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Abstract: This study examines the impact of AI-driven marketing on e-commerce sales, with a focus on how AI 

techniques impact key performance metrics like client acquisition and conversion rates. Through a thorough examination 

of seventy sources from the Scopus database, the study highlights the growing significance of artificial intelligence in 

online shopping. The findings demonstrate the significance of AI solutions, such as chatbot, personalization engines, and 

prophetic analytics, for enhancing e-commerce performance. In addition to providing businesses with concrete 

recommendations, the study makes theoretical and practical suggestions and identifies areas for future research. 

 

Introduction 

Buying and selling products and services online is referred to as electronic commerce [1–3]. E-commerce adoption is 

growing quickly as companies want to take advantage of its competitive benefits and satisfy the growing demand from 

customers for online services [4–7]. Platform-based economies' success has further streamlined online transactions, 

increasing their efficiency and accessibility [8]. 

 

Organizational structures are changing dramatically as e-commerce expands to satisfy new needs [9]. The economic 

environment has changed along with many other facets of life due to advancements in information and communication 

technology. E-commerce facilitates the online purchase and sale of goods and services via electronic media [10]. With the 

use of web tools, business intelligence developments, and sales automation, many businesses are moving away from 

conventional, external sales models and toward hybrid structures that include internal sales teams in an effort to boost 

performance [9]. 

 

E-commerce platforms include product review systems to improve transparency, enabling buyers to read seller 

evaluations and leave comments on finished purchases. Purchase decisions are significantly influenced by customer 

reviews, which provide information about vendor dependability and product quality [11]. These assessments are essential 



Journal of Informatics Education and Research 

ISSN: 1526-4726 

Vol 4 Issue 3 (2024) 

  

3504 

 
http://jier.org 

to the success of online marketing since they do not include direct sensory experience, like touching or tasting things [12]. 

Businesses, however, must constantly modify their tactics to satisfy changing client expectations as a result of the 

difficulties they encounter in adjusting to the quick developments in readily accessible and reasonably priced information 

technology [13]. 

 

In a market that is changing quickly, e-commerce must provide efficient and customized consumer experiences, among 

other difficulties. In order to overcome these obstacles, businesses are increasingly using artificial intelligence (AI) to 

improve consumer satisfaction and maximize marketing efforts. Marketing is a department that focuses on 

comprehending customer wants, aligning products and services correctly, and convincing them to buy. AI may greatly 

help this department [14]. AI facilitates faster analysis of big data sets, which lowers the possibility of human error and 

improves decision-making [15]. Artificial intelligence (AI) systems can make well-informed decisions in real time by 

learning from prior experiences [16].  

 

Sentiment analysis, which uses both lexicon-based and AI/ML-driven methodologies, has become crucial for 

comprehending employee and customer feedback. Businesses can obtain meaningful insights by using AI-powered 

sentiment analysis to capture the emotions expressed in reviews, comments, and feedback [17].   

 

Artificial intelligence is gradually altering marketing procedures, such as content creation, customer relationship 

management (CRM), and predictive analytics, in order to enhance marketing strategies [18]. Companies like Amazon and 

Netflix employ AI to improve customer service and maintain a competitive edge in dynamic markets [19]. However, 

incorporating AI also raises ethical issues like algorithmic prejudice and data privacy, highlighting the importance of 

moral and open procedures [19]. 

 

Despite the fact that artificial intelligence has been thoroughly researched in many domains, little is known about its 

potential applications in marketing, particularly with regard to ethics and consumer perceptions [20]. The unmet need for 

AI systems that can recognize trends and offer personalized suggestions is highlighted by studies carried out in certain 

areas, such as the fashion e-commerce business. For example, personalized recommendation algorithms may lessen 

decision fatigue caused by an excessive number of products by suggesting tailored solutions, such as bespoke clothing. 

However, many systems have yet to implement these state-of-the-art remedies. 

 

Additionally, traditional pricing strategies are losing their effectiveness in today's fast-paced digital marketplaces. This 

creates opportunities for AI-powered techniques to enhance price predictions and trend analysis. The understudied area of 

combining many data sources for predictive pricing is full of opportunities for innovation [23]. 

 

Even though AI has the potential to revolutionize marketing, more study is required to adequately comprehend its 

limitations, which include privacy issues and inherent biases [24]. Investigating the ethical implications of AI in 

marketing is therefore crucial, especially in light of advertising strategies and customer behavior. 

