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Abstract 

AI-powered chatbots have become a prominent component of online customer service, but existing evi-

dence remains divided across service quality, customer experience, and conversion-related research. This 

systematic literature review synthesizes 30 empirical studies on how chatbot features influence customer 

engagement, customer satisfaction, purchase intention, and online conversion-related outcomes. 

Searches were conducted in Google Scholar, ResearchGate, and ScienceDirect on January 25, 2026, and 

studies were selected using predefined inclusion and exclusion criteria. The review found that personal-

ization, responsiveness, availability, and problem-solving capability were the most frequently examined 

chatbot features. These features were generally associated with stronger customer satisfaction and en-

gagement, which in turn supported purchase intention and conversion-related intention. However, the 

evidence for actual conversion performance remains limited because many studies rely on intention-

based measures rather than observed sales, registration, booking, or transaction data. The review con-

tributes by organizing the evidence around chatbot features, customer outcomes, conversion proxies, and 

gaps in theory, method, and measurement. Future research should use longitudinal, cross-cultural, and 

behavioral data to test whether chatbot-enabled service improvements translate into measurable online 

conversion performance. 

Keywords: Chatbots; Conversational Artificial Intelligence; Customer Engagement; Customer Satisfac-

tion; Online Conversion Performance; Purchase Intention. 

Introduction 

In the post-2020 digital services landscape, firms that have adopted artificial intelligence into their plat-

forms and services are recognizing that the quality of customer service has a direct impact upon business 

performance (Uzoka et al., 2024). Because the customers of many firms interact with those companies 

online, the firms typically aim to find methods of improving the quality of the service that they offer to 
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those online customers (Misischia et al., 2022). As the number of customers that interact with a firm online 

has increased, many of those companies have turned to digital technologies to reduce the burden of provid-

ing customer support and service to those customers (De Andrade & Tumelero, 2022; Rossmann et al., 

2020). One form of digital technology that is becoming increasingly common in customer service depart-

ments is the use of AI-powered chatbots to automate some of the customer service functions of a company 

(Ramki et al., 2024). 

Despite the growing volume of research on AI chatbots, the available literature is fragmented across differ-

ent research streams. While a few studies focus on evaluating the technical capabilities and automation 

features of chatbots, many others investigate the impact of chatbots on metrics related to customer satisfac-

tion and purchasing intentions (Bakkouri et al., 2022; Misischia et al., 2022; Vergaray et al., 2023). A few 

other studies investigate the adoption of these chatbots and the quality of services they offer without con-

sidering the relationship between their features and metrics related to purchase or booking intentions (Bag 

et al., 2021; Pillai & Sivathanu, 2020; Ramki et al., 2024). Moreover, most studies on AI chatbots are 

limited to specific sectors and services (Graham et al., 2025; Limna & Kraiwanit, 2023; Żyminkowska & 

Zachurzok-Srebrny, 2025). Therefore, a systematic review of the literature on AI chatbots is necessary to 

determine how the features of these chatbots affect customer satisfaction, engagement, purchase intentions, 

and other metrics related to online conversions.  

Conceptual and Theoretical Background 

of AI-Powered Chatbots in Online Customer Service 

The conceptual foundation of this study is based on the relationship between chatbot service features and 

customer-related outcomes in digital service environments. Prior studies commonly examine responsive-

ness, personalization, availability, problem-solving capability, and usability as features that may influence 

customer engagement and satisfaction. These outcomes may subsequently shape purchase intention, loyalty, 

reuse intention, and conversion-related performance. The framework therefore treats chatbot value as an 

empirical question rather than an assumption, because the strength of chatbot effects depends on service 

context, accuracy, customer trust, and the type of outcome being measured. 

Key Features of AI-Powered Chatbot 

Several characteristics of the quality of chatbot services are emphasized in the literature reviewed. Respon-

siveness refers not just to fast replies from the chatbot but also to providing appropriate levels of support 

throughout the customer journey. Chatbots can provide instant responses to customers’ questions or re-

quests, they do not require long downtimes to rest like human agents, and they can handle several customer 

requests simultaneously (Misischia et al., 2022; Uzoka et al., 2024). However, human agents will be more 

suitable for responding to emotionally sensitive or exceptional customer service requests. Therefore, chat-

bot responsiveness is beneficial only when speed is combined with accurate and useful information; other-

wise, customers may become frustrated (Cordero et al., 2022; Kumar & Mishra, 2025). Personalization is 

another important feature because tailored responses and recommendations may improve customer 
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experience, although excessive personalization may reduce trust or create privacy concerns (Ghosh et al., 

2024; Huseynov, 2023; Uzoka et al., 2024). Other service quality characteristics include 24/7 availability, 

problem-solving capability, natural language capability, usability, recommendation quality, and secure data 

management (Limna & Kraiwanit, 2023; Saini et al., 2024; De Andrade & Tumelero, 2022; Hibban, 2025; 

Rossmann et al., 2020). 

