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Abstract. In the era of business digital transformation, real-time customer communication has attracted a lot of at-
tention. The purpose of the research is to investigate how real-time customer communication affects the success of e-
commerce businesses, with an emphasis on how prompt and efficient communication can raise customer satisfaction,
lower cancellation rates and make companies accomplish a competitive advantage. The research is focused on examin-
ing various real-time communication channels including social media, Chatbots, live chat, etc. Additionally, the study
also goes over the advantages of using an Omnichannel communication strategy in e-commerce, emphasizing the value
of a cohesive communication strategy and the difficulties in integrating various communication channels. The research
methodology includes an analysis of existing research on the given topic and a survey distributed among e-commerce
business owners/managers. This study intends to contribute to the field by giving new insights into the impact of real-
time customer communication on e-commerce growth, which would be beneficial for policymakers, researchers, and
industry practitioners.
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1. Introduction

It is vital for e-commerce companies to stay up-to-date
with the latest trends in the sector; their success in this
highly competitive area depends on a number of factors.
One of them is efficient communication between e-com-
merce firms and their customers; how well a business
communicates with consumers is crucial in the context
of delivering a good customer experience, since modern
customers always wait for an immediate response. Due
to the use of ICTs information can now be transmitted
instantly across huge geographical spaces. So, real-time
customer communication - that is online communica-
tion allowing users to interact and exchange information
in the real-time mode - is now becoming key to achieve
a competitive advantage.

Keeping the customer informed throughout the en-
tire purchasing process is a significant challenge in to-
day’s world of online shopping, where businesses are con-
stantly growing due to the internet. There is not enough
of understanding about how real-time communication

channels affect customer experience, satisfaction, and loy-
alty in e-commerce environments. Previous studies have
provided limited empirical evidence on this relationship,
emphasizing its significance of systematic research. For
the same reason, an online buyer who finds fulfilment in
a physical purchase becomes restless until the product is
delivered. Businesses that inform their clients from the
point of sale to the point of delivery can gain the trust
and confidence of their clients. In e-commerce, real-time
communication is essential because it enables companies
to react quickly to user needs and issues, increasing cus-
tomer satisfaction and loyalty (Li et al., 2023).

Similar to e-commerce, no product is physically in
front of the customer; instead, the purchase is made
based only on the product’s specifications and the infor-
mation provided on the platform. If the customer has any
questions, the business will promptly get in touch with
them. The likelihood of the buyer rejecting the project or
service is high if the quick responses are not provided.
Businesses can adjust and enhance their strategies by
using real-time e-commerce analytics to make quicker
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decisions based on customer behavior and trends (Husar,
2022).

Thus, in order to boost business growth and prod-
uct or service conversion, it is significant that businesses
enable real-time customer communication. It also helps
personalized interactions, as customer service agents can
tailor responses to specific customer profiles and prefer-
ences (Mallari, 2024). In view of the above, the purpose
of the study is to examine how real-time customer com-
munication affects the success of e-commerce businesses,
with a principal focus on how prompt and efficient com-
munication can raise customer satisfaction, lower can-
cellation rates, and make companies stand out from the
competition. This study takes a structured approach to
examining the role of real-time customer communica-
tion channels in e-commerce environments. While there
is a wealth of research on the importance of customer
communication in e-commerce, few studies have thor-
oughly examined the relationship between real-time
communication channels and customer attitudes and
behaviors.

While these studies have generated valuable insights,
they often suffer from limitations in providing compre-
hensive data on usage patterns, effectiveness, and the
perceived impact of real-time communication channels.
Moreover, there exists a notable scarcity of research that
specifically targets the Pakistani e-commerce market,
underscoring a substantial gap in the existing literature.
This study seeks to fill this gap by providing empirical
evidence on how timely and personalized interactions via
real-time communication channels can influence buyer
experiences, satisfaction levels, and, ultimately, customer
loyalty in the e-commerce sector. Data is collected using
quantitative methods from a sample of 50 Pakistani e-
commerce businesses. On February 2, 2024, a structured
questionnaire was distributed online through Google
Docs to collect quantitative data on real-time customer
communication modes and their expected impact on
customer experience, satisfaction, and loyalty. Previous
research in the field of e-commerce has commonly em-
ployed qualitative methods to explore the significance of
customer communication channels.