 

Our study closes these gaps by examining the impact of AI-driven marketing strategies on e-commerce sales and the 

ethical issues they bring up. Being one of the first to focus only on AI applications in e-commerce marketing, it provides 

an overview of the current state of the field, identifies areas that require further research, and seeks to answer the 

following crucial questions:   

1. How does the use of AI in marketing raise ethical concerns around bias, privacy, and transparency? 

2. How can e-commerce performance be enhanced by the optimization of AI tools?   

  

Literature Review 

AI Marketing Overview 

With its ability to accelerate growth, reshape corporate strategies, and streamline procedures, artificial intelligence (AI) 

has completely changed the marketing landscape and expedited digital transformation [25, 26]. AI has many uses in 
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marketing, including data-driven decision-making and the development of highly customized customer experiences [27, 

28]. Research interest in AI-driven marketing has increased as a result of businesses investing heavily in AI technologies 

[26]. Table 1 lists the various uses of AI in marketing that are currently in use. 

 

Companies can use AI to create highly customized marketing campaigns for each individual customer, increasing 

conversion rates and improving customer satisfaction [29]. Predictive analytics, which forecasts trends, consumer 

behavior, and sales results using previous data, is a key component of AI-driven marketing. Marketers can better allocate 

resources, modify pricing strategies, and identify new market opportunities with the help of these insights. AI systems, 

for example, can maximize income potential by analyzing market circumstances to decide the best time to begin 

marketing campaigns or make price adjustments. According to research by According to Davenport and Ronanki [30], 

companies that use AI-powered predictive analytics have seen significant boosts in marketing ROI, with some reporting 

up to a 30% rise in efficacy. 

 

AI is also necessary to automate customer interactions with virtual assistants and chatbots. These technologies save 

operating costs by needing less human intervention to handle tasks like order processing and product inquiries, while 

simultaneously offering prompt and reliable customer support. As AI advances and is more thoroughly incorporated into 

marketing strategies, companies now have additional opportunities to increase customer engagement and sales [31].  

 

For example, by utilizing AI-driven analytics, which provide valuable insights into consumer preferences, behaviors, and 

trends, marketers may produce highly tailored advertisements that increase engagement and conversion rates. In the 

current competitive landscape, artificial intelligence has become a vital tool for marketers seeking to enhance their 

strategies and get better outcomes [32].   

 

By examining historical data, predictive analytics also enables marketers to foresee future consumer demands, allowing 

for proactive modifications to marketing strategies. Additionally, marketers may produce high-quality content at scale 

while saving money and time by using automated content-generation systems like ChatGPT. SMEs, who frequently lack 

the resources for in-depth market research, stand to gain the most from this trend toward automation and data-driven 

decision-making [33].   

  

E‐Commerce Sales Metrics  

Client service and inventory control are two examples of jobs that can be automated to increase operational efficiency, cut 

costs, and free up resources for client acquisition tactics [34]. By optimizing the customer journey and overall experience, 

ai-driven technologies are also essential for improving the digital sales funnel, which promotes repeat business and 

customer retention [35].  

 

The many forms of e-commerce analytics—descriptive, diagnostic, predictive, and prescriptive—all make distinct 

contributions to raising operational effectiveness and customer happiness. By examining historical data, descriptive 

analytics can spot patterns like best-selling items and periods of high sales [36]. By delving deeper and determining the 

reasons behind particular results, diagnostic analytics assists companies in identifying their areas of strength and growth 

[36]. By predicting consumer behavior and product demand, predictive analytics—which makes use of machine learning 

models—significantly enhances marketing strategies and inventory management [37, 38]. Based on predicted insights, 

Prescriptive analytics recommends actions like dynamically changing prices and offering customized product 

recommendations to optimize outcomes [36].  

 

Important metrics including average selling price (ASP), average basket size (ABS), and average basket value (ABV) are 

essential for evaluating the performance of transactions [39]. Combining descriptive, diagnostic, predictive, and 

prescriptive analytics helps businesses identify patterns, understand consumer behavior, and forecast future sales 

prospects [36].  
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A study by Melatec demonstrated the positive impact of e-commerce on sales operations, demonstrating that the 

implementation of an e-commerce platform led to a significant reduction in complaints and product returns and a 48% 

increase in completed transactions [40]. Additionally, social media advertising is crucial for boosting e-commerce sales 

by enhancing client connection and enabling targeted marketing strategies [41]. 

 

E-commerce sales data are essential for assessing how well online retail initiatives are working. From the first encounter 

to the last transaction, these metrics provide information about a number of customer journey elements. AOV, CLV, 

conversion rate, and cart abandonment rate are among the key performance indicators (KPIs) that are regularly examined 

in e-commerce.   