Customer Engagement and Customer Satisfaction 

Beyond the technological features of a chatbot system, it is also critical to understand the aspects of cus-

tomer engagement and satisfaction with the chatbots. Customer engagement refers to the willingness of the 

customer to remain engaged in the interaction with the chatbot, while customer satisfaction is the evaluation 

of the success of the chatbot in fulfilling the customer’s requested service (Akdemir & Bulut, 2024; Uzoka 

et al., 2024). These two constructs are different from one another yet related to one another. Customers are 

more likely to remain engaged in the interaction with a chatbot that is clear, useful, and supportive of their 

needs in comparison to one that does not possess these features (Adam et al., 2020; Graham et al., 2025). 

Customer satisfaction with the chatbot systems is correlated with the attributes of the chatbot that provide 

customers with accurate information, shortened waiting times, and smooth customer experiences with the 

company that implements the chatbots (Huseynov, 2023; Ngo et al., 2025; Uzoka et al., 2024). Overall, the 

attributes of a chatbot influence both customer engagement and satisfaction, which have significant impacts 

upon the company’s conversion rates. The relationship among chatbot service features, customer engage-

ment, customer satisfaction, service control, and online conversion performance is summarized in Figure 1. 

Figure 1. Proposed Conceptual Framework. 

Online Conversion Performance 

Online conversion performance is an important but still underdeveloped concept in the literature on AI-

powered chatbots in customer service. In general, conversion refers to the completion of a customer action 

with a business objective, such as making a purchase, booking a service, subscribing, registering, or sub-

mitting an inquiry. However, within most chatbot studies, conversion is not measured through actual cus-

tomer behavior, but through intention-based variables that capture the likelihood of customers taking such 
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actions. As a result, the current literature more often shows that chatbot implementation positively influ-

ences conversion-related intentions than that it directly improves observed conversion rates (Bag et al., 

2021; Pillai & Sivathanu, 2020). 

Chatbots can reduce friction during the purchasing journey, help customers obtain relevant information, 

clarify product or service options, and maintain customer engagement throughout the decision process. In 

doing so, they may increase the likelihood that customers proceed toward desired actions (Misischia et al., 

2022; Vergaray et al., 2023; Wahbi et al., 2023). Overall, the literature suggests that the influence of chat-

bots on online conversion is better understood as an indirect effect of improved service quality, rather than 

as a direct and consistently demonstrated increase in actual online sales or conversion rates (Bag et al., 

2021; Pillai & Sivathanu, 2020; Misischia et al., 2022; Vergaray et al., 2023; Wahbi et al., 2023). 

Methodology 

Research objective and Questions 

This study aims to systematically review the literature on AI-powered chatbots in online customer service 

by identifying the major chatbot features emphasized in prior studies, examining how these features influ-

ence customer engagement and customer satisfaction, assessing how engagement and satisfaction shape 

purchase intention and online conversion-related outcomes, and identifying the theoretical, methodological, 

and contextual gaps that remain in the literature. 

The review was guided by the PICOC strategy, which is a framework used to define the Population, Inter-

vention, Comparison, Outcome, and Context of a review question (Petticrew & Roberts, 2006). The PICOC 

elements used to structure the review questions are presented in Table 1. In this study, the population refers 

to AI-powered chatbots used in online customer service environments. The intervention refers to key chat-

bot features such as responsiveness, personalization, availability, and problem-solving capability. The com-

parison refers to differences across theories, methods, sectors, contexts, and findings in prior studies. The 

outcomes include customer engagement, customer satisfaction, purchase intention, and online conversion-

related outcomes. The context refers to digital customer service environments. Guided by this framework, 

the study addresses the following questions: 

RQ1. What key features of AI-powered chatbots have been emphasized in studies of online customer ser-

vice? 

RQ2. How do these chatbot features influence customer engagement and customer satisfaction?  

RQ3. How do customer engagement and customer satisfaction affect purchase intention and online conver-

sion-related outcomes?  

RQ4. What theoretical, methodological, and contextual gaps remain in the literature on AI-powered chat-

bots in customer service? 

Table 1. PICOC strategy. 

PICOC element Description in this study 

Population (P) AI-powered chatbots used in online customer service environments 
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Intervention (I) 
Key chatbot features, particularly responsiveness, personalization, 

availability, and problem-solving capability 

Comparison (C) 

Differences across theoretical perspectives, methodological approaches, 

sectoral settings, regional contexts, and reported findings in prior stud-

ies 

Outcome (O) 
Customer engagement, customer satisfaction, purchase intention, and 

online conversion-related outcomes 

Context (C) 
Digital customer service environments, including e-commerce, banking, 

hospitality, digital platforms, and related online service industries 

Research Design 

The study used a systematic literature review (SLR) together with qualitative content analysis to investigate 

the role of AI-powered chatbots in providing online customer service and their effects on customer- and 

conversion-related outcomes. Using an SLR is appropriate for gaining an overview of the literature in new 

and developing fields of study and for recommending future research within those fields (Brignardello-

Petersen et al., 2024; Paul et al., 2021; Snyder, 2019). This particular SLR topic encompasses several dif-

ferent fields of study, including those related to customer service, digital marketing, artificial intelligence, 

and consumer behavior online. Additionally, qualitative content analysis is appropriate for categorizing and 

understanding the literature that was surveyed (Elo et al., 2014; Krippendorff, 2019).  

