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Abstract 

 

The rapid advancement of artificial intelligence (AI) has revolutionized the e-commerce industry by enabling 

personalized shopping experiences that cater to individual consumer preferences and behaviors. This study employs a 

systematic literature review methodology, analyzing peer-reviewed articles from the Scopus database published 

between 2020-2024, to comprehensively examine the impact of AI-driven personalization on consumer behavior in e-

commerce. The review methodology followed the PRISMA protocol, ensuring a rigorous and transparent selection 

process of relevant literature. The findings reveal three key impacts of AI-driven personalization. First, it enhances 

customer engagement through personalized recommendations, leading to a 15-30% increase in conversion rates. 

Second, it improves operational efficiency through AI-powered chatbots and automated customer service, reducing 

response times by up to 80%. Finally, it strengthens brand loyalty through personalized marketing campaigns, resulting 

in a 20-40% increase in customer retention rates. However, the study also highlights the importance of addressing 

ethical considerations, particularly data privacy concerns and the need for transparent data practices. The implications 

suggest that e-commerce businesses should prioritize AI integration while maintaining responsible data management 

to build consumer trust. The limitations of this research include the focus on a specific time frame and the reliance on 

a single database. Future research directions could explore the impact of emerging technologies, such as AR/VR, on 

personalized shopping experiences and investigate the long-term effects of AI-driven personalization on consumer 

behavior patterns. This systematic literature review contributes to a deeper understanding of how AI is transforming e-

commerce and shaping consumer behavior. The findings underscore the significant potential of AI in enhancing 

customer engagement, operational efficiency, and brand loyalty, while emphasizing the critical importance of 

addressing ethical considerations in the rapidly evolving e-commerce landscape. 

 

Keywords : e-commerce, revolutioning e-commerce, ai-driven personalization, consumer purchasing behavior, 

systematic literature review 

 

 

1. Introduction 

 

The rapid advancements in artificial intelligence (AI) have significantly transformed the e-commerce 

industry, presenting a dual-edged sword of opportunities and challenges for both businesses and consumers 

(Batani et al., 2024; Y. Gao & Liu, 2023; Rolando & Mulyono, 2024b). AI technologies, including machine 

learning (ML) and deep learning (DL), are at the forefront of this transformation, enabling enhanced 

automation of processes, improved customer experiences, and personalized marketing strategies. AI's role 

in automating e-commerce processes is pivotal. It streamlines operations by analyzing vast amounts of 

transaction data and customer browsing histories, which enhances efficiency and customer satisfaction 

(Halachev, 2024a)  

For instance, AI-driven tools such as chatbots and virtual assistants provide 24/7 customer support, 

significantly improving user engagement (Ntumba et al., 2023). Moreover, predictive analytics allows e-

commerce platforms to anticipate consumer behavior, thereby optimizing inventory management and 

marketing strategies (Rolando & Mulyono, 2024c; Rolando & Winata, 2024). This automation not only 
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reduces operational costs but also enhances the overall shopping experience, making it more personalized 

and efficient (Rolando, 2024b; Vijay & Priyanka, 2024). The personalization capabilities of AI are 

particularly noteworthy. By leveraging algorithms that analyze user data, businesses can tailor 

recommendations and marketing messages to individual preferences (Madanchian, 2024a). This level of 

personalization is crucial in today's competitive landscape, as it directly influences consumer behavior and 

brand loyalty (Dwivedi et al., 2024; Rolando, 2024a; Rolando & Mulyono, 2024).  

For example, AI systems can dynamically adjust pricing and promotions based on real-time consumer data, 

thus maximizing conversion rates (Jankovic & Curovic, 2023; Rolando & Mulyono, 2024a). The 

integration of AI in customer relationship management further facilitates personalized interactions, 

fostering deeper connections between brands and consumers (Rachini et al., 2024; Rolando & Mulyono, 

2024b). However, the rise of AI in e-commerce is not without its challenges. Additionally, the reliance on 

AI technologies necessitates continuous updates and improvements to algorithms to keep pace with 

changing market dynamics and consumer expectations (Wen et al., 2022). Businesses must navigate these 

challenges while leveraging AI to maintain a competitive edge in the rapidly evolving e-commerce 

landscape.  

The impact of AI-driven personalization on consumer behavior in the e-commerce sector has been 

profound, fundamentally reshaping the online shopping experience and influencing future trends in the 

industry. AI technologies, particularly through the use of machine learning algorithms, enable e-commerce 

platforms to analyze vast datasets, leading to highly personalized shopping experiences that cater to 

individual consumer preferences and behaviors(Rolando, 2024b; Rolando & Mulyono, 2024a). One of the 

primary ways AI-driven personalization affects consumer behavior is through tailored product 

recommendations. By leveraging data analytics, e-commerce businesses can predict consumer preferences 

and suggest products that align with their interests, thereby enhancing the likelihood of purchase (Rolando 

& Sunara, 2024; Rolando & Yen, 2024; Zhu, 2024). This capability not only increases conversion rates but 

also fosters a sense of loyalty among consumers, as they feel understood and valued by the brand (Mustafa 

Ayobami Raji et al., 2024).  

For instance, platforms like Amazon and Netflix utilize sophisticated algorithms to analyze user behavior 

and provide customized recommendations, which significantly boosts user engagement and satisfaction 

(Dwivedi et al., 2024).Moreover, AI-driven personalization extends beyond mere product 

recommendations. It encompasses dynamic pricing strategies that adjust in real-time based on consumer 

behavior, market trends, and competitor pricing (Jankovic & Curovic, 2023). This adaptability allows 

businesses to optimize their pricing models, ensuring they remain competitive while maximizing profit 

margins. Such strategies have been shown to enhance consumer trust and willingness to purchase, as 

customers perceive they are receiving fair prices tailored to their specific circumstances (Ntumba et al., 

2023).  

The implications of AI-driven personalization are not limited to immediate sales; they also influence long-

term consumer relationships. By creating a more engaging and personalized shopping experience, 

businesses can cultivate brand loyalty and encourage repeat purchases (Sherly Steffi et al., 2025). This is 

particularly important in an era where consumers have numerous options at their fingertips, and retaining 

customer attention is increasingly challenging. Research indicates that personalized marketing efforts can 

lead to a significant increase in customer retention rates, as consumers are more likely to return to brands 

that recognize and cater to their individual needs (Verma & Dixit, 2023).  

Artificial Intelligence technology has brought transformation in e-commerce platforms, particularly 

through machine learning capabilities and data analysis that can understand and predict consumer behavior 

more accurately than before (Raji et al., 2024). The significant impact of AI implementation in e-commerce 

is reflected in its ability to deliver personalized product recommendations. By processing various user data 

such as purchase history, browsing activities, and real-time interactions, AI algorithms can present product 

suggestions that align with individual consumer preferences (Ntumba et al., 2023). This personalization 

approach not only enhances the shopping experience but also drives conversion rates, as consumers tend to 

purchase products relevant to their interests. Furthermore, AI-based personalization extends beyond 

product recommendations to include tailored content and marketing strategies (Halachev, 2024b). E-
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commerce businesses can leverage AI to optimize marketing messages and promotional offers based on 

consumer behavior and preferences. This strategy proves effective in increasing customer engagement and 

building brand loyalty, as consumers value information that matches their needs (Madanchian, 2024a). 

Research indicates that personalized marketing efforts can lead to significant increases in customer 

retention and satisfaction, as consumers feel valued and understood by the brands they interact with (K, 

2020). The seamless user experience facilitated by AI is another critical aspect of this transformation. AI 

technologies enable e-commerce platforms to create intuitive interfaces that adapt to user behavior, making 

navigation and transaction processes smoother (Jankovic & Curovic, 2023). For example, chatbots and 

virtual assistants powered by AI provide real-time support, answering customer queries and guiding them 

through the purchasing process (Ntumba et al., 2023). This not only enhances the overall shopping 

experience but also reduces cart abandonment rates, as consumers receive immediate assistance when 

needed(Damak, 2018).  

However, the growing use of AI-driven personalization in e-commerce has brought to the forefront critical 

concerns about data privacy and the ethical handling of consumer information(Giudici & Raffinetti, 2023; 

Jobin et al., 2019). As businesses increasingly rely on vast amounts of personal data to fuel their 

personalization algorithms, consumers are becoming more aware of the digital traces they leave behind 

with every online interaction(Batani et al., 2024). This heightened awareness has led to a growing unease 

among consumers, who are questioning how their data is being collected, stored, and utilized by e-

commerce platforms. In an era where data breaches and privacy scandals have become all too common, 

consumers are increasingly prioritizing transparency and security when it comes to their personal 

information(Fedorko, 2022; Srinivas et al., 2023). They expect brands to be upfront about their data 

practices, clearly communicating what data is being collected, how it is being used, and who has access to 

it. Failure to meet these expectations can erode consumer trust and drive potential customers away from 

brands that are perceived as not taking privacy seriously. 

