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ABSTRACT 
 

The research in the current paper seeks to discuss artificial intelligence (AI) in e-commerce with a 
viewpoint of its effects on the management and the customers. In the light of the current 
advancements in technology applied in organizations, it is important for companies particularly e-
commerce firms to understand AI value for improvement of their business processes in order to 
establish competitive advantages. Altogether, the present study employs a qualitative method, 
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where data were collected from ten participants in the industry through interviews supported by 
quantitative analysis to tests associations or trends. It can be concluded that concerning the level of 
the work organization and effectiveness, AI enhances business processes by reducing the number 
of routine tasks, increasing inventory control, and providing real-time information processing at the 
rate of 4.4 out of 5. Moreover, customer experience is improved by narrow casted marketing and 
effective chat bots, where the mean rating is 4.5. In fact, the correlation between operational 
efficiency and customer engagement is very high; it stands at 0.75, which means that better 
backend management directly lead to better customer experiences. However, the implementation 
costs remain high, and privacy issues also contribute to the hindrances of this flow, which makes 
the rate of adoption not very enthusiastic. It is crucial to focus on deepening the work in the sphere 
of creating more efficient AI solutions while keeping the attendees in the strongest constraints of 
data protection rules possible. In conclusion, this paper reveals the trends of AI within the e-
commerce sector as laying the foundation for the effective implementation of AI solutions while 
providing specific recommendations to managers as to how they can unlock the advantages of 
various AI approaches for enhancing the efficiency of firms’ operations and strengthening 
consumers’ engagement in view of the continuously rising competition. 
 

 

Keywords: Artificial intelligence; customer engagement; e-commerce; operational efficiency; data 
privacy. 

 

1. INTRODUCTION 
 
This paper examines how the growth of digital 
technology has revolutionized the international 
business landscape, changing the ways 
companies do business and interact with 
customers. New technologies have fostered the 
growth of e-commerce as a dominant force in the 
sector for retail as users find it easier to shop 
online (Sharma et al. 2023). In this dynamic 
environment, artificial intelligence (AI) becomes 
the core focus and offers powerful possibilities 
and risks for e-commerce companies. AI 
technologies can transform businesses and 
customers in terms of operation and experience, 
but the extent of this potential has not been well 
documented (Zhang et al. 2021). 
 
E commerce has its roots from late 20th century 
mainly due to inception of first retail websites 
offering its services. Taking into consideration of 
new technologies development and changing 
consumers’ behavior connected with Internet 
usage and tendency to buy products through the 
web, e-commerce emerged (Pan et al. 2022). 
Amazon and eBay for example are great 
examples of organizations that first started 
adopting this space using basic digital marketing 
approaches to get customers. It developed 
further through the change in payment method, 
supply chain, and mobility with the enhancement 
of e-commerce environment up to the current 
complex system (Bari et al. 2024). Nevertheless, 
due to the increasing speed of the development 
of this industry, the use of traditional business 
practices was insufficient to satisfy the 

customer’s demand for individual approach, 
faster response, and more effective service 
(Rane et al. 2023). 

 
However, integration of Artificial Intelligence Into 
E-Commerce has evolved over the recent past 
as the key solution to the above mentioned 
challenges. AI includes a range of technologies, 
most popular of which are machine learning, 
natural language processing, and data analytics 
that facilitate organizations and establish 
approaches to derive insights from big data and 
introduce automation into numerous forms of 
processes (Al-Ebrahim et al. 2023). For instance, 
self-driving recommendation engines have the 
capability to identify the behavior of the 
customers and their choices of products and 
recommend them the relevant products in order 
to improve the purchasing experience and 
improve the sales conversion rates (Vashishth et 
al. 2025). In the same way, AI chat bots has 
been used to offer timely customer services 
adding value to customer service encounters, 
effectiveness and satisfaction levels (Katragadda 
2023). 