Search Strategy 

A literature search was performed on 25 January 2026 with the aim of finding studies regarding AI-powered 

chatbots in customer service and their influence on customer-related and conversion-related outcomes. The 

databases searched included Google Scholar, ResearchGate, and ScienceDirect, each of which contains 

research regarding artificial intelligence, business, e-commerce, customer service, customer relationship 

management (CRM) and online marketing. Search terms used during the search were broad terms related 

to the topic that were to be later narrowed to find appropriate studies to read for this literature review (Paul 

et al., 2021; Snyder, 2019). The terms that were used included the following: “chatbots,” “conversational 

artificial intelligence,” “customer service,” “online customer service,” “customer engagement,” “customer 

satisfaction,” “purchase intention,” and “online conversion performance.” The search string that was used 

was as follows: (“chatbot” OR “conversational artificial intelligence”) AND (“customer service” OR 

“online customer service”) AND (“customer engagement” OR “customer satisfaction” OR “purchase in-

tention” OR “online conversion”). Only articles published in English and in peer-reviewed journals within 

the field of digital customer service industry were included in the search. The results of this search returned 

7,420 articles, of which 7,234 were excluded during screening, leaving 186 articles for review. 

Inclusion and Exclusion Criteria 

To avoid repetition across the methodology, the eligibility criteria were applied as screening rules during 

full-text review. Studies were retained when they were published between 2019 and 2025, written in English, 
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appeared in peer-reviewed outlets, examined AI-powered chatbots in customer service contexts, and ad-

dressed at least one relevant construct, including responsiveness, personalization, availability, customer 

engagement, customer satisfaction, purchase intention, loyalty, reuse intention, or conversion-related out-

comes. Studies published outside the 2019-2025 period were excluded, along with studies that were unre-

lated to chatbot-enabled customer service, non-English, non-peer-reviewed, non-empirical, or insufficiently 

connected to the review objectives. 

Screening and Selection Procedure 

The procedure used to screen and select the studies for inclusion in this review followed a step-by-step 

procedure to ensure the replicability of the study. Initially, 186 records were obtained from the search. 

However, during the first screening stage, 82 of these studies were discarded based on their titles, abstracts, 

and keywords as they did not relate to the topic of AI-powered chatbots in the context of online customer 

service. In addition, 13 duplicate records were removed, leaving 91 articles for full-text review. At the next 

stage, 42 studies were excluded because they either did not investigate AI-powered chatbots in online cus-

tomer service or did not report customer-related outcomes. A further 9 studies were excluded because they 

were theoretical rather than empirical. In the final stage, 10 additional articles were removed because they 

did not make a sufficient substantive contribution to the review objectives, following the structured selec-

tion approach discussed by Żyminkowska and Zachurzok-Srebrny (2025). This left 30 studies for qualita-

tive content analysis. The complete screening and selection process is presented in Figure 2. 

Figure 2. PRISMA 2020 flow diagram adapted for study screening and selection (Page et al., 2021). 
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Coding and Analysis 

Following the selection of the final set of 30 studies, each article was analyzed using qualitative content 

analysis. The initial coding of each article included variables such as bibliographic information, publication 

year, country of publication, the sector in which the chatbot was implemented, the theoretical framework 

of the research study, the research method, the data analysis method, the features of the chatbot, the features 

related to the customers, and the features related to the conversion rates of the businesses that implemented 

the chatbots. These codes were established based upon the research questions for each study, but were 

further refined during the reading of each of the articles. Codes were used to determine the number of 

publications that included each of these variables, as well as to interpret the relationship between the fea-

tures of the chatbots and their outcomes in relation to the customers and the conversion rates of those busi-

nesses. These findings will be presented in tables and text to provide both an overview of the studies and 

to indicate the areas in which the studies were lacking. 

Results 

Articles by Year of Publication 

The distribution of the articles published yearly shows an increase in the number of publications discussing 

AI-powered chatbots and customer service. Prior to 2021, the number of included studies was relatively 

low, with only one study published in 2019, three published in 2020, and two published in 2021. However, 

the number of studies included increased from 2022 onward, with five publications published in 2022, five 

in 2023, six in 2024, and eight in 2025. Overall, 80% of the articles that were reviewed were published 

between 2022 and 2025. These figures indicate growth in research output on AI-powered chatbots in cus-

tomer service, although the publication trend alone does not prove adoption levels, customer acceptance, 

or business impact. Those issues are interpreted in the discussion section by connecting the publication 

trend with the substantive findings of the reviewed studies. The yearly distribution of the reviewed articles 

is shown in Table 2. 

Table 2. Articles Published by Year 

Year Articles published Percentage Cumulative Percentage 

2019 1 3 3 

2020 3 10 13 

2021 2 7 20 

2022 5 17 37 

2023 5 17 54 

2024 6 20 74 

2025 8 26 100 

Total 30 100 

Theories 
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The theories and concepts that were used in the various reviewed studies on customer interactions with AI 

chatbots were drawn from different theoretical and conceptual models. As shown in table 3, 15 of the 30 

included research studies did not report the use of any explicit theoretical framework within their research. 