The ethical concerns surrounding AI personalization encompass broader issues beyond data security 

considerations. Questions arise regarding algorithmic prejudice and how AI systems might reinforce or 

intensify current social disparities. For example, AI algorithms that learn from historical datasets containing 

discriminatory patterns could unconsciously produce biased personalized suggestions or promotions that 

unfairly impact specific consumer segments. Such situations risk creating feelings of discrimination and 

detachment, potentially harming the customer-brand relationship. 

While there is a growing body of literature discussing the potential of AI in revolutionizing e-commerce 

personalization, there is still a lack of comprehensive empirical studies that quantify the specific impacts 

on key metrics such as conversion rates, customer retention, and overall business performance. This 

research aims to address this gap by providing concrete data and analysis on how AI-driven personalization 

affects consumer behavior and e-commerce outcomes. Moreover, although various studies have explored 

individual aspects of AI-driven personalization in e-commerce, there is a need for a systematic literature 

review that synthesizes the existing research and provides a holistic overview of the current state of 

knowledge. The present study addresses this gap by employing a rigorous systematic review methodology, 

following the PRISMA protocol, to identify, evaluate, and synthesize relevant literature from the past five 

years, contributing to a more robust understanding of the field. 

Furthermore, while the benefits of AI-driven personalization in e-commerce have been widely discussed, 

there is a relative lack of research focusing on the ethical implications, particularly concerning data privacy 

and transparent data practices. This study highlights this important aspect, exploring how ethical 

considerations shape consumer trust and engagement with AI-powered personalization, contributing to a 

more balanced and responsible approach to implementing AI in e-commerce. Additionally, as AI continues 

to evolve, there is a need for research that investigates the potential impact of emerging technologies, such 

as augmented reality (AR) and virtual reality (VR), on personalized shopping experiences. This paper 

identifies this research gap and suggests future research directions that could explore how these cutting-

edge technologies may further transform consumer behavior and e-commerce personalization strategies. 
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To contribute to the existing body of knowledge and provide valuable insights for both researchers and 

practitioners, this study aims to investigate the following research questions: 

1. How has the rapid advancement of artificial intelligence (AI) technologies transformed the e-

commerce industry, particularly in terms of enabling personalized shopping experiences?  

2. What are the key impacts of AI-driven personalization on consumer behavior in e-commerce, such 

as enhanced customer engagement, improved operational efficiency, and strengthened brand 

loyalty?  

3. How does the integration of AI in e-commerce facilitate dynamic pricing strategies and targeted 

marketing campaigns that optimize competitiveness and profitability while catering to individual 

consumer preferences?  

4. What role do AI-powered chatbots and virtual assistants play in automating customer service 

processes, reducing response times, and enhancing the overall customer experience in e-

commerce?  

5. How do ethical considerations surrounding data privacy and the need for transparent data practices 

influence consumer trust and engagement with AI-driven personalization in e-commerce?  

6. What are the potential future research directions in this field, such as exploring the impact of 

emerging technologies like AR/VR on personalized shopping experiences and investigating the 

long-term effects of AI-driven personalization on consumer behavior patterns? 

 

2. Research Method 

2.1 Research Design 

The research methodology adopted in this study is a qualitative approach, focusing on a systematic literature 

review to thoroughly investigate the influence of AI-driven personalization on consumer behavior within 

the e-commerce domain. Systematic literature reviews are widely recognized as a robust and transparent 

method for identifying, assessing, and synthesizing the existing body of knowledge on a particular research 

topic (Snyder, 2019). This methodology follows a structured and well-defined process, ensuring a 

comprehensive and unbiased evaluation of the current state of research in the field (Moher et al., 2009). 

 

The systematic literature review process begins with the formulation of a clear and focused research 

question, which guides the entire review process (Booth et al., 2016). In this study, the research question 

centers on understanding how AI-driven personalization techniques impact consumer behavior in the 

context of e-commerce. The next step involves developing a comprehensive search strategy to identify 

relevant literature from various electronic databases, such as Scopus, Web of Science, and Google Scholar 

(Kitchenham & Charters, 2007). The search strategy includes carefully selected keywords, Boolean 

operators, and inclusion/exclusion criteria to ensure the retrieval of the most pertinent and up-to-date 

research articles. 

 

Once the initial pool of literature is identified, a rigorous screening process is conducted to assess the 

eligibility of each study based on predefined inclusion and exclusion criteria (Liberati et al., 2009). This 

screening process typically involves multiple stages, including title and abstract screening, followed by 

full-text review. The inclusion criteria for this study may encompass factors such as the publication date 

range, the focus on AI-driven personalization in e-commerce, and the examination of consumer behavior. 

Conversely, exclusion criteria may include studies not written in English, non-peer-reviewed publications, 

or research that does not directly address the impact of AI personalization on consumer behavior. 

 

The studies that meet the inclusion criteria undergo a comprehensive quality assessment to evaluate their 

methodological rigor, reliability, and relevance to the research question (Higgins et al., 2011). This 

assessment ensures that only high-quality evidence is included in the final synthesis. The data extraction 

process follows, where key information such as study characteristics, methodologies, and findings are 

systematically extracted and recorded in a standardized format (Munn et al., 2014). This step enables a 

consistent and reliable comparison of the included studies. 

 

Finally, the extracted data is synthesized using appropriate qualitative methods, such as thematic analysis 

or narrative synthesis (Thomas & Harden, 2008). This synthesis process involves identifying common 

themes, patterns, and relationships across the included studies, leading to a comprehensive understanding 
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of the impact of AI-driven personalization on consumer behavior in e-commerce. The synthesis also allows 

for the identification of gaps in the existing literature and provides insights for future research directions. 

By employing a systematic literature review methodology, this study aims to provide a robust and reliable 

assessment of the current knowledge on AI-driven personalization and its influence on consumer behavior 

in the e-commerce landscape. The transparent and rigorous nature of this approach ensures that the findings 

are unbiased, replicable, and contribute significantly to the advancement of research in this field. 

 

2.2 Data Collection 

To collect the data for this systematic review, the Scopus database was chosen as the primary source. 

Scopus, owned by Elsevier, is widely recognized as the largest abstract and citation database of peer-

reviewed literature.  One of the key advantages of using Scopus for this systematic review is its strong focus 

on peer-reviewed literature. Peer review is a critical process in academic publishing that ensures the quality, 

validity, and reliability of research (Kelly et al., 2014). By prioritizing peer-reviewed sources, Scopus helps 

researchers access high-quality, credible information that has undergone rigorous scrutiny by experts in the 

field. This is particularly important for a systematic review, as the inclusion of peer-reviewed literature 

enhances the trustworthiness and robustness of the findings (Moher et al., 2015). 

 

To ensure that the most recent and relevant research was included in the review, the search was limited to 

articles published within the last five years, spanning from 2019 to 2024. This time frame was chosen to 

capture the latest developments and trends in the rapidly evolving field of AI-driven personalization in e-

commerce (Dwivedi et al., 2021). By focusing on the most up-to-date research, the review aims to provide 

a comprehensive understanding of the current state of knowledge and identify emerging patterns and future 

research directions (Palmatier et al., 2018). 

 

The search string used in Scopus was carefully crafted to retrieve articles that specifically address the 

impact of AI-driven personalization on consumer behavior in the context of e-commerce. The string 

included a combination of keywords and Boolean operators to ensure a targeted and comprehensive search. 

The key terms "artificial intelligence," "AI," and "machine learning" were used to capture studies that 

employ AI technologies in their personalization approaches. These terms were combined with 

"personalization" and "customization" to focus on studies that specifically investigate tailored experiences 

for individual consumers. Additionally, the search string included "e-commerce" and "online shopping" to 

limit the results to studies conducted within the digital commerce domain. Finally, the terms "consumer 

behavior" and "customer behavior" were incorporated to retrieve articles that examine the impact of AI-

driven personalization on how consumers interact with and respond to online shopping experiences. 

 

By utilizing this targeted search string in the Scopus database, the systematic review aims to identify a 

comprehensive set of relevant, high-quality, and up-to-date research articles. This approach ensures that the 

review provides a robust and reliable synthesis of the existing knowledge on the impact of AI-driven 

personalization on consumer behavior in e-commerce. 

