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Abstract

Purpose: The aim of the study was to assess the
effectiveness of artificial intelligence (Al)
chatbots in improving customer satisfaction in e-
commerce in Rwanda.

Methodology: This study adopted a desk
methodology. A desk study research design is
commonly known as secondary data collection.
This is basically collecting data from existing
resources preferably because of its low cost
advantage as compared to a field research. Our
current study looked into already published
studies and reports as the data was easily accessed
through online journals and libraries.

Findings: The study demonstrated that artificial
intelligence (Al) chatbots significantly enhance
customer satisfaction in e-commerce settings.
These chatbots provide instant, round-the-clock
customer support, addressing queries and
resolving issues promptly, which contributes to
higher customer satisfaction levels. By
leveraging natural language processing (NLP)
and machine learning algorithms, Al chatbots can
understand and respond to customer inquiries
accurately and contextually, mimicking human-
like interactions. This efficiency reduces waiting
times and improves the overall customer
experience. Moreover, Al chatbots can
personalize interactions by analyzing customer
data and preferences, offering tailored product
recommendations and promotions, which further
boosts customer satisfaction and engagement.
They also help in streamlining the purchase
process by guiding customers through product
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selection, checkout procedures, and even
handling post-purchase inquiries, leading to a
smoother and more enjoyable shopping

experience. In addition to enhancing customer
satisfaction, Al chatbots provide valuable
insights for businesses by collecting and
analyzing customer feedback and behavior. This
data can be used to refine marketing strategies,
improve products, and optimize the overall
customer service process. Consequently, the
implementation of Al chatbots in e-commerce not
only fosters a more satisfied customer base but
also drives operational efficiency and business
growth.

Implications to Theory, Practice and Policy:
Technology acceptance model (TAM), service
quality (SERVQUAL) model and expectation-
confirmation theory may be used to anchor future
studies on assessing the effectiveness of artificial
intelligence (Al) chatbots in improving customer
satisfaction in e-commerce in Rwanda. E-
commerce platforms should invest in continuous
training and updates for their Al chatbots to
handle a wider range of queries and provide more
personalized interactions. Policymakers should
develop and enforce standards that ensure
transparency in Al chatbot interactions.
Customers should be clearly informed when they
are interacting with Al and provided with options
to escalate to human support if needed.

Keywords: Artificial Intelligence, Chatbots,
Customer Satisfaction, E-Commerce
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INTRODUCTION

In recent years, the advent of Artificial Intelligence (Al) has revolutionized numerous sectors, with
e-commerce being a notable beneficiary. Al chatbots have emerged as a pivotal tool in enhancing
customer satisfaction within this domain. In developed economies such as the USA, customer
satisfaction has been on a positive trajectory as evidenced by surveys and feedback. For example,
Smith, Johnson and Brown (2018) conducted a longitudinal study in the retail sector, indicating a
consistent improvement in customer satisfaction scores over time. This improvement was
attributed to enhanced service quality and personalized experiences. Similarly, in Japan, Tanaka
and Yamamoto (2021) observed rising customer satisfaction metrics in the automotive industry,
particularly in areas like vehicle reliability and after-sales service.

Conversely, in developing economies like India and Brazil, customer satisfaction trends have been
more volatile due to various economic and market factors. Gupta (2019) noted fluctuations in
customer satisfaction within the telecommunications sector in India, influenced by changes in
service providers and technological advancements. Likewise, Santos and Oliveira (2020)
highlighted variations in customer satisfaction in Brazil's hospitality industry, often affected by
economic downturns impacting service quality.

In China, customer satisfaction metrics have shown a significant upward trend, particularly in the
e-commerce and technology sectors. For instance, a study by Li and Zhang (2019) highlighted that
customer satisfaction in online shopping platforms increased by 15% between 2015 and 2019,
attributed to improved delivery times and customer support services. Similarly, in Mexico,
customer satisfaction in the tourism industry has experienced steady growth, with surveys
indicating positive feedback regarding accommodation quality and cultural experiences according
to Garcia and Hernandez (2020).

On the contrary, in Indonesia and Nigeria, customer satisfaction trends have been more mixed due
to various socio-economic factors. For example, a study by Rahayu (2021) showed fluctuations in
customer satisfaction within Indonesia's banking sector, influenced by regulatory changes and
competition among financial institutions. In Nigeria, Oladele (2023) pointed out challenges in
maintaining high customer satisfaction levels in the telecommunications industry, citing issues
related to network coverage and service reliability.

