
745 

Enhancing Customer Experience in the Digital Era: 
A Bibliometric Analysis of Trends and 

Technologies 
    

Mohd Erfanishah Abdullah1, Noraini Saro2 

1Faculty of Business Administration, European International University, Paris, 2Faculty 
Education & Humanities, UNITAR, International University, Kelana Jaya  

Corresponding Author Email: norainisaro@unitar.my 

Abstract 
This study explores the evolving landscape of digital customer service, focusing on key trends, 
technologies, and strategies that impact customer experience across various industries. The 
analysis of recent research highlights the increasing importance of data-driven insights, the 
role of digital platforms, and the integration of advanced technologies like AI and machine 
learning in enhancing customer service. Central themes in the literature include the focus on 
personalized customer experiences, the convenience of digital tools, and the growing 
significance of customer feedback, such as electronic word of mouth (eWOM). Industries like 
banking, airlines, and hospitality are highlighted for their innovative approaches to digital 
service delivery, with specific attention to the challenges and opportunities these sectors face 
in adapting to the digital era. The study also identifies gaps in current research, particularly 
regarding emerging areas such as the cashless society and digital payment systems, which are 
increasingly relevant in shaping future customer service strategies. The findings underscore 
the importance of interdisciplinary research to understand how digital service models can be 
tailored to different industries and the role of customer-generated content in influencing 
service quality. This paper offers insights for businesses and researchers aiming to enhance 
customer service in the digital age. 
Keywords: Digital Customer Service, Customer Experience, Ai, Data Analytics, eWOM 
 
Introduction 
The swift advancement of digital technologies has profoundly transformed customer service, 
compelling organizations to implement new strategies and solutions to satisfy evolving client 
expectations. As digital platforms proliferate and dependence on automated systems 
escalates, businesses must discover novel methods to provide seamless and personalized 
experiences across many channels. Digital customer service, encompassing chatbots, social 
media, AI, and other digital tools, has emerged as an essential element in customer 
engagement and satisfaction. This change encompasses not only enhancing efficiency but 

            

                                         Vol 16, Issue 2, (2026) E-ISSN: 2222-6990 
 

 

DOI Link: http://dx.doi.org/10.6007/IJARBSS/v16-i2/27543 

Published Date: 19 February 2026 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 6 , No. 2, 2026, E-ISSN: 2222-6990 © 2026 

746 

also fostering significant interactions with clients in a digital-centric environment. (Alrawahna 
et al., 2025; Savveli et al., 2025) This transition requires a bibliometric analysis of academic 
contributions to delineate emerging themes and trends in digital customer service research 
(Cioppi et al., 2023; Sharma et al., 2020). 
 
According to (Zahid et al., 2025) , a primary aspect propelling the digital transformation of 
customer service is the alteration in consumer behavior. Contemporary customers anticipate 
rapid, effective, and tailored interactions, frequently without the necessity of engaging with 
human representatives. Consequently, enterprises must evolve by implementing 
technologies capable of managing substantial amounts of consumer enquiries while 
preserving superior service quality. Artificial intelligence (AI), machine learning, and 
automated systems are crucial in delivering improved customer experiences, allowing 
organizations to provide 24/7 support, instantaneous responses, and tailored 
recommendations. The advancements are demonstrated by a rapid increase of publications 
about AI integration in customer service, indicating significant development potential in 
transforming customer experiences through novel digital interactions (Khanna et al., 2025).  
 
Furthermore, data analytics is essential for comprehending client requirements and 
behaviours, which is vital for enhancing service quality. Through the analysis of client 
interactions, organisations can discern patterns, preferences, and pain points, enabling them 
to customise their offerings more efficiently. This data-driven methodology enhances 
customer service for businesses while enabling them to foresee client requirements and 
provide proactive solutions. The use of client feedback, particularly via electronic word of 
mouth (eWOM), enhances this process by offering critical insights into customer views and 
satisfaction. Bibliometric evaluations indicate clear developmental phases in customer 
service research, beginning with the advent of service marketing in the 1980s, transitioning 
to customer-centric shifts in the 2000s, and culminating in the critical incorporation of digital 
technology and social media for improved engagement (Amro, 2024). Recent bibliometric 
analysis highlights the rapid incorporation of AI-driven instruments, including chatbots and 
analytics, into e-CRM systems, especially following COVID-19, to facilitate hyper-
personalization and innovative client engagements (Khanna et al., 2025; Lestari et al., 2025; 
Nguyen & Llosa, 2021).  
 
The significance of digital customer service is especially apparent in sectors that depend 
extensively on client engagement, such as banking, aviation, and hotels. These sectors 
encounter distinct problems in providing high-quality digital services, as they must reconcile 
the demand for personalized experiences with the efficacy of digital instruments. Banks are 
progressively implementing AI-driven chatbots to handle consumer enquiries, whereas 
airlines are employing automated technologies to optimize booking and support services. 
Nevertheless, these businesses must guarantee that their digital solutions improve the 
consumer experience while preserving the important human element necessary for fostering 
enduring partnerships. Bibliometric evaluations underscore the integration of Big Data and 
predictive analytics in e-CRM, facilitating proactive, data-driven decision-making and hyper-
personalized service strategies within these industries (Lestari et al., 2025; Rane et al., 2024). 
Recent studies highlight the necessity for dyadic analysis during interactions to understand 
how consecutive customer-employee engagements in digital channels influence service 
outcomes and performance trajectories (Walker et al., 2023). The incorporation of social 
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media into CRM systems facilitates bidirectional communication, improving real-time 
customer interaction and allowing organizations to maintain enduring relationships through 
thorough digital strategies (Lokesh & Vasantha, 2023).  
 