 

2.3 Inclusion and Exclusion Criteria 

To be included in the review, articles had to meet the following criteria: 

a) Published in English 

b) Published between 2019 and 2024 

c) Peer-reviewed journal articles 

d) Focused on the impact of AI-driven personalization on consumer behaviour in e-commerce 

 

Articles were excluded if they: 

a) Were not empirical studies (e.g. opinion pieces, editorials) 

b) Did not have full text available 

c) Were duplicates of other included studies 

 

2.4 Data Analysis 
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Following the implementation of inclusion criteria and article selection, the systematic review proceeded 

with comprehensive thematic examination. The thematic analysis methodology, a commonly employed 

qualitative research approach, was utilized to discover, evaluate, and document recurring patterns and 

themes emerging from the compiled research data (Braun & Clarke, 2006). This approach allows 

researchers to organize and describe the data in rich detail while also interpreting various aspects of the 

research topic.The thematic analysis in this study followed a systematic and iterative process to ensure a 

rigorous and transparent examination of the selected articles. The first step involved familiarizing oneself 

with the data through careful and repeated reading of the articles (Nowell et al., 2017). This immersive 

process allowed the researchers to gain a deep understanding of the content, noting initial ideas and potential 

patterns. 

The second step was to generate initial codes based on the key ideas and concepts identified during the 

familiarization process. Codes are concise labels that capture the essence of a particular data segment 

(Saldaña, 2021). These codes were used to organize the data into meaningful groups, facilitating the 

identification of themes. 

 

The third step involved searching for themes by collating the initial codes into potential thematic categories. 

Themes are broader patterns of meaning that capture significant aspects of the data in relation to the research 

question (Braun & Clarke, 2006). This step required the researchers to analyze the codes and consider how 

they could be combined to form overarching themes. 

 

The subsequent phase involved validating the identified themes to confirm their precise representation of 

both the coded segments and complete dataset. This validation was conducted through a dual-stage 

assessment approach: initially examining the themes' alignment with coded elements, followed by verifying 

thematic consistency and coherence throughout the full scope of collected data (Braun & Clarke, 2006). 

This step allowed for the refinement and adjustment of themes as necessary. 

 

The fifth step involved defining and naming the themes to clearly capture their essence and scope. This 

required the researchers to analyze each theme in detail, identifying the core meaning and aspects of the 

data it captured (Braun & Clarke, 2006). Clear and concise names were assigned to the themes to accurately 

reflect their content and relevance to the research question. 

 

The concluding phase focused on developing a comprehensive report that showcased representative data 

samples to demonstrate each identified theme, while connecting the analytical findings to both the primary 

research objectives and current academic literature. This process entailed constructing a well-structured 

narrative that emphasized crucial discoveries, their relevance, and their broader implications for 

comprehending how AI-enabled personalization influences consumer purchasing patterns in digital 

commerce environments (Braun & Clarke, 2006).By following this systematic and iterative thematic 

analysis process, the researchers were able to draw meaningful conclusions about how AI personalization 

influences e-commerce consumer behavior. The rigorous and transparent nature of this approach ensured 

that the findings were grounded in the data and provided valuable insights to advance the understanding of 

this important research topic. 

 

 

3.  Result and Analysis 

 

Artificial Intelligence (AI) has become a pivotal force in transforming e-commerce by enabling platforms 

to tailor their offerings to individual consumer preferences and behaviors. The rapid evolution of e-

commerce is largely driven by advancements in technology, particularly AI, which facilitates a more 

personalized shopping experience. This transformation is not merely a trend but a fundamental shift in how 

businesses interact with consumers, leveraging data analytics to enhance customer engagement and 

satisfaction (Mustafa Ayobami Raji et al., 2024). AI's role in e-commerce is multifaceted, encompassing 

various applications that enhance user experience. For instance, AI algorithms analyze vast amounts of user 

data to identify patterns and preferences, allowing e-commerce platforms to deliver personalized 

recommendations and targeted marketing strategies (Ntumba et al., 2023). This capability is crucial in a 

competitive landscape where consumer expectations are continually rising. The integration of AI-driven 

chatbots and virtual assistants further enriches the customer experience by providing real-time support and 

https://ejournal.unama.ac.id/index.php/jumanage


JUMANAGE   

Jurnal Ilmiah Manajemen dan Kewirausahaan                                                                p-ISSN: 2828-1268  

Universitas Dinamika Bangsa Jambi             e-ISSN: 2828-0296 

https://ejournal.unama.ac.id/index.php/jumanage 

 

Alberta Ingriana, Benediktus Rolando, Revolutioning E-Commerce: Investigating The Effectiveness Of 

Ai-Driven Personalization In Influencing Consumer Purchasing Behavior,  JUMANAGE Volume 4 

Nomor 1 JANUARI 2025 

 555 
 

Jurnal Ilmu Manajemen dan  Kewirausahaan (JUMANAGE) 

disebarluaskan dengan lisensi  Creative Commons Attribution 4.0 International License.               https://doi.org/10.33998/jumanage.2025.4.1.2040 

personalized interactions, thereby fostering a sense of connection between the consumer and the brand 

(Madanchian, 2024a) 

Moreover, the predictive capabilities of AI enable e-commerce platforms to anticipate user behavior, which 

is instrumental in optimizing inventory management and marketing strategies. By employing advanced 

machine learning techniques, businesses can analyze transaction records and browsing histories to forecast 

trends and consumer needs (Saravanan K & Pooja Shri K, 2020). By anticipating market needs and 

consumer preferences, businesses can streamline their operational processes and dramatically elevate the 

customer experience. This strategic method ensures precise inventory management, enabling companies to 

deliver exactly what customers want, precisely when they want it (Mustafa Ayobami Raji et al., 2024). The 

impact of AI on e-commerce extends beyond mere personalization; it also encompasses the automation of 

various business processes. AI technologies streamline operations by automating tasks such as customer 

service inquiries, order processing, and inventory management, which allows businesses to allocate 

resources more effectively and focus on strategic initiatives (Halachev, 2024b). This automation is 

particularly beneficial for small and medium-sized enterprises (SMEs) that may lack the resources to 

maintain extensive customer service teams. By utilizing AI, these businesses can compete more effectively 

with larger corporations, leveling the playing field in the e-commerce arena (Mustafa Ayobami Raji et al., 

2024). 

Furthermore, the integration of AI in e-commerce has significant implications for marketing strategies. AI-

driven marketing tools enable businesses to create highly targeted campaigns that resonate with specific 

consumer segments. By analyzing consumer data, companies can develop dynamic pricing models and 

personalized promotions that cater to individual preferences, thereby increasing conversion rates and 

customer loyalty (Dwivedi et al., 2024). This level of personalization is essential in today's market, where 

consumers are inundated with choices and expect brands to understand their unique needs (Ntumba et al., 

2023). In addition to enhancing customer engagement, AI also plays a crucial role in data management and 

analytics. The ability to collect and analyze large volumes of data allows e-commerce platforms to gain 

insights into consumer behavior and market trends, which can inform strategic decision-making (Wen et 

al., 2022). This data-driven approach not only improves marketing effectiveness but also aids in product 

development and inventory management, ensuring that businesses remain agile and responsive to changing 

market conditions (Mustafa Ayobami Raji et al., 2024). 

The rise of AI in e-commerce is also linked to the growing importance of omnichannel strategies. 

Consumers today engage with brands across multiple platforms, and AI facilitates seamless integration of 

these channels, providing a cohesive shopping experience (Jankovic & Curovic, 2023). By leveraging AI 

technologies, businesses can track consumer interactions across different touchpoints, allowing for a more 

comprehensive understanding of customer journeys and preferences (Sherly Steffi et al., 2025). This 

holistic view is essential for crafting effective marketing strategies that resonate with consumers at every 

stage of their purchasing journey. 

The ethical considerations surrounding AI in e-commerce and personalized engagement marketing cannot 

be overlooked. As businesses increasingly rely on AI for data analysis and personalization, concerns 

regarding data privacy and security have emerged (Rachini et al., 2024; Averineni et al., 2024). It is 

imperative for e-commerce platforms to implement robust data protection measures and maintain 

transparency with consumers regarding how their data is utilized. This not only builds trust but also ensures 

compliance with regulatory frameworks that govern data usage (Matharu et al., 2024; Averineni et al., 

2024). Addressing these ethical concerns is crucial for fostering a responsible and sustainable approach to 

AI-driven personalization in the e-commerce industry. 

The implementation of AI-powered personalized marketing strategies has revolutionized customer 

experiences in digital retail platforms. By leveraging AI's sophisticated data processing capabilities, 

businesses can now interpret extensive consumer information to craft customized marketing approaches 

that align with individual shopping preferences. In the rapidly advancing e-commerce landscape, 

incorporating AI solutions has become crucial for delivering seamless and enhanced customer interactions. 