Within the remaining 15 studies, the Technology Acceptance Model (TAM) was utilized in six studies, the 

Unified Theory of Acceptance and Use of Technology (UTAUT) was utilized in two studies, Social Re-

sponse Theory was utilized in one study, the Stimulus-Organism-Response (S-O-R) theory was utilized in 

one study, Service-Dominant Logic was utilized in one study, and the Information System Success Model 

was utilized in one study. Additionally, three studies utilized a conceptual framework that was not directly 

related to any of the aforementioned theories, such as a framework regarding service automation or digital 

marketing. Thus, these results indicate that the use of theoretical models in the research of chatbot and 

customer service interactions is still developing in the current literature, and that there is a need for addi-

tional research that utilizes and develops such theories in the future. 

Table 3. Theories utilized in review of literature. 

Theories utilized Articles published 

Technology Acceptance Model (TAM) 6 

Unified theory of acceptance and use of technology (UTAUT) 2 

Service-Dominant Logic 1 

The Commitment-Trust Theory 1 

A Customer Experience (CX) framework 1 

The Commitment and Consistency theory 1 

Social Response Theory 1 

The Stimulus-Organism-Response (S-O-R) theory 1 

The Information System Success Model 1 

No explicit theoretical framework 15 

Total 30 

Research Contexts 

Table 4 indicates that the 30 studies reviewed in this research span multiple continents, showing that AI 

chatbot research has been conducted across different regional and sectoral settings. Studies were performed 

in Europe (Adam et al., 2020; Bird & Lotfi, 2024; Doherty & Curran, 2019; Graham et al., 2025; Illescas-

Manzano et al., 2021; Marcineková et al., 2025; Misischia et al., 2022; Rossmann et al., 2020), Asia (Ak-

demir & Bulut, 2024; Bag et al., 2021; Hibban, 2025; Huseynov, 2023; Kumar & Mishra, 2025; Limna & 

Kraiwanit, 2023; Meng et al., 2025; Ngo et al., 2025; Pillai & Sivathanu, 2020; Ramki et al., 2024; Saini et 

al., 2024; Vebrianti et al., 2025), North America (Ghosh et al., 2024; Jain, 2025; Uzoka et al., 2024), South 

America (Cordero et al., 2022; De Andrade & Tumelero, 2022; Gonçalves et al., 2022; Vergaray et al., 

2023), and Africa (Akinyemi et al., 2023; Bakkouri et al., 2022; Wahbi et al., 2023). The distribution is not 

balanced: Asia and Europe account for a large share of the reviewed studies, while North America and 
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Africa are less represented. This imbalance suggests that future research should test chatbot outcomes 

across a wider range of cultural, regulatory, and market contexts. 

Table 4. Geographical areas in the review of literature 

Articles by Region No of Articles Percentage 
Cumulative 

Percentage 

Central Europe 4 13 13 

East Asia 1 3 16 

North America 3 10 26 

Northwest Africa 2 7 33 

South America 4 13 46 

South Asia 5 17 63 

Southeast Asia 4 14 77 

Southwestern Europe 1 3 80 

West Africa 1 3 83 

Western Asia 2 7 90 

Western Europe 3 10 100 

Total 30 100 

Research Methods 

Table 5 summarizes the research methodologies used in the reviewed empirical studies. Quantitative meth-

ods were the most common, appearing in 15 of the 30 studies (50%). These studies mainly measured cus-

tomer perceptions, intentions, and service outcomes through surveys or structured data. Mixed methods 

were used in 11 studies (37%), allowing researchers to combine numerical evidence with qualitative inter-

pretation. Qualitative methods were used in four studies (13%), indicating that fewer studies explored cus-

tomers' lived experiences, perceived risks, or detailed explanations for chatbot acceptance and rejection. 

The distribution suggests that the field has developed a strong measurement orientation, but more qualita-

tive and mixed methods research is needed to explain why chatbot features succeed or fail in specific cus-

tomer service contexts. 

Table 5. Research methodologies employed in the reviewed empirical research 

Research Methodologies No of Articles Percentage Cumulative Percentage 

Quantitative 15 50 50 

Qualitative 4 13 63 

Mixed 11 37 100 

Total 30 100 
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Data Analysis Method 

Table 6 presents the different analytical methods used in each of the reviewed studies. The most common 

method in the reviewed studies was the PRISMA method, which was utilized in 10 studies (33%). The 

second most common method was structural equation modeling (SEM), which was used in five studies 

(17%). Partial least squares SEM was used in four studies (13%). Triangulation was utilized in four studies 

(13%), indicating that some researchers utilize multiple analytical methods in their efforts to understand 

the topic of chatbots and their use in customer service. Other methods that were used in only two studies 

(7%) each were content analysis, Microsoft Excel, and Statistica 12. In three studies, the data analysis 

method was not explicitly reported. The variety of methods used in each of the studies indicates the growing 

sophistication of the researchers in the field (Lim, 2024). However, the relatively low number of different 

methods indicates the early developing nature of the field overall. 