 

Since the conversion rate indicates the proportion of visitors who complete a transaction, it is especially valuable; even 

minor adjustments to this statistic can result in a notable increase in income [42]. Customer lifetime value (CLV) is 

another important KPI. It calculates the total amount of money a company may anticipate making from a single client 

over the course of their association. This measure aids companies in assessing long-term profitability and figuring out 

how much to spend on client acquisition and retention initiatives.   

 

By identifying high-value consumers and examining customer behavior patterns, AI-driven analytics improve CLV 

assessments and help firms optimize their plans for long-term success [43]. 

 

Theoretical Frameworks 

To understand how AI-driven marketing strategies impact consumer behavior, enhance customer satisfaction, and 

ultimately boost sales, a theoretically grounded approach is offered. Davis [44] created the Technology Acceptance 

Model (TAM), which provides an essential framework for understanding how people accept and use technology. TAM 

posits that an individual's desire to use a technology is mostly influenced by their perception of its ease of use and 

benefits, which in turn influences their actual usage. Customers are more likely to accept AI-driven solutions, like as 

chatbots, personalized suggestions, and dynamic pricing models, when they perceive them to be beneficial and user-

friendly, according to TAM. For example, customers are more likely to engage with AI-powered recommendation 

systems if they think the suggestions align with their interests. Sales and customer engagement both rise as a result [45]. 

 

Additionally, TAM emphasizes how consumers' perceptions of AI's utility and ease of use impact their views and 

business strategies about its use in marketing [46, 47]. TAM is used in studies that look at various scenarios of AI 

adoption in marketing. According to one study, for instance, consumers' perceptions of the utility and usability of AI are 

influenced by relationship marketing components like trust and commitment, which in turn influences their inclination to 

employ AI-powered products [48]. Additionally, research that combines TAM with the Technology–Organization–

Environment (TOE) paradigm has highlighted the importance of social, technological, and environmental factors in the 

adoption of AI, particularly in sectors like manufacturing and production. This combination demonstrates the adaptability 

of TAM in providing insights into the dynamics affecting AI adoption across a wide range of scenarios [49, 50]. 

 

By adding elements like subjective standards and perceived behavioral control that affect intentions toward particular 

activities, Ajzen's Theory of Planned Behavior (TPB) [51] expands upon TAM. TPB is particularly pertinent to AI 

marketing since it clarifies how consumers' adoption of AI-driven technologies is impacted by perceived control and 

social effects. Customers might be more likely to use AI-driven personalized marketing, for instance, if they believe that 

their peers like it. Similar to this, customers are more willing to employ AI tools—like chatbots—if they have faith in 

their capacity to communicate with them successfully, which can increase sales and conversion rates [51]. Beyond just 

technical aspects, TPB emphasizes how social and psychological variables influence the adoption of AI tools. 

 

Marketers' intentions to use AI solutions are significantly influenced by their positive sentiments toward the possible 

benefits of AI, such as improved customer interaction and operational efficiency. Industry standards (subjective norms) 

and societal pressure are also significant; for example, marketers may feel compelled to embrace AI if they see their 
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competitors use it effectively [48]. Additionally, marketers are more inclined to use AI if they believe they have adequate 

resources, assistance, and knowledge. Research suggests that reducing perceived risks, like concerns about data privacy, 

may improve perceived control and encourage a more favorable attitude toward AI use. Through the integration of TPB 

components, marketers may better plan their approach to AI technology, improving marketing outcomes and customer 

experience [52]. 

 

The steps a customer takes during the purchasing process are described by Lewis's 1898 classic marketing theory, the 

Attention, Interest, Desire, and Action (AIDA) model [53]. The AIDA model can be matched with AI marketing tactics 

since AI solutions optimize every phase of the client journey. For instance, AI-powered customized advertisements draw 

in customers by focusing on particular hobbies and habits. Similar to this, AI-driven recommendation and content 

production systems keep users interested and pique their desire by providing them with interesting, pertinent content. 

Conversions are boosted by AI-powered tailored offers and dynamic pricing that motivate customers to take action [54]. 

An organized method for comprehending how AI may more successfully lead customers through the purchasing funnel is 

the AIDA model.  

 

Marketers can use the AIDA model as a useful framework to create messages that draw readers in and spark curiosity 

about AI technologies. One way to lessen public anxiety and promote acceptance of AI is to promote candid 

conversations about its advantages [55]. Using AIDA-aligned social media tactics, small companies can improve 

community involvement; for instance, visually appealing content can pique interest and promote involvement in 

neighborhood events [56]. China Construction Bank exhibited a notable use of the AIDA paradigm by promoting internet 

banking through a student-focused campaign. The success of the campaign was ultimately increased by this initiative's 

use of interactive, hands-on activities to draw attention, generate interest, and encourage interaction [57]. 