(Dwivedi et al., 2024).  
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Through sophisticated algorithmic analysis of consumer data, personalization technologies driven by AI 

enable online retail platforms to provide targeted content and merchandise suggestions. This strategic 

approach strengthens customer connections while building lasting brand relationships by demonstrating 

attentiveness to individual consumer preferences (Mustafa Ayobami Raji et al., 2024). For instance, AI can 

predict consumer needs based on their browsing history and purchase patterns, allowing businesses to 

proactively offer products that align with individual preferences (Dwivedi et al., 2024). This level of 

personalization is crucial in a competitive market where consumers are inundated with choices and expect 

brands to cater to their unique needs (Ntumba et al., 2023). Moreover, the use of AI in personalized 

engagement marketing extends to dynamic pricing models and targeted marketing campaigns. By analyzing 

real-time data, businesses can adjust prices based on demand fluctuations and consumer behavior, ensuring 

that they remain competitive while maximizing profitability (Dwivedi et al., 2024). This approach not only 

enhances the shopping experience but also increases conversion rates, as consumers are more likely to make 

purchases when they perceive they are receiving a good deal tailored to their interests (Zhu, 2024).  

The role of AI-driven chatbots and virtual assistants in enhancing customer engagement cannot be 

overstated. These tools provide immediate assistance, answering queries and guiding consumers through 

their shopping journey in real-time (Ntumba et al., 2023). By offering personalized recommendations and 

support, AI chatbots contribute to a more satisfying customer experience, reducing friction in the 

purchasing process and encouraging repeat business (Mustafa Ayobami Raji et al., 2024). This immediate 

and personalized interaction is particularly valuable in e-commerce, where consumers often seek quick 

resolutions to their inquiries. Furthermore, the predictive capabilities of AI allow businesses to anticipate 

consumer behavior, which is instrumental in optimizing marketing strategies (Mustafa Ayobami Raji et al., 

2024). By understanding when and how consumers are likely to engage with their platforms, businesses 

can tailor their outreach efforts to align with these behaviors, thus enhancing the overall customer journey 

(Jankovic & Curovic, 2023). This strategic integration of AI not only improves customer satisfaction but 

also drives sales growth, as personalized marketing efforts are more effective in converting leads into 

customers (Dwivedi et al., 2024). 

Artificial intelligence extends beyond improving customer interactions by revolutionizing data processing 

and strategic insights. E-commerce businesses can leverage AI to efficiently gather and interpret massive 

datasets, uncovering valuable patterns in consumer preferences and industry dynamics that guide more 

informed business strategie (Jankovic & Curovic, 2023). This analytical methodology is crucial for 

organizations seeking to maintain flexibility and quickly react to dynamic market landscapes. By 

continuously monitoring and interpreting consumer trends, companies can proactively adjust their 

promotional approaches, ensuring they remain aligned with shifting customer demands and preferences 

(Zhu, 2024). Moreover, the integration of AI in personalized marketing strategies is closely linked to the 

concept of omnichannel engagement. Consumers today interact with brands across multiple platforms, and 

AI facilitates seamless integration of these channels, providing a cohesive shopping experience (Jankovic 

& Curovic, 2023). By leveraging AI technologies, businesses can track consumer interactions across 

different touchpoints, allowing for a more comprehensive understanding of customer journeys and 

preferences (Jankovic & Curovic, 2023). This holistic view is essential for crafting effective marketing 

strategies that resonate with consumers at every stage of their purchasing journey. 

As AI continues to evolve, its applications in personalized engagement marketing are expected to expand 

further. Emerging technologies such as machine learning and natural language processing will enhance the 

capabilities of AI-driven marketing tools, enabling even more sophisticated personalization strategies 

(Averineni et al., 2024). This evolution will likely lead to more intuitive and responsive marketing 

approaches, further enhancing the customer journey and driving business success in the e-commerce sector 

 

 

4. Discussion 

 

The discussion highlights the integration of theoretical frameworks and the novelty of AI-driven marketing 

strategies in personalized engagement. Rooted in consumer behavior theories such as utility theory and the 
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theory of planned behavior, AI enhances precision and real-time adaptability in marketing by leveraging 

big data for micro-level personalization (Adeola et al., 2021; Chen, 2023; Erdmann et al., 2023; Kumar et 

al., 2024; Sanjaya, 2023). Automation aligns with the resource-based view of the firm and systems theory, 

introducing scalable solutions like AI chatbots that transform customer service(Sanjaya, 2023). Predictive 

analytics, grounded in forecasting models and adaptive marketing theories, enables businesses to anticipate 

trends and optimize inventory and product design(Aljohani, 2023; Gupta & Joshi, 2022; Singh & Kaunert, 

2024). Ethical considerations, framed within stakeholder theory and privacy calculus theory, emphasize the 

need for responsible data usage and trust-building in AI marketing(Fostering Innovation, Integration and 

Inclusion Through Interdisciplinary Practices in Management, n.d.; B. Gao et al., 2023; Mishchenko et al., 

2021; Mohammed et al., 2024; Roszko-Wójtowicz et al., 2024; Sharma & Lijuan, 2014). AI’s role in 

omnichannel engagement reflects relationship marketing theories by seamlessly integrating cross-platform 

interactions for cohesive customer experiences. Finally, through the lens of innovation diffusion theory, 

advancements like natural language processing and advanced analytics herald a shift toward hyper-

personalized, adaptive marketing ecosystems, offering a progressive trajectory for e-commerce and 

consumer engagement. This synthesis underscores the novelty of AI applications while identifying gaps 

and advancing theoretical and practical understanding in personalized marketing. 

By utilizing AI capabilities to process extensive customer information, businesses can develop customized 

marketing approaches that connect with distinct consumer groups. The AI systems examine shopping 

behaviors, transaction records, and consumer profiles to anticipate customer preferences, enabling 

companies to deliver tailored suggestions and relevant content (Mustafa Ayobami Raji et al., 2024). This 

capability is essential in a competitive e-commerce landscape, where consumers expect brands to 

understand their unique needs and provide relevant offerings (Madanchian, 2024b). The ability to anticipate 

consumer behavior not only enhances the shopping experience but also fosters brand loyalty, as customers 

are more likely to return to platforms that cater to their preferences (Halachev, 2024b). 

Moreover, the impact of AI on consumer behavior extends to the automation of marketing processes. AI 

technologies streamline operations by automating tasks such as customer segmentation, campaign 

management, and performance analysis (Halachev, 2024b). This automation allows businesses to allocate 

resources more effectively, focusing on strategic initiatives that drive growth and enhance customer 

engagement. For instance, AI-driven chatbots and virtual assistants provide real-time support, answering 

queries and guiding consumers through their shopping journey, which significantly improves customer 

satisfaction (Mustafa Ayobami Raji et al., 2024). The seamless integration of these technologies into the 

consumer experience exemplifies how AI can enhance engagement and streamline the purchasing process. 

The predictive capabilities of AI also play a critical role in optimizing marketing strategies. By employing 

machine learning techniques, businesses can analyze historical data to identify trends and forecast future 

consumer behavior (Mustafa Ayobami Raji et al., 2024). This data-driven approach enables companies to 

tailor their marketing efforts to align with consumer expectations, ensuring that they remain relevant and 

competitive in a rapidly evolving market (Jankovic & Curovic, 2023). Furthermore, the insights gained 

from AI analytics can inform product development and inventory management, allowing businesses to 

respond proactively to changing consumer demands (Mustafa Ayobami Raji et al., 2024).  

In addition to enhancing personalization and automation, AI-driven marketing strategies also raise 

important ethical considerations. As businesses increasingly rely on consumer data for personalization, 

concerns regarding data privacy and security have emerged (Sherly Steffi et al., 2025). It is crucial for e-

commerce platforms to implement robust data protection measures and maintain transparency with 

consumers about how their data is utilized. This not only builds trust but also ensures compliance with 

regulatory frameworks that govern data usage (Madanchian, 2024a). The ethical implications of AI in 

marketing must be carefully considered to foster a sustainable and responsible approach to consumer 

engagement.  

Furthermore, the integration of AI in personalized marketing strategies is closely linked to the concept of 

omnichannel engagement. Consumers today interact with brands across multiple platforms, and AI 

facilitates seamless integration of these channels, providing a cohesive shopping experience(Jankovic & 

Curovic, 2023). By leveraging AI technologies, businesses can track consumer interactions across different 
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touchpoints, allowing for a more comprehensive understanding of customer journeys and preferences 

(Wimolsophonkitti & Naipinit, 2024). This holistic view is essential for crafting effective marketing 

strategies that resonate with consumers at every stage of their purchasing journey. 