Table 6. Data analysis method employed in the reviewed empirical research 

Data Analysis Method No of Articles Percentage 
Cumulative 

Percentage 

Sequential Data Triangulation Approach 4 13 13 

Content Analysis 2 7 20 

Microsoft Excel and Statistica 12 2 7 27 

Partial Least Squares Structural Equation 

Modeling (PLS-SEM)  
4 13 40 

PRISMA 10 33 73 

Structural Equation Modeling (SEM) 5 17 90 

Not explicitly reported 3 10 100 

Total 30 100 

Key AI-powered chatbot features identified in the reviewed studies 

The reviewed studies show that effective chatbots are most commonly defined by three core features: re-

sponsiveness, personalization, and availability (De Andrade & Tumelero, 2022; Uzoka et al., 2024). Re-

sponsiveness refers to the chatbot’s ability to reply quickly, reduce customer waiting time, and handle mul-

tiple inquiries simultaneously. However, having high speed is not enough; the level of responsiveness is 

valuable only if the chatbot also provides accurate and useful solutions to the customers’ problems. Another 

important attribute of chatbots is the degree of personalization that is provided to the customers. Personal-

ization creates a better experience for customers who interact with chatbots (Ghosh et al., 2024; Huseynov, 

2023). However, providing personalized services to customers may create discomfort with some users. 

Another important attribute of chatbots is availability around the clock outside of standard business hours 

(Limna & Kraiwanit, 2023; Saini et al., 2024). Additionally, other attributes that may improve the overall 

effectiveness of chatbots include the cost efficiency of employing chatbots, the consistency of the service 

quality that they can provide for customers, and their learning capability (Akdemir & Bulut, 2024; Hibban, 

2025; Ngo et al., 2025). 
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Customer-related and conversion-related outcomes identified in the reviewed studies 

While the findings do indicate that many of the reasons for implementing AI chatbots into business websites 

are related to the concept of online conversion, the studies actually provide limited information regarding 

whether the implementation of these chatbots has had any effect upon actual conversion rates (Vergaray et 

al., 2023). Most studies that discuss online conversion in the context of chatbots examine aspects of the 

customer experience, satisfaction, engagement, purchase intention, and intention to convert, rather than the 

actual number of customers that performed the conversion to purchase the products or services of the com-

pany (Gonçalves et al., 2022). As such, while these results can provide some indication of the potential 

benefit of implementing chatbots into websites, they do not provide conclusive evidence of the impact that 

such chatbots can have upon the conversion rates of those websites (Pillai & Sivathanu, 2020). 

Discussion 

The findings of this systematic literature review provide a coherent response to the four research questions 

and clarify how AI-powered chatbots contribute to customer service and online conversion-related out-

comes.   

Synthetically, the reviewed evidence supports a feature-outcome-conversion pathway rather than a simple 

direct-effect model. Chatbot features first shape perceived service quality and customer experience; these 

perceptions then influence satisfaction and engagement; and those customer outcomes support purchase 

intention or conversion-related intention. The main scholarly contribution of this review is therefore the 

identification of the gap between frequently reported intention-based benefits and the limited evidence on 

observed conversion performance. 

Regarding RQ1, the studies generally indicate that the most important features of chatbots are those relating 

to responsiveness, personalization, availability, and problem-solving capability (Misischia et al., 2022; 

Uzoka et al., 2024; Ghosh et al., 2024; Huseynov, 2023; Limna & Kraiwanit, 2023; De Andrade & Tu-

melero, 2022). 

In relation to RQ2, each of these features was generally found to be associated with improvements in cus-

tomer engagement and satisfaction - but only in the instances in which the customers perceived the feature 

as being useful and accurate. For instance, fast responsiveness from the chatbot does not necessarily trans-

late to improved customer satisfaction unless the information provided by the chatbot is relevant to the 

customers’ questions (Akdemir & Bulut, 2024; Adam et al., 2020; Graham et al., 2025; Uzoka et al., 2024). 

For RQ3, most studies indicated that improvements in customer engagement and satisfaction were associ-

ated with improvements in both purchase intention and conversion-related intention from customers. How-

ever, research in relation to actual online conversion rates indicated fewer results (Bag et al., 2021; Pillai 

& Sivathanu, 2020; Vergaray et al., 2023; Wahbi et al., 2023). 

Finally, regarding RQ4, several theoretical, methodological, and contextual gaps remain in the existing 

literature. First, many studies lack a clearly stated theoretical framework: after aligning the coding matrix 

with the final reference list, 15 of the 30 reviewed studies were coded as having no explicit theoretical 
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framework. This weak or unclear theoretical framing limits the ability of the literature to explain why par-

ticular chatbot features influence satisfaction, engagement, purchase intention, or conversion-related out-

comes. Second, the evidence is methodologically concentrated around quantitative surveys and review-

based studies, with fewer qualitative, experimental, longitudinal, or behavioral-data approaches. Third, the 

measurement of conversion is often indirect, because many studies use purchase intention or reuse intention 

rather than observed sales, booking, registration, or transaction data. Fourth, the regional distribution re-

mains uneven, with stronger representation from Asian and European contexts and fewer studies from North 

America and Africa (Akdemir & Bulut, 2024; Misischia et al., 2022; Graham et al., 2025; Ramki et al., 

2024; Snyder, 2019). These gaps show that the literature is growing but still requires stronger theoretical 

grounding, broader methods, and more direct business-performance evidence. 

