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The rapid advancements in digital technology have transformed 

marketing strategies, compelling businesses to adopt innovative 

approaches to improve customer engagement. This empirical study 

explores the strategic optimization of digital marketing on JioMart 

through the integration of Artificial Intelligence (AI) and Chatbot 

services. By focusing on 100 customers in Chandrapur District, the 

research examines customer satisfaction levels with the AI-driven 

Chatbot and its impact on the shopping experience. The study uses a 

descriptive research design and applies the Chi-Square Goodness of Fit 

test to analyze the significance of observed satisfaction levels. The 

results indicate significant differences in customer satisfaction, with 

categories such as "Strongly Satisfied" and "Neutral" showing 

deviations from expected frequencies, highlighting polarized opinions 

among customers. While many customers view the Chatbot favorably, 

a portion remains neutral or dissatisfied, indicating areas for 

improvement. The study suggests enhancing the Chatbot’s capabilities, 

increasing customer education, and gathering further feedback to 

optimize user experiences. By uncovering these insights, the study 

provides valuable recommendations for JioMart and similar e-

commerce platforms to refine their digital marketing strategies and 

better align AI-driven services with customer expectations, ultimately 
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improving custom er engagement and satisfaction. 

 

Introduction 

In recent years, the rapid advancement of digital technology has transformed the landscape of marketing, 

compelling businesses to adopt innovative strategies to engage customers effectively (Sheshadri et al., 

2024). As one of India's leading e-commerce platforms, JioMart has recognized the significance of 

leveraging digital marketing to enhance its customer experience and streamline operations. (Halil 

Efendioğlu, 2023)With the increasing reliance on artificial intelligence (AI) and machine learning, 

companies are now able to personalize marketing efforts, optimize customer interactions, and improve 

overall service delivery.  The integration of AI and chatbots into digital marketing strategies represents a 

pivotal shift in how businesses communicate with consumers. Chatbots, powered by AI, enable real-time 

interactions, addressing customer inquiries and providing personalized product recommendations. This 

not only enhances customer engagement but also significantly reduces operational costs. As a result, 

organizations can efficiently allocate resources while simultaneously improving service quality.(Kapoor, 

2020) 

This empirical study aims to explore the strategic optimization of digital marketing practices at JioMart 

through the incorporation of AI and chatbot technology. By examining the effectiveness of these 

innovations, the research seeks to uncover insights into customer preferences and satisfaction levels, 

ultimately guiding JioMart in refining its digital marketing strategies. Through the analysis of customer 

feedback and engagement metrics, this study will utilize statistical methods, including the Chi-Square 

Goodness of Fit test, to assess the impact of AI and chatbots on customer satisfaction and loyalty. 

(Sunarko et al., 2023) As the competition in the e-commerce sector intensifies, understanding the role of 

advanced technologies in marketing strategies is crucial for businesses seeking to maintain a competitive 

edge. (Hadalgekar & Desai, 2023). This study not only contributes to the existing literature on digital 

marketing but also provides actionable recommendations for JioMart and similar organizations aiming 

to enhance their customer interactions through innovative technological solutions. By bridging the gap 

between traditional marketing practices and modern digital strategies, JioMart can effectively navigate 

the complexities of the evolving marketplace and foster long-term customer relationships. 
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Review of Literature 

Artificial Intelligence in Digital Marketing The use of Artificial Intelligence (AI) in digital marketing 

has grown substantially in recent years, especially in the e-commerce sector. AI enables personalized 

marketing by analyzing customer data, predicting behaviors, and automating various marketing tasks. 

According to Davenport and Ronanki (2018), AI-driven marketing strategies allow businesses to 

deliver customized content, optimize pricing, and enhance customer relationships through predictive 

analytics. Similarly, Chaffey and Ellis-Chadwick (2019) emphasize that AI tools like recommendation 

engines and real-time interaction systems can greatly improve marketing efficiency and customer 

experiences by delivering targeted advertising and personalized promotions. Chatbots as Customer 

Service Agents Chatbots, powered by AI, are among the most widely adopted technologies in the digital 

marketing domain. Research by Adamopoulou and Moussiades (2020) suggests that AI chatbots are 

highly effective in handling repetitive customer inquiries, providing instant responses, and engaging 

customers through personalized conversations. The authors highlight that well-designed chatbots can 

improve both customer satisfaction and operational efficiency by reducing the workload of human 

agents. Forrester (2018) reports that businesses using chatbots have reported up to a 20% reduction in 

customer service costs, while improving the customer experience due to faster query resolutions and 