 
While the use of AI in e-commerce has a number 
of undisputed benefits, there is a lack of 
knowledge as to the broader range of ways in 
which AI could promote improvements in 
business processes and customers’ experiences. 
Nevertheless, another issue that can benefit from 
theoretical research is the study of the AI effects 
in e-commerce contexts Although there is a rich 
body of literature present that discusses various 
successful AI application cases, a systematic 
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examination of the phenomena related to AI 
integration in e-commerce environments is 
sparse (Asante et al. 2023). However, the 
ongoing dynamics between the organizaitonal 
operations and customers in the paradigm of AI 
is yet to take a significant place in the lens of 
investigation. This constitutes a shortfall in the 
extant literature that demands a specific analysis 
on the role and impact of AI technologies on the 
internal and external contexts of e-commerce 
organisations(Salah & Ayyash 2024). 
 

The research problem addressed in this study 
centers on the question: How does AI affect the 
operations as well as consumer experience in 
the e-commerce sector? This paper is also 
relevant at present, due to rising demands to 
improve organisational performance as well as 
create a satisfactory experience for customers in 
a competitive environment. It is crucial to grasp 
these different effects of AI on these dimensions 
for e-commerce firms desiring to harness these 
technologies profitably and durably. 
 

1.1 Objectives 
 
In order to investigate the contention whereby 
the use of AIincrease operational efficiencies in 
e-commerce organisations. This objectivebe 
aimed at identifying key ways in which 
application of Artificial Intelligence lowers costs, 
enhances efficiency and brings decision-making 
benefits for e-commerce organizations. To 
assess the maturity level of AI aiming at 
improving the experience of the customers. This 
objective focuses on the role of AI-profits in 
building enhanced and personal buying 
experiences, better communication, and 
customer retention. To examine the fact–fiction 
relationship between operational improvement 
and customer outreach concurrency in AI 
surroundings. To achieve this objective, the 
research is interested in finding out how 
operational process improvements enabled by AI 
equal to, or result in better customer experiences 
and the other way round. In order to find out what 
kind of issues may arise and what forms of 
obstacles do e-commerce organisations 
experience when adopting AI applications. This 
objective aims to bring into question some of the 
challenges that organisations could face when 
implementing Artificial Intelligence technologies, 
these include, cost, data privacy and 
technological requirements. 
  
To capture these objectives, the researchemploy 
a methodology of research interviews, whichbe 

semi structured interviews with the key industrial 
players in the e commerce industry. This 
approachgenerate better understanding as to 
how business can apply AI, what advantages AI 
brings when implemented and what difficulties 
organizations come across when applying AI 
solutions. The qualitative data thatbe gathered 
from the participantsbe supported by statistical 
analysis to give breadth to the research study as 
relate to the impact of AI adoption in relation to 
the level of operation and the level of customers’ 
engagement (Yalamati 2023). Thus, it is 
expected that this researchoffer a novel empirical 
perspective on the use of AI technologies in e-
commerce and offer practical recommendations 
for practitioners. The result makes a valuable 
contribution to understanding the potential, as 
well as the potential social implications, of AI 
when applied to the further advancement of e-
commerce. Therefore, as business entities are 
yet to fully decipher the future of business 
through the growing innovation in digital platform, 
the impacts of AI application on the functional 
activities of firms and customer interfaceplay 
significant force in enduring growth and 
competitive advantage (Roberts & Candi 2024). 
  

Therefore, a worthy scholarly exploration of the 
possibilities and risks of incorporating AI into e-
commerce is both possible and necessary. This 
research aims to pose some of the gaps 
research has left open as it navigate the effects 
of Artificial Intelligence in streamlining 
operational business and altering customer 
relations as well as brief on some of the hurdles 
in its execution. In learning the movement of AI in 
the e-commerce environment, organisations are 
capable of making use of the strength of its 
corresponding impact to bring about change in 
commercial performance and increase consumer 
satisfaction in the growing e-business 
environment.  
 

2. METHODOLOGY 
 

2.1 Research Design 
 

This paper uses both qualitative and quantitative 
research approaches to systematically assess 
the effect of AI on e-commerce. Qualitative and 
quantitative research paradigms are combined in 
order to maximize the identification of and 
reflection on AI deployment in e-commerce 
platforms as well as their impact on business 
processes and consumers. 
 

a. Quantitative Analysis: The quantitative 
element entails assessing the 
effectiveness of AI in driving key 
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performance indicators like, sales, 
customer relations and conversion levels in 
any of the e-commerce sites. Users’ 
feedback from the surveys, UBA and 
information from the platform be used to 
analyze the impact of AI on these factors. 

b. Qualitative Analysis: For the qualitative 
component, a set of interviews with 
industry experts including business owners 
and their customers be taken to 
understand their perception on the use of 
AI tools including the recommendation 
engines, chatbots and the predictive 
analytics on the areas of consumer 
behavior, business productivity and 
customer satisfaction. 