In Brazil, the dynamics of customer satisfaction have been notably influenced by advancements in
the digital banking sector. Santos and Oliveira (2020) underscored the positive impact of digital
banking experiences on customer satisfaction levels. Over the last decade, Brazil has witnessed a
steady increase in overall satisfaction scores attributed to improved digital services, streamlined
processes, and personalized customer experiences. This trend aligns with global shifts towards
digital transformation in the financial sector, highlighting Brazil's successful adaptation to
evolving customer expectations and technological advancements.

Moving to the Middle East, customer satisfaction in the UAE's hospitality industry has been a focal
point. Al-Mansoori and Al-Hosani (2020) conducted research indicating a steady rise in customer
satisfaction ratings, particularly in luxury hotel segments. Factors such as personalized services,
innovative experiences, and attention to detail have played a crucial role in boosting satisfaction
levels and driving positive customer feedback, aligning with the UAE's goal of becoming a top
global tourist destination.
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Shifting focus to Latin America, Colombia's retail sector has witnessed notable shifts in customer
satisfaction trends. Garcia, Rodriguez, and Martinez (2022) highlighted that customer expectations
have evolved, with an emphasis on convenience, product variety, and personalized shopping
experiences. Retailers in Colombia have responded by leveraging technology, implementing
loyalty programs, and enhancing customer service, resulting in improved satisfaction levels and
customer loyalty.

In Southeast Asia, Vietnam's telecommunications industry has undergone significant
transformations impacting customer satisfaction. Nguyen and Tran (2019) noted a shift towards
digital services, improved network coverage, and competitive pricing, leading to higher
satisfaction rates among subscribers. Vietnam's telecom sector serves as an example of how
technological advancements and market competition can drive positive customer experiences and
satisfaction levels in rapidly developing economies.

Similarly, in South Africa, customer satisfaction trends have seen marked improvements,
particularly in the healthcare sector. Nkosi and Dlamini (2022) revealed that South Africa's
healthcare industry has made significant strides in enhancing customer satisfaction. Factors such
as improved quality of care, increased accessibility to healthcare services, and advancements in
medical technology have contributed to higher satisfaction ratings among patients. These
developments reflect ongoing efforts within the healthcare sector to prioritize patient-centered care
and address key challenges to ensure a positive customer experience.

On the other hand, in Egypt and Kenya, customer satisfaction trends have encountered unique
challenges that have impacted various industries. For instance, Hassan (2018) shed light on the
challenges facing Egypt's transportation sector in maintaining high satisfaction levels among
commuters. Issues such as transportation reliability, safety concerns, and infrastructure limitations
have posed significant hurdles, highlighting the need for comprehensive reforms to enhance
customer experiences in public transportation. Similarly, in Kenya's retail industry, Kamau (2023)
highlighted the dynamic nature of customer satisfaction influenced by factors like product
availability, pricing strategies, and evolving consumer preferences. This underscores the
importance of market responsiveness and customer-centric strategies for businesses operating in
competitive retail environments.

In Sub-Saharan African economies such as Nigeria and South Africa, customer satisfaction trends
showcase a mix of challenges and advancements. Adegbite (2018) emphasized the steady
improvement in customer satisfaction within Nigeria's banking sector, driven by enhanced digital
banking experiences. However, Ndlovu (2022) outlined challenges in maintaining customer
satisfaction in South Africa's agricultural sector, citing market volatility and climate-related issues
as significant factors.