This study seeks to fill these knowledge gaps by us-
ing a quantitative research approach to collect systematic
data on the use and impact of real-time communication
channels in the Pakistani e-commerce landscape.

By analyzing responses from a diverse sample of e-
commerce businesses, this study hopes to provide nu-
anced insights into the effectiveness of various commu-
nication channels and their implications for customer
satisfaction and loyalty.

2. Related work and literature review

Real-time customer communication is becoming increas-
ingly important in the rapidly changing e-commerce
landscape. Real-time communication improves customer
satisfaction by delivering quick and efficient solutions to
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problems (Clover Dynamics, 2024). Customers expect
proactive and timely communication from e-commerce
brands, particularly throughout their buying experience
and until the product or service is delivered to their door.
Customers expect businesses to be available through var-
ious types of channels, including websites, social media,
email, and phone. An Omnichannel approach unifies
customer touchpoints to ensure consistent engagement
throughout their purchasing journey (Patel, 2024). The
shift to online purchasing, strengthened by the global
pandemic and the rise of remote work, has created a
greater need for Omnichannel engagement and real-
time communication to meet the escalating demands of
customers across various digital channels. To keep cus-
tomers informed and engaged, advanced communication
tools such as chatbots, live tracking, and open and active
chat interfaces must be implemented.

Furthermore, the demand for contextual communi-
cations has increased, with customers expecting person-
alized and transparent interactions across multiple chan-
nels. Several scientific articles, journals, and academic
databases emphasize the value of real-time communica-
tion in e-commerce. Costa and Castro (2021) found that
real-time communication enhances customer experience
and satisfaction in e-commerce. The study emphasizes
the importance of businesses implementing advanced
communication tools such as chatbots and live chat to
provide timely and personalized support to customers.
The study also emphasizes the value of real-time commu-
nication in lowering customer frustration and increas-
ing customer loyalty. Furthermore, (Li et al., 2023) found
that real-time communication significantly improves
customer engagement and satisfaction in e-commerce.
The study emphasizes the importance of businesses using
advanced communication tools such as chatbots and live
chat to provide personalized and contextual support to
customers. The study also emphasizes the value of real-
time communication in increasing customer loyalty and
lowering churn rates.

Another study by Ullal et al. (2021) revealed that
online product reviews significantly influence customer
purchasing decisions in e-commerce. The study empha-
sizes the significance of online reviews in shaping cus-
tomer attitudes and their impact on e-commerce sales.

Social media platforms are an important channel for
customer service, from which customers expect quick
and interactive communication. Social media inter-
actions like likes, comments, dark messages, reviews,
shares, and tagging provide opportunities for companies
to use for timely communication with their customers
(Lauron, 2023). Besides, Social media engagement has a
significant impact on customer satisfaction, loyalty, and
company reputation. By responding to customer com-
plaints and information in a timely and positive manner,
businesses can further improve their brand perception
and customer retention (Monae, 2023).

Chatbots are designed to automate customer service
interactions, provide instant assistance, and are used
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by businesses to offer 24-hour support, reduce reaction
times, and streamline detailed inquiries (Barron, 2023).
In addition, chatbots can help customers with routine
service issues, provide automated answers to frequently
asked questions, and provide personalized product rec-
ommendations (Borowski, 2024).