 

2.2 Data Collection 
 

a. Primary Data: Primary data be collected 
through two methods: 

 

Surveys: Questionnaires be sent electronically 
to the e-commerce companies and customers to 

collect actual data about use and attitude 
towards the AI technologies. These aspects 
include; usability, customization, deployments 
and customer experience of robotic agents. 
 

Interviews: The interviews be structured so as to 
be semi-structured with key respondents 
including e-commerce managers, AI solution 
providers and consumers. In these interviews the 
relative perceived benefits and in particular the 
perceived drawbacks of employing AI in the 
corresponding e-commerce processes be 
addressed (inventory management, customer 
support, etc.). 
 

b. Secondary Data: Secondary research 
information be retrieved from industrial 
reports, and Peer-reviewed journal articles 
and case studies establish about the 
application of artificial intelligence in e-
commerce. This data create a basis in 
regard to market changes and 
advancements in technology with AI 
impacts on e-commerce operations. 

 

 
 

Image 1. Study protocol 
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2.3 Sample Selection 
 
In the quantitative part, the sample consists of 
200 e-commerce companies and 500 
consumers. These be identified based on size 
(SMEs, M NEs and Large global enterprises) and 
how they integrate AI in their business. The 
consumer group be consisted of the frequent 
online shoppers as the study explore how an AI-
related services such as recommendations, 
customer support, and marketing influence the e-
shopping behavior. 
 
In the case of the qualitative interviews, 20 
participants who are in the e-commerce business 
as well as companies offering AI technology be 
purposefully recruited for qualitative interviews. 
These participants be selected from the_pool by 
considering the fact that these individuals need 
to have some level of familiarity with e-commerce 
technology, or be managers in the sector or AI 
developers. 
 

2.4 Data Analysis 
 

a. Quantitative Analysis: The quantitative 
data collected through surveys be 
statistically analyzed using computer 
software like SPSS or R procedures for 
analysing quantitative data The data be 
described using mean median mode and 
the inferential statistical tool like regression 
analysis be used to determine the 
relationship between the level of 
implementation of AI in e-commerce firm 
and other factors of firm performance like 
growth in sales, customer retention rates, 
and user satisfaction. 

b. Qualitative Analysis: With regards to the 
interviews respondents’ qualitative data be 
analyzed under a thematic analysis 
approach. The collected interview data be 
analyzed by coding the transcripts to find 
out the overall patterns of the perception 
related to the efficacy of AI integration, 
difficulties faced, and prospects in e-
commerce processes. Qualitative data 
from the interviews may be managed and 
analyzed using NVivo or a similar program 
qualitatively. 

2.5 Ethical Considerations 
 
The study strictly embrace ethic consideration in 
order to avoid any violation of all the participants. 
Before administering questionnaires all the 
respondents consent to participate in the study. 
Participants be informed that their responses 
would be anonymous, as well as used for 
research purposes only. Credit card, personal 
information and any other sensitive information 
not be disclosed to any third party. 

 

3. RESULTS 
 
This section presents the findings from the study 
on The Impact of Artificial Intelligence on E-
commerce, derived from qualitative interviews 
with 10 e-commerce experts. The results provide 
an in-depth understanding of the effects of AI on 
operational efficiency, customer engagement, 
and the challenges associated with AI 
implementation in the e-commerce sector. 
 

3.1 Impact of AI on Operational Efficiency 
 
The data reveals that AI has a significant positive 
impact on operational efficiency within e-
commerce platforms. As shown in Table 1, the 
mean rating for operational efficiency 
improvements due to AI was 4.4 (on a 5-point 
scale), with a mode of 5, indicating that most 
interviewees recognized AI's substantial role in 
streamlining processes. This high level of 
consensus suggests that AI-driven tools, such as 
automated inventory management, dynamic 
pricing, and predictive analytics, have 
successfully enhanced the operational 
capabilities of e-commerce companies. 
 