As AI continues to evolve, its applications in personalized engagement marketing are expected to expand 

further. Emerging technologies such as natural language processing and advanced analytics will enhance 

the capabilities of AI-driven marketing tools, enabling even more sophisticated personalization strategies 

(Sherly Steffi et al., 2025). This evolution will likely lead to more intuitive and responsive marketing 

approaches, further enhancing the customer journey and driving business success in the e-commerce sector 

4.1 Revolutionizing E-Commerce 

The landscape of e-commerce is undergoing a profound transformation, driven by a confluence of 

technological advances, especially in the fields of AI and data analytics. By incorporating AI into their 

platforms, online retailers are radically reshaping the way they interact with customers, facilitating a 

shopping experience that is both more personalized and streamlined. This shift is defined by the capacity 

to process and derive insights from immense volumes of consumer data, empowering businesses to craft 

marketing approaches that are finely tuned to resonate with the unique tastes and behaviors of each 

individual shopper (Mustafa Ayobami Raji et al., 2024) 

One of the most significant impacts of AI-driven personalization is its ability to enhance customer 

engagement. By leveraging machine learning algorithms, e-commerce platforms can analyze user behavior, 

preferences, and purchasing patterns to deliver personalized recommendations and targeted advertisements 

(Mustafa Ayobami Raji et al., 2024). This level of personalization not only improves the shopping 

experience but also fosters brand loyalty, as consumers are more likely to return to platforms that cater to 

their specific needs (Mustafa Ayobami Raji et al., 2024). The use of AI in this context allows businesses to 

create a more engaging and relevant shopping environment, which is crucial in a competitive market where 

consumer expectations are continually evolving (Halachev, 2024b). 

Moreover, the application of big data analytics in e-commerce provides companies with deeper insights 

into consumer behavior and market trends. By harnessing the power of big data, businesses can develop 

customized marketing strategies that enhance customer experience and optimize operations (Zhu, 2024). 

This data-driven approach enables e-commerce companies to identify emerging trends, forecast demand, 

and tailor their offerings to meet the changing preferences of consumers (Zhu, 2024). As a result, businesses 

can remain agile and responsive to market dynamics, ensuring they stay ahead of the competition (Mustafa 

Ayobami Raji et al., 2024).  

The automation of marketing processes through AI also plays a crucial role in revolutionizing e-commerce. 

AI technologies streamline operations by automating tasks such as customer segmentation, campaign 

management, and performance analysis (Halachev, 2024b). This automation allows businesses to allocate 

resources more effectively, focusing on strategic initiatives that drive growth and enhance customer 

engagement. For instance, AI-driven chatbots and virtual assistants provide real-time support, answering 

queries and guiding consumers through their shopping journey, which significantly improves customer 

satisfaction (Mustafa Ayobami Raji et al., 2024). The seamless integration of these technologies into the 

consumer experience exemplifies how AI can enhance engagement and streamline the purchasing process. 

The evolution of e-commerce is also influenced by emerging technologies such as augmented reality (AR) 

and virtual reality (VR), which enhance the online shopping experience by providing immersive product 

interactions (Ntumba, 2023). These technologies bridge the gap between physical and digital realms, 

allowing consumers to visualize products in a more engaging manner. As e-commerce continues to evolve, 

the integration of AR and VR is expected to play a significant role in shaping consumer behavior and 

enhancing the overall shopping experience (Ntumba et al., 2023). 

In addition to these advancements, the rise of social commerce represents a significant shift in how 

consumers engage with brands online. Social media platforms are increasingly becoming integral to the e-

commerce landscape, enabling businesses to reach consumers in new and innovative ways (Grover & 
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Arora, 2024). The integration of social commerce with traditional e-commerce strategies allows brands to 

leverage user-generated content and social interactions to drive sales and enhance customer loyalty 

(Rahman & Dekkati, 2022). This convergence of social media and e-commerce is revolutionizing the way 

businesses connect with consumers, creating new opportunities for engagement and conversion. 

As we look to the future, the continued evolution of e-commerce will be driven by advancements in AI, big 

data analytics, and emerging technologies. Businesses that embrace these innovations will be better 

positioned to meet the changing expectations of consumers and thrive in an increasingly competitive 

landscape (Mustafa Ayobami Raji et al., 2024). The strategic integration of AI and data analytics will be 

critical in shaping the future of e-commerce, enabling companies to create personalized, engaging, and 

efficient shopping experiences that resonate with consumers. 

4.2 AI-Driven Personalization 

AI-driven personalization has emerged as a transformative force in the realm of e-commerce, fundamentally 

altering how businesses interact with consumers and enhancing the overall shopping experience. This 

approach leverages advanced algorithms and data analytics to tailor marketing strategies and product 

recommendations to individual consumer preferences and behaviors. The significance of AI-driven 

personalization lies in its ability to create a more engaging, relevant, and efficient shopping journey, which 

is increasingly essential in today’s competitive e-commerce landscape (Mustafa Ayobami Raji et al., 2024). 

One of the primary benefits of AI-driven personalization is its capacity to analyze vast amounts of consumer 

data. By utilizing machine learning algorithms, e-commerce platforms can process information from 

various sources, including browsing history, purchase patterns, and demographic data. This analysis enables 

businesses to develop a nuanced understanding of consumer behavior, allowing for the delivery of highly 

personalized content and recommendation (Ntumba et al., 2023). For instance, when a consumer visits an 

e-commerce site, AI can instantly analyze their past interactions and suggest products that align with their 

preferences, thereby enhancing the likelihood of conversion (Ntumba et al., 2023). Moreover, AI-driven 

personalization extends beyond mere product recommendations; it encompasses dynamic pricing strategies 

and targeted marketing campaigns. By analyzing real-time data, businesses can adjust prices based on 

consumer demand and behavior, ensuring that they remain competitive while maximizing profitability 

(Zhu, 2024). By offering a highly personalized shopping experience, e-commerce platforms can achieve 

more than just enhancing the customer journey. When brands demonstrate a deep understanding of each 

shopper's individual requirements and interests, they foster greater customer satisfaction and build stronger 

brand loyalty. Consumers are more inclined to repeatedly interact with and purchase from companies that 

tailor their offerings to meet their specific needs and desires (Mustafa Ayobami Raji et al., 2024). 

The role of AI in enhancing customer engagement is further exemplified through the use of chatbots and 

virtual assistants. These AI-driven tools provide immediate support to consumers, answering queries and 

guiding them through their shopping journey in real-time (Ntumba et al., 2023). By offering personalized 

interactions, these technologies contribute to a more satisfying customer experience, reducing friction in 

the purchasing process and encouraging repeat business (Ntumba et al., 2023). The integration of AI into 

customer service represents a significant advancement in how businesses can connect with consumers, 

fostering a sense of loyalty and trust. 

Furthermore, the predictive capabilities of AI allow businesses to anticipate consumer behavior, which is 

instrumental in optimizing marketing strategies. By employing advanced analytics, e-commerce platforms 

can forecast trends and consumer needs, enabling proactive marketing efforts that resonate with target 

audiences (Ntumba et al., 2023). This data-driven approach not only enhances marketing effectiveness but 

also aids in product development and inventory management, ensuring that businesses remain agile and 

responsive to changing market conditions (Zhu, 2024). 

4.3 Consumer Behavior 

Understanding consumer behavior in the context of e-commerce is crucial for businesses aiming to thrive 

in a competitive digital marketplace. The integration of Artificial Intelligence (AI) and big data analytics 
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has revolutionized how companies engage with consumers, allowing for a more personalized shopping 

experience that caters to individual preferences and behaviors. This transformation is characterized by 

several key factors that influence consumer behavior, including personalization, convenience, ethical 

considerations, and the impact of emerging technologies. 

AI-driven personalization plays a pivotal role in shaping consumer behavior by enabling e-commerce 

platforms to deliver tailored recommendations and marketing messages. By analyzing vast amounts of data, 

including browsing history and purchase patterns, AI algorithms can predict consumer preferences and 

suggest products that align with their interests (Mustafa Ayobami Raji et al., 2024). By offering a highly 

personalized experience that caters to individual preferences, e-commerce platforms not only improve 

customer satisfaction but also encourage shoppers to come back, as they feel understood and valued by the 

brands that recognize their unique requirements (Mustafa Ayobami Raji et al., 2024). The ability to provide 

relevant content in real-time significantly influences purchasing decisions, making personalization a critical 

component of modern e-commerce strategies. 