24/7 availability. E-commerce and Customer Satisfaction Customer satisfaction in the context of e-

commerce platforms like JioMart is largely driven by the ease of navigation, product variety, and quality 

of customer support. A study by Han and Hyun (2015) highlights the importance of responsiveness and 

service quality in maintaining high levels of customer satisfaction in online retail. With the integration 

of AI-driven chatbots, companies like JioMart can respond to customer inquiries more promptly, resolve 

issues faster, and provide personalized product recommendations—all factors that contribute to 

customer loyalty. Research by Xu et al. (2017) further supports this, noting that AI chatbots play a 

pivotal role in creating seamless online shopping experiences, which directly correlate with increased 

customer satisfaction. The Role of Personalization in AI-driven Marketing Personalization has become a 

cornerstone of effective digital marketing strategies. AI enables the collection and analysis of vast 

amounts of customer data to provide tailored marketing messages, offers, and experiences. A study by 

Chung et al. (2020) emphasizes that AI-powered systems can anticipate customer needs, leading to 

higher engagement and conversion rates. Personalization through chatbots, in particular, allows for real-

time product suggestions based on past behavior, which significantly enhances the shopping experience. 

The study also found that customers who interacted with personalized chatbots exhibited higher levels of 
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satisfaction and were more likely to make repeat purchases. AI, Chatbots, and E-commerce Growth E-

commerce platforms have widely adopted AI-driven chatbots to enhance customer service and optimize 

marketing efforts. A report by McKinsey (2020) reveals that AI and chatbots are transforming the 

digital landscape by automating processes that enhance customer engagement, improving overall service 

quality, and driving operational efficiencies. The report notes that AI has the potential to boost e-

commerce growth by 20-30%, as businesses are able to serve customers faster and more efficiently. The 

integration of AI chatbots in platforms like JioMart is therefore seen as a critical factor in maintaining 

competitiveness in an increasingly digital market. 

Objectives 

1) To analyze customer satisfaction levels with the AI and Chatbot integration in JioMart's digital 

marketing platform. 

2) To provide valuable suggestions 

Research Methodology 

The research study was systematically planned and conducted in Chandrapur District. Although the 

target sample size was 100 JioMart customers, the questionnaire was distributed to a larger number of 

participants to account for potential errors or incomplete responses. After a thorough data mining 

process, responses from 100 customers were finalized for analysis and inference. This study employed a 

descriptive research design, and the sample of 100 JioMart customers was selected using a convenient 

sampling method. 

Null Hypothesis (H0): There is no significant difference between the observed customer satisfaction 

levels and the expected customer satisfaction levels regarding the AI and Chatbot integration in 

JioMart's digital marketing platform. 

Table No. 4.31:- Following is the observed frequency and expected frequency 

How satisfied are you with the overall experience of using AI-based Chatbot services on JioMart? 
 

  Observed Frequency Expected Frequency 

Very satisfied 20 20 

Satisfied 30 20 
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Neutral 25 20 

Dissatisfied 15 20 

Very dissatisfied 10 20 

 

Following is the expected frequency 

Total number of responses: 20+30+25+15+10 = 100 

Expected frequency for each category: 100 = 20 
        5 
Calculated the Chi-Square Statistic: 

   x2=∑(O−E)2 
E 

where O is the observed frequency and E is the expected frequency. 

Very satisfied : x2=∑ (20−20)2 
                                      20 
 

 x2=∑ (0)2 

          20 
    x2=  0 
 

Satisfied: x2=∑ (30−20)2 
                  20 
 

   x2=∑ (10)2 

              20 
         x2= 5 

Neutral: x2=∑ (25−20)2 

                            20 
 

x2=∑ (5)2 
         20 
  x2= 1.25 

Dissatisfied: x2=∑ (15−20)2 
                                 20 
 

 x2=∑ (-5)2 
            20 
   x2= 1.25 
 

Very Dissatisfied: x2=∑ (10−20)2 
                                          20 
 

x2=∑ (-10)2 
           20 
     x2= 5 
 

 

Total x2= 0+5+1.25+1.25+5 

                                  x2= 12.50 

                                Calculated Degree of Freedom 
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DF = n - 1 

DF = 5 - 1 

DF = 4 

. 

The analysis of customer satisfaction levels regarding the AI-based Chatbot services on JioMart's digital 

marketing platform resulted in a calculated Chi-Square statistic of 12.50, with 4 degrees of freedom. By 

comparing this value to the critical Chi-Square value of approximately 9.488 at a significance level of 

0.05, we find that the calculated statistic exceeds the critical value. Consequently, we reject the null 

hypothesis, which posited that there is no significant difference between the observed and expected 

customer satisfaction levels. This rejection indicates that customer satisfaction levels are not uniformly 

distributed, suggesting that certain levels of satisfaction, particularly "Satisfied" and "Very dissatisfied," 

are significantly different from what would be expected. This finding highlights the need for JioMart to 

address the variances in customer experiences with their AI-based Chatbot services to enhance overall 

satisfaction. 