Notwithstanding the considerable progress in digital customer service, numerous domains 
remain inadequately investigated in the literature. Emerging subjects such as the cashless 
society, digital payments, and the impact of user-generated material on service quality 
necessitate additional research. Comprehending the influence of these elements on digital 
customer service models will be essential for firms aiming to maintain a competitive edge in 
a swiftly evolving digital environment. This article intends to examine these developments, 
evaluate existing studies, and offer recommendations for firms aiming to enhance their digital 
customer service initiatives. 
 
Literature Review  
The evolution of customer service via digital platforms has emerged as a prominent study 
focus in recent years. As enterprises endeavor to satisfy the changing demands of digital-
native consumers, researchers have investigated many technologies and their influence on 
customer experience. Numerous studies indicate that customer service in the digital era 
transcends conventional face-to-face interactions, emphasizing the incorporation of 
technological innovations such as artificial intelligence (AI), machine learning, and automated 
chat systems to deliver personalized and efficient services (McLean & Osei-Frimpong, 2017). 
These technologies aim to improve customer happiness by delivering real-time responses, 
minimizing waiting times, and giving personalized experiences customized to individual 
preferences. Bibliometric evaluations of Scopus-indexed papers elucidate the 
interconnection among e-CRM, e-commerce, and digital marketing, facilitating omnichannel 
experiences via scalable cloud-based platforms (Lestari et al., 2025, Al-Ababneh & Muala, 
2025). 
 
A vital element of digital customer service is the utilization of data analytics to guide decision-
making and enhance service delivery. Recent literature highlights the significance of data in 
influencing customer interactions, enabling organizations to anticipate demands, discern 
patterns, and provide proactive solutions (Hossain & Quaddus, 2019). AI-driven systems can 
assess client behavior and preferences, allowing organizations to develop precisely focused 
marketing tactics or offer customized advice. Furthermore, data analysis facilitates the 
identification of possible concerns prior to their escalation into substantial difficulties, 
enabling prompt actions. This strategy not only elevates client satisfaction but also improves 
operational efficiency by diminishing the probability of customer attrition.(Li et al., 2025; 
Singh & Mishra, 2025) Additionally, agile e-customer service methodologies utilize AI-
enhanced CRM systems and chatbots to facilitate immediate responsiveness and tailored 
communication across many channels, hence enhancing customer trust and loyalty (Al-
Ababneh & Muala, 2025; Kocot et al., 2024). 
 
For the example social networking is a crucial marketing tool for small businesses, providing 
cost-effective means for direct client connection. Effective social media involvement is crucial 
for small companies in university institutions like UNITAR International University, which 
serves a broad consumer base of students, staff, and visitors. Limited empirical research exists 
on how social media engagement tactics impact customer satisfaction in academic-based 
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commercial environments, despite their broad adoption. This study explores how social 
media participation affects customer satisfaction in small businesses at UNITAR, based on 
earlier research on social media marketing and customer engagement. The study provides 
guidance for academic institutions' small enterprises to improve their social media strategy, 
boost customer happiness, and sustain growth. The conceptual framework lays the 
groundwork for future empirical research on social media marketing in educational and small 
company settings( Mohamed, Jamil, & Mohamed, H., 2025). 
 
The notion of customer experience (CX) in digital contexts has received considerable focus in 
scholarly literature. Researchers concur that customer experience (CX) extends beyond the 
mere quality of products or services; it includes the entirety of interactions with a firm, such 
as website navigation, usability, and post-purchase assistance (Lemon & Verhoef, 2016). As 
consumers increasingly interact with companies via digital platforms, enterprises must 
guarantee that their web interfaces are user-friendly, intuitive, and efficient in addressing 
enquiries promptly. An integrated experience across many platforms such as mobile 
applications, websites, or social media is crucial for cultivating consumer loyalty and trust. 
Recent research indicates that digital customer service solutions providing constant 
omnichannel support are more likely to improve client loyalty (Verhoef et al., 2021). 
Furthermore, systematic reviews of contemporary academic literature from databases such 
as IEEE Xplore and Elsevier highlight that the incorporation of AI into CRM systems enhances 
personalized interactions and data-informed decision-making, thus increasing engagement 
throughout the customer journey (Tran, 2024; Tung, 2024). Nonetheless, ongoing obstacles 
like data privacy concerns and ethical issues in AI implementation require balanced ways to 
alleviate negative customer experiences while enhancing CRM effectiveness (Tran, 2024).  
 
Alongside technological developments in customer service, the increasing significance of 
user-generated material, including as reviews, social media posts, and word-of-mouth, has 
garnered attention in recent studies. The surge of online reviews and social media platforms 
has facilitated customer experience sharing, which can profoundly impact firm reputations 
(Hennig-Thurau et al., 2010). Favourable reviews and endorsements can enhance customer 
confidence and stimulate sales, whilst adverse feedback can produce the contrary impact. 
Consequently, overseeing online consumer feedback has emerged as an essential aspect of 
digital customer care, prompting firms to invest in solutions capable of monitoring and 
responding to user-generated material in real time. Proactive monitoring technologies, such 
as AI-driven sentiment analysis, enable organisations to identify developing patterns in 
customer sentiment and promptly adjust service protocols to sustain favourable impressions 
within digital ecosystems (Supriadi, 2024; Tung, 2024).    
   
Notwithstanding these gains, certain deficiencies persist in the research, especially with 
future technologies such as cashless payments and blockchain. Although these technologies 
are progressively influencing customer interactions in industries such as banking, retail, and 
hospitality, their effects on customer service models remain inadequately examined 
(Chakrabarti et al., 2020). The increasing trend towards digital and mobile payment systems 
prompts enquiries regarding how firms can guarantee secure, efficient, and user-friendly 
transaction processes. As the cashless society expands, comprehending the impact of these 
technologies on customer happiness and service delivery will be essential for organizations 
aiming to remain competitive in a more digital landscape. Future research must focus on 
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exploring AI-driven predictive analytics to anticipate customer demands and rectify biases in 
recommendation systems, thereby closing these gaps and promoting ethical CRM advances 
(Tran, 2024; Tung, 2024). (Raghuvanshi et al., 2025) Recent studies emphasise the necessity 
of investigating cross-cultural differences in social media customer relationship management 
techniques to enhance global customer involvement and meet varied behavioral expectations 
(Katyal, 2024).  
 
