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Abstract: This study examined the influence of Al-driven services on customer perception in the Nigerian e-

commerce sector. Using a survey design, data were collected from 384 respondents representing diverse customer
demographics in Nigeria. The findings revealed that Al-driven personalization enhanced customer satisfaction by
delivering relevant, convenient, and time-efficient shopping experiences. Similarly, Al-powered customer service
tools, such as chatbots and virtual assistants, improved customer engagement through timely and effective
support. Furthermore, Al technologies positively impacted trust and loyalty, although data privacy and
transparency concerns remained notable barriers. The study underscored the importance of addressing digital
literacy gaps, improving Al tools, and fostering trust through robust data protection measures to maximize Al's
potential in Nigeria’s unique socio-economic context. These findings provided actionable recommendations for
e-commerce platforms aiming to leverage Al for sustainable growth and customer retention in emerging markets.
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Introduction

The Nigerian e-commerce sector has experienced rapid growth over the last decade, driven by increasing internet
penetration, mobile device usage, and the growing adoption of online shopping behaviours (Ogunyemi, 2020).
The sector, valued at billions of dollars, is a critical part of Nigeria’s digital economy and continues to expand as
consumers embrace the convenience of online transactions, product variety, and competitive pricing (Akinyemi,
2021). E-commerce businesses in Nigeria face significant competition, and as such, the need for innovative
technologies to enhance customer experiences has become increasingly paramount.

Artificial Intelligence (AI) has emerged as a transformative tool in e-commerce, reshaping how businesses interact
with consumers and manage customer relationships. Al-driven services, including recommendation systems,
chatbots, predictive analytics, and personalized content, are rapidly being adopted by e-commerce platforms to
deliver enhanced services (Jain & Patel, 2021). Al technologies have the potential to improve customer
engagement by personalizing product recommendations, automating customer support, optimizing logistics, and
providing real-time responses (Singh et al., 2021). In Nigeria, platforms like Jumia, Konga, and PayPorte have
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integrated Al tools into their business models to cater to the growing demands of a digitally savvy population,
particularly targeting younger consumers and urban dwellers who are highly active online (Olawale & Ighalo,
2022).

Customer perception of Al-driven services plays a critical role in the adoption and success of these technologies
in e-commerce platforms. While Al promises to enhance the customer experience by offering personalized
services, its implementation must align with customer expectations, digital literacy levels, and trust (Adewale,
2021). In Nigeria, however, several barriers such as low digital literacy, concerns about data privacy, and trust in
the reliability of Al solutions may hinder the full integration of Al technologies (Akinyemi, 2020). For Nigerian
consumers, the perception of Al-driven services may vary significantly depending on factors like perceived ease
of use, perceived usefulness, and the ethical concerns surrounding the use of AL, such as privacy and data security
(Lee & Kim, 2019).

Moreover, the cultural context and economic environment in Nigeria, including the prevalence of mobile-first
internet usage, low bandwidth in certain regions, and the challenges of providing Al services in rural and
underserved areas, further complicate the dynamics of Al adoption in the Nigerian e-commerce sector (Adeoye
& Owoyemi, 2021). Therefore, understanding how Al-driven services influence customer perception is crucial
for Nigerian e-commerce platforms aiming to build trust and offer enhanced customer experiences that drive
loyalty and long-term engagement.

Given the rapid adoption of Al in the e-commerce sector and the need to ensure customer satisfaction and loyalty,
this study aims to analyze the influence of Al-driven services on customer perception in the Nigerian e-commerce
sector. The study will explore how Al affects customer engagement, trust, satisfaction, and perceptions of service
quality, particularly within the context of Nigeria’s unique socio-economic and technological environment.
Objectives of the Study

The main objective of this study is to analyze the influence of Al-driven services on customer perception in the
Nigerian e-commerce sector. The specific objectives are:

1. To assess how Al-driven personalization influences customer perception and satisfaction in the Nigerian
e-commerce sector.
2. To examine the role of Al-powered customer service tools (e.g., chatbots, virtual assistants) in enhancing

customer engagement in the Nigerian e-commerce sector.

3. To investigate how Al technologies affect customer trust and loyalty towards Nigerian e-commerce
platforms.
Hypotheses of the Study

Hoi: Al-driven personalization does not significantly influence customer perception and satisfaction in the
Nigerian e-commerce sector.

Hoz: Al-powered customer service tools (e.g., chatbots, virtual assistants) do not significantly enhance customer
engagement in the Nigerian e-commerce sector.

Hos: Al technologies do not significantly affect customer trust and loyalty towards Nigerian e-commerce
platforms.

LITERATURE REVIEW

Conceptual Review
Al-Driven Services in E-Commerce
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Artificial intelligence (AI) has emerged as a critical driver of innovation in the e-commerce industry. It enables
online platforms to provide highly personalized, efficient, and customer-centric services, transforming how
businesses operate and interact with consumers. Al-driven services utilize advanced algorithms, machine learning,
and data analytics to automate processes, anticipate customer needs, and enhance user experiences (Jain & Patel,
2021).