Live chat is very important in real-time customer
communication. Live chat software allows businesses
to field customer inquiries, provide instant support,
and communicate in a timely manner. Using live chat
and chatbots to provide immediate assistance, commu-
nicate with customers in real-time, and resolve issues
efficiently. (Wilson, 2019) Integrate chatbots that can
provide instant answers to customer questions and of-
fer personalized support across multiple channels. Live
chat allows you to connect with customers instantly
and multitask by handling multiple conversations at the
same time (Moore, 2024). This quick response improves
customer loyalty and satisfaction, as the buyer wants
to get answers to their queries in a timely and imme-
diate manner (Micheli, 2023). (HelpLama, 2023) said
provides consistent service across all channels to en-
sure that customers have a seamless experience. Adapt
to customer preferences and engage with them using
their preferred communication channels.

Likewise, real-time order tracking improves the
overall buyer journey, keeping customers informed
about their orders and increasing satisfaction rates. A
satisfied buyer is more likely to become a loyal cus-
tomer. Which favors repeat purchases from the same
brand, which is essential for the long-term success of
an e-commerce business. Such buyers are more likely
to leave positive reviews and share their positive ex-
periences with others, encouraging other buyers (Fox,
2023).

To ensure a smooth and satisfying customer jour-
ney, map out buyer touchpoints, identify pain points,
and remove barriers. Understanding the customer jour-
ney helps to provide personalized interactions and ad-
dress specific needs (Nandbox, 2023).

Personalized recommendations significantly in-
crease customer engagement and sales by providing
tailored recommendations that match each customer
unique needs and preferences (AIContentfy team,
2023) and (Mehta, 2023). By analyzing customer data,
businesses can better understand customer behavior
and gain valuable insights, and preferences, which cre-
ate a more personalized experience (Odubajo, 2023).
Likewise, create a personalized shopping experience by
tailoring packaging, reviews, ratings, loyalty programs,
pricing, user interface, and follow-up messaging (Per-
sado, 2023).

In today’s digital marketing era, it’s crucial for busi-
nesses to use advance marketing tools to know the
customer buying attitude as per the study, the swift
advancement of information and communication
technologies (ICT) has increased the opportunities
for marketing communication. To increase business
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competitiveness and carry out effective marketing ac-
tivities, it has become necessary to learn about e-con-
sumers and identify significant factors that shape their
virtual attitude and influence their purchasing decision
(Sabaityté et al., 2019).

Similarly, Social media has become a valuable
business tool, allowing for quick and targeted com-
munication with current and potential customers
(Davidaviciené & Davidavicius, 2022). Likewise, the rise
of e-commerce and smartphones has led to an increase
in the number of shopping modes used by consum-
ers. These newest techniques offer significant benefits
over traditional in-store shopping methods (Redondo
& Charron, 2023).

A strong brand needs to align its communication
strategy with its brand image, identity, and values. Simi-
larly, by defining brand identity, aligning your commu-
nication channels, engaging with customers, and dem-
onstrating your social responsibility, a positive brand
image can be created that resonates with your target
audience and drives business success (Sela, 2023).

3. Methodology and research design

In accordance with the main goal of the research - to
investigate how real-time customer communication im-
pacts the success of e-commerce companies — the follow-
ing supporting objectives were developed:

- To examine various real-time communication chan-
nels, and how they facilitate customer interaction
with order updates, personalized recommendations,
and immediate support

- To discuss the advantages of using an Omnichannel
communication strategy in e-commerce, highlight-
ing the importance of a cohesive communication
strategy for an e-commerce business.

The object of the study is real-time communication in
e-commerce, and the subject of the study is digital chan-
nels employed for real-time customer communication.

The following research question is addressed: “How
does real-time customer communication affect customer
experience, satisfaction, and loyalty in e-commerce?”

The data was collected through a survey among
e-commerce business owners/managers. An original
questionnaire was developed by the authors based on a
thorough analysis of existing research on the given topic.
Current works and specialized literature dedicated to the
use of digital channels employed for real-time customer
communication were reviewed.

The purpose of the literature review was to familiar-
ize the readers with the issue under research.