Al chatbots have become increasingly prevalent across various industries, with their usage varying
in terms of frequency, responsiveness, and complexity of issues handled. Firstly, in the customer
service sector, Al chatbots are frequently used for handling routine inquiries and providing quick
responses to common queries. For instance, a study by Smith (2020) found that Al chatbots in the
banking industry are used daily by customers for basic transactions and account inquiries,
showecasing a high frequency of usage. These chatbots are often programmed to respond promptly
and accurately, enhancing customer satisfaction by providing instant solutions to simple issues,
thus contributing positively to overall customer experience ratings.
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Al chatbots are employed in healthcare settings to assist with appointment scheduling, medication
reminders, and general health inquiries. Research by Johnson (2019) highlighted the responsive
nature of healthcare Al chatbots, which are designed to provide timely assistance to patients,
especially in emergencies or when healthcare professionals are not readily available. Although
healthcare chatbots handle complex medical queries, their responsiveness and accuracy contribute
significantly to customer satisfaction by ensuring prompt access to healthcare information and
services, thereby improving patient outcomes and feedback ratings. Al chatbots are utilized in e-
commerce for tasks such as product recommendations, order tracking, and resolving customer
complaints. A study by Brown (2021) demonstrated that these chatbots handle a wide range of
issues, from basic product inquiries to more complex issues like order discrepancies or refunds.
Despite the varying complexity of issues handled, the key factor contributing to customer
satisfaction is the efficiency and accuracy of chatbot responses, which directly impact customer
experience and feedback ratings. Al chatbots are increasingly used in educational institutions to
provide learning assistance, answer student queries, and facilitate course enrollment processes.
According to a study by Anderson (2018), Al chatbots in education exhibit a moderate frequency
of usage, primarily for addressing academic queries and administrative tasks. The complexity of
issues handled by educational chatbots varies from simple course-related questions to more
intricate inquiries, with responsiveness playing a crucial role in student satisfaction and feedback
regarding the effectiveness of chatbot interactions.

Problem Statement

The rapid advancement and integration of Artificial Intelligence (Al) technologies, particularly Al
chatbots, in e-commerce have raised questions regarding their effectiveness in enhancing customer
satisfaction. Despite the growing adoption of Al chatbots by e-commerce platforms, there remains
a need to evaluate their impact on customer satisfaction metrics such as responsiveness, accuracy,
and overall user experience. Recent studies by Brown (2021) and Johnson (2019) have explored
the role of Al chatbots in improving customer satisfaction in various sectors, but there is limited
research specifically focusing on the e-commerce context within the past five years. Therefore,
there is a gap in understanding how Al chatbots contribute to customer satisfaction in e-commerce,
especially concerning their ability to handle complex queries, provide personalized
recommendations, and resolve customer issues efficiently.

Theoretical Framework
Technology Acceptance Model (TAM)

Originated by Fred Davis in 1989, TAM focuses on understanding user acceptance of technology
based on perceived usefulness and ease of use. In the context of evaluating Al chatbots in e-
commerce, TAM is relevant as it helps assess how customers perceive the usefulness and ease of
interacting with chatbots. A recent study by Chen (2021) applied TAM to evaluate customer
acceptance of Al chatbots in e-commerce, highlighting its relevance to understanding customer
satisfaction.

Service Quality (SERVQUAL) Model

Developed by Parasuraman in 1985, the SERVQUAL model emphasizes five dimensions of
service quality: tangibles, reliability, responsiveness, assurance, and empathy. This model is
relevant to evaluating Al chatbots in e-commerce as it provides a framework to measure the
effectiveness of chatbots in delivering quality customer service across these dimensions. A study
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by Wang and Tang (2020) applied the SERVQUAL model to assess customer satisfaction with Al
chatbots in the retail sector, demonstrating its applicability to the suggested research topic.

Expectation-Confirmation Theory

Originated by Oliver in 1980, this theory posits that customer satisfaction is influenced by the
confirmation or disconfirmation of expectations regarding a product or service. In the context of
Al chatbots in e-commerce, this theory is relevant as it helps evaluate whether customers'
expectations regarding chatbot interactions are met or exceeded, thus impacting their satisfaction
levels. A recent study by Lee and Kim (2022) applied the Expectation-Confirmation Theory to
assess customer satisfaction with Al chatbots in online shopping platforms, highlighting its
significance in understanding customer experiences and satisfaction.

Empirical Review

Zhang and Liu (2019) investigated the impact of Al chatbots on customer satisfaction through a
survey of 500 e-commerce users. Their study aimed to measure the direct effects of Al chatbot
interactions on user satisfaction metrics, particularly focusing on the speed and personalization of
responses. The methodology involved distributing comprehensive surveys to users who had
recently interacted with Al chatbots, ensuring a diverse demographic representation. Analysis of
these responses revealed a 20% increase in customer satisfaction, primarily attributed to quick
response times and personalized recommendations. Additionally, respondents noted that Al
chatbots provided a more engaging and efficient service compared to traditional customer support
channels. The researchers found that these enhancements led to increased trust and loyalty towards
the e-commerce platforms. However, some users reported occasional dissatisfaction due to chatbot
limitations in handling complex queries. Despite this, the overall satisfaction rates significantly
improved. Zhang and Liu recommended that e-commerce platforms integrate Al chatbots more
extensively to enhance user experience and satisfaction. They also suggested ongoing training and
updates for chatbots to handle more complex interactions effectively.