E-commerce platforms, especially in emerging markets like Nigeria, are leveraging Al to address challenges such
as intense competition, shifting consumer preferences, and operational inefficiencies. Companies like Jumia and
Konga have integrated Al-powered solutions to streamline operations and foster customer loyalty in an
increasingly digital economy (Olawale & Ighalo, 2022).

Components of AI-Driven Services in E-Commerce

1. Personalized Recommendations
Al-powered recommendation systems analyze customer data such as browsing history, purchase behavior, and
preferences to suggest products that align with individual tastes. This enhances the shopping experience and drives
higher conversion rates. For example, platforms like Amazon and Jumia utilize collaborative filtering to provide
personalized product suggestions (Singh et al., 2021).

2. Chatbots and Virtual Assistants
Al chatbots provide round-the-clock customer support, handling inquiries, processing orders, and resolving
issues. These systems improve response times and reduce operational costs while delivering consistent service.
Virtual assistants like Alexa and Google Assistant extend the functionality by integrating with other systems and
performing voice-activated commands (Lee & Kim, 2019).

3. Predictive Analytics
Al-driven predictive models analyze historical and real-time data to forecast customer behavior, market trends,
and inventory needs. This capability allows e-commerce platforms to optimize supply chains, minimize waste,
and ensure that the right products are available at the right time (Jain & Patel, 2021).

4. Dynamic Pricing
Al systems enable real-time price adjustments based on factors like demand, competitor pricing, and consumer
behavior. Dynamic pricing helps e-commerce platforms maximize revenue while remaining competitive in price-
sensitive markets such as Nigeria (Adewale, 2021).

S. Fraud Detection and Security
Al-powered algorithms identify and mitigate fraudulent activities, such as unauthorized transactions or account
breaches. These systems protect both businesses and customers, building trust in the platform's security measures
(Akinyemi, 2020).

6. Visual Search and Image Recognition
Visual search tools allow users to upload images to find similar products on e-commerce platforms. Image
recognition, powered by AIl, enables accurate tagging and categorization of products, enhancing the
discoverability of items (Singh et al., 2021).

Benefits of AI-Driven Services in E-Commerce

Al-driven services in e-commerce bring significant benefits that enhance customer engagement and operational
efficiency. One major advantage is the improved customer experience, as Al enables platforms to offer
personalized recommendations, provide instant support, and ensure seamless navigation. By understanding and
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addressing individual customer needs, businesses create more satisfying shopping journeys, encouraging greater
customer loyalty and interaction (Olawale & Ighalo, 2022).

These services also drive operational efficiency by automating routine tasks such as inventory management, order
fulfillment, and customer service. This not only reduces costs but also enhances accuracy and optimizes marketing
efforts. AI’s ability to precisely target specific customer segments allows businesses to implement highly effective
promotional strategies (Jain & Patel, 2021).

Another critical benefit is scalability. Al-driven systems empower e-commerce businesses to handle growing
customer demands without sacrificing service quality. Automated processes maintain consistent performance
even during high-traffic periods, such as major sales events like Black Friday (Lee & Kim, 2019).

Additionally, AI’s capacity for data analysis generates actionable insights from customer behavior and
preferences. These insights help businesses refine their strategies, introduce new products, and remain competitive
by staying ahead of market trends. This data-driven approach ensures that decision-making is more informed and
aligned with consumer needs (Adewale, 2021).

Challenges of AI-Driven Services in E-Commerce

Al-driven services in e-commerce face several challenges that limit their potential and widespread adoption. A
significant concern is data privacy, as these services rely heavily on consumer data for functionality. This
dependence raises issues about the security and ethical use of personal information, particularly in regions where
regulatory frameworks for data protection are underdeveloped. Transparency and strict adherence to data
protection laws are essential to build trust among consumers and ensure compliance (Akinyemi, 2020).

Another challenge lies in the high costs associated with developing and deploying Al systems. The financial
investment required for advanced infrastructure and skilled personnel makes it difficult for smaller e-commerce
businesses to compete and implement these technologies effectively. This financial barrier often leaves such
businesses at a disadvantage compared to larger players with more resources (Jain & Patel, 2021).

Moreover, biases in Al algorithms pose risks to customer experiences and inclusivity. Poorly designed systems
can produce unfair outcomes, which may lead to customer dissatisfaction or even discriminatory practices. To
address this issue, businesses must prioritize fairness and ensure that their Al systems are free from inherent biases
(Singh et al., 2021).

Finally, in emerging markets like Nigeria, low levels of digital literacy and inadequate internet infrastructure
further hinder the adoption of Al-driven services. Many users struggle to navigate these advanced technologies,
while limited connectivity in rural and underserved areas exacerbates the problem. Simplifying user interfaces
and investing in digital education are crucial steps toward bridging this gap and making Al more accessible
(Adeoye & Owoyemi, 2021).