Further Research Directions 

Based on the findings of this study, there are several directions for future research. Future studies can in-

vestigate the process by which organizations implement and redesign service processes following the adop-

tion of chatbots. It will also be interesting to investigate how these service processes vary across different 

cultures. Future studies can use qualitative or mixed methods to investigate the reasons why customers 

accept or reject service from chatbots. It will also be interesting to investigate the differences between 

customer satisfaction, engagement, adoption, purchase intention, purchase rate, and loyalty. Overall, future 

research will focus on creating chatbots that are not just adopted by customers but that become an integral 

part of customer experience. Additionally, as chatbots become more sophisticated in their services, studying 

aspects like privacy, fairness, transparency, explainability, accountability, and the handoff between chatbots 

and customer service agents will become more important in the development of these services.   

Theoretical Implications 

The review suggests several theoretical implications for future research on AI chatbots. The majority of 

current chatbot research relies upon theories of technology acceptance and service quality. Hence, future 

research should aim to provide theoretical explanations for customer satisfaction, engagement, and pur-

chase intention with chatbots. Furthermore, future research should aim to provide clear distinctions between 

the concepts of technology adoption, service quality, customer experience, behavioral response, organiza-

tional performance, and the factors that impact each of these concepts. 
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Evidence Gap Analysis and Expected Research Trend 

The evidence gap analysis shows that the literature has moved from describing chatbot adoption toward 

examining how chatbot features influence customer outcomes. However, the next stage of research should 

focus on stronger synthesis, stronger theoretical grounding, and more direct testing of business performance. 

The reviewed studies suggest a pathway in which chatbot features such as responsiveness, personalization, 

availability, and problem-solving capability improve service quality, which then supports satisfaction, en-

gagement, purchase intention, and conversion-related intention. Yet two major gaps remain. First, a sub-

stantial number of studies do not clearly report a theoretical framework, which makes it difficult to build 

cumulative explanations across studies. Second, the literature makes limited use of actual conversion met-

rics, such as sales completion, booking completion, subscription, registration, repeat purchase, or customer 

retention. The likely future trend is shifting from research based on the intention of customers to research 

that combines the opinions of customers with analytics and experiments. This would allow researchers to 

determine if the improvements to the service that are provided by these chatbots actually lead to improve-

ments in the conversion rate of the companies that implement these bots. 

Limitations 

Several limitations to this study should be made apparent. First, the majority of the databases that were 

utilized to find studies with published content in English had limited the search to only specific databases. 

Second, while the study did utilize the PRISMA 2020 model to locate and review the included studies, no 

effort was made to perform a risk of bias assessment of those studies or to perform a meta-analysis of the 

findings of the included studies. Third, only a limited selection of variables from the chatbots were reviewed, 

limiting the studies to examining the impact of those specific features while excluding other potential var-

iables. Finally, most of the studies utilized intention-based data rather than data measuring the actual con-

version of the businesses utilizing those chatbots. 

Conclusions 

This systematic review of the literature on AI-powered chatbots in online customer service has clarified the 

role of these chatbots and their impact on various outcomes. The majority of reviewed studies indicate that 

the features of AI chatbots that are most often discussed include responsiveness, personalization, availabil-

ity, and problem-solving capability. Each of these features is generally associated with better outcomes in 

relation to customer satisfaction, customer engagement, purchase intention, and the intention of the cus-

tomer to convert. Thus, AI chatbots appear to be able to contribute to positive online customer service 

experiences and, indirectly, to online conversion outcomes of those customers. However, most of the ex-

isting literature on these chatbots is limited in that many of the studies did not employ theories to frame 
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their models, utilized only quantitative or review methods to gather their data, represented only a few re-

gions of the world, and only utilized proxy indicators of the online conversion outcomes of customers rather 

than actual online conversion data. Future research in this area should incorporate theoretical models, em-

ploy diverse research methods, and test for the impact of AI chatbots upon actual online conversion out-

comes. 

References 

Adam, M., Wessel, M., & Benlian, A. (2020). AI-based chatbots in customer service and their effects on 

user compliance. Electronic Markets, 31(2), 427–445. https://doi.org/10.1007/s12525-020-00414-

7 

Akdemir, D. M., & Bulut, Z. A. (2024). Business and customer-based chatbot activities: The role of cus-

tomer satisfaction in online purchase intention and intention to reuse chatbots. Journal of Theoret-

ical and Applied Electronic Commerce Research, 19(4), 2961–2979. 

https://doi.org/10.3390/jtaer19040142 

Akinyemi, R. A., Ajayi, W., & Atuman, A. (2023). Automation of customer support system (chatbot) to 

solve web-based financial and payment application service. Asian Journal of Computer Science 

and Technology, 12(2), 1–17. https://doi.org/10.51983/ajcst-2023.12.2.3697 

Bag, S., Srivastava, G., Bashir, M. M. A., Kumari, S., Giannakis, M., & Chowdhury, A. H. (2021). Jour-

ney of customers in this digital era: Understanding the role of artificial intelligence technologies 

in user engagement and conversion. Benchmarking: An International Journal, 29(7), 2074–2098. 