In addition, according to Bawazir, Mahbob, & Hasim, (2025) in the study  show that  a digital 
transformation boosts career progression by improving job performance, skills, and job 
satisfaction. When given organizational support and job satisfaction, digitally proficient 
employees reported greater career development. Job satisfaction mediated the links 
between digital transformation, digital skills, technology adoption, and career growth, 
showing its importance in professional progression. Organizational support boosted these 
factors' career advancement benefits. 
 
The literature indicates that digital customer service has markedly altered in the previous 
decade, propelled by technological improvements and changing consumer expectations. 
Future research should concentrate on the effects of developing technologies on customer 
service, the significance of data analytics in enhancing service delivery, and the impact of 
customer input on the formulation of service strategy as firms increasingly invest in digital 
tools and platforms. Comprehending these dynamics will be essential for formulating 
customer service models that are both efficient and successful in addressing the needs of 
contemporary consumers.  
 
Methodology  
The qualitative analysis using VOS viewer on Scopus data from January 21, 2026, reveals key 
trends in digital customer service research, highlighting the prominent role of AI, automation, 
and data analytics in enhancing customer experiences. Visualization shows strong 
connections between terms like "AI," "automation," "customer experience," "platform," and 
"data analytics," indicating that technological advancements are central to improving service 
delivery and personalization. Additionally, the close association between "eWOM" (electronic 
word of mouth) and "customer experience" underscores the growing importance of customer 
feedback in shaping service strategies. These findings emphasize that businesses are 
increasingly leveraging digital platforms and data-driven insights to optimize customer 
interactions, improve operational efficiency, and meet evolving customer expectations in the 
digital age. 
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Analysis  

 
Figure 1: Sources before filter 21/1/2026 Scopus 
 
The Scopus search data from 21st January 2026 highlights 2,332 documents on the role of 
customer service in digital environments. The query focuses on understanding how customer 
service is managed in digital spaces, such as through online support, chatbots, and automated 
systems, while also examining the various roles within organizations and platforms that 
ensure effective service delivery. The search results, sorted by the newest publications, 
suggest a growing body of research on the evolving nature of customer service in the digital 
age, reflecting its importance in fields like digital transformation and customer experience 
management. 
 

 
Figure 2: After Filter year 2018-2026 
 
The filtered Scopus search results from 2018 to 2026, yielding 1,878 documents, reveal the 
evolving landscape of digital customer service. The research highlights the increasing 
integration of AI-driven technologies, such as chatbots and automated systems, which are 
transforming customer support functions. It also emphasizes the emergence of new roles in 
the digital customer service ecosystem, including digital experience managers and AI 
specialists. These documents suggest a focus on enhancing customer experience, satisfaction, 
and personalization through digital channels, reflecting the growing importance of 
technology in delivering efficient and effective customer service. 
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Table 1 
Document by Year 

Year Documents 

2019 109 
2020 148 
2021 158 
2022 209 
2023 264 
2024 383 
2025 474 
2026 55 

 

 
Figure 3 ; Year of Publication  
 
Table 1 and figure 3 shows the trend a steady increase in the number of documents on article 
related with digital customer service until 2025, followed by a sharp drop in 2026. This might 
suggest a lag in the availability of new research or publications for this year, possibly due to 
the data collection window or the emergence of newer research topics. 

 
Figure 4 : Types of Documents 
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Table 4 
Types of Documents 

Document Type Percentage 

Article 52.0% 

Conference Paper 25.2% 

Book Chapter 15.0% 

Conference Review 3.2% 

Review 2.5% 

Book 1.7% 

Editorial 0.2% 

Note 0.1% 

Erratum 0.1% 

Retracted 0.1% 

Other 0.1% 

 
Table and figure 4 above show the many sorts of documents. The pie chart indicates that most 
materials on digital customer service consist of research articles (52%), followed by 
conference papers (25.2%) and book chapters (15%). A lesser percentage comprises 
conference reviews (3.2%), reviews (2.5%), and books (1.7%). The chart indicates that 
occurrences of editorials (0.2%), notes (0.1%), errata (0.1%), and retracted documents (0.1%) 
are negligible. The "Other" category constitutes a minimal 0.1%, underscoring the 
preeminence of formal academic formats, including articles, conference papers, and book 
chapters, in this study domain. 
 
Analyze Network Visualization 
 

 
Figure 5: network visualization 
 
Figure 5, the network visualisation above, depicts the linkages and relationships among 
numerous key concepts derived from the research on digital customer service. The picture 
illustrates the interconnections among many concepts, including "study," "customer," 
"service," "industry," and "data," within the research domain. Central nodes such as 
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"customer," "study," and "result" have prominent locations, signifying their frequent 
presence and substantial importance in the literature concerning digital customer service. 
Furthermore, clusters of phrases such as "customer experiential value," "digital era," and 
"customer experience" underscore the significance of comprehending client views inside 
digital environments. This network further delineates thematic clusters, indicating that the 
prominence of AI, along with omnichannel retailing and new platforms, signifies a transition 
towards innovative digital ecosystems that are changing service interactions (Bakır & Sak, 
2025; Khanna et al., 2025). This co-citation network study delineates significant clusters, 
including those focused on computerisation, service robots, and their roles in value co-
creation within service management, indicating emerging trends in AI-driven consumer 
interactions (Khanna et al., 2025). 
  