Moreover, thematic analysis (List 1) shows that 
90% of the respondents identified efficiency 
gains as a key benefit of AI. These gains were 
primarily attributed to automation of repetitive 
tasks, reduced human error, and improved 
decision-making processes through AI-based 
analytics. One expert noted, "AI has 
revolutionized our operational workflows by 
predicting demand with high accuracy, thereby 
optimizing inventory and logistics." 

 
Table 1. Descriptive statistics of AI impact on operational efficiency and customer engagement 
 

Variable Mean Median Mode Standard Deviation 

Operational Efficiency 4.4 5 5 0.52 
Customer Engagement 4.5 5 5 0.52 
Number of Challenges 2.3 2 2 0.67 



 
 
 
 

Kanwal et al.; Asian J. Res. Com. Sci., vol. 17, no. 11, pp. 81-91, 2024; Article no.AJRCOS.125803 
 
 

 
86 

 

3.2 Impact of AI on Customer 
Engagement 

 
AI's role in enhancing customer engagement was 
equally significant. The mean score for 
improvements in customer engagement was 4.5, 
with a mode of 5 (Table 1), indicating that most 
experts acknowledged AI's ability to personalize 
customer experiences, improve recommendation 
systems, and streamline customer support. This 
is further corroborated by 80%of the interviewees 
who, during thematic coding (List 1), emphasized 
the positive influence of AI on customer-centric 
growth. 
 
Several respondents highlighted that AI-enabled 
personalization algorithms and chatbot 
integrations have not only improved customer 
satisfaction but also boosted sales conversions. 
For example, one expert stated, "With AI-
powered recommendation engines, we’ve seen a 
marked increase in customer retention and 
satisfaction as personalized shopping 
experiences drive higher engagement." 
 

3.3 Correlation Between Operational 
Efficiency and Customer Engagement 

 
A Pearson correlation analysis (Table 2) 
revealed a strong positive correlation (r = 0.75) 
between AI-driven improvements in operational 
efficiency and customer engagement. This 
suggests that as e-commerce platforms enhance 
their operational efficiency through AI, there is a 
corresponding increase in customer satisfaction 
and engagement. The statistically significant 
correlation (p < 0.01) underscores the 
interdependent nature of operational 
performance and customer experience in AI-
driven e-commerce systems. 
 

3.4 Challenges of AI Implementation 
 
While the benefits of AI in e-commerce are 
substantial, the study also identified key 
challenges that hinder its full implementation. On 
average, experts reported 2.3 challenges each 
(Table 1), with the most common issues being 
high initial setup costs and concerns over data 
privacy. As seen in Table 2, 70% of respondents 

cited cost challenges, particularly in the 
deployment of sophisticated AI models and 
infrastructure. Additionally, 50% raised concerns 
regarding data privacy and regulatory 
compliance, particularly in the context of using 
customer data for AI-driven analytics and 
personalization. 
 
An expert highlighted, "The cost of implementing 
AI, from acquiring talent to investing in 
infrastructure, can be prohibitive for smaller e-
commerce companies. Furthermore, ensuring 
compliance with data privacy regulations while 
leveraging AI remains a challenge." These 
challenges reflect the complexities involved in 
adopting AI solutions and emphasize the need 
for scalable and cost-effective AI tools in the 
industry. 
 

3.5 Regression Analysis 
 
The regression analysis (Table 3) supports the 
hypothesis that AI-driven operational 
improvements positively impact customer 
engagement. The regression coefficient for 
operational efficiency (β₁ = 0.55, p < 0.01) 
indicates that for every 1-point increase in 
operational efficiency due to AI, there is a 
corresponding 0.55-point increase in customer 
engagement. The significant p-value (0.001) 
highlights the strength of this relationship, 
affirming that AI not only enhances backend 
operations but also creates meaningful 
improvements in front-end customer interactions. 
 