 

Combining the AIDA model with theories such as the Theory of Planned Behavior (TPB) and the Technology 

Acceptance Model (TAM) offers a strong framework for investigating the connection between e-commerce sales and AI 

marketing. Researchers and practitioners are better able to assess the impact of AI today, forecast future trends, and 

improve AI-driven strategies to maximize e-commerce performance by knowing the elements that drive consumer 

acceptance of AI and the processes via which AI influences purchase behavior. 

 

The S Model for AI Adoption [58] lists the following crucial stages of integrating AI:   

Identifying use cases, assessing data, and setting up infrastructure are all part of storming.   

Solving: AI model development and testing.   

Data collection should be standardized and AI applications should be expanded.   

Growing: Growing adoption throughout the company, automating procedures, and completely integrating AI into 

operations.   

 

By taking into account technology, data, workforce capabilities, organizational structure, strategy, budget, product offers, 

ethical issues, and regulatory compliance, Bettoni et al. [59] give SMEs a methodology to evaluate AI readiness. 

 

Several models that examine consumer behavior and trust dynamics are revealed by additional investigation of AI 

adoption. As an example:   

- The Value Adoption Model (VAM) focuses on how consumer attitudes toward AI are influenced by perceived benefits 

like enjoyment and immersion, especially in luxury hotel settings where these characteristics affect willingness to adopt 

and pay for AI technologies.   

- Behavioral Reasoning Theory (BRT) recognises issues like perceived value and image concerns that may impede 

acceptance, especially for AI technologies like voice assistants [60], but also highlights the role of hedonic motivation 

and performance expectations as drivers of AI adoption.   

- According to a mixed-method study, trust is crucial for the adoption of AI, and elements like perceived value and 

transparency are crucial for fostering customer confidence in AI-based solutions [61]. 
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Ethical Implications 

AI systems that have been trained on skewed or inaccurate data may result in unfair targeting, segmentation, and 

personalization, possibly giving preference to particular customer segments [62]. It would be immoral and discriminatory, 

for instance, if an AI system excluded particular demographic groups from offers or promotions. Marketing professionals 

must thoroughly assess their AI systems for algorithmic bias and, if required, put corrective mechanisms in place to avoid 

such results.   

 

Additionally, consumers are entitled to know how their data is utilized in decisions that impact them [63]. Marketers must 

to be open and honest about their data methods as well as the reasoning behind AI-powered products, suggestions, and ad 

targeting. Consumer trust may be damaged and unfairness perceptions may surface in the absence of such transparency 

[64]. 

 

AI's usage of customer data raises serious privacy issues that marketers need to solve. Customers' awareness and concerns 

around the usage of their personal data are growing, especially in sensitive areas like location, health, and finance [65]. In 

order to preserve customer privacy and adhere to laws like the CCPA and GDPR, marketers should get express consent 

before collecting data, offer unambiguous opt-out choices, and guarantee strong data security. 

 

As AI becomes more and more integrated into marketing techniques, it raises ethical issues that need careful 

consideration:  

Privacy Concerns - AI systems frequently use extensive data collection, which may violate the privacy of users. More 

people are paying attention to how personal data is gathered and used in AI-powered marketing [66]. 

Strict data protection procedures are necessary to protect consumer rights because sensitive information could be misused 

[67].  

 

For their marketing strategies to be accountable, businesses are expected to implement ethical AI practices [19,68].  

 

AI systems have the potential to unintentionally reinforce prejudices, leading to biased marketing strategies. This brings 

up moral questions about equity and justice in consumer targeting [69, 70]. 

Fostering a marketing climate that is comprehensive and humble of all consumer groups requires addressing these biases 

[67].  

Marketers may create a more moral and reliable AI-driven marketing environment by carefully handling these concerns.  

                        

   Research Methodology 

Through a systematic filtering procedure, the document dataset was improved: The dataset was reduced to 70 documents 

using Language Filtering, which eliminated documents that were not published in English. 

 

After reviewing abstracts and titles to determine their applicability to AI marketing, eight papers that did not particularly 

address AI marketing tactics were eliminated. After this refinement, a final sample of fifty documents that specifically 

addressed AI marketing in e-commerce was produced.  

 

To assess the suitability of different AI marketing tactics, the study integrated qualitative synthesis with quantitative 

techniques, including publication trend tracking and keyword frequency analysis. Each document was coded according to 

its theoretical framework, application context, and type of AI marketing strategy before undergoing thematic analysis. 