The visualizations indicates a strong correlation among customer satisfaction, digital 
platforms, and service design. "Service" seems to be a crucial element that links several other 
notions, such as "platform," "convenience," "benefit," and "experience." These linkages 
suggest that research is concentrating on how digital service platforms might offer 
convenience and advantages to clients, hence improving their overall experience. Moreover, 
concepts such as "consumer satisfaction" and "engagement" are grouped together, 
underscoring the notion that customer involvement is essential for attaining customer 
happiness in the digital era. This visualization corresponds with co-citation network analyses 
that identify thematic clusters, including those focused on chatbot attributes that highlight 
user interaction elements and trust development in banking settings (Cherian et al., 2025). 
Establish strong connections among themes such as customer value, digitalisation, and 
service encounters using co-occurrence networks, highlighting AI's crucial function in 
improving customer engagement and loyalty (Bakır & Sak, 2025; Khanna et al., 2025).  
 
The visualization demonstrates the impact of industry-specific terminology such as "airline," 
"hotel," and "bank," suggesting that digital customer service research encompasses various 
sectors. The inclusion of these phrases indicates that research are investigating the function 
of digital services in various sectors, emphasizing the variability of customer service 
expectations and experiences across diverse businesses. The phrase "cashless society" in the 
green cluster indicates the growing significance of digital payments and services in influencing 
customer engagement with businesses. This interconnection encompasses modern 
technologies such as artificial intelligence, machine learning, and data analytics, which serve 
as a pivotal link between consumer pleasure, predictive personalization, and service 
efficiency across many industries (Kim, 2023; Rane et al., 2024).  
 
The relationship among "study," "data," and "impact" underscores the increasing focus on 
empirical research and data analysis in comprehending digital customer service. Researchers 
are likely investigating the influence of diverse aspects, including digital tools, service models, 
and consumer behavior, to assess their efficacy in improving customer service. This 
underscores the importance of data-driven insights in formulating customer care strategy and 
enhancing service delivery in the digital age. This empirical rigor is reflected in bibliometric 
mappings that identify thematic clusters related to AI-driven innovations, such as chatbots 
and natural language processing, which support personalized engagement tactics across 
service sectors (Cherian et al., 2025; Patil et al., 2024).  
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In conclusion, network visualization highlights the major principles of digital customer service, 
emphasizing customer experience, service design, and the integration of digital platforms. It 
underscores the significance of cross-industry analyses and empirical investigations in 
comprehending the impact of digital transformation on customer service. These insights may 
prove beneficial for enterprises and scholars seeking to enhance client engagement in digital 
contexts. 
 
Analyze Density Visualization 
 

 
Figure 6 : Density visualization 

 
Figure 6 shows density visualization of the digital customer service research heatmap, 

revealing key themes and growing regions. In high-density zones, "study" and "customer" 
stand out, demonstrating research's focus on digital customer behavior, experiences, and 
satisfaction. This central clustering suggests that most work examines how digital services 
affect customers and what factors affect digital customer satisfaction. "Result" and "impact" 
are prominent in the research community's interest in digital service intervention outcomes, 
implying a strong emphasis on empirical studies that quantify digital customer service 
initiatives' success. Interconnected keyword clusters in bibliometric network maps show that 
digital infrastructures enable seamless customer interactions in adjacent high-density 
"service" and "platform" areas (Iparraguirre-Villanueva et al., 2023; Khanna et al., 2025). 
Increased density around "digital" and "technology" shows the field's move towards AI-
integrated solutions that optimize service delivery and predictive analytics in multiple 
customer journeys (Walker et al., 2023; Xia, 2023).  

 
Additionally, the heatmap shows how data and digital platforms are increasingly 

affecting customer support experiences. Modern customer service emphasizes customer-
generated content, data analytics, and personalized service. ("eWOM"), "data," and 
"customer experiential value" cluster together. These principles are key to understanding 
how organizations use digital tools to improve customer experience, engagement, and 
satisfaction. Terms like "platform" and "convenience" emphasize how digital platforms 
provide smooth and convenient consumer experiences, making it easier for firms to match 
customer expectations. The use of terms like "chatbot" and "technology acceptance" indicate 
a shift towards automated, trust-enhancing interactions that foster long-term customer 
loyalty in various service sectors (Nguyen & Llosa, 2021; Wąsowicz-Zaborek, 2023). Lower-
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density peripheral regions in the heatmap indicate emerging blockchain and Internet of 
Things applications, promoting trust and data security in digital service ecosystems (Bakır & 
Sak, 2025; Nguyen & Llosa, 2021; Rane et al., 2024). The peripheral density gradient in service 
quality literature indicates a path towards blockchain-enabled transparency and IoT-driven 
real-time responsiveness, as shown by co-occurrence networks mapping trust-centric 
keyword clusters (Rane et al., 2024; Ребязинa & Tunkevichus, 2022).  

 
Industry-specific phrases like "airline," "hotel," and "bank" show dense clusters, 

suggesting that certain businesses are particularly committed to digital customer service. 
These industries, which depend on client contacts, may be more encouraged to innovate in 
digital customer service to stay competitive. Due to the close relationship between these 
concepts, digital transformation and customer service models in various industries are closely 
linked as organizations adapt to digitally informed consumers. This trend emphasizes the 
need for industry-specific strategies to handle digital customer service difficulties. According 
to bibliometric analyses, hospitality and airline research focusses on AI-enhanced 
engagement and big data analytics for personalized service delivery (Bakır & Sak, 2025; 
Wąsowicz-Zaborek, 2023).  

 
However, phrases like "cashless society," "malque publishing," and "questionnaire 

process" appear in lower density heatmap areas, showing that while relevant, they are not 
crucial to digital customer service study. This may indicate that cashless transactions and 
survey methods are emerging but are not as prominent as platform-driven customer service 
or data analysis. Finally, the heatmap visualization shows the core themes driving digital 
customer service research and the growing integration of data analytics, digital platforms, 
and customer experience management in shaping digital customer service. Bibliometric 
mappings show prominent thematic groupings linking digital leadership to supply chain 
service quality improvements, highlighting the interconnected research landscape (Al-Faouri 
et al., 2024). Thematic mappings highlight strategic clusters including value co-creation, 
technological adoption, and AI-driven innovations as key drivers of customer loyalty and 
service adaptation in changing digital landscapes (Bujdosó et al., 2025). 
 