3.6 Thematic Analysis of Qualitative Data 
 
The thematic analysis (Table 4) reinforced the 
quantitative findings, as it revealed key themes in 
the expert interviews. The dominant theme was 
operational efficiency gains (90%), followed by 
customer-centric growth (80%). These findings 
align with the overall perception that AI has been 
instrumental in optimizing e-commerce 
processes and enhancing customer satisfaction. 
However, the themes of cost challenges (70%) 
and data privacy concerns (50%) indicate that 
while AI offers substantial advantages, 
companies must navigate significant hurdles to 
fully realize its potential. 

 
Table 2. Correlation analysis between operational efficiency and customer engagement 

 

Variable Pair Pearson Correlation Coefficient (r) Interpretation 

Operational Efficiency & Customer 
Engagement 

0.75 Strong Positive 
Correlation 
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Table 3. Regression analysis results 
 

Variable Coefficient (β) Standard Error p-value 

Intercept (β₀) 2.1 0.45 0.003 

Operational Efficiency (β₁) 0.55 0.12 0.001 

 
Table 4. Thematic analysis of qualitative data 

 

Theme Frequency (Number of Experts) Percentage (%) 

Efficiency Gains (Operational) 9 90% 
Customer-Centric Growth 8 80% 
Data Privacy Challenges 5 50% 
Cost Challenges (AI Implementation) 7 70% 

 

3.7 Summary of Results 
 

The results demonstrate that AI has a profound 
and statistically significant impact on both 
operational efficiency and customer engagement 
in e-commerce. The strong correlation between 
these two factors suggests that AI-driven 
efficiency directly contributes to enhanced 
customer experiences. However, the challenges 
of cost and data privacy must be addressed to 

unlock AI's full potential in the e-commerce 
sector. 
 
These findings are in line with the study's 
objectives and methodology, confirming the 
hypothesis that AI is transforming e-commerce 
through both operational and customer-focused 
improvements, albeit with certain barriers to 
adoption. 

 
List 1. Summary statistics 

 

Variable Mean Median Mode Standard Deviation 

Customer Engagement (%) 70% 72% 78% 10% 
Sales Growth (%) 10% 9% 12% 3% 
Operational Efficiency (%) 75% 78% 85% 8% 
Personalization Satisfaction (%) 80% 85% 85% 7% 
Ease of Use (%) 76% 75% 80% 6% 
Overall Satisfaction (%) 82% 85% 90% 5% 

 

 
 

Fig. 1. Thematic analysis of qualitative data 
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Fig. 2. Summary statistics of AI impact on E-commerce 
 

4. DISCUSSION 
 
The research outcomes of this study provide a 
premise for understanding the contribution of 
artificial intelligence AI to improving operationality 
and customer relations within the small e-
commerce organization. The results are 
consistent with the prior findings from the related 
literature and the interviews with the domain 
experts and captures the potential as well as the 
issues related to the implementation of AI in this 
field. 
 

4.1 The Efficiency of Operations Due to 
AI 

 
In terms of operation efficiency improvement, the 
interviewed experts show a high level of agave 
that AI increases the efficiency rate by 4.4 out of 
5. This finding is in tandem with prior works that 
have highlighted the ‘revolutionary’ implications 
of the future technologies such as machine 
learning, automation and predictive analytics. For 
example, its capability of undertaking tedious and 
boring tasks such as Automating:: organizing 
supplies; logistics; and inventory management in 
a very accurate manner has widely been 
discussed in literature as being a major driver of 
efficiency(Javaid et al. 2022). The thematic 
analysis also validates the finding that most of 
the respondents were able to link operational 
improvements to automation of repetitive tasks 
as well as real-time data analysis. For instance, 
one of our respondents stated that through AI, 
companies were able predetermine consumers 
requirement and hence supply chains. This is in 

line with the previous research works which have 
illustrated that AI is useful in demand prediction 
and resource deployment (Ferreira & Reis 2023). 
All these suggest a positive role of AI intervention 
in terms of negotiating operational hitches and 
minimizing human error a factor that is critical in 
keenly competing industries, such as e-
commerce. Accordingly, as e-commerce 
expands, itbecome even more evident that 
enterprises need AI tools to navigate their 
activities more effectively and maintain their 
relevance in a particular market (Srivastava 
2021). 
 