Personalization, predictive analytics, and consumer trust were among the major themes that surfaced; these three factors 

combined to offer a thorough understanding of how AI marketing tactics influence e-commerce sales results (see Figure 

1).  
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Figure 1. Diagram of review method. 

 

Data Analysis 

Research activity in AI marketing has significantly increased, especially in recent years, according to an assessment of 

publishing patterns in the field from 2015 to 2024. The field began with one publication in 2015, took a short break in 

2016 and 2017, and then resumed with one publication in 2018 and two in 2019. The COVID-19 pandemic's worldwide 

disruptions are probably to blame for the lack of publications in 2020. Nonetheless, there was a sharp increase in interest 

in 2021, as evidenced by five publications, and in 2022 and 2023, there were 22 publications annually. The discipline's 

evolution from a specialized field to a recognized study issue of growing importance in academic and business contexts 

was highlighted by the trend's apex in 2024, when there were 27 publications published.   

 

The steady increase in research since 2018 is indicative of growing recognition of AI's revolutionary potential in 

marketing. The dramatic increase in publications in 2022 and 2023 points to increased interest in the implications and 

uses of AI among academics and industry professionals. Researchers are looking into how AI might improve marketing 

tactics and customer interaction, which is consistent with broader trends in digital transformation and AI technology 

adoption. AI marketing is becoming a thriving field that covers a wide range of subjects, including algorithmic 

advancements, moral dilemmas, and real-world case studies.   

 

Figure 2's range of document kinds demonstrates how diverse AI marketing research is. With 26 articles that demonstrate 

the exploratory nature of the topic, original research and empirical investigations predominate. The second-largest 

category, conference papers (15 in total), captures novel concepts and conversations that are presented at academic and 

industry meetings. While one book implies that stand-alone volumes are still scarce in the discipline, seven book chapters 

offer theoretical frameworks or thorough treatments. Although original research is still more prevalent, one review article 

also highlights early attempts to synthesize existing information.   

 

The primary subjects and areas of focus of AI marketing research are revealed by a keyword analysis, as shown in Figure 

4. With 29 instances, the keyword "Artificial Intelligence" tops the list, highlighting its fundamental position in the area. 

"Marketing" comes in second with 27 occurrences, highlighting its strategic importance. The significant emphasis on 

"Commerce" (23 occurrences) indicates a keen interest in applications related to e-commerce. Terms such as "Machine 

Learning" (eight instances), "Marketing Strategy" (six occurrences), "Sales," " " "Digital marketing," "chatbots," and 

"consumer behavior" are some of the topics that demonstrate the scope of study, which includes both consumer-driven 

outcomes and technology applications. 
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Keywords like "Strategic Planning," "Decision-Making," and "Trust" also direct users to studies that look at how AI 

affects business strategy and customer relations. This analysis shows how AI marketing research is dynamic and ever-

evolving, with a wide range of technical, strategic, and behavioral studies.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. Keywords clustering. 

 

Citation analysis is used in the study to find the most important works in AI marketing across a range of document kinds 

and publication years. With 459 citations, one paper from 2021 stands out as having had the biggest impact on the 

subject. The significant scholarly importance of two publications from 2022 is demonstrated by the 79 and 82 citations 

they have received, respectively. 

 

A 2021 article and a 2019 conference paper are two more noteworthy contributions that have been cited 57 times each, 

indicating their applicability to the discussion of AI in marketing. Additionally, the increasing significance of current 

research in furthering the area is demonstrated by a 2022 publication with 30 citations and a 2023 piece with 38 citations. 

 

A 2021 review study with 25 citations emphasizes how important information synthesis is in this quickly developing 

topic. Meanwhile, a 2015 book chapter with 22 citations shows that foundational works are still relevant today. The 2024 

article with 18 citations is included to demonstrate the increasing influence of the most recent studies in the field. 

 

Findings 

AI marketing's evolution from 2015 to 2023 demonstrates how technology has advanced significantly and how it has the 

potential to revolutionize marketing tactics. Early research investigated the use of AI to improve product purchases and 

customize customer interactions, such as Forrest and Hoanca's (2015) analysis of Virtual Personal Shopping Assistants 

(VPSAs) [78]. Although creative, these early attempts were constrained by the early stages of AI technology and were 

more proof-of-concept investigations than useful applications.  

 

Though the technology was still in its infancy, [80] introduced the knowledge of "Ad Empathy" in 2018, suggesting the 

use of affective computing and emotion detection for more human-like, emotion-sensitive interactions in marketing. This 

was a theoretical step towards integrating emotional intelligence into AI systems. 