Thus, the methodology includes the following:

- studying and interpreting secondary data: theoreti-
cal literature and research papers;

- conducting a survey distributed among e-commerce
business owners/managers;

— for testing the hypotheses, IBM SPSS 26 version
have used.
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4. Empirical research results and data analysis

4.1. Empirical research design

The survey targeted 50 e-commerce businesses from Pa-
kistan, with connections established through WhatsApp
and Facebook Messenger. A structured questionnaire
was distributed online via Google Docs on 2" of Febru-
ary 2024, in order to gather quantitative data on real-
time customer communication modes and their expected
impact on customer experience, satisfaction, and loyalty.
The survey technique employed a quantitative research
approach, allowing for systematic data analysis to reveal
insights into the explaining behaviour. In general, out of
the 50 e-commerce companies contacted, 15 received re-
sponses, for a response percentage of 30%. Summary of
the survey information is presented in Table 1.

Table 1. Survey information: summary

Survey information Details

50 e-commerce businesses from
Pakistan

Survey Target

Survey Connection
Platforms

Distribution Method

WhatsApp and Facebook Messenger

Online distribution via Google Docs

Survey Date 2 February 2024

Response Rate 15 responses out of 50 contacted
(30%)

Research Approach | Quantitative

Key Focus Real-time customer communication

in e-commerce and its impact on
customer experience, satisfaction,
and loyalty

In Figure 1, is presented information about the re-
spondents.

Role in Ecommerce Business

o

16 responses

@® CEO

@ Manager
Therak

@ Employee

@ Supporting Staff

18.8%
° @ Customer

Figure 1. Respondents’ details

4.2. Testing research hypotheses

The following hypotheses were formulated.

- Hypothesis HI: Real-time communication doesn’t
improve the buyer experience & correlates with bet-
ter levels of satisfaction in e-commerce.

- Hypothesis H2: Real-time communication initiatives
don’t result in higher levels of customer satisfaction,
which correlates with improved customer loyalty to
e-commerce business.
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— Alternate Hypothesis: Real-time communication
improves the buyer experience and correlates with
better levels of satisfaction in e-commerce, so real
time communication improves customer satisfac-
tion and loyalty.

In Table 1, Shapiro-Wilk S-W and Kolmogorov-

Smirnov K-S test results are presented.

Table 2. Assumption test of normality

Variable Test | Statistic | df Sig.
SocialMedia_LiveChat_ | S-W 0.911 15 0.138
Experience K-S | 0248 | 15 | 0.013
Omni Channel SW | 0928 | 15 | 0.251
Communication K-S | 0199 | 15 | 0.113
Customer Satisfaction_ | S-W | 0912 15 | 0.144
Loyalty K-S | 0214 | 15 | 0.062

In Table 2, based on the Shapiro-Wilk (S-W) test, the

following conclusions can be made:

— There is evidence to reject the null hypothesis of
normality for the SocialMedia_LiveChat_Experi-
ence variable Significance level (Sig. = .138 < .05).
The null hypothesis of normality is a statistical as-
sumption that a data set follows a normal distribu-
tion.

- In such case, the null hypothesis of normality is
being tested for three variables; SocialMedia_Live-
Chat_Experience, OmniChannelCommunication,
and CustomerSatisfaction_Loyalty.

- The authors failed to reject the null hypothesis of
normality for both OmniChannelCommunication
(Sig. = .251) and CustomerSatisfaction_Loyalty
(Sig. = .144) variables (Sig. > .05). A common sig-
nificance level is (0.05), meaning that if the p-value
associated with the test statistics is less than 0.05,
the null hypothesis is rejected.

- The Kolmogorov-Smirnov (K-S) test shows a signif-
icant result (Sig. = .013) for SocialMedia_LiveChat_
Experience, suggesting non-normality. However,
due to its sensitivity to sample size and non-normal-
ity in the tails of the distribution, the Kolmogorov-
Smirnov K-S test is generally considered less reliable
than the Shapiro-Wilk S-W test for small samples (n
< 50). In this case, with n = 15, the S-W test is likely
a more accurate indicator of normality.