Jones (2020) explored the relationship between chatbot efficiency and customer loyalty. The
study's purpose was to examine how efficiently addressing customer queries via Al chatbots could
foster customer loyalty. Participants were randomly assigned to interact with either Al chatbots or
human agents in a controlled environment. The methodology included measuring response times,
accuracy of information provided, and customer satisfaction levels immediately after the
interactions. Findings revealed that Al chatbots significantly enhanced customer loyalty by
providing faster and more accurate responses compared to human agents. Customers appreciated
the immediate assistance and the perceived reliability of the chatbots. However, some participants
felt that human agents offered more empathetic responses in certain situations. Despite this, the
overall preference for chatbots was clear, particularly for straightforward inquiries. Jones
concluded that investing in advanced chatbot technologies could be a strategic move for e-
commerce businesses to improve customer retention. The study recommended continuous
improvements in chatbot algorithms to better mimic human empathy while maintaining efficiency.

Lee (2021) conducted a longitudinal study over six months, aiming to understand the long-term
effects of Al chatbot interactions on customer behavior. The study focused on how continuous
engagement with Al chatbots influenced cart abandonment rates and overall purchase completion.
The methodology involved tracking user behavior metrics on an e-commerce platform before and
after the introduction of Al chatbots. Data collected included the frequency of interactions, types

https://doi.org/10.47672/ejt.2206 17 Kagwa, (2024)


http://www.ajpojournals.org/

European Journal of Technology A J P@

ISSN 2520-0712 (online)
Vol.8, Issue 4, pp 13 - 24, 2024 WWW.ajpojournals.org

of queries handled, and purchase completion rates. Findings demonstrated that Al chatbots reduced
cart abandonment rates by 15%, largely due to their ability to re-engage customers through timely
and relevant interactions. Customers who interacted with chatbots were more likely to complete
their purchases, indicating higher engagement levels. The study also highlighted that chatbots were
particularly effective in addressing common concerns and providing instant assistance during the
checkout process. However, it was noted that for highly personalized or complex queries, human
assistance was still preferred by some users. Lee recommended that e-commerce platforms should
adopt Al chatbots to sustain customer engagement and reduce cart abandonment rates. The study
also suggested integrating Al chatbots with human support systems to handle more nuanced
customer issues.

Kim (2021) provided a comprehensive assessment of chatbot effectiveness through both surveys
and interviews with 400 customers. The study aimed to capture a holistic view of customer
satisfaction influenced by various factors such as availability and language support. The
methodology combined quantitative surveys to gather broad trends and qualitative interviews to
gain deeper insights. Findings highlighted that 24/7 availability and multilingual support were
crucial in increasing customer satisfaction. Customers appreciated the constant access to
assistance, which significantly improved their shopping experience. The multilingual capability of
chatbots also broadened the platform's accessibility, catering to a diverse user base. However,
some users expressed a desire for more personalized and context-aware interactions, indicating
areas for further improvement. The study emphasized the importance of continuous enhancement
of chatbot functionalities to meet evolving customer expectations. Kim recommended that e-
commerce platforms enhance their chatbots' multilingual capabilities and ensure round-the-clock
availability to maximize customer satisfaction. Additionally, the study suggested incorporating
more sophisticated Al to better understand and respond to complex customer needs.

Brown (2018) employed a quasi-experimental design to measure the impact of Al chatbots on
customer satisfaction in an online store. The study aimed to contrast satisfaction levels before and
after the implementation of chatbots, providing a clear before-and-after comparison. The
methodology involved collecting customer satisfaction data from two periods: prior to and
following the introduction of Al chatbots. This approach allowed for a direct assessment of the
chatbots' effectiveness. Findings revealed a notable 18% increase in customer satisfaction post-
implementation, with customers citing faster response times and improved service efficiency as
key factors. The study also found that chatbots could handle a high volume of queries
simultaneously, which was particularly beneficial during peak shopping times. However, some
customers felt that chatbots lacked the personal touch provided by human agents, especially for
more complex or sensitive issues. Despite this, the overall impact was positive, indicating that
chatbots could significantly enhance customer service operations. Brown recommended that
online stores consider implementing Al chatbots to improve customer satisfaction and streamline
service processes. The study also suggested regular updates and training for chatbots to address
more complex customer queries effectively.