Do you feel the AI-driven Chatbot has improved your shopping experience on JioMart? 
 
 

  Observed Frequency Expected Frequency 

Strongly Satisfied 25 20 

Satisfied 15 20 

Neutral 30 20 

Dissatisfied 20 20 

Strongly dissatisfied 10 20 

 

Following is the expected frequency 

Total number of responses: 25+15+30+20+10 = 100 

Expected frequency for each category: 100 = 20 
        5 
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Strongly agree: x2=∑ (25−20)2 
                                      20 
 

 x2=∑ (25)2 

          20 
    x2=  1.25 
 

Agree: x2=∑ (15−20)2 

                  20 
 

   x2=∑ (-5)2 

              20 
         x2= 1.25 

Neutral: x2=∑ (30−20)2 

                            20 
 

x2=∑ (10)2 
         20 
  x2= 5 

Disagree: x2=∑ (20−20)2 
                                 20 
 

 x2=∑ (0)2 
            20 
   x2= 0 
 

Strongly Disagree: x2=∑ (10−20)2 
                                          20 
 

x2=∑ (-10)2 
           20 
     x2= 5 
 

 

Total x2= 1.25+1.25+5+0+5 

                                  x2= 12.5 

                                Calculated Degree of Freedom 

DF = n - 1 

DF = 5 - 1 

DF = 4 

Based on the Chi-Square analysis of the responses to whether the AI-driven Chatbot has improved the 

shopping experience on JioMart, the calculated Chi-Square statistic is 12.5 with 4 degrees of freedom. 

When compared to the critical value of 9.488 at a significance level of 0.05, the calculated value exceeds 

the critical value. As a result, the null hypothesis, which states that there is no significant difference 

between the observed and expected frequencies of customer responses, is rejected. This suggests that 

there are significant differences in how customers perceive the impact of the AI-driven Chatbot on their 
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shopping experience. Specifically, categories like "Strongly Satisfied" and "Neutral" deviate from 

expected frequencies, indicating variations in customer satisfaction levels. 

 

Findings: 

1. Significant Differences in Customer Satisfaction: The Chi-Square test revealed significant differences 

between the observed and expected customer satisfaction levels regarding the AI-driven Chatbot on 

JioMart. The calculated Chi-Square value of 12.5 exceeds the critical value of 9.488, leading to the 

rejection of the null hypothesis.    

2. Polarized Responses: Categories such as "Strongly Satisfied" and "Neutral" had more deviation from 

expected frequencies, indicating that customers' opinions on the AI-driven Chatbot are polarized. Some 

customers are highly satisfied, while others remain neutral or indifferent to its impact on their shopping 

experience. 

3. Limited Dissatisfaction: There were no significant deviations in the "Dissatisfied" and "Strongly 

Dissatisfied" categories, suggesting that while a portion of customers are dissatisfied, their 

dissatisfaction does not significantly exceed expected levels. 

4. Positive Impact for Many Users: The responses suggest that for a notable number of customers, the 

AI-driven Chatbot has improved the shopping experience, as shown by the higher frequency of 

"Strongly Satisfied" responses. 

Suggestions: 

1. Enhance Chatbot Capabilities: Since a significant number of customers are either neutral or 

dissatisfied, JioMart could focus on improving the functionality of the AI-driven Chatbot to better meet 

customer expectations. Enhancements such as faster response times, better personalization, and 

improved problem-solving abilities could lead to higher satisfaction levels. 

2. Customer Education and Support: Offering guidance on how to effectively use the Chatbot services 

may help neutral customers become more satisfied. Informational campaigns could focus on explaining 

the benefits and features of the Chatbot to increase awareness and engagement. 
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3. Gather Further Feedback: JioMart should conduct more in-depth surveys to understand the specific 

reasons behind the dissatisfaction or neutrality among users. This feedback can inform further 

improvements in AI-based customer support. 

4. Tailored Solutions for Frequent Users: For those who are already highly satisfied, JioMart could 

introduce additional personalized features or loyalty programs to maintain engagement and build long-

term customer loyalty. 

5. Continuous Improvement via AI Updates: As customer needs evolve, it is essential for JioMart to 

regularly update its Chatbot system using machine learning to adapt to changing shopping behaviors, 

preferences, and queries, ensuring continued satisfaction over time. 

In conclusion, this study effectively examines customer satisfaction with AI-driven chatbot integration 

on JioMart's platform. By utilizing a descriptive research design and a convenient sampling method, 

data from 100 customers in Chandrapur District were analyzed to gain insights into the perceived impact 

of AI-based services. The findings highlight varying levels of satisfaction among users, indicating areas 

where the chatbot experience could be enhanced to better align with customer expectations. These 

insights provide a valuable foundation for improving digital marketing strategies and customer service 

efforts within JioMart. 
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