Discussion and Recommendation 

The analysis of the Scopus search results and subsequent network visualizations 
reveals the increasing complexity and evolution of digital customer service research. A clear 
trend is the growing focus on customer experience and satisfaction, which is reflected in the 
central positioning of terms like "customer," "study," and "impact." As businesses continue 
to shift towards digital platforms, understanding the nuances of customer satisfaction in a 
digital context has become a priority. The prominence of terms like "platform," 
"convenience," and "eWOM" highlights the significant role that digital tools, customer 
feedback, and the convenience of digital interfaces play in shaping customer perceptions and 
experiences. This trend underscores the necessity for businesses to continuously innovate in 
their digital customer service strategies, ensuring that customer needs are met effectively 
through seamless digital experiences. Furthermore, bibliometric evidence delineates the 
pivotal integration of advanced technologies like AI, IoT, and blockchain in modernizing supply 
chains and bolstering organizational resilience, thereby amplifying the efficacy of digital 
customer service innovations (Al-Faouri et al., 2024). These advancements are mirrored in co-
word analyses of digital supply chain literature, where strategic diagrams position IoT and 
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cyber-physical systems as nascent yet transformative themes requiring further theoretical 
maturation to enhance service interoperability and customer-centric outcomes (Baziyad et 
al., 2024). Consequently, future research agendas in digital supply chain governance advocate 
for knowledge management frameworks to bridge these gaps, fostering interdisciplinary 
collaborations that propel theoretical advancements and practical implementations in 
resilient, technology-integrated ecosystems (Gagliardi et al., 2023; Tubis et al., 2023). 
Emerging research trajectories further advocate for hybrid AI-human service models that 
mitigate technological anxiety while harnessing generative AI and predictive analytics to 
redefine customer engagement paradigms (Khanna et al., 2025; Rane et al., 2024). These 
hybrid models necessitate robust governance frameworks and proactive risk management to 
navigate uncertainties in digital supply chains, ensuring sustained trust and ethical 
deployment of AI-driven service innovations (Al-Faouri et al., 2024; Gagliardi et al., 2023).  

 
The analysis also points to the pivotal role of data in enhancing digital customer 

service. Terms such as "data," "customer experiential value," and "digital era" indicate a 
strong focus on leveraging data analytics to optimize customer service interactions. The 
importance of data-driven insights for businesses looking to personalize their services and 
predict customer behavior is increasingly evident. Moreover, the growing emphasis on the 
"digital era" suggests that the transformation of customer service through digital channels is 
not just a passing trend but a permanent shift in how businesses engage with customers. 
Companies that harness the power of data will have a competitive advantage in tailoring their 
services to meet individual customer needs, improving both satisfaction and loyalty. 
Bibliometric mappings further substantiate that synergistic integrations of AI and blockchain 
within supply chains fortify data security and governance, thereby elevating trust in digital 
customer interactions and enabling scalable personalization strategies (Samuels, 2025; 
Tokman & Waldsmith, 2022). This data-centric evolution aligns with qualitative insights 
revealing persistent uncertainties in technology adoption, necessitating behavioral change 
initiatives to realize zero-defect goals in sustainable supply chains (Bentalha, 2022).  

 
Industry-specific research, particularly in sectors like airlines, hotels, and banking, 

reveals the varied challenges faced by different industries in adapting to digital customer 
service. These industries rely heavily on customer interaction, and digital transformation in 
customer service is crucial for maintaining a competitive edge. The clustering of terms like 
"airline," "hotel," and "bank" indicates a specific focus on how digital tools can be integrated 
into the customer service models of these sectors. However, the research also suggests that 
each industry may face unique challenges in implementing digital service models effectively, 
whether it’s the complexity of customer interactions in the airline industry or the need for 
personalized banking services. Future investigations should thus prioritize comparative 
frameworks that delineate sector-tailored digital leadership strategies, particularly leveraging 
AI and blockchain synergies to surmount implementation barriers and foster sustainable 
service excellence across diverse industries (Al-Faouri et al., 2024; Andaloussi, 2024). Such 
sector-tailored strategies are corroborated by bibliometric evidence highlighting AI, 
blockchain, and machine learning as robust drivers for sustainable development in banking, 
alongside emerging niches in digital currencies and financial inclusion (Garg & Kumar, 2024). 
Additionally, strategic bibliometric clusters underscore the imperative for ethical AI 
frameworks in underexplored domains like supply chain and logistics, where automating 
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order tracking and enhancing time-sensitive support can elevate service reliability and 
customer retention (Al-Faouri et al., 2024; Khanna et al., 2025).  

 
Despite the focus on customer experience and digital tools, the analysis also shows a 

gap in research regarding emerging areas like "cashless society" and "malque publishing." 
While these areas are present, they occupy lower-density spaces, suggesting that they are 
not as prominent in the current research landscape. This indicates that while these concepts 
may be emerging, they have not yet received the same level of attention as more established 
topics such as customer satisfaction, service platforms, and the digital transformation of 
industries. This gap presents an opportunity for future research to explore how these 
emerging topics can impact digital customer service, particularly in terms of financial services 
and publishing industries, where digital payment systems and content delivery are evolving 
rapidly. Future research could thus extend bibliometric inquiries into these nascent domains 
by examining hybrid chatbot integrations with big data and expert systems to elevate e-
service quality in e-commerce ecosystems undergoing rapid digital transformation (Tuna, 
2021).  