Customer Perception in Relation to AI-Driven Services in E-Commerce

Customer perception plays a pivotal role in the adoption and success of Al-driven services in e-commerce. It
encompasses the attitudes, beliefs, and opinions that customers form based on their interactions with Al
technologies such as recommendation systems, chatbots, and predictive analytics. Positive perceptions can
enhance customer satisfaction and loyalty, while negative perceptions can hinder adoption and limit the
effectiveness of these technologies (Adewale, 2021).

In the context of e-commerce, customer perception is shaped by several factors, including perceived usefulness,
ease of use, trust, and privacy concerns. Perceived usefulness refers to the degree to which customers believe that
Al services enhance their shopping experience. For example, personalized product recommendations and instant
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customer support are often seen as highly beneficial, as they save time and make shopping more convenient.
Platforms like Jumia and Konga in Nigeria have leveraged these features to improve user engagement and
satisfaction (Olawale & Ighalo, 2022).

Ease of use is another critical factor influencing perception. Customers are more likely to adopt Al-driven services
if they find them intuitive and easy to navigate. However, in markets like Nigeria, varying levels of digital literacy
can pose challenges. Simplified interfaces and user education are essential to ensure that customers can
comfortably interact with Al tools, regardless of their technical expertise (Adeoye & Owoyemi, 2021).

Trust is a significant determinant of how customers perceive Al-driven services. While Al can offer personalized
and efficient solutions, concerns about data security, algorithmic transparency, and ethical use of information
often create skepticism. Customers may worry about how their data is collected, stored, and used, particularly in
regions with limited regulatory oversight. Building trust through clear communication, robust data protection
measures, and adherence to global standards such as the General Data Protection Regulation (GDPR) is crucial
to fostering positive customer perceptions (Akinyemi, 2020).

Privacy concerns also significantly impact customer perceptions. The reliance of Al systems on large volumes of
personal data raises questions about user privacy and the potential for misuse. Addressing these concerns requires
transparency in how data is handled and providing customers with control over their information. E-commerce
platforms that prioritize ethical practices and empower users to manage their data are more likely to gain trust
and improve customer perceptions (Singh et al., 2021).

In addition to these factors, cultural and economic contexts influence customer perceptions of Al-driven services.
In Nigeria, for example, the prevalence of mobile-first internet usage, low bandwidth in rural areas, and economic
disparities create unique challenges that shape how customers interact with and perceive Al technologies.
Platforms that account for these local nuances and adapt their services accordingly are better positioned to succeed
in building positive relationships with their customers (Adeoye & Owoyemi, 2021).

In summary, customer perception of Al-driven services in e-commerce is multifaceted and influenced by factors
such as usefulness, ease of use, trust, privacy concerns, and cultural context. By addressing these factors and
aligning Al solutions with customer needs and expectations, e-commerce platforms can enhance user satisfaction,
build loyalty, and drive long-term growth in competitive markets.

Overview of E-Commerce in Nigeria

E-commerce in Nigeria has experienced significant growth over the last decade, fueled by increased internet
penetration, widespread adoption of mobile technology, and a growing middle class. The sector, valued at billions
of dollars, plays a vital role in Nigeria’s digital economy and is one of the fastest-growing markets in Africa.
Prominent platforms such as Jumia, Konga, and PayPorte have capitalized on the demand for convenient shopping
experiences by offering a diverse range of products and services tailored to Nigerian consumers (Akinyemi,
2021). The growth of e-commerce has been largely driven by the increasing affordability of internet services and
the prevalence of mobile-first internet usage, with over 100 million internet users in Nigeria by 2020. This shift
has encouraged many Nigerians to embrace the convenience, variety, and accessibility of online shopping
(Adeoye & Owoyemi, 2021).

Digital payment solutions have also been instrumental in the growth of e-commerce. Platforms like Flutterwave,
Paystack, and Opay have introduced secure and seamless payment options, addressing consumer concerns about
online fraud and boosting confidence in digital transactions. Despite its rapid growth, the sector faces challenges,
including infrastructural deficits, such as poor road networks and inefficient logistics systems, which complicate
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the delivery of goods, especially in rural areas. Trust issues persist as many consumers remain skeptical of online
platforms due to fears of fraud and substandard products. Furthermore, limited digital literacy and inconsistent
internet access in certain regions constrain the reach of e-commerce to urban and tech-savvy populations
(Akinyemi, 2020).

Nevertheless, e-commerce has significantly impacted Nigeria’s economy by creating opportunities for small and
medium-sized enterprises (SMEs) to expand their market reach and formalize their operations. The sector has
also contributed to job creation and supported the growth of related industries, such as logistics, IT services, and
digital payments. Future prospects for e-commerce in Nigeria are promising, as investments in digital
infrastructure, regulatory reforms, and the adoption of advanced technologies such as artificial intelligence and
blockchain are expected to address existing challenges and improve efficiency. Platforms that prioritize customer
trust, innovation, and localization are well-positioned to thrive in Nigeria’s dynamic e-commerce landscape (Jain
& Patel, 2021).

Theoretical Framework

The analysis of Al-driven services and their influence on customer perception in the Nigerian e-commerce sector
can be anchored on several theoretical models that explain technology adoption, consumer behavior, and trust in
digital platforms. This framework integrates concepts from the Technology Acceptance Model (TAM), Diffusion
of Innovation Theory (DOI), and the Trust-Based Model of e-Commerce.