 

By 2019, it was clear that AI was being used practically in marketing, as evidenced by Arsenijevic and Jovic's [75] 

talkbot study. Their study addressed customer worries around AI's dependability while demonstrating how AI may 

enhance customer service with timely, customized responses. The 2019 study by Nivetha and Sudhamathi [81] similarly 
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highlighted AI's ability to give organizations a competitive edge, but the technology's quick development also made it 

difficult for companies to stay up to date with the newest technologies.  

 

A strategic framework for incorporating AI into marketing research, strategy, and implementation was presented by 

Huang and Rust (2021) [71]. It is based on three dimensions: mechanical, thinking, and feeling. Similar to this, [74] 

investigated the impact of AI on online purchase intentions using a structural equation model, highlighting the importance 

of AI's accuracy, comprehension, and user experience.   

 

In the same year, Yau et al. [16] demonstrated how AI uses big data insights to improve customer connections by 

advancing AI frameworks with their AIM model. By creating the Camelot system, which automates social media 

marketing—a crucial advantage for small and medium-sized businesses—Kulkarni et al. [82] made an additional 

contribution. [83] and [72] examined artificial empathy and AI's function in strategic decision-making and consumer 

engagement in order to allay worries regarding the genuineness of AI-driven interactions.   

 

 

Research on how AI affects trust and consumer behavior have grown by 2022. Chen et al. [76] emphasized AI's general 

beneficial impact on customer behavior, whereas Mostafa and Kasamani [73] investigated user confidence in chatbots. 

Future research will be made easier by the bibliometric analysis conducted by Anayat and Rasool [84], which revealed 

important research gaps and new trends.   

 

The revolutionary significance of AI in marketing is still being revealed by recent studies. Gao and Liu (2023) [77] 

investigated how AI-enabled personalization affects consumer interactions, while Wu and Monfort (2023) [85] examined 

the impact of AI on marketing tactics. The combined research from 2015 to 2023 highlights AI's transformative influence 

on marketing tactics and establishes a strong basis for further developments in the area.  

 

Four primary themes may currently be used to categorize AI marketing strategies: consumer engagement, automated 

content creation, predictive analytics, and AI-driven personalization.  

 

Technological Advancements 

The study's main focus was on how AI may enhance marketing strategies. For example, Kumar et al. [24] looked at how 

AI may change consumer insights, automate marketing strategies, and allow for performance tracking, demonstrating the 

disruptive nature of the technology. Their study laid the groundwork for future investigations by highlighting AI's 

capacity to develop and modify marketing strategies.  

 

Emerging Trends and Consumer Perspectives 

 Researchers started concentrating on consumer reactions and ethical issues as AI 

marketing developed. In their investigation of the relationship between human-like characteristics in service robots and 

customer satisfaction. This emphasizes how crucial it is toward match AI integration with established relationship norms 

and client expectations.   

 

At the same time, ethical concerns and consumer trust became important research topics. A conceptual model was created 

by [89] to investigate the elements influencing consumer acceptance of AI in marketing, with a focus on perceived 

dangers and ethical considerations. In a similar vein, [90] examined ethical issues with AI-driven marketing tactics, 

including privacy concerns and bias, underscoring the risks connected to these technologies. 

 

Advanced Functions and Practical Propositions 

The practical uses of AI in marketing have become a growing area of recent research. The potential of AI-driven 

technologies, including chatbots and programmatic advertising, to improve marketing operations and adjust tactics to 

changing client needs was highlighted by [91]. The difficulties of AI in advertising were studied by [92], who used 
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cognitive appraisal theory to provide insights on comprehending and controlling how consumers view AI-generated 

material.   

 

There has also been interest in incorporating AI into detail marketing plans. Shukla and Dwivedi [93] showed how AI can 

reveal more in-depth information about customer emotions and reactions in a comparative analysis of social media 

emotion detection techniques. The creation of AI-powered frameworks specifically designed for small enterprises was 

investigated by Jatmika et al. (2024) [94], who focused on how AI can enable micro-entrepreneurs to improve their 

marketing skills.   

 

AI marketing will require constant innovation and flexibility in the future. As they navigate the possibilities and pitfalls 

of AI-driven innovations, marketing managers must stay up to date on these improvements, according to [95]. The 

benefits of AI for sustainability and consumer engagement were highlighted by [96] in their examination of the 

technology's role in Industry 5.0, indicating a move to more incorporated and holistic methods. According to these 

findings, AI marketing will likely balance technology advancement, ethics, and pragmatism in the future.  