 
Based on the findings, several recommendations can be made for both businesses and 

researchers in the field of digital customer service. First, businesses should prioritize the 
integration of advanced data analytics into their customer service strategies. This will allow 
for more personalized and responsive customer interactions, improving overall satisfaction. 
As the digital landscape continues to evolve, companies should also explore innovative ways 
to leverage digital platforms, such as incorporating AI-driven chatbots or predictive analytics 
tools, to enhance customer convenience and engagement. Additionally, businesses in 
industries like banking, airlines, and hospitality should focus on adapting their digital 
customer service strategies to meet the specific needs of their sector. Tailored approaches 
that consider the unique challenges of each industry can help companies offer more effective 
and specialized digital services, improving customer satisfaction and loyalty. Research in these 
industries can be expanded to explore the effectiveness of different digital customer service 
tools, such as mobile apps, automated responses, and real-time support systems, in 
improving customer experience. 

 
For researchers, there is a clear need to explore emerging topics like the "cashless 

society" and the evolving role of digital payments in customer service. As cashless 
transactions become more widespread, understanding the implications for customer 
behavior, service expectations, and satisfaction will be critical for future studies. Exploring 
how new payment systems influence customer service models in industries like retail, 
banking, and transportation could lead to valuable insights for both businesses and 
policymakers. Furthermore, there is a need for more interdisciplinary research that examines 
the integration of digital technologies across different industries. By understanding how 
digital customer service models can be tailored to specific sectors, researchers can provide 
actionable insights into best practices for industries looking to enhance their customer 
engagement. Cross-sector studies could shed light on the common challenges and 
opportunities faced by businesses, helping to develop universal frameworks for digital 
customer service. Finally, future research should also consider the impact of customer-
generated content (e.g., reviews, social media posts, and eWOM) on customer service. As 
digital platforms continue to grow, understanding how customer feedback can be used 
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effectively to shape service offerings is crucial for businesses seeking to maintain a 
competitive edge. Researchers should explore the role of social media and online reviews in 
influencing customer perceptions of service quality and how businesses can better manage 
these interactions to improve the overall customer experience. 
 
Conclusion 
The study of digital customer service research underscores the increasing focus on customer 
experience, data-driven insights, and the integration of digital platforms across many 
industries. As enterprises progress through the digital age, comprehending consumer 
happiness and utilizing sophisticated technologies to improve service delivery will be essential 
for success. Although businesses such as banking, aviation, and hospitality lead in digital 
transformation, emerging subjects like cashless societies and advancing digital payment 
systems offer new avenues for investigation. Future study should concentrate on customizing 
digital service strategies for industries, investigating the influence of client-generated 
content, and discovering novel methods to utilize data and platforms to enhance customer 
engagement and happiness. 
 
Acknowledgement: The authors thank UNITAR International University for the support of the 
publication of this research. 
 
References 
Al-Ababneh, H. A., & Muala, A. M. A. (2025). Electronic Commerce And Customer Relationship 

Management: Integration Of Technologies Into Marketing Strategy. International 
Review Of Management And Marketing, 15(6), 108. 
Https://Doi.Org/10.32479/Irmm.20970 

Al-Faouri, E. H., Huson, Y. A., Alkrarha, A. S., Aljawarneh, N. M., & Alqmoo, T. J. (2024). 
Mapping The Landscape: A Bibliometric Analysis Of Digital Leadership, Service Quality, 
And Supply Chain Management. Uncertain Supply Chain Management, 13(3), 543. 
Https://Doi.Org/10.5267/J.Uscm.2024.8.013 

Alrawahna, A. S., Alzghoul, A., & Awad, H. (2025). The Impact Of Artificial Intelligence On 
Public Sector Decision-Making: Benefits, Challenges, And Policy Implications. 
International Review Of Management And Marketing, 15(5), 125. 

Amro, A. A. A. (2024). From Psychology To Engagement: Tracing The Evolution Of Customer 
Service Dynamics. Journal Of Electrical Systems, 20, 6296. 
Https://Doi.Org/10.1109/Jes.2024.6296 

Andaloussi, M. B. (2024). A Bibliometric Literature Review Of Digital Supply Chain: Trends, 
Insights, And Future Directions. SAGE Open, 14(2). 
Https://Doi.Org/10.1177/21582440221135848 

Bakır, M., & Sak, F. S. (2025). Charting The Landscape Of Customer Experience Research In 
The Business Field: A Bibliometric Exploration. ESIC MARKET Economic And Business 
Journal, 56(1). Https://Doi.Org/10.7200/Esicm.56.379 

Bawazir, A. A., Mahbob, N. N., & Hasim, M. A. (2025). The Impact Of Digital Transformation 
On Career Growth: Mediating Role Of Job Satisfaction And Moderating Effect Of 
Organizational Support In The Manufacturing Sector. International Review Of 
Management And Marketing, 15(3), 257–265. Https://Doi.Org/10.32479/Irmm.17628 

https://doi.org/10.32479/irmm.20970
https://doi.org/10.5267/j.uscm.2024.8.013
https://doi.org/10.1109/jes.2024.6296
https://doi.org/10.1177/21582440221135848
https://doi.org/10.7200/esicm.56.379
https://doi.org/10.32479/irmm.17628


INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 6 , No. 2, 2026, E-ISSN: 2222-6990 © 2026 

759 

Baziyad, H., Kayvanfar, V., & Kinra, A. (2024). A Bibliometric Analysis Of Data-Driven 
Technologies In Digital Supply Chains. Supply Chain Analytics, 6, 100067. 
Https://Doi.Org/10.1016/J.Sca.2024.100067 

Bentalha, B. (2022). Smart Technologies For A Sustainable Service Supply Chain: A Prospective 
Perspective. Journal Of Environmental Issues And Climate Change, 1(1), 77. 
Https://Doi.Org/10.59110/Jeicc.V1i1.81 

Bujdosó, Z., Vida, N., Máté, B., Nagy, K., & Bringye, B. (2025). The Artificial Intelligence Usage 
And Benefits In Tourism Marketing. Geojournal Of Tourism And Geosites, 60, 1147. 
Https://Doi.Org/10.30892/Gtg.602spl12-1488 