Technology Acceptance Model (TAM)

The Technology Acceptance Model, developed by Davis (1989), provides a robust foundation for understanding
how users adopt and use technology. TAM posits that two key factors—perceived usefulness and perceived ease
of use—determine an individual’s intention to use a technology.

Perceived usefulness refers to the extent to which a customer believes that Al-driven services, such as
personalized recommendations and chatbots, improve their shopping experience by offering convenience and
efficiency (Singh et al., 2021). For instance, Nigerian e-commerce platforms like Jumia and Konga use Al-
powered personalization to match customer preferences, enhancing satisfaction and engagement (Olawale &
Ighalo, 2022).

Perceived ease of use relates to the simplicity of interacting with Al technologies. For Nigerian consumers, low
digital literacy levels and limited technological infrastructure can impact the ease with which they adopt Al-driven
services (Adeoye & Owoyemi, 2021). Platforms that simplify user interfaces and provide intuitive experiences
are more likely to foster positive perceptions and encourage adoption.

Diffusion of Innovation Theory (DOI)

The Diffusion of Innovation Theory by Rogers (1962) explains how new technologies are adopted over time
within a social system. This theory identifies five key factors—relative advantage, compatibility, complexity,
trialability, and observability—that influence the adoption of innovations.

Relative advantage is evident in Al-driven services, as they offer enhanced capabilities such as real-time customer
support and predictive analytics compared to traditional e-commerce systems. Compatibility focuses on how well
Al services align with existing consumer habits and technological infrastructure. For instance, Al-based solutions
that integrate seamlessly with mobile-first internet usage in Nigeria are more likely to gain acceptance (Akinyemi,
2020).

However, complexity can be a barrier to adoption, as some consumers may find Al tools challenging to understand
or use. Trialability, which allows customers to experiment with Al services without commitment, and
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observability, where the benefits of Al are visible to others, can significantly accelerate adoption rates (Jain &
Patel, 2021).

Trust-Based Model of e-Commerce

Trust is a critical component of customer perception in e-commerce. The Trust-Based Model of e-Commerce, as
outlined by Gefen et al. (2003), emphasizes that trust in technology, trust in the vendor, and structural assurances
(e.g., privacy policies and secure payment systems) influence consumer behavior.

In the Nigerian context, trust issues are a significant barrier to the adoption of Al-driven services. Concerns about
data privacy, algorithmic transparency, and fraud prevention are prevalent among consumers (Adewale, 2021).
Addressing these concerns requires platforms to implement robust security measures, adhere to global data
protection standards, and foster transparency in how Al technologies operate (Akinyemi, 2020).

Integration of Theories

The integration of TAM, DOI, and the Trust-Based Model of e-Commerce provides a comprehensive
understanding of how Al-driven services influence customer perception. TAM highlights the role of perceived
usefulness and ease of use, while DOI explains the broader adoption dynamics within a social system. The Trust-
Based Model underscores the importance of building and maintaining trust, particularly in a market like Nigeria,
where skepticism toward online platforms remains high.

This theoretical framework emphasizes that the successful implementation of Al in the Nigerian e-commerce
sector requires addressing both technological and contextual factors. By focusing on usability, compatibility, and
trust-building measures, platforms can positively influence customer perception, drive adoption, and enhance
long-term loyalty.

Review of Empirical Studies

Artificial Intelligence (AI) has transformed the global e-commerce landscape by providing tools to enhance
customer experiences through personalization, customer service automation, and predictive analytics. The
Nigerian e-commerce sector, with its growing digital adoption, presents a unique setting to explore how Al-driven
services influence customer perception. This review delves into empirical studies from Nigeria and abroad to
examine the influence of Al services on customer satisfaction, engagement, trust, and loyalty within the e-
commerce sector.

Globally, Al's integration into e-commerce platforms has revolutionized the customer experience, primarily
through personalization and customer service innovations. According to Chaffey (2020), Al technologies like
machine learning and natural language processing enable businesses to understand customer preferences and
deliver personalized recommendations, which enhance user satisfaction and sales conversions. Personalization is
particularly impactful, as Al systems can tailor shopping experiences based on users' browsing history and
purchase patterns, creating a sense of familiarity and engagement (Smith & Anderson, 2021).

A study by Kumar et al. (2021) highlighted the role of Al-powered chatbots in automating customer support
services. These chatbots offer 24/7 availability, reducing response times and increasing customer satisfaction.
Furthermore, Al-driven recommendation systems, as studied by Lee & Kim (2019), have been shown to improve
consumer decision-making by suggesting relevant products based on past interactions, which fosters both
engagement and trust in e-commerce platforms.

International studies also highlight Al's ability to predict consumer behavior and optimize logistics improves
overall service quality, which in turn boosts customer perceptions of e-commerce platforms (Singh et al., 2021).
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Al's role in reducing friction during the purchase journey, enhancing convenience, and offering timely solutions
reinforces customer satisfaction and encourages repeat business (Jain & Patel, 2021).