 

Discussion 

The incorporation of artificial intelligence (AI) into marketing has revolutionized key performance indicators (KPIs) in a 

variety of industries, resulting in improved customer targeting, individualized communication, and increased marketing 

efficiency. In KPIs like sales growth, customer lifetime value, customer acquisition cost, and return on marketing 

investment (ROMI), technologies like machine learning (ML), deep learning (DL), and natural language processing 

(NLP) have made a substantial impact.   

 

Marketing tactics driven by AI provide more individualized consumer interactions, which boosts revenue growth. To 

increase engagement and conversion rates, for example, e-commerce businesses use AI to analyze massive databases and 

provide personalized content and ads. According to studies by Li et al. [88] and Lv and Huang [97], AI-driven 

recommendation engines increase sales by matching product recommendations to user preferences, increasing revenue 

and conversion rates.   

Client lifetime value (CLV) is also increased by AI, which fortifies enduring client ties. AI helps organizations predict 

demands and provide individualized experiences by evaluating client data over time, which promotes satisfaction and 

loyalty. AI's capacity to modify marketing tactics according to consumer sentiment improves retention and maximizes 

CLV, claim [93].   

 

Additionally, AI improves campaign efficacy and efficiency, which raises return on marketing investment (ROMI). More 

accurate ROI estimates and more intelligent resource allocation are made possible by AI-powered analytics, which offer 

comprehensive insights into campaign effectiveness.  

 

Comparative Analysis 

Significant gains in marketing performance are shown by comparing sales data before and after deploying AI-driven 

marketing techniques, with quantifiable increases in important sales KPIs.   

 

In their study of the banking industry, for instance, [99] discovered that using AI increased client happiness, conversion 

rates, and sales considerably. According to [79], AI solutions in retail banking have been shown to significantly increase 

sales metrics while also enhancing brand preference and repurchase intentions.   

 

More studies by [100] and [101] demonstrate how AI improves client engagement and produces better sales results, 

which in turn boosts sales performance. Through accurate targeting, comparative evaluations also highlight AI's potential 

to raise customer satisfaction. In B2B settings, for example, where sophisticated data analysis enables more precise 

relationship management and targeting, [102] highlighted the benefits of AI.   
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Furthermore, [90] demonstrated how AI is revolutionizing sales and marketing tactics by highlighting how businesses 

like Netflix use AI to improve client targeting, boost overall marketing efficacy, and provide better outcomes. 

 

Challenges and Limitations 

Despite the fact that artificial intelligence (AI) offers numerous advantages for marketing, a number of problems could 

lessen its effectiveness and endanger companies. One significant issue that arises when evaluating the impact of AI on e-

commerce sales is endogeneity. This problem, which might jeopardize the validity of causal conclusions, can be caused 

by a number of factors, including measurement errors, missing data, or reverse causality. For instance, assessments of 

AI's influence on marketing results may be skewed if other important factors—like shifts in consumer behavior, market 

competition, or concurrent technological advancements—are ignored. Reverse causality, in which AI investment is driven 

by previous sales improvements rather than the other way around, is another potential source of bias. The difficulties of 

accurately tracking AI adoption rates further confound evaluations. 

 

Businesses with a demonstrated competitive advantage or effective digital marketing strategies are more likely to use AI, 

which may confuse the analysis of AI's true impact. To determine the actual effects of AI adoption, advanced methods 

like difference-in-differences analysis or natural experiments might be required. Even with these techniques, omitted 

variable bias may persist if crucial elements—such as managerial prowess or customer loyalty—are not adequately taken 

into account. Techniques like matching tactics or fixed-effects models can help ease these concerns by accounting for 

unseen aspects. 

 

The ethical concerns, particularly those relating to customer trust and data privacy, represent still another significant 

barrier. Research by Gonçalves et al. highlights the ethical dilemmas surrounding AI and its effect on customer 

perceptions. It also highlights how ethical and risk concerns may impede consumer adoption. To maintain confidence, 

businesses need to take proactive measures to address these ethical issues. 

 

AI systems may inadvertently perpetuate biases and discriminatory behaviors, acc. to studies by Nguyen et al. and Shen et 

al., further complicating the ethical situation. Strong moral guidelines and legal safeguards must be established to prevent 

AI-driven marketing strategies from unfairly singling out specific customer segments. 

 

The complexity and resource constraints of AI marketing create additional challenges. Marketing managers face a variety 

of difficulties, including the need for certain resources and knowledge, according to Pugna et al. These rules might be 

particularly burdensome for smaller companies, preventing them from fully utilizing AI's potential. 