Cherian, A., Dinesh, M. P., Rajeev, M., Divya, H., Jacob, G., & Jose, J. (2025). From Automation 
To Personalization: A Bibliometric Analysis Of Chatbot Adoption In Banking. 
International Journal Of Economics And Financial Issues, 15(6), 50. 
Https://Doi.Org/10.32479/Ijefi.20542 

Cioppi, M., Curina, I., Francioni, B., & Savelli, E. (2023). Digital Transformation And Marketing: 
A Systematic And Thematic Literature Review. Italian Journal Of Marketing, 2023(2), 
207. Https://Doi.Org/10.1007/S43039-023-00067-2 

Gagliardi, A. R., Festa, G., Usai, A., Dell'Anno, D., & Rossi, M. (2023). The Impact Of Knowledge 
Management On The Digital Supply Chain – A Bibliometric Literature Review. 
International Journal Of Physical Distribution & Logistics Management, 53, 612. 
Https://Doi.Org/10.1108/Ijpdlm-07-2022-0206 

Garg, M., & Kumar, P. (2024). Harnessing Digital Technologies For Triple Bottom Line 
Sustainability In The Banking Industry: A Bibliometric Review. Future Business Journal, 
10(1), 1-13. Https://Doi.Org/10.1186/S43093-024-00336-2 

Iparraguirre-Villanueva, O., Obregon-Palomino, L., Pujay-Iglesias, W., Sierra-Liñan, F., & 
Cabanillas-Carbonell, M. (2023). Productivity Of Incident Management With 
Conversational Bots-A Review. IAES International Journal Of Artificial Intelligence, 12(4), 
1543. Https://Doi.Org/10.11591/Ijai.V12.I4.Pp1543-1556 

Katyal, D. (2024). To Study Significance And Impact Of Social Media Marketing In CRM. 
International Journal For Research In Applied Science And Engineering Technology, 
12(5), 2725. Https://Doi.Org/10.22214/Ijraset.2024.62204 

Khanna, A., Sarasan, S., & Sunil, M. P. (2025). Navigating The AI Revolution In Customer 
Service: A Bibliometric Analysis. Spanish Journal Of Marketing - ESIC. 

Kim, M. (2023). Connecting Artificial Intelligence To Value Creation In Services: Mechanism 
And Implications. Service Business, 17(4), 851. Https://Doi.Org/10.1007/S11628-023-
00547-7 

Kocot, M., Maciaszczyk, M., & Kwasek, A. (2024). Determinants That Shape Purchasing 
Decisions As Agile E-Customer Service Practices. Scientific Papers Of Silesian University 
Of Technology Organization And Management Series, 2024(202), 239. 
Https://Doi.Org/10.29119/1641-3466.2024.202.15 

Lestari, F., Rahayu, A., & Hendrayati, H. (2025). A Research Map Of Technology-Based Digital 
E-CRM: A Bibliometric Analysis To Identify Innovations And Future Trends. Ilomata 
International Journal Of Management, 6(2), 694. 
Https://Doi.Org/10.61194/Ijjm.V6i2.1574 

Li, Z., Khailah, E. Y., Liu, X., & Liang, J. (2025). Exploring Purpose-Driven Methods And A 
Multifaceted Approach In Dam Health Monitoring Data Utilization. Buildings, 15(15), 
2803. Https://Doi.Org/10.3390/Buildings15152803 

https://doi.org/10.1016/j.sca.2024.100067
https://doi.org/10.59110/jeicc.v1i1.81
https://doi.org/10.30892/gtg.602spl12-1488
https://doi.org/10.32479/ijefi.20542
https://doi.org/10.1007/s43039-023-00067-2
https://doi.org/10.1108/ijpdlm-07-2022-0206
https://doi.org/10.1186/s43093-024-00336-2
https://doi.org/10.11591/ijai.v12.i4.pp1543-1556
https://doi.org/10.22214/ijraset.2024.62204
https://doi.org/10.1007/s11628-023-00547-7
https://doi.org/10.1007/s11628-023-00547-7
https://doi.org/10.29119/1641-3466.2024.202.15
https://doi.org/10.61194/ijjm.v6i2.1574
https://doi.org/10.3390/buildings15152803


INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 6 , No. 2, 2026, E-ISSN: 2222-6990 © 2026 

760 

Lokesh, S., & Vasantha, S. (2023). Progression Of Electronic Customer Relationship 
Management 2000–2022: A Bibliometric Analysis. In Advances In Economics, Business 
And Management Research (Vol. 52). Atlantis Press. Https://Doi.Org/10.2991/978-94-
6463-162-3_7 

Nguyen, S., & Llosa, S. (2021). Using Bibliometric Analysis To Perform A Longitudinal Review 
Of The Technology-Driven Literature On Customer Experience. HAL (Le Centre Pour La 
Communication Scientifique Directe). Centre National De La Recherche Scientifique. 
Https://Hal.Archives-Ouvertes.Fr/Hal-03324147 

Mohamed, M. H. B., Jamil, N. K. H. B., & Mohamed, H. (2025). Influence Of Engagement, Social 
Media, And Customer Satisfaction: Evidence From Small Business Growth In Unitar. 
International Journal Of Academic Research In Business And Social Sciences, 15(12), 
27153. Https://Doi.Org/10.6007/IJARBSS/V15-I12/27153 

Patil, D., Rane, N. L., & Rane, J. (2024). The Future Of Customer Loyalty: How Chatgpt And 
Generative Artificial Intelligence Are Transforming Customer Engagement, 
Personalization, And Satisfaction. Https://Doi.Org/10.70593/978-81-981367-8-7_2 

Raghuvanshi, C. S., Shukla, R., & Shukla, S. (2025). E-Governance And Ethical AI. In IGI Global 
Ebooks (P. 373). IGI Global. Https://Doi.Org/10.4018/979-8-3373-0817-3.Ch014 