In Nigeria, the adoption of Al in e-commerce is growing but faces unique challenges. Nigerian e-commerce
platforms, such as Jumia and Konga, have integrated Al tools to better serve their customer base, particularly
younger, tech-savvy urban consumers (Olawale & Ighalo, 2022). However, empirical studies suggest that the
overall impact of Al-driven services on customer perception in Nigeria is still an emerging area of research.
Akinyemi (2021) notes that Al-powered personalization has gained traction, especially in product
recommendations, but its success is contingent on factors such as the quality of internet connectivity and the
digital literacy of consumers. In Nigeria, Al technologies such as chatbots have been introduced to handle
customer queries more efficiently, but concerns around language barriers, data privacy, and trust in Al systems
have been identified as barriers to broader acceptance (Adewale, 2021).

Research by Adeoye & Owoyemi (2021) suggests that while Al technologies like personalized recommendations
have positive effects on customer engagement, there is a significant divide in how Al is perceived across different
consumer demographics in Nigeria. Younger and more digitally literate consumers generally express higher levels
of satisfaction and trust towards Al-powered services, while older and less tech-savvy customers tend to remain
skeptical about these technologies.

The Role of Al in Customer Trust and Loyalty in Nigeria

Trust is a fundamental factor in the success of Al-driven services. Internationally, studies like those by Mikalef et
al. (2020) have shown that Al can foster trust by offering consistent, transparent, and accurate service. However,
in Nigeria, the perception of trust in Al is more nuanced. As Akinyemi (2020) points out, concerns about data
privacy and the ethical use of Al are particularly pertinent in the Nigerian context, where digital security issues
remain a major concern for consumers. Nigerian customers may question the reliability of Al services, especially
if they feel their personal information is at risk of misuse or breach.

Studies by Lee & Kim (2019) have demonstrated that AI’s role in enhancing trust largely depends on how
transparent the e-commerce platforms are in their data usage policies and how effectively they communicate the
benefits of Al to consumers. In Nigeria, platforms that address these concerns directly, such as clearly explaining
how customer data is utilized, may see higher levels of trust and loyalty towards their services.

Similarly, Al-powered customer service tools like chatbots and virtual assistants have a notable influence on
customer engagement. Research by Ogunyemi (2020) and Olawale & Ighalo (2022) suggests that Nigerian e-
commerce consumers show a preference for Al systems that offer instant responses to their queries. These tools
help to reduce customer frustration associated with long wait times, thus enhancing satisfaction and engagement.
However, issues like the limited capacity of Al systems to handle complex or nuanced queries still pose challenges
to customer satisfaction.

Al and Customer Satisfaction in Nigeria

Al-driven services have shown a potential to enhance customer satisfaction by providing tailored experiences.
According to Adewale (2021), personalized product recommendations based on previous purchases and browsing
behaviors have been well-received by Nigerian consumers, leading to increased satisfaction and engagement.
However, satisfaction levels tend to vary with the consumer's access to high-speed internet and mobile devices,
which are crucial for the seamless operation of Al technologies (Akinyemi, 2020).

Despite the promising potential, Adeoye & Owoyemi (2021) argue that Al in the Nigerian e-commerce context
still faces skepticism due to the varying degrees of consumer trust in technological solutions. This issue is

International Journal of Interdisciplinary Research in Marketing and Management|

8 https://sadijournals.org/index.php/IJIRMM



Aniebiet Etuk, Aniefiok Okon Akpan, Aniekan Eyo Awah (2025)

exacerbated by challenges in rural and underserved regions, where access to the necessary technological
infrastructure (like reliable internet and mobile devices) remains limited.

Summary of Findings from Empirical Studies

The global literature indicates that Al-driven services, such as personalization, chatbots, and predictive analytics,
positively influence customer perceptions in e-commerce by enhancing satisfaction, trust, and engagement. These
benefits are evident across both developed and developing markets, though the specific impact of Al in Nigeria
is shaped by the socio-economic and technological context.

In Nigeria, while Al adoption in e-commerce platforms has improved customer experiences, challenges remain
related to trust, digital literacy, and infrastructure limitations. Studies indicate that younger, more digitally literate
consumers are more likely to embrace Al services, whereas older and less tech-savvy customers show resistance.
Data privacy concerns and the reliability of Al solutions are prominent factors influencing customer trust in
Nigerian e-commerce platforms.

Methodology

Research Design

The survey research design was employed to assess the influence of Al-driven services on customer perception
within the Nigerian e-commerce sector. This design was appropriate because it allowed the researcher to gather
data on customer experiences with Al technologies such as personalization, chatbots, and predictive analytics.
Population and Sampling

The target population for this study included online consumers in Nigeria who had used e-commerce platforms
such as Jumia, Konga, and PayPorte. These platforms were among the most prominent in Nigeria and had adopted
Al technologies in their business operations.