https://doi.org/10.1108/BIJ-07-2021-0415 

Bakkouri, B. E., Raki, S., & Belgnaoui, T. (2022). The role of chatbots in enhancing customer experience: 

Literature review. Procedia Computer Science, 203, 432–437. 

https://doi.org/10.1016/j.procs.2022.07.057 

Bird, J. J., & Lotfi, A. (2024). Customer service chatbot enhancement with attention-based transfer learn-

ing. Knowledge-Based Systems, 301, 112293. https://doi.org/10.1016/j.knosys.2024.112293 

Brignardello-Petersen, R., Santesso, N., & Guyatt, G. H. (2024). Systematic reviews of the literature: An 

introduction to current methods. American Journal of Epidemiology, 194(2), 536–542. 

https://doi.org/10.1093/aje/kwae232 



Issues in Information Systems 

Volume 27, Issue 3, pp. 173-190, 2026 

187 

Cordero, J., Barba-Guaman, L., & Guamán, F. (2022). Use of chatbots for customer service in MSMEs. 

Applied Computing and Informatics, 22(1–2), 185–197. https://doi.org/10.1108/ACI-06-2022-

0148 

De Andrade, I. M., & Tumelero, C. (2022). Increasing customer service efficiency through artificial intel-

ligence chatbot. Revista de Gestão, 29(3), 238–251. https://doi.org/10.1108/REGE-07-2021-0120 

Doherty, D., & Curran, K. (2019). Chatbots for online banking services. Web Intelligence, 17(4), 327–

342. https://doi.org/10.3233/WEB-190422

Elo, S., Kääriäinen, M., Kanste, O., Pölkki, T., Utriainen, K., & Kyngäs, H. (2014). Qualitative content 

analysis. SAGE Open, 4(1). https://doi.org/10.1177/2158244014522633 

Ghosh, S., Ness, S., & Salunkhe, S. (2024). The role of AI-enabled chatbots in omnichannel customer ser-

vice. Journal of Engineering Research and Reports, 26(6), 327–345. 

https://doi.org/10.9734/JERR/2024/v26i61184 

Gonçalves, G. S., Ribeiro, T. de L. S., Teixeira, J. E. V., & Costa, B. K. (2022). A implantação de chatbot 

para melhorar o atendimento das instituições de ensino superior durante a COVID-19. Internatio-

nal Journal of Innovation, 10(1), 178–203. https://doi.org/10.5585/iji.v10i1.20652 

Graham, G., Nisar, T. M., Prabhakar, G., Meriton, R., & Malik, S. (2025). Chatbots in customer service 

within banking and finance: Do chatbots herald the start of an AI revolution in the corporate 

world? Computers in Human Behavior, 165, 108570. https://doi.org/10.1016/j.chb.2025.108570 

Hibban, M. I. (2025). AI-powered chatbots: Revolutionizing customer service in the digital era. Jurnal 

Ekonomi Kreatif dan Manajemen Bisnis Digital, 4(2), 282–288. https://doi.org/10.55047/jekom-

bital.v4i2.1030 

Huseynov, F. (2023). Chatbots in digital marketing. In Advances in marketing, customer relationship 

management, and e-services book series (pp. 46–72). https://doi.org/10.4018/978-1-6684-7735-

9.ch003

Illescas-Manzano, M. D., López, N. V., González, N. A., & Rodríguez, C. C. (2021). Implementation of 

chatbot in online commerce and open innovation. Journal of Open Innovation: Technology, Mar-

ket, and Complexity, 7(2), 125. https://doi.org/10.3390/joitmc7020125 



Issues in Information Systems 

Volume 27, Issue 3, pp. 173-190, 2026 

188 

Jain, A. M. (2025). Enhancing e-commerce accessibility with AI-powered chatbots: Integrating accessi-

bility tools and navigation assistants. Journal of Information Systems Engineering & Manage-

ment, 10(15s), 797–809. https://doi.org/10.52783/jisem.v10i15s.2522 

Krippendorff, K. (2019). Content analysis: An introduction to its methodology. SAGE. 

https://doi.org/10.4135/9781071878781 

Kumar, A., & Mishra, S. (2025). Role of AI-chatbots in enhancing e-commerce accessibility and its im-

pact on customer experience. Asian Journal of Management and Commerce, 6(1), 729–735. 

https://doi.org/10.22271/27084515.2025.v6.i1h.520 

Lim, W. M. (2024). What is qualitative research? An overview and guidelines. Australasian Marketing 

Journal, 33(2), 199–229. https://doi.org/10.1177/14413582241264619 

Limna, P., & Kraiwanit, T. (2023). The role of ChatGPT on customer service in the hospitality industry: 

An exploratory study of hospitality workers’ experiences and perceptions. Tourism and Hospital-

ity Management, 29(4), 583–592. https://doi.org/10.20867/thm.29.4.9 

Marcineková, K., Sujová, A. J., & Ďurica, R. (2025). Implementing AI chatbots in customer service opti-

mization—A case study in micro-enterprise. Information, 16(12), 1078. 

