). While existing literature provides a general overview, this study adds depth by 

analyzing sector-specific applications and user-centric metrics, enriching the academic 

and practical understanding of AI in e-business (Aremu & Arfan, 2023). 

The findings indicate a shift in user expectations towards more intuitive and 

personalized digital experiences. AI technologies are becoming a standard feature in e-

business, signifying a broader trend of technological integration shaping consumer 

behavior (Upadhyay dkk., 2023). The results reflect a growing reliance on automation 

to meet evolving demands for efficiency and convenience. 

The research highlights the critical role of transparency and accountability in 

fostering trust in AI-driven platforms (Lippert dkk., 2024). Users increasingly prioritize 

ethical considerations, such as data privacy and fairness, alongside functionality. These 

concerns underscore the necessity for businesses to adopt responsible AI practices. 

The challenges identified, such as the limitations of chatbots in handling 

complex queries, point to the need for hybrid systems that combine AI with human 

oversight. This hybrid approach could address user frustrations while maintaining the 

efficiency benefits of automation. The findings signal an opportunity for businesses to 

innovate in designing user-centered AI solutions. 

The study suggests that AI technology is not a one-size-fits-all solution. Its 

impact varies based on implementation strategies, user demographics, and sector-

specific requirements. This complexity calls for adaptive approaches to ensure AI’s 

successful integration into diverse e-business environments. 

The results have significant implications for e-business strategies, emphasizing 

the importance of user-centric AI implementation. Businesses must prioritize features 

like personalization and efficient customer support to enhance satisfaction and 

engagement. These insights can guide the development of AI solutions that align with 

user needs and expectations. 

Policy implications include the need for regulations that address ethical 

concerns, such as data privacy and algorithmic transparency. Governments and industry 

leaders must collaborate to establish guidelines that promote responsible AI use while 
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fostering innovation. These regulations are critical for building user trust in AI-driven 

systems. 

The findings highlight the potential for AI to drive competitive advantages in e-

business. Companies that invest in advanced AI technologies and address user concerns 

are likely to achieve higher retention rates and market growth. These implications 

underscore the strategic value of integrating AI into digital business models. 

Future research should explore the long-term effects of AI on user behavior and 

platform performance. This could include longitudinal studies to evaluate sustained 

engagement and satisfaction over time. These insights will be vital for refining AI 

technologies and ensuring their relevance in dynamic market environments. 

The findings reflect the inherent strengths of AI technologies in automating 

processes and personalizing user interactions. Personalized recommendations resonate 

with users because they simplify decision-making and enhance the relevance of e-

business platforms. Chatbots’ efficiency aligns with user demands for immediate 

assistance, driving higher satisfaction levels. 

Concerns about data privacy and algorithmic biases emerge due to the nature of 

AI’s reliance on user data. These issues highlight the trade-offs between technological 

innovation and ethical considerations, underscoring the complexity of deploying AI in a 

trust-sensitive context. Users are increasingly aware of these challenges, which 

influences their perceptions. 

The limitations of AI in handling complex queries stem from the current state of 

natural language processing and machine learning models. While advancements have 

been significant, AI systems still require further development to achieve human-like 

understanding. These technical limitations explain why some users prefer human 

intervention for complex tasks. 

The strong correlation between transparency and trust underscores the 

psychological impact of AI systems on user perceptions. Trust is not solely derived 

from functionality but also from how businesses communicate their practices. This 

interplay between technology and perception is a key factor in the observed results. 

Businesses should focus on addressing the identified challenges to maximize 

AI’s potential in enhancing UX. This includes investing in hybrid systems that combine 

AI and human oversight, ensuring that complex user needs are met effectively. Efforts 

to increase transparency and ethical compliance should be prioritized to build and 

maintain user trust. 

Future research should delve deeper into the sector-specific impacts of AI on 

UX, exploring how different industries can tailor AI implementations to suit their 
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unique demands. Longitudinal studies could provide insights into how user perceptions 

evolve over time, offering valuable guidance for continuous improvement. 

 

CONCLUSION  

The study revealed that artificial intelligence (AI) technology significantly 

enhances user experience (UX) in e-business through personalized recommendations, 

efficient chatbots, and predictive analytics. Unlike previous studies, this research 

emphasized the direct relationship between AI-driven features and user satisfaction 

metrics, such as engagement, trust, and convenience. It also identified critical 

challenges, including data privacy concerns and the limitations of AI in handling 

complex user queries, which are often overlooked in existing literature. 

This research contributes both conceptually and methodologically by integrating 

quantitative and qualitative approaches to explore the interplay between AI technologies 

and user experience. The study introduced a user-centric perspective, offering practical 

insights into how personalization and efficiency drive satisfaction. Additionally, the use 

of sector-specific analyses provided a more nuanced understanding of AI’s applications, 

enabling businesses to align their strategies with diverse user needs. 

The study’s scope was limited to short-term impacts of AI on UX, leaving the 

long-term effects unexplored. The sample size, while adequate, may not fully capture 

the diversity of user experiences across different cultural and regional contexts. Future 

research should focus on longitudinal studies to evaluate sustained engagement and 

satisfaction. Expanding the scope to include ethical considerations, such as fairness and 

bias in AI algorithms, will provide a more comprehensive understanding of AI’s 

implications in e-business 
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