A stratified random sampling technique was employed to select a representative sample from different customer
segments (e.g., age, gender, digital literacy, and location). This approach ensured that the sample reflected the
diverse nature of Nigerian e-commerce consumers. A sample size of 384 respondents was determined using a
formula for infinite populations at a 95% confidence level and a 5% margin of error. This sample size was deemed
sufficient to ensure statistical significance and reliable results.

Data Collection Method

Data were collected using a structured questionnaire. The questionnaire was designed to measure customer
perception of Al-driven services across three key areas: personalization, customer service tools (e.g., chatbots),
and overall trust and loyalty. The questionnaire was divided into the following sections:

Section 1: Demographic Information — This section collected data on the respondents' age, gender, education
level, location, and digital literacy.

Section 2: Al-Driven Personalization — This section assessed how personalized recommendations (e.g., product
suggestions based on browsing and purchase history) influenced customer satisfaction.

Section 3: Al-Powered Customer Service Tools — This section evaluated the impact of Al tools such as chatbots
and virtual assistants on customer engagement and satisfaction.

Section 4: Trust and Loyalty — This section focused on how Al technologies affected customer trust and loyalty
towards e-commerce platforms, including concerns related to data privacy and security.

Variable Measurement

The key variables of interest in this study included:
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Al-Driven Personalization: Measured using statements regarding the relevance and helpfulness of personalized
recommendations, as well as the perceived improvement in shopping experiences due to personalization.
Al-Powered Customer Service Tools: Measured by respondents' experiences with chatbots and virtual
assistants, including their effectiveness, efficiency, and satisfaction with Al-driven customer support.

Customer Trust and Loyalty: Measured by assessing respondents’ trust in Al-driven platforms regarding data
security, transparency in Al usage, and the likelihood of returning to the platform for future purchases.

Each of these variables was measured using Likert scales, where respondents indicated their level of agreement
with statements ranging from “Strongly Disagree” to “Strongly Agree.”

Method of Data Analysis

Analysis of data was done using descriptive and inferential statistical techniques. Descriptive statistics, such as
frequencies, percentages, and means, were used to summarize the demographic profile of the respondents and
their responses to the Al-driven services.

To test the research hypotheses, inferential statistics such as Pearson correlation and multiple regression analysis
were employed. The regression analysis helped identify the strength and direction of the relationships between
the independent variables and the dependent variables

The significance level for all tests was set at 0.05.

Data Analysis and Results

Demographic Characteristics of Respondents

Variable Frequency (n) Percentage (%)
Gender

Male 200 52.1
Female 184 479
Age Group

18-25 years 120 31.3
26-35 years 160 41.7
3645 years 80 20.8
Above 45 years 24 6.2
Digital Literacy Level

Low 60 15.6
Moderate 200 52.1
High 124 323

Objective 1: Influence of AI-Driven Personalization on Customer Perception and Satisfaction
Mean Standard

Stat t Int tati
atemen Score Deviation nterpretation
Personalized roduct recommendations improved m
. . P P y 4.32 0.87 Strongly Agree
satisfaction.
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Mean Standard

Statement Score Deviation Interpretation
Al-dri lizati d hoppi i
r1v.en personalization made my shopping experience more , 0.91 Agree

convenient.
Th duct ti I ived 1 t t

e product suggestions I received were relevant to my , 0.92 Agree
preferences.
Personalized services saved me time while shopping online. 4.10 0.95 Agree

Explanation: The results indicate that personalized recommendations significantly enhanced customer
satisfaction and convenience. Respondents found Al-driven personalization to be relevant, useful, and time-
saving, reflected by high mean scores across all statements.

Objective 2: Role of AI-Powered Customer Service Tools in Enhancing Engagement

Mean Standard

Statement Score Deviation Interpretation
Chatbots provided timely and effective responses to my inquiries. 3.85 1.02 Agree

Virtual assistants enhanced my engagement with the platform. 3.90 0.95 Agree
Al-powered tools reduced the time I spent waiting for customer 1.80 105 Agree

support.

The availability of Al-driven customer service made my 105 0.90 Agree

experience smoother.

Explanation: The findings show that Al-powered customer service tools, such as chatbots and virtual assistants,
played a significant role in improving engagement. Respondents appreciated their timely responses and efficiency,
which reduced waiting times and enhanced overall experiences.

Objective 3: Influence of AI Technologies on Trust and Loyalty

Mean Standard .
Statement .. Interpretation
Score Deviation
Al-driven services made me trust the platform more. 3.70 1.10 Agree
I feel my data is secure with Al-enabled e-commerce platforms. 3.65 1.15 Agree
I likely t turn to the platf due to the int ti
am more likely to refurn to the platform due to the integration , . 0.88 Agree
of AL
Al technologies i d fid in the platform’
echnologies increased my confidence in the platform’s , o, 100 Agree

reliability.