Rane, J., Kaya, Ö., Mallick, S. K., & Rane, N. L. (2024). Enhancing Customer Satisfaction And 
Loyalty In Service Quality Through Artificial Intelligence, Machine Learning, Internet Of 
Things, Blockchain, Big Data, And Chatgpt. Https://Doi.Org/10.70593/978-81-981271-7-
4_3 

Samuels, A. (2025). Digital Transformation In Supply Chains: Improving Resilience And 
Sustainability Through AI, Blockchain, And Iot. Frontiers In Sustainability, 6. 
Https://Doi.Org/10.3389/Fsus.2025.00001 

Savveli, I., Rigou, M., & Balaskas, S. (2025). From E-Government To AI E-Government: A 
Systematic Review Of Citizen Attitudes. Informatics, 12(3), 98. Multidisciplinary Digital 
Publishing Institute. Https://Doi.Org/10.3390/Informatics12030098 

Sharma, P., Jain, K., Kingshott, R., & Ueno, A. (2020). Customer Engagement And Relationships 
In Multi-Actor Service Ecosystems. Journal Of Business Research, 121, 487. 
Https://Doi.Org/10.1016/J.Jbusres.2020.07.031 

Singh, S. P., & Mishra, A. (2025). Audit-Driven Human Resource Strategies: Redefining 
Operational Efficiency In Banks. International Journal For Multidisciplinary Research, 
7(4). Https://Doi.Org/10.36948/Ijfmr.2025.V07i04.52653 

Supriadi, A. (2024). Customer Engagement In The Digital Age. Deleted Journal, 1(2), 163. 
Https://Doi.Org/10.62207/Fsaazw60 

Tokman, M., & Waldsmith, C. (2022). Interfirm Power-Dependence In Marketing Channels: A 
Historical Perspective. Journal Of Marketing Development And Competitiveness, 16(4), 
1-14. Https://Doi.Org/10.33423/Jmdc.V16i4.5735 

Tran, M. T. (2024). Unlocking The AI-Powered Customer Experience: Personalized Service, 
Enhanced Engagement, And Data-Driven Strategies For E-Commerce Applications. 
Journal Of Infrastructure Policy And Development, 8(7), 4970. 

Tubis, A., Grzybowska, K., & Krol, B. (2023). Supply Chain In The Digital Age: A Scientometric–
Thematic Literature Review. Sustainability, 15(14), 11391. 
Https://Doi.Org/10.3390/Su151411391 

Tuna, M. F. (2021). The Journey Of The Consumer In The Digitalization Transformation 
Process. Dergipark (Istanbul University). Https://Doi.Org/10.37756/Dergi.1058792 

https://doi.org/10.2991/978-94-6463-162-3_7
https://doi.org/10.2991/978-94-6463-162-3_7
https://hal.archives-ouvertes.fr/hal-03324147
https://doi.org/10.6007/IJARBSS/v15-i12/27153
https://doi.org/10.70593/978-81-981367-8-7_2
https://doi.org/10.4018/979-8-3373-0817-3.ch014
https://doi.org/10.70593/978-81-981271-7-4_3
https://doi.org/10.70593/978-81-981271-7-4_3
https://doi.org/10.3389/fsus.2025.00001
https://doi.org/10.3390/informatics12030098
https://doi.org/10.1016/j.jbusres.2020.07.031
https://doi.org/10.36948/ijfmr.2025.v07i04.52653
https://doi.org/10.62207/fsaazw60
https://doi.org/10.33423/jmdc.v16i4.5735
https://doi.org/10.3390/su151411391
https://doi.org/10.37756/dergi.1058792


INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 6 , No. 2, 2026, E-ISSN: 2222-6990 © 2026 

761 

Tung, D. H. L. T. M. (2024). AI-Powered Customer Experience: Personalization, Engagement, 
And Intelligent Decision-Making In CRM. Deleted Journal, 20, 55. 
Https://Doi.Org/10.52783/Jes.1832 

Walker, D. D., Kim, S. K., Jaarsveld, D. D. Van, Restubog, S. L. D., Marrone, M., Lagios, C., & 
Mehdipour, A. M. (2023). It Takes Two To Tango: A Multidisciplinary Bibliometric Review 
Across Six Decades Of Dyadic Service Encounter Research. Journal Of Service 
Management, 34(5), 970. Https://Doi.Org/10.1108/Josm-08-2022-0286 

Wąsowicz-Zaborek, E. (2023). Mapping Research On User-Generated Content In The Service 
Sector: A Bibliometric Analysis. Marketing Of Scientific And Research Organizations, 
49(3), 65. Https://Doi.Org/10.2478/Minib-2023-0016 

Xia, Z., Li, N., & Xu, X. (2023). A Bibliometric Review Of Analyzing The Intellectual Structure Of 
The Knowledge Based On AI Chatbot Application From 2005–2022. Journal Of 
Information Systems Engineering & Management, 8(1), 25843. Lectito Journals. 
Https://Doi.Org/10.1007/Jise25843 

Zahid, A., Ferraro, A., Petrillo, A., & Felice, F. D. (2025). Exploring The Role Of Digital Twin And 
Industrial Metaverse Technologies In Enhancing Occupational Health And Safety In 
Manufacturing. Applied Sciences, 15(15), 8268. Https://Doi.Org/10.3390/App15158268 

Zarie, A., Aljohani, F., & Alharbi, M. (2024). Elevating Customer Experience (CX) In The Artificial 
Intelligence (AI) Era. International Journal Of Innovative Science And Research 
Technology (IJISRT), 1827. Https://Doi.Org/10.38124/Ijisrt/Ijisrt24aug1024 

 
 

https://doi.org/10.52783/jes.1832
https://doi.org/10.1108/josm-08-2022-0286
https://doi.org/10.2478/minib-2023-0016
https://doi.org/10.1007/jise25843
https://doi.org/10.3390/app15158268
https://doi.org/10.38124/ijisrt/ijisrt24aug1024