 

Finally, the quality and accuracy of the data used in AI-driven marketing determine how successful these initiatives are. 

Low-quality data may lead to subpar AI performance and poor decision-making, as demonstrated by Moutinho et al. 

Apart from tackling significant concerns such as data protection and ethical implications, their research—particularly 

Figure 5—illustrates how AI may enhance customization, optimize processes, and boost customer engagement. 

  

 
Figure 4. Key findings and contributions 
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AI marketing solutions' scalability varies by e-commerce industry. AI greatly benefits industries like fashion and 

electronics because of their focus on customization, dynamic pricing, and managing massive amounts of data. 

Conversely, industries with smaller profit margins and less product differentiation, like food, are constrained. These 

differences highlight how crucial it is to customize AI tactics for certain industries while accounting for factors like 

customer purchasing patterns, frequency of purchases, and product complexity. For example, AI must be applied to the 

luxury market to improve customisation while preserving exclusivity. On the other hand, AI can be used to save costs and 

improve customer satisfaction in the fast-moving consumer products industry by optimizing inventory control and supply 

chain management.  

 

Traditional marketing techniques that still provide a personal touch that strengthens emotional ties and client trust include 

television advertising, direct mail, and in-person events. These tactics might be especially useful for target audiences who 

are less familiar with digital technologies or products or services that require a high level of trust. Additionally, traditional 

marketing often performs better in locations with inadequate digital infrastructure or low levels of digital adoption. 

 

A more sophisticated and dependable method of handling delicate consumer interactions and maintaining brand 

reputation is provided by human intuition and experience when handling reputational problems or brand crises. 

Challenges with regulations and compliance may potentially affect AI-driven marketing, particularly in areas with strict 

data privacy rules like the GDPR in Europe. Businesses may discover that depending on conventional marketing 

techniques that don't require a lot of data processing is safer and simpler in these situations.  

 

Conclusions 

AI's influence on e-commerce marketing signifies a radical change in sales metrics and tactics, with notable gains seen in 

key performance indicators (KPIs) like return on marketing investment (ROMI), customer acquisition cost (CAC), 

customer lifetime value (CLV), and sales growth. Businesses have implemented highly targeted and personalized 

marketing efforts by utilizing machine learning, deep learning, and natural language processing. This has improved 

customer engagement, revenue growth, and conversion rates.   

Key Findings: Higher Conversion and Sales Rates: Sales and conversion rates have significantly increased as a result of 

tailored marketing tactics and AI-powered recommendation systems.   

Optimized Customer Acquisition Costs: AI lowers CAC by using tools like chatbots and automated CRM systems to 

streamline ad spend and automate customer interactions, which increases the effectiveness and cost-effectiveness of 

customer acquisition.   

Enhanced Customer Lifetime Value (CLV): AI's capacity to understand customer behavior and forecast demands 

increases CLV by fostering loyalty and customer happiness.   

Maximized ROI: Businesses may increase ROI and spend resources more effectively thanks to AI analytics, which 

provide comprehensive insights into campaign effectiveness.   

 Problems and Considerations: Although AI has shown promise in e-commerce, problems still exist, such as 

algorithmic biases, ethical dilemmas, high implementation costs, and poor data quality. Additionally, comparing 

marketing efforts before and after AI shows improvements in measures like conversion rates, brand preference, and 

repurchase intentions, however these results might not hold true for all campaigns.   

The insights derived from certain datasets may not be representative of other industries or geographical areas, which is 

one of the current research's limitations. The influence of AI can range greatly depending on the industry, and operational 

variations and a lack of resources may limit its use in smaller e-commerce enterprises. Dependence on recent data also 

raises the possibility that future developments in technology will alter our existing understandings.   
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Business Recommendations: - Begin with AI solutions that provide instant advantages, like chatbots for customer 

support or predictive analytics for inventory management.   

Adapt AI tactics to industry-specific requirements and resource constraints to guarantee scalability.   

Promote equitable and open marketing methods by addressing algorithmic biases and emphasizing ethical 

implementation.   

Research Directions: - Study AI's long-term impacts on sales KPIs and customer behavior through longitudinal research.   

Examine industry trends to find particular difficulties in certain sectors and geographical areas.   

Examine cutting-edge AI technologies, like sophisticated natural language processing and self-governing decision-

making systems, to see how they affect marketing.   

To match plans with customer expectations, investigate how consumers view AI, paying particular attention to data 

security and tailored advertising. 

By blending innovation with moral and pragmatic considerations, these initiatives will aid in the improvement of AI 

marketing strategies. 
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