Explanation: Al technologies positively influenced customer trust and loyalty, with respondents indicating that
they trusted platforms integrating Al services and were likely to return. However, data privacy and transparency
remained moderate concerns.
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Hypotheses Testing

p-
value

Hypothesis Test Statistic Decision

H01.I AI-.driven personalization does not significantly influence customer F(1, 382) = 0.000 Reject Ho
satisfaction. 18.76

Ho2: Al-powered customer service tools do not significantly enhance F(1, 382) = 0001 Reject Ho
customer engagement. 12.34

F(1, 382) =

Hos: Al technologies do not significantly affect customer trust and loyalty. 15.48 ~0.000 Reject Ho

Discussion of Findings

1. Influence of AI-Driven Personalization on Customer Perception and Satisfaction

The findings revealed that Al-driven personalization significantly enhanced customer satisfaction and perception
in the Nigerian e-commerce sector. Respondents indicated that personalized product recommendations improved
their shopping experiences by making them more convenient and relevant. This aligns with previous studies (e.g.,
Singh et al., 2021; Olawale & Ighalo, 2022), which emphasized the role of Al in creating tailored shopping
experiences that cater to individual preferences.

The high mean scores for personalization statements, such as "Personalized product recommendations improved
my satisfaction" (mean = 4.32), demonstrate the positive impact of Al on customer satisfaction. These results
underscore the importance of leveraging customer data to provide personalized services that enhance user
engagement and loyalty. However, these benefits are contingent on the quality of internet connectivity and digital
literacy levels, which were identified as potential challenges in Nigeria.

2. Role of AI-Powered Customer Service Tools in Enhancing Engagement

Al-powered customer service tools, such as chatbots and virtual assistants, were found to significantly enhance
customer engagement. Respondents agreed that these tools provided timely responses to inquiries, reduced
waiting times, and made their shopping experiences smoother. For instance, the statement "The availability of Al-
driven customer service made my experience smoother" received a mean score of 3.95.

These findings are consistent with global research (e.g., Kumar et al., 2021) that highlighted the efficiency of
chatbots in providing 24/7 support. In the Nigerian context, the adoption of these tools addresses key pain points,
such as customer frustration due to delayed responses. Nevertheless, the standard deviations for some statements
suggest variability in customer experiences, potentially influenced by factors like technical issues or limited
functionality of Al tools in handling complex queries.

3. Influence of AI Technologies on Trust and Loyalty

The study found that Al technologies positively influenced customer trust and loyalty towards e-commerce
platforms. Respondents indicated that Al-driven services enhanced their trust in the platform’s reliability (mean
=3.70) and increased their likelihood of returning (mean = 4.05). These findings align with the Trust-Based Model
of e-Commerce, which emphasizes the importance of transparency, data security, and ethical Al practices in
building customer trust (Gefen et al., 2003).

However, concerns about data privacy and algorithmic transparency remain significant barriers to trust in Nigeria.
This mirrors findings from Adewale (2021), who noted that consumers in emerging markets are particularly wary
of how their personal information is collected and used. E-commerce platforms must address these concerns by

International Journal of Interdisciplinary Research in Marketing and Management|

12 https://sadijournals.org/index.php/IJIRMM



Aniebiet Etuk, Aniefiok Okon Akpan, Aniekan Eyo Awah (2025)

implementing robust data protection measures and clearly communicating the benefits and limitations of Al
technologies.

Summary and Conclusion

Summary of Findings

This study analyzed the influence of Al-driven services on customer perception in the Nigerian e-commerce
sector. The findings highlighted the transformative impact of Al on customer satisfaction, engagement, trust, and
loyalty. Specifically:

1. Al-Driven Personalization: The results showed that personalized product recommendations significantly
enhanced customer satisfaction by improving convenience, relevance, and time efficiency. Respondents highly
valued the ability of Al to tailor their shopping experiences to individual preferences.

2. Al-Powered Customer Service Tools: Tools such as chatbots and virtual assistants played a critical role in
enhancing customer engagement. These technologies were effective in providing timely responses, reducing
waiting times, and ensuring smoother customer experiences.

3. Al Technologies and Customer Trust and Loyalty: Al-driven services positively influenced trust and
loyalty, as respondents indicated confidence in the reliability of Al-enabled platforms and expressed a higher
likelihood of returning to these platforms. However, concerns about data privacy and algorithmic transparency
were noted as potential barriers.

Conclusion

Al-driven services have become indispensable in enhancing customer experiences within the Nigerian e-
commerce sector. Personalization and customer service tools powered by Al significantly improve customer
satisfaction and engagement, making shopping experiences more efficient and enjoyable. Additionally, Al
technologies foster trust and loyalty by improving the reliability and security of e-commerce platforms.

Despite these benefits, the successful implementation of Al in Nigeria is contingent on addressing key challenges,
such as data privacy concerns, digital literacy gaps, and infrastructural limitations. E-commerce platforms must
prioritize transparency, ethical Al practices, and inclusivity to ensure sustainable growth and customer retention.
Recommendations

1. Enhance Al-Driven Personalization
E-commerce platforms in Nigeria should focus on refining their Al personalization tools by incorporating more
diverse datasets to improve the relevance and accuracy of product recommendations. This will further enhance
customer satisfaction by providing tailored shopping experiences. Platforms should also invest in regular updates
and user feedback mechanisms to align services with evolving customer preferences and technological trends.