— Therefore, based on the S-W test results, the data
for the SocialMedia_LiveChat_Experience variable
can be considered non-normally distributed, while
the data for both OmniChannelCommunication
and CustomerSatisfaction_Loyalty can be consid-
ered potentially normal. In summary, the analysis
suggests that, while the data for SocialMedia_Live-
Chat_Experience is non-normally distributed, the
data for the other two variables might follow a nor-
mal distribution, although they need further con-
firmation.
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a) .

yalty

CustomerSatisfaction_Lo

250 300 350 400 450 500

SocialMedia_LiveChat_Experience

b)

yalty

CustomerSatisfaction_Lo

200 250 300 350 400 450 500

OmniChannelCommunication

Figure 2. a — assumption test of linearity;
b - assumption test of linearity

Table 3. Pearson’s correlation

2 Linear = 051

— These insights are crucial for choosing appropriate
statistical methods and interpreting the results ac-
curately in future analysis.

In Figure 2a, linear relationship between customer
satisfaction loyalty with Omnichannel communication
and social media live chat.

From both of the scatter dot plot in figures 2a and 2b,
one can see there is a linear relationship between cus-
tomer satisfaction loyalty with Omnichannel communi-
cation and social media live chat.

In Table 3, variables social media Live Chat Expe-
rience, Omni-Channel Communication, and Customer
Satisfaction Loyalty.

Correlations among the variables social media Live
Chat Experience, Omni-Channel Communication, and
Customer Satisfaction Loyalty were examined using
Pearson correlation coefficients.

The correlation between Social Media Live Chat Ex-
perience and Omni-Channel Communication was sig-
nificant, r (15) = .711, p = .003. Similarly, a significant
correlation was found between Omni-Channel Com-
munication and Customer Satisfaction Loyalty, r (15) =
.742, p = .002. However, the correlation between Social
Media Live Chat Experience and Customer Satisfaction

Correlations
SocialMedia_Live- OmniChannel- CustomerSatisfaction_
Chat_Experience Communication Loyalty
Pearson Correlation 1 7117 434
SocialMedia_LiveChat_ g " ailed) 003 106
Experience
N 15 15 15
Pearson Correlation 7117 1 742"
OmniChannelCom- Sig. (2-tailed) 003 002
munication
N 15 15 15
Pearson Correlation 434 742" 1
CustomerSatisfaction_ . :
Loyalty Sig. (2-tailed) .106 .002
N 15 15 15
Note: **. Correlation is significant at the 0.01 level (2-tailed).
Table 4. Non-parametric correlation
Correlations
SocialMedia_ OmniChannel- Customer-
LiveChat_Experience Communication Satisfaction_Loyalty
SocialMedia_ | Correlation Coefficient 1.000 .540" .359
LiveChat_ Sig. (2-tailed) .038 .188
Experience N 15 15 15
Omni- Correlation Coeflicient 540" 1.000 761"
Spearmans | Channel- g0 tajled) 038 . 001
rho Commu-
nication N 15 15 15
Customer- Correlation Coefhicient .359 761" 1.000
Satisfaction_ | Sig. (2-tailed) 188 .001 .
Loyalty N 15 15 15

Notes: *. Correlation is significant at the 0.05 level (2-tailed). **. Correlation is significant at the 0.01 level (2-tailed).
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Loyalty was not statistically significant, r (15) = .434,
p = .106.

The above findings indicate a strong positive rela-
tionship between social media Live Chat Experience and
Omni-Channel Communication, as well as between Om-
ni-Channel Communication and Customer Satisfaction
Loyalty. However, the relationship between social media
Live Chat Experience and Customer Satisfaction Loyalty
did not reach statistical significance at the .01 level.

Correlations among the variables social media Live
Chat Experience, Omni-Channel Communication, and
Customer Satisfaction Loyalty were analyzed using
Spearman’s rho correlation coefficients (Table 4).

For social media Live Chat Experience, significant
positive correlations were observed with Omni-Channel
Communication (p = .540, p = .038) and Customer Sat-
isfaction Loyalty (p = .359, p = .188), although the latter
did not reach conventional levels of statistical signifi-
cance.