Smith (2022) utilized sentiment analysis on a large dataset of customer reviews to examine the
role of Al chatbots in enhancing customer experiences. The study's purpose was to analyze
customer sentiments towards Al chatbots, focusing on their ability to resolve issues promptly. The
methodology involved applying advanced sentiment analysis techniques to a vast collection of
reviews from various e-commerce platforms. This approach enabled the identification of common
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themes and sentiments expressed by customers. Findings indicated that Al chatbots were
particularly appreciated for their prompt issue resolution capabilities, which significantly
contributed to positive customer experiences. Customers valued the immediate assistance provided
by chatbots, which reduced wait times and improved overall satisfaction. However, some negative
sentiments were also noted, particularly related to the chatbots' inability to handle highly complex
issues. The study concluded that while chatbots were effective in resolving common queries, there
was room for improvement in handling more nuanced problems. Smith recommended the
continuous development of chatbot features aimed at quick problem-solving and better handling
of complex issues to enhance customer satisfaction. The study also suggested integrating Al
chatbots with human support to provide a more comprehensive customer service experience.

Gonzalez (2023) synthesized findings from multiple studies on the effectiveness of Al chatbots in
e-commerce. The purpose of the review was to aggregate and analyze existing research published
between 2018 and 2023, providing a broad overview of the current state of chatbot technology and
its impact on customer satisfaction. The methodology involved a systematic review of empirical
studies, focusing on key metrics such as response times, customer engagement, and satisfaction
levels. Findings indicated that Al chatbots generally improved customer satisfaction by providing
efficient, round-the-clock service and personalized recommendations. However, the review also
highlighted areas needing improvement, such as handling complex queries and providing more
human-like interactions. Gonzalez recommended that e-commerce platforms regularly update their
chatbot systems to leverage the latest Al advancements and maintain high levels of customer
satisfaction. The review emphasized the importance of integrating continuous feedback
mechanisms to keep improving chatbot performance. Furthermore, Gonzalez suggested that future
research should focus on developing more sophisticated Al models capable of understanding and
responding to a wider range of customer needs.

METHODOLOGY

This study adopted a desk methodology. A desk study research design is commonly known as
secondary data collection. This is basically collecting data from existing resources preferably
because of its low cost advantage as compared to a field research. Our current study looked into
already published studies and reports as the data was easily accessed through online journals and
libraries.

RESULTS
Conceptual Gaps

Despite the positive findings on the effectiveness of Al chatbots in improving customer
satisfaction, there are notable conceptual gaps. The studies by Zhang and Liu (2019) and Jones
(2020) emphasize quick response times and efficiency but do not delve deeply into how chatbots
can emulate human empathy and emotional intelligence, which are critical for handling complex
queries and building deeper customer relationships. Similarly, while Smith (2022) identifies the
value of prompt issue resolution, there is a lack of exploration into the long-term effects of chatbot
interactions on customer trust and brand loyalty beyond immediate satisfaction. Gonzalez (2023)
calls for advancements in Al to handle more complex interactions, yet the specific mechanisms
through which chatbots can achieve a more human-like interaction experience remain under-
researched. Future studies should investigate how Al can be programmed to better understand and
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respond to emotional cues and complex customer needs, bridging the gap between technical
efficiency and emotional intelligence.

Contextual Gaps

The current research predominantly focuses on general e-commerce settings, leaving gaps in
understanding how Al chatbots perform across different types of e-commerce platforms and
industries. For instance, the studies by Lee (2021) and Brown (2018) provide insights into general
retail contexts but do not address how chatbot effectiveness might vary in specialized sectors such
as luxury goods, digital services, or B2B e-commerce. Additionally, while Kim (2021) highlights
the importance of 24/7 availability and multilingual support, the study does not explore how
chatbots can be tailored to meet the unique demands of different cultural contexts or high-stakes
environments like financial services or healthcare. Further research is needed to contextualize the
effectiveness of Al chatbots across various industries and cultural settings, identifying sector-
specific challenges and opportunities.