2. Optimize Al-Powered Customer Service Tools
To enhance customer engagement, platforms should improve the functionality of Al-driven customer service tools
such as chatbots and virtual assistants. This includes integrating multilingual capabilities, improving the tools'
ability to handle complex queries, and ensuring their availability across multiple digital channels. Periodic
assessments of these tools’ performance should also be conducted to ensure they meet customer expectations
efficiently.

3. Build Trust Through Data Security and Transparency
Addressing data privacy concerns is critical to fostering customer trust. E-commerce platforms should implement
stringent data protection measures compliant with global standards like GDPR and communicate these measures
clearly to customers. Providing users with control over their data and maintaining transparency in Al usage
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policies will help build confidence and loyalty among consumers, especially in a market where trust issues are

prevalent.

References

Adeoye, A., & Owoyemi, O. (2021). Exploring the impact of Al services on customer engagement in Nigerian e-
commerce. Journal of Business and Technology, 7(1), 22-38.

Adeoye, O., & Owoyemi, O. (2021). Al in Nigerian e-commerce: Customer perceptions and implications. African
Journal of Information Systems, 8(3), 41-60.

Adewale, O. (2021). Al in Nigerian e-commerce: The role of data privacy and customer trust. Nigerian Journal
of Digital Technology, 10(3), 45-62.

Adewale, O. (2021). Trust in Al-based customer service solutions in Nigeria’s e-commerce. Journal of Digital
Marketing, 15(2), 33-50.

Akinyemi, B. (2020). Barriers to Al adoption in Nigeria: Data privacy and digital literacy challenges. Journal
of Technology and Society, 8(2), 112-128.

Akinyemi, B. (2021). Al-driven personalization in Nigerian e-commerce platforms: Trends and customer
perception. International Journal of E-commerce Studies, 15(4), 95-110.

Akinyemi, R. (2020). Barriers to digital financial inclusion in Nigeria: A review of mobile technology usage.
Journal of Banking Innovation, 8(4), 112-130.

Akinyemi, R. (2021). E-commerce adoption and customer satisfaction in Nigeria. African Journal of E-commerce
and Digital Marketing, 5(1), 27-45.

Chaftey, D. (2020). Artificial intelligence in marketing: Transforming customer experiences globally. Journal of
Marketing Technology, 13(2), 1-15.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology.
MIS Quarterly, 13(3), 319-340.

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An integrated model. MIS
Quarterly, 27(1), 51-90.

Jain, P., & Patel, R. (2021). Al-powered customer service tools and their impact on e-commerce customer
satisfaction. Journal of Customer Service Technology, 9(4), 145-162.

Jain, S., & Patel, R. (2021). Artificial intelligence in e-commerce: Transforming business strategies. International
Journal of E-commerce and Technology, 10(1), 56-74.

Kumar, P., Singh, G., & Shukla, R. (2021). Al in e-commerce: Chatbots, recommendation engines, and predictive
analytics. International Journal of Al and Business, 5(3), 73-85.

International Journal of Interdisciplinary Research in Marketing and Management|

14 https://sadijournals.org/index.php/IJIRMM



Aniebiet Etuk, Aniefiok Okon Akpan, Aniekan Eyo Awah (2025)

Lee, H., & Kim, J. (2019). The role of Al in fostering trust and loyalty in e-commerce platforms: A global
perspective. Journal of Digital Marketing, 20(2), 115-130.

Lee, Y., & Kim, J. (2019). The impact of Al-powered customer service on customer satisfaction in e-commerce.
Journal of Retail Technology, 13(2), 45-61.

Lee, Y., & Kim, J. (2019). The impact of Al-powered customer service on customer satisfaction in e-commerce.
Journal of Retail Technology, 13(2), 45-61.

Mikalef, P., Krogstie, J., & Pappas, 1. (2020). AI-driven services in e-commerce: A review of the impact on trust
and customer loyalty. International Journal of Information Management, 40(6), 50-67.

Ogunyemi, K. (2020). Digital transformation in Nigeria’s e-commerce sector: Al customer service, and
personalization. Journal of Nigerian Business, 12(1), 88-104.

Olawale, S., & Ighalo, O. (2022). Leveraging artificial intelligence for enhanced e-commerce customer service
in Nigeria. Journal of Business Technology and Innovation, 18(4), 112-125.

Rogers, E. M. (1962). Diffusion of innovations. Free Press.

Singh, A., Sahu, P., & Gupta, R. (2021). Al in e-commerce: Enhancing customer engagement through predictive
analytics and personalized services. International Journal of E-commerce Innovation, 18(2), 75-92.

Singh, R., Mehta, P., & Arora, S. (2021). Al and customer experience: A case study on Nigerian e-commerce
platforms. Journal of Artificial Intelligence and Digital Transformation, 19(3), 88-102.

Smith, A., & Anderson, M. (2021). The impact of Al-driven personalization on consumer behavior in e-commerce.
Journal of Digital Marketing, 30(4), 68-84.

International Journal of Interdisciplinary Research in Marketing and Management|

1> https://sadijournals.org/index.php/IJIRMM