https://doi.org/10.3390/info16121078 

Meng, H., Li, Z., Xu, X., Wang, J., Zhang, X., & Chen, M. (2025). Does AI chatbot really benefit fashion 

consumption: Empirical evidence from various online customer service. Journal of Fashion Mar-

keting and Management, 29(8), 1413–1430. https://doi.org/10.1108/JFMM-02-2025-0081 

Misischia, C. V., Poecze, F., & Strauss, C. (2022). Chatbots in customer service: Their relevance and im-

pact on service quality. Procedia Computer Science, 201, 421–428. 

https://doi.org/10.1016/j.procs.2022.03.055 

Ngo, T. T. A., Phan, T. Y. N., Nguyen, T. K., Le, N. B. T., Nguyen, N. T. A., & Le, T. T. D. (2025). Un-

derstanding continuance intention toward the use of AI chatbots in customer service among Gen-

eration Z in Vietnam. Acta Psychologica, 259, 105468. 

https://doi.org/10.1016/j.actpsy.2025.105468 

Page, M. J., McKenzie, J. E., Bossuyt, P. M., Boutron, I., Hoffmann, T. C., Mulrow, C. D., Shamseer, L., 

Tetzlaff, J. M., Akl, E. A., Brennan, S. E., Chou, R., Glanville, J., Grimshaw, J. M., Hróbjartsson, 

A., Lalu, M. M., Li, T., Loder, E. W., Mayo-Wilson, E., McDonald, S., ... Moher, D. (2021). The 



Issues in Information Systems 

Volume 27, Issue 3, pp. 173-190, 2026 

189 

PRISMA 2020 statement: An updated guideline for reporting systematic reviews. International 

Journal of Surgery, 88, 105906. https://doi.org/10.1016/j.ijsu.2021.105906 

Paul, J., Lim, W. M., O’Cass, A., Hao, A. W., & Bresciani, S. (2021). Scientific procedures and rationales 

for systematic literature reviews (SPAR-4-SLR). International Journal of Consumer Studies, 

45(4). https://doi.org/10.1111/ijcs.12695 

Petticrew, M., & Roberts, H. (2006). Systematic reviews in the social sciences. Wiley. 

https://doi.org/10.1002/9780470754887 

Pillai, R., & Sivathanu, B. (2020). Adoption of AI-based chatbots for hospitality and tourism. Interna-

tional Journal of Contemporary Hospitality Management, 32(10), 3199–3226. 

https://doi.org/10.1108/IJCHM-04-2020-0259 

Ramki, R., Gopi, V., Vidya, R., Markan, R., Natarajan, S., & Rajalakshmi, M. (2024). AI-powered chat-

bots in customer service: Impact on brand loyalty and conversion rates. Economic Sciences, 

20(2), 190–203. https://doi.org/10.69889/vs5gtv52 

Rossmann, A., Zimmermann, A., & Hertweck, D. (2020). The impact of chatbots on customer service 

performance. In Advances in intelligent systems and computing (pp. 237–243). 

https://doi.org/10.1007/978-3-030-51057-2_33 

Saini, A., Chandra, A., Agrawal, S., & Kansara, M. (2024). Chatbots usage in online customer service: A 

review. Zenodo. https://doi.org/10.5281/zenodo.11409495 

Snyder, H. (2019). Literature review as a research methodology: An overview and guidelines. Journal of 

Business Research, 104, 333–339. https://doi.org/10.1016/j.jbusres.2019.07.039 

Uzoka, A., Cadet, E., & Ojukwu, P. U. (2024). Leveraging AI-powered chatbots to enhance customer ser-

vice efficiency and future opportunities in automated support. Computer Science & IT Research 

Journal, 5(10), 2485–2510. https://doi.org/10.51594/csitrj.v5i10.1676 

Vebrianti, R., Aras, M., Putri, M. S. S., & Swandewi, I. A. (2025). AI chatbots in e-commerce: Enhancing 

customer engagement, satisfaction, and loyalty. PaperAsia, 41(2b), 248–260. 

https://doi.org/10.59953/paperasia.v41i2b.445 

Vergaray, A. D., Robles, W. F. P., & Jiménez, J. A. S. (2023). The impact of chatbots on customer satis-

faction: A systematic literature review. TEM Journal, 12(3), 1407–1417. 

https://doi.org/10.18421/TEM123-21 



Issues in Information Systems 

Volume 27, Issue 3, pp. 173-190, 2026 

190 

Wahbi, A., Khaddouj, K., & Lahlimi, N. (2023). Study of the relationship between chatbot technology 

and customer experience and satisfaction. SPIRE - Sciences Po Institutional Repository. 

https://doi.org/10.5281/zenodo.10442472 

Żyminkowska, K., & Zachurzok-Srebrny, E. (2025). The role of artificial intelligence in customer en-

gagement and social media marketing—Implications from a systematic review for the tourism 

and hospitality sectors. Journal of Theoretical and Applied Electronic Commerce Research, 20(3), 

184. https://doi.org/10.3390/jtaer20030184