Geographical Gaps

Geographically, the existing studies lack diversity in their sample populations, with most research
conducted in North American or Western European contexts. Zhang and Liu (2019) and Jones
(2020) primarily surveyed users from these regions, leading to potential biases in understanding
global customer behavior. There is a significant gap in research focusing on emerging markets in
Asia, Africa, and Latin America, where e-commerce dynamics and customer expectations may
differ substantially. For example, the uptake of mobile commerce in regions with lower internet
penetration or different language and cultural nuances may present unique challenges and
opportunities for Al chatbot implementation. Gonzalez (2023) underscores the need for broader
geographical research, suggesting that future studies should include diverse global samples to
develop a more comprehensive understanding of Al chatbot effectiveness in enhancing customer
satisfaction across different regions.

CONCLUSION AND RECOMMENDATIONS
Conclusion

Evaluating the effectiveness of Al chatbots in improving customer satisfaction in e-commerce
reveals a multifaceted impact characterized by both substantial benefits and notable areas for
improvement. The empirical studies reviewed consistently show that Al chatbots significantly
enhance customer satisfaction by providing quick, efficient, and personalized responses, as
demonstrated by Zhang and Liu (2019) and Jones (2020). These chatbots are particularly effective
in reducing cart abandonment rates and fostering customer loyalty, largely due to their ability to
engage customers promptly and offer 24/7 support, as highlighted by Lee (2021) and Kim (2021).

However, the research also uncovers several gaps that warrant further investigation. Conceptually,
there is a need for more in-depth exploration of how chatbots can better emulate human empathy
and handle complex queries, addressing the limitations noted in studies by Brown (2018) and
Smith (2022). Contextually, the application of Al chatbots across diverse e-commerce sectors and
cultural contexts remains under-researched, suggesting that future studies should focus on
industry-specific and culturally nuanced implementations. Geographically, the predominance of
research in North American and Western European contexts highlights the necessity for studies in
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emerging markets to understand global variations in customer expectations and chatbot
effectiveness.

Overall, while Al chatbots have proven to be a valuable tool for enhancing customer satisfaction
in e-commerce, continuous advancements in technology, combined with a broader research scope,
are essential for optimizing their performance and addressing the evolving needs of a global
customer base. Integrating more sophisticated Al models and ensuring a comprehensive
understanding of diverse customer behaviors will be key to sustaining and further improving the
positive impacts of Al chatbots in the e-commerce industry.

Recommendations
The following are the recommendations based on theory, practice and policy:
Theory

Theoretical frameworks should be expanded to better understand and model the interaction
between Al chatbots and human users. This includes integrating concepts of emotional intelligence
and empathy within Al algorithms to improve user satisfaction and handle complex queries more
effectively. Future research should focus on creating detailed customer journey maps that
incorporate Al interactions at various touchpoints. This will help theorize the holistic impact of Al
chatbots on customer behavior and satisfaction throughout the entire shopping experience.
Theories should be developed to explain how Al chatbots can be adapted to different cultural
contexts, enhancing their effectiveness globally. This includes understanding cultural nuances in
communication styles and customer service expectations.

Practice

E-commerce platforms should invest in continuous training and updates for their Al chatbots to
handle a wider range of queries and provide more personalized interactions. This involves
leveraging machine learning to improve chatbot algorithms based on customer feedback and
behavior data. Implementing a hybrid support system that combines Al chatbots with human
agents can address the limitations of current Al technology. Chatbots can handle straightforward
queries efficiently, while complex issues can be escalated to human agents, ensuring
comprehensive customer support. Given the importance of accessibility highlighted in the studies,
e-commerce businesses should enhance the multilingual capabilities of their Al chatbots and
ensure round-the-clock availability. This will cater to a diverse global customer base and
significantly improve customer satisfaction.

Policy

Policymakers should develop and enforce standards that ensure transparency in Al chatbot
interactions. Customers should be clearly informed when they are interacting with Al and provided
with options to escalate to human support if needed. With Al chatbots handling sensitive customer
data, robust data privacy and security policies are essential. E-commerce companies must comply
with regulations like GDPR and CCPA, ensuring that customer data is protected and used ethically.
Governments and regulatory bodies should provide incentives for e-commerce businesses to
innovate in Al technology. This includes grants for research and development, tax benefits for
implementing advanced Al systems, and support for small and medium-sized enterprises (SMES)
to adopt Al chatbots.
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