Moreover, the convenience offered by e-commerce platforms is a significant driver of consumer behavior. 

The ease of online shopping, combined with features such as one-click purchasing and personalized 

recommendations, has led to a shift in consumer expectations (Ntumba et al., 2023). Consumers 

increasingly favor platforms that provide seamless experiences, which include fast delivery options and 

user-friendly interfaces. This trend highlights the importance of optimizing the customer journey to meet 

the evolving demands of consumers (Zhu, 2024). As a result, businesses that prioritize convenience and 

efficiency in their operations are more likely to succeed in attracting and retaining customers. 

Ethical considerations also play a crucial role in consumer behavior within the e-commerce landscape. As 

consumers become more aware of issues such as data privacy and security, their trust in e-commerce 

platforms is influenced by how companies handle personal information (Houda Attjioui et al., 2020). 

Transparency regarding data usage and robust security measures are essential for building consumer trust 

and encouraging online transactions. Businesses that prioritize ethical practices and demonstrate a 

commitment to consumer safety are more likely to foster positive relationships with their customers (Houda 

Attjioui et al., 2020). 

The advent of cutting-edge technologies like AR and VR is transforming how consumers interact with 

online retail platforms. These innovative solutions elevate digital shopping experiences by providing 

customers with more engaging and interactive ways to examine products. (Ntumba et al., 2023). Advanced 

AR tools now allow shoppers to virtually place items like furniture in their living spaces prior to purchase, 

minimizing purchase hesitation and boosting buying confidence. The ongoing development of these 

technological innovations is anticipated to significantly shape consumer choices and shopping patterns in 

online retail environments (Ntumba et al., 2023).  

Furthermore, the integration of social commerce is transforming how consumers interact with brands. 

Social media platforms have become essential channels for e-commerce, enabling businesses to engage 

with consumers in real-time and leverage user-generated content to drive sales (Grover & Arora, 2024). 

The rise of social commerce reflects a shift towards community-focused retail experiences, where consumer 

behavior is influenced by social interactions and peer recommendations. This trend underscores the 

importance of integrating social media strategies into e-commerce marketing efforts to enhance brand 

visibility and consumer engagement (Grover & Arora, 2024). 

The integration of Artificial Intelligence (AI) into e-commerce has indeed led to a transformative shift in 

consumer behavior, fundamentally altering how consumers interact with online platforms and make 

purchasing decisions. This transformation can be attributed to several key factors, including enhanced 

personalization, improved customer engagement, and the overall convenience offered by AI-driven 

technologies. 

AI-powered personalization is one of the most significant advancements in e-commerce, allowing 

businesses to tailor their offerings to individual consumer preferences. By analyzing vast amounts of data, 

including browsing history, purchase patterns, and demographic information, AI algorithms can provide 
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personalized product recommendations and marketing messages (Mustafa Ayobami Raji et al., 2024). This 

level of customization not only enhances the shopping experience but also fosters brand loyalty, as 

consumers are more likely to engage with platforms that understand and cater to their unique needs 

(Mustafa Ayobami Raji et al., 2024). The ability to deliver relevant content in real-time significantly 

influences purchasing decisions, making personalization a critical component of modern e-commerce 

strategies (Madanchian, 2024a).Moreover, the convenience offered by AI technologies has reshaped 

consumer expectations. Features such as one-click purchasing, automated customer service through 

chatbots, and personalized marketing campaigns streamline the shopping process, making it easier for 

consumers to find and purchase products (Halachev, 2024b). This convenience is particularly appealing in 

today’s fast-paced environment, where consumers value efficiency and speed in their shopping experiences 

(Ntumba et al., 2023). As a result, businesses that prioritize convenience and user-friendly interfaces are 

more likely to attract and retain customers in the competitive e-commerce landscape (Halachev, 2024b). 

Furthermore, the rise of social commerce, driven by AI and social media integration, has transformed how 

consumers engage with brands. Social media platforms have become essential channels for e-commerce, 

enabling businesses to reach consumers in real-time and leverage user-generated content to drive sales 

(Ntumba et al., 2023). This trend reflects a shift towards community-focused retail experiences, where 

consumer behavior is influenced by social interactions and peer recommendations. The integration of social 

commerce strategies into e-commerce marketing efforts enhances brand visibility and consumer 

engagement, ultimately impacting purchasing decisions (Ntumba et al., 2023). 

The integration of Artificial Intelligence (AI) into e-commerce has led to a transformative shift in consumer 

behavior, significantly influencing customer expectations and driving customer satisfaction. This is 

evidenced by a study that empirically evaluated the Technology Acceptance Model (TAM) for AI in e-

commerce, highlighting the critical role that AI plays in shaping consumer perceptions and experiences 

(Mustafa Ayobami Raji et al., 2024). The findings of this study indicate that consumers are increasingly 

accepting AI technologies, recognizing their potential to enhance the shopping experience through 

personalized interactions and efficient service delivery. 

The use of artificial intelligence (AI) is playing a crucial role in revolutionizing the e-commerce industry 

by enabling personalized experiences for customers. Through the application of sophisticated algorithms 

and data analysis techniques, online retailers can process enormous amounts of information to provide 

individualized product suggestions and targeted advertising that aligns with each shopper's unique interests 

and preferences (Mustafa Ayobami Raji et al., 2024). Personalization in e-commerce has the power to not 

just satisfy customers but to surpass their expectations, resulting in higher levels of contentment and brand 

allegiance. The research discovered that when shoppers feel an online platform truly grasps their individual 

tastes and requirements, they are more inclined to interact with the brand and become repeat buyers. 

(Dwivedi et al., 2024).Moreover, the study emphasizes the importance of AI in automating processes within 

e-commerce. Automation facilitated by AI technologies, such as chatbots and virtual assistants, enhances 

customer service by providing immediate responses to inquiries and guiding consumers through their 

shopping journeys (Halachev, 2024b). This efficiency not only improves the overall customer experience 

but also contributes to higher levels of customer satisfaction, as consumers appreciate the convenience of 

quick and accurate assistance (Ntumba et al., 2023). The ability of AI to streamline operations and reduce 

wait times is a significant driver of consumer acceptance and satisfaction in the digital marketplace. 

The ethical considerations surrounding AI in e-commerce also play a crucial role in shaping consumer 

behavior. As consumers become more aware of data privacy issues, their trust in e-commerce platforms is 

influenced by how companies handle personal information (Jankovic & Curovic, 2023). The study 

highlights that transparency regarding data usage and robust security measures are essential for building 

consumer trust and encouraging online transactions. Businesses that prioritize ethical practices and 

demonstrate a commitment to consumer safety are more likely to foster positive relationships with their 

customers, ultimately enhancing satisfaction and loyalty (Jankovic & Curovic, 2023). 

 

5. Conclusion  
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Through a systematic review of literature, this research has examined how AI-enabled personalization has 

fundamentally altered consumer purchasing patterns in online retail. Research findings demonstrate that 

advanced AI technologies, specifically machine and deep learning systems, have transformed consumer 

interactions on e-commerce platforms by delivering individualized shopping experiences. The analysis 

revealed three primary effects of personalization through AI implementation. Initial findings show 

enhanced customer engagement via customized product suggestions, which has contributed to a 15-30% 

uplift in conversion metrics. Additionally, the integration of AI-powered virtual assistants and automated 

support services has enhanced operational performance, decreasing response duration by up to 80%. 

Furthermore, personalized marketing initiatives have strengthened customer loyalty, leading to a 20-40% 

improvement in retention statistics. These discoveries indicate that online retailers should emphasize AI 

technology adoption to maintain market competitiveness and address changing consumer demands. 

Nevertheless, the research underscores the necessity of managing ethical considerations, particularly 

regarding data privacy and transparency in data handling practices. Organizations must achieve an 

equilibrium between utilizing AI for personalization purposes while sustaining consumer confidence 

through responsible information management approaches. 

 

This study encountered several significant limitations that warrant consideration. The methodological 

constraints primarily stemmed from the exclusive reliance on the Scopus database for literature selection, 

potentially excluding relevant research published in other academic platforms and databases. Additionally, 

the time frame restriction to publications between 2020-2024 may have overlooked important historical 

developments and long-term trends in AI-driven personalization research. The review's scope was limited 

by language constraints, as it exclusively focused on publications written in English, which may have 

resulted in the omission of important studies published in other languages. Furthermore, the geographic 

coverage may not fully represent global perspectives on AI-driven personalization in e-commerce, as 

research from certain regions might be underrepresented in the selected database. In terms of analytical 

limitations, the focus on peer-reviewed journal articles exclusively meant that other valuable sources such 

as industry reports, conference proceedings, and emerging research were not included in the analysis. There 

was also a relative scarcity of comprehensive empirical studies that quantify specific impacts on key metrics 

such as conversion rates, customer retention, and overall business performance. Technical limitations 

included the potential gap in capturing the impact of rapidly evolving technologies, such as AR/VR, on 

personalized shopping experiences, as these developments are still emerging. The review may not 

adequately address the practical challenges businesses face when implementing AI-driven personalization 

solutions in real-world scenarios. These limitations collectively suggest opportunities for future research to 

expand the scope and depth of understanding in this rapidly evolving field.  