Similarly, Omnichannel Communication exhibited
significant positive correlations with both social media
Live Chat Experience (p = .540, p = .038) and Customer
Satisfaction Loyalty (p = .761, p = .001).

Additionally, Customer Satisfaction Loyalty demon-
strated a significant positive correlation with Omnichan-
nel Communication (p = .761, p = .001), suggesting a
strong relationship between these variables.

The above findings demonstrate that Omni-Channel
Communication may play a crucial role in influencing
both social media Live Chat Experience and Customer
Satisfaction Loyalty. However, the relationship between
Social Media Live Chat Experience and Customer Sat-
isfaction Loyalty may be influenced by other factors not
captured in this analysis.

Based on the correlations the following was observed.
Social Media Live Chat Experience showed a significant
positive correlation with Omnichannel Communication
(both Pearson and Spearman’s rho).

Omni-channel communication exhibited significant
positive correlations with both Social Media Live Chat
Experience and Customer Satisfaction Loyalty.

Customer Satisfaction Loyalty demonstrated a sig-
nificant positive correlation with Omni-Channel Com-
munication.

The alternate hypothesis is supported by the cor-
relation analysis findings. The significant positive cor-
relations observed between real-time communication
initiatives (represented by both Social Media Live Chat
Experience and Omni-Channel Communication) and
Customer Satisfaction Loyalty indicate that real-time
communication does indeed correlate with better levels
of satisfaction in e-commerce, as well as improved cus-
tomer satisfaction and loyalty.

In summary, based on the correlation analysis, the al-
ternate hypothesis is supported, suggesting that real-time
communication initiatives are associated with enhanced
buyer experiences, increased customer satisfaction, and
improved customer loyalty in e-commerce contexts.
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5. Conclusions

The study has given interesting insights into how real-
time customer communication influences consumer at-
titudes and conduct.

Real-time customer communication is critical in e-
commerce, and businesses need to set up advanced com-
munication tools to meet the growing demands of cus-
tomers across multiple digital platforms. The discussed
studies have shed light on the importance of real-time
communication in e-commerce, emphasizing the need
for businesses to implement advanced communication
tools and strategies to improve customer experience, sat-
isfaction, and loyalty.

Key findings of the research indicate that prompt and
personalized interactions improve buyer experiences,
resulting in higher satisfaction, loyalty, and a stronger
commitment to e-commerce companies. Furthermore,
the analysis performed in the paper has revealed certain
communication tactics and channels that were most ef-
fective with clients, guiding targeted marketing and en-
gagement campaigns.

The findings emphasize the importance of real-time
customer communication in clarifying the e-commerce
landscape, as well as its potential for producing positive
outcomes across multiple dimensions of the purchasing
experience. From enhanced responsiveness to speedier
resolution of buyer queries, real-time communication
channels prove to be beneficial assets for online com-
merce businesses looking to differentiate themselves in a
highly competitive environment.

This study also highlights the necessity for deliberate
investments in technology and training to improve real-
time communication methods and develop long-term
customer connections.

Among the findings was the evident realization that
prompt customer communication plays a major role in
the company’s growth and reputation. While some busi-
nesses use cutting-edge Al, others have turned to social
media as a quick way to communicate with their custom-
ers. Customers who appreciate prompt communication
return to the same platform, which is highly beneficial
for repeat business and customer retention. The study’s
reliance on quantitative methods may limit the depth of
insight compared to qualitative approaches.

The sample size of 50 Pakistani e-commerce busi-
nesses may not fully represent the broader e-commerce
landscape, which could affect the ability to generalize.
Future research may use mixed-methods approaches to
supplement quantitative data with qualitative insights.
Increasing the sample size and diversity of e-commerce
businesses, as well as conducting comparative studies
across multiple regions, would improve generalizability.

Disclosure statement

The authors do not have any competing financial, profes-
sional, or personal interests from other parties.
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