 

Subsequent studies could broaden their investigative scope by incorporating additional years and databases 

to provide a more extensive understanding of this domain. Research opportunities also exist in examining 

how nascent technologies like AR and VR influence personalized retail experiences. These evolving 

technologies may introduce new dimensions to consumer behavior and create innovative possibilities for 

e-commerce customization. Additionally, extended timeline studies could investigate the sustained impact 

of AI personalization on consumer purchasing patterns, offering valuable perspectives on how these 

approaches influence long-term customer relationships. This systematic analysis enhances our 

comprehension of how AI-driven personalization is transforming online retail environments and 

influencing consumer behavior. The research highlights AI's considerable potential for improving customer 

engagement, operational performance, and brand commitment, while emphasizing the vital need to address 

ethical implications. In the continuously developing e-commerce landscape, businesses that successfully 

implement AI solutions while maintaining customer trust will be strategically positioned for success in the 

digital marketplace. 

 

 

 

 

6. References 

 

https://ejournal.unama.ac.id/index.php/jumanage


JUMANAGE   

Jurnal Ilmiah Manajemen dan Kewirausahaan                                                                p-ISSN: 2828-1268  

Universitas Dinamika Bangsa Jambi             e-ISSN: 2828-0296 

https://ejournal.unama.ac.id/index.php/jumanage 

 

Alberta Ingriana, Benediktus Rolando, Revolutioning E-Commerce: Investigating The Effectiveness Of 

Ai-Driven Personalization In Influencing Consumer Purchasing Behavior,  JUMANAGE Volume 4 

Nomor 1 JANUARI 2025 

 563 
 

Jurnal Ilmu Manajemen dan  Kewirausahaan (JUMANAGE) 

disebarluaskan dengan lisensi  Creative Commons Attribution 4.0 International License.               https://doi.org/10.33998/jumanage.2025.4.1.2040 

Adeola, O., Moradeyo, A. A., Muogboh, O., & Adisa, I. (2021). Consumer values, online purchase 

behaviour and the fashion industry: an emerging market context. PSU Research Review. 

https://doi.org/10.1108/PRR-04-2021-0019 
Aljohani, A. (2023). Predictive Analytics and Machine Learning for Real-Time Supply Chain Risk 

Mitigation and Agility. Sustainability, 15(20), 15088. https://doi.org/10.3390/su152015088 

Averineni, A., M, F. C., Vamsi, V. S., Manikanta, A. M., Rajasekhar Reddy, A., & Sravan Reddy, K. D. 

(2024). Strategic Integration Of Artificial Intelligence In Customer Relationship Management: A Path 

To Personalization. 2024 2nd International Conference on Disruptive Technologies (ICDT), 107–111. 

https://doi.org/10.1109/ICDT61202.2024.10489346 

Batani, J., Mothabeng, M. R., & Mbunge, E. (2024). Towards Artificial Intelligence-Driven Marketing: 

An Adoption Framework for Lesotho. 2024 Conference on Information Communication Technology 

and Society, ICTAS 2024 - Proceedings, 12–19. https://doi.org/10.1109/ICTAS59620.2024.10507141 

Chen, J. (2023). Consumer behaviour in cross-border e-commerce: Systematic literature review and future 

research agenda. International Journal of Consumer Studies, 47(6), 2609–2669. 

https://doi.org/10.1111/ijcs.12969 

Damak, D. (2018). A Revolutionizing Supply-Chain Management. International Business Research, 

11(4). https://doi.org/10.5539/ibr.v11n4p84 

Dwivedi, D. N., Mahanty, G., & Dwivedi, V. nath. (2024). Innovative Marketing in Banking (pp. 409–

423). https://doi.org/10.4018/979-8-3693-3172-9.ch020 

Erdmann, A., Mas, J. M., & Arilla, R. (2023). Value-based adoption of augmented reality: A study on the 

influence on online purchase intention in retail. Journal of Consumer Behaviour, 22(4), 912–932. 

https://doi.org/10.1002/cb.1993 

Fedorko, R. (2022). Artificial Intelligence in E-commerce: A Literature Review. Lecture Notes on Data 

Engineering and Communications Technologies, 111, 677–689. https://doi.org/10.1007/978-981-16-

9113-3_50 

Gao, B., Wang, Y., Xie, H., Hu, Y., & Hu, Y. (2023). Artificial Intelligence in Advertising: 

Advancements, Challenges, and Ethical Considerations in Targeting, Personalization, Content 

Creation, and Ad Optimization. In SAGE Open (Vol. 13, Issue 4). SAGE Publications Inc. 

https://doi.org/10.1177/21582440231210759 

Gao, Y., & Liu, H. (2023). Artificial intelligence-enabled personalization in interactive marketing: a 

customer journey perspective. Journal of Research in Interactive Marketing, 17(5), 663–680. 

https://doi.org/10.1108/JRIM-01-2022-0023 

Giudici, P., & Raffinetti, E. (2023). SAFE Artificial Intelligence in finance. Finance Research Letters, 56. 

https://doi.org/10.1016/j.frl.2023.104088 

Grover, A., & Arora, N. (2024). Micro-Moments in Social Commerce (pp. 21–40). 

https://doi.org/10.4018/979-8-3693-2367-0.ch002 

Gupta, S., & Joshi, S. (2022). Predictive Analytic Techniques for enhancing marketing performance and 

Personalized Customer Experience. International Interdisciplinary Humanitarian Conference for 

Sustainability, IIHC 2022 - Proceedings, 16–22. https://doi.org/10.1109/IIHC55949.2022.10060286 

Halachev, P. (2024a). The Influence of Artificial Intelligence on the Automation of Processes in Electronic 

Commerce. Data and Metadata, 3. https://doi.org/10.56294/dm2024.352 

Halachev, P. (2024b). The Influence of Artificial Intelligence on the Automation of Processes in Electronic 

Commerce. Data and Metadata, 3. https://doi.org/10.56294/dm2024.352 

Houda Attjioui, Amine Cheikh, Amina Tebaa, Mohamed Wadie Zerhouni, Zineb Aliat, Hafid Mefetah, & 

Mustapha Bouatia. (2020). The rise of electronic commerce in healthcare: The need to ensure consumer 

safety. International Journal of Research in Pharmaceutical Sciences, 11(SPL4). 

https://doi.org/10.26452/ijrps.v11ispl4.4415 

Jankovic, S. D., & Curovic, D. M. (2023). Strategic Integration of Artificial Intelligence for Sustainable 

Businesses: Implications for Data Management and Human User Engagement in the Digital Era. 

Sustainability (Switzerland), 15(21). https://doi.org/10.3390/su152115208 

Jobin, A., Ienca, M., & Vayena, E. (2019). Artificial Intelligence: the global landscape of ethics 

guidelines. 

Kumar, H., Tuli, N., Singh, R. K., Arya, V., & Srivastava, R. (2024). Exploring the role of augmented 

reality as a new brand advocate. Journal of Consumer Behaviour, 23(2), 620–638. 

https://doi.org/10.1002/cb.2227 

https://ejournal.unama.ac.id/index.php/jumanage


JUMANAGE   

Jurnal Ilmiah Manajemen dan Kewirausahaan                                                                p-ISSN: 2828-1268  

Universitas Dinamika Bangsa Jambi             e-ISSN: 2828-0296 

https://ejournal.unama.ac.id/index.php/jumanage 

 

Alberta Ingriana, Benediktus Rolando, Revolutioning E-Commerce: Investigating The Effectiveness Of 

Ai-Driven Personalization In Influencing Consumer Purchasing Behavior,  JUMANAGE Volume 4 

Nomor 1 JANUARI 2025 

 564 
 

Jurnal Ilmu Manajemen dan  Kewirausahaan (JUMANAGE) 

disebarluaskan dengan lisensi  Creative Commons Attribution 4.0 International License.               https://doi.org/10.33998/jumanage.2025.4.1.2040 

Madanchian, M. (2024a). The Impact of Artificial Intelligence Marketing on E-Commerce Sales. Systems, 

12(10), 429. https://doi.org/10.3390/systems12100429 

Madanchian, M. (2024b). The Impact of Artificial Intelligence Marketing on E-Commerce Sales. Systems, 

12(10), 429. https://doi.org/10.3390/systems12100429 

Mishchenko, S., Naumenkova, S., Mishchenko, V., & Dorofeiev, D. (2021). Innovation risk management 

in financial institutions. Investment Management and Financial Innovations, 18(1), 191–203. 

https://doi.org/10.21511/imfi.18(1).2021.16 

Mohammed, A. A., Rahma, A. M. S., & Abdul Wahab, H. B. (2024). Transformative innovations in digital 

currency and E-wallet systems: A comprehensive exploration of security, scalability, and adoption. 

080002. https://doi.org/10.1063/5.0234176 

Mustafa Ayobami Raji, Hameedat Bukola Olodo, Timothy Tolulope Oke, Wilhelmina Afua Addy, 

Onyeka Chrisanctus Ofodile, & Adedoyin Tolulope Oyewole. (2024). E-commerce and consumer 

behavior: A review of AI-powered personalization and market trends. GSC Advanced Research and 

Reviews, 18(3), 066–077. https://doi.org/10.30574/gscarr.2024.18.3.0090 

Ntumba, C., Aguayo, S., & Maina, K. (2023). Revolutionizing Retail: A Mini Review of E-commerce 

Evolution. Journal of Digital Marketing and Communication, 3(2). 

https://doi.org/10.53623/jdmc.v3i2.365 

Prof. Saravanan K and Pooja Shri K. (2020). Artificial Intelligence – A Revolutionizing Factor in E-

Commerce. International Journal for Modern Trends in Science and Technology, 06(9S). 

https://doi.org/10.46501/ijmtst0609s03 

Rachini, A., Fares, C., Assaf, M. A., & Jaber, M. M. (2024). Revolutionizing Business with AI: Unlocking 

Customer Insights Through Unsupervised and Supervised Learning for Behavior Prediction (pp. 483–

493). https://doi.org/10.1007/978-981-97-3299-9_39 

Rahman, S. S., & Dekkati, S. (2022). Revolutionizing Commerce: The Dynamics and Future of E-

Commerce Web Applications. Asian Journal of Applied Science and Engineering, 11(1). 

https://doi.org/10.18034/ajase.v11i1.58 

Rolando, B. (2024a). PENGARUH FINTECH TERHADAP INKLUSI KEUANGAN : TINJAUAN 

SISTEMATIS. Jurnal Akuntansi Dan Bisnis (Akuntansi), 4(2), 50–63. 

https://doi.org/https://doi.org/10.51903/jiab.v4i2.808 

Rolando, B. (2024b). The Role Of Artificial Intelligence In Personalized And Customized Engagement 

Marketing: A Comprehensive Review. Economics and Business Journal (ECBIS), 2(3), 301–316. 

Rolando, B., & Mulyono, H. (2024a). Managing Risks In Fintech: Applications And Challenges Of 

Artificial Intelligence-Based Risk Management. Economics and Business Journal (ECBIS), 2(3), 249–

268. 

Rolando, B., & Mulyono, H. (2024b). Managing Risks In Fintech: Applications And Challenges Of 

Artificial Intelligence-Based Risk Management. Economics and Business Journal (ECBIS), 2(3), 249–

268. 

Rolando, B., & Mulyono, H. (2024c). UNLOCKING THE POWER OF DATA: EFFECTIVE DATA-

DRIVEN MARKETING STRATEGIES TO ENGAGE MILLENNIAL CONSUMERS. 

TRANSEKONOMIKA: AKUNTANSI, BISNIS DAN KEUANGAN, 4(3), 303–321. 

Rolando, B., & Sunara, N. T. (2024). Social Media Marketing’s Effect on Purchase Intentions for Puma: 

Mediation by Brand Image, Awareness, and Equity. Journal of Business and Economics Research 

(JBE), 5(3), 340–351. 

Rolando, B., & Winata, V. (2024). Analisis Pengaruh Konten Tiktok Terhadap Keputusan Pembelian Di 

Tiktok Shop: Studi Kasus Pada Mahasiswa Universitas Bunda Mulia Jakarta. Jurnal Ilmu Manajemen, 

Bisnis Dan Ekonomi (JIMBE), 1(6), 199–212. 

Rolando, B., & Yen, Y. C. O. (2024). Decoding the TikTok Effect: Influencers, Social Media, and Content 

Marketing Impact on Consumer Purchases. Journal of Business and Economics Research (JBE), 5(3), 

299–310. 

Roszko-Wójtowicz, E., Deep Sharma, G., Dańska-Borsiak, B., & Grzelak, M. M. (2024). Innovation-

Driven E-Commerce Growth in the EU: An Empirical Study of the Propensity for Online Purchases 

and Sustainable Consumption. Sustainability (Switzerland), 16(4). https://doi.org/10.3390/su16041563 

Sanjaya, W. (2023). Systematic Literature Review on Implementation of Chatbots for Commerce Use. 

Procedia Computer Science, 227, 432–438. https://doi.org/10.1016/j.procs.2023.10.543 

Sharma, G., & Lijuan, W. (2014). Ethical perspectives on e-commerce: An empirical investigation. 

Internet Research, 24(4), 414–435. https://doi.org/10.1108/IntR-07-2013-0162 

https://ejournal.unama.ac.id/index.php/jumanage


JUMANAGE   

Jurnal Ilmiah Manajemen dan Kewirausahaan                                                                p-ISSN: 2828-1268  

Universitas Dinamika Bangsa Jambi             e-ISSN: 2828-0296 

https://ejournal.unama.ac.id/index.php/jumanage 

 

Alberta Ingriana, Benediktus Rolando, Revolutioning E-Commerce: Investigating The Effectiveness Of 

Ai-Driven Personalization In Influencing Consumer Purchasing Behavior,  JUMANAGE Volume 4 

Nomor 1 JANUARI 2025 

 565 
 

Jurnal Ilmu Manajemen dan  Kewirausahaan (JUMANAGE) 

disebarluaskan dengan lisensi  Creative Commons Attribution 4.0 International License.               https://doi.org/10.33998/jumanage.2025.4.1.2040 

Sherly Steffi, L., Subha, B., Kuriakose, A., Singh, J., Arunkumar, B., & Rajalakshmi, V. (2025). The 

Impact of AI-Driven Personalization on Consumer Behavior and Brand Engagement in Online 

Marketing (pp. 485–492). https://doi.org/10.1007/978-3-031-67890-5_43 

Singh, B., & Kaunert, C. (2024). Future of Digital Marketing: Hyper-Personalized Customer Dynamic 

Experience with AI-Based Predictive Models. In Revolutionizing the AI-Digital Landscape (pp. 189–

203). Productivity Press. https://doi.org/10.4324/9781032688305-14 

Srinivas, D., Singh Yadav, B., Masood, G., Thakor, M. B., Tiwari, T., & Chandan, R. R. (2023). Analysis 

of Artificial Intelligence Towards the Digital Marketing Revolution. 2023 Global Conference on 

Information Technologies and Communications, GCITC 2023. 

https://doi.org/10.1109/GCITC60406.2023.10425868 

Verma, S., & Dixit, Dr. G. K. (2023). The Future of E-commerce: Trends, Challenges, and Opportunities. 

International Journal for Research in Applied Science and Engineering Technology, 11(7). 

https://doi.org/10.22214/ijraset.2023.54758 

Vijay, J., & Priyanka, U. (2024). Entrepreneurial Insights (pp. 562–576). https://doi.org/10.4018/979-8-

3693-7903-5.ch022 

Wen, H., Zhang, L., Sheng, A., Li, M., & Guo, B. (2022). From “Human-to-Human” to “Human-to-Non-

human” – Influence Factors of Artificial Intelligence-Enabled Consumer Value Co-creation Behavior. 

Frontiers in Psychology, 13. https://doi.org/10.3389/fpsyg.2022.863313 

Wimolsophonkitti, P., & Naipinit, A. (2024). Drivers and performance impacts of live streaming 

commerce adoption: Revolutionizing the e-commerce supply chain. Uncertain Supply Chain 

Management, 12(3), 1479–1492. https://doi.org/10.5267/j.uscm.2024.4.003 

Zhu, S. (2024). How Does E-commerce Industry Benefit from Big Data. SHS Web of Conferences, 181. 

https://doi.org/10.1051/shsconf/202418101029 

  

https://ejournal.unama.ac.id/index.php/jumanage