4.2 The Part Played by AI in Boosting 
Customer Experience 

 
Another area that the study also focused on is 
the effect of AI, the mean score acquired for this 
aspect was 4.5. The paper concludes that AI 
technologies, in the form of recommendation 
engines, personalized marketing, and chat bots 
transformed the competitiveness of e-commerce 
customer experience. This is in line with literature 
as the previous works have shown that utilization 
of AI for personalization enhances customer’s 
satisfaction level and results in more sales 
(Bhuiyan 2024). 
  
Respondents in this study said that one of the 
benefits of using AI-processed tools is being able 
to understand customers’ needs while offering 
them relevant products to help retain them. This 
is in concord with the belief proposed by 
(Ebaietaka 2024), who postulated that 
personalization propelled by AI is now the 
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primary foundation to most e-commerce plans. 
The study identified a high degree of association 
between operational efficiency and customer 
interaction rate which stands at r = 0.75, p < 0.01 
further buttressing the authors’ postulations that 
back end optimization leads to better top side 
interaction rates hence positing that operational 
gains arising from AI are real and discernable in 
terms of undertaking more effective customer 
engagements (Uddeniye Gedera & Herath 2024). 
 

4.3 Issues Associated with Deployment of 
Artificial Intelligence in E-commerce 

 

However, when it comes to the limitation, the 
research also found out that there are major 
barriers to the use of AI which include, cost issue 
and data privacy issue. Of them, 70% responded 
that cost is a critical factor, which is in line with 
the literature that highlighted the high initial 
investment on AI infrastructure, software and 
employees (Reddy et al. 2022). Small and 
emerging e-commerce companies, in general, 
struggle to integrate AI because the practice is 
expensive. 
 

Furthermore, 50% of the respondents expressed 
their concern towards data privacy and regulation 
an area that has been increasingly emerging in 
literature as ethical issues of artificial intelligence. 
In many e-commerce AI solutions, a wide range 
of customers’ data is processed and, thus, the 
challenges connected with data protection and 
privacy emerge. These concerns are especially 
important now because of the rising regulation, 
such as GDPR in Europe, or CCPA in the United 
States, requiring high standards for the usage of 
the consumers’ data by companies (Mulgund et 
al. 2021). 
 

4.4 Association between Firm Operations 
and Customer Interaction 

 

Having outlined the results, one of the key-
performing variables revealed in this research is 
a positive relationship between operational AI 
effectiveness and customer interaction (n = 
0.75). They are also statistically significant and 
imply that any enhancement of the operational 
efficiency is accompanied by improvements of 
the customers’ experience. This is in line with 
back-end theories that suggest that e-commerce 
benefits from efficiency enhancement common to 
all internet firms such as logistics, inventory, and 
processing speeds as posited by (Tran 2020). 
 

The regression analysis with the coefficient of 
determination of his model (β₁ = 0.55, p < 0.001) 

supports the argument that each successive 
enhancement of operational efficiency breeds 
corresponding enhancements in customer 
response rates. This reinforces the complexity of 
synergy between processes and customers 
within e-commerce operations and recommends 
that advancements in AI infrastructure can 
potentially benefit both the undertaking and 
customers (Zhang et al. 2021). 
 

4.5 Addressing the Challenges: Relatively 
Cheap and Moral AI Solutions 

 
The challenges that have been highlighted in 
literature are important to be resolved to 
embrace AI fully in e-commerce, but by the 
results of this research, it confirmed that the role 
of AI in e-commerce is promising. The cost issue 
remains one of the key obstacles: the creation of 
more affordable and flexible AI tools that would 
allow midsized and small organizations to solve 
specific tasks with little money upfront. AI as a 
service platforms like Google Cloud or AWS etc 
are examples of technologies which are most 
probably more affordable and much more 
scalable in the context of e-commerce 
businesses (Gatlin 2024). 
 
From the subject of data privacy, companies 
simply must practice good and responsible data 
use. This may entail the use of AI constructs that 
are GDPR compliant, like federated learning 
models where AI systems are trained on 
distributed datasets, but otherwise does not have 
direct access to raw personal data (Yang 2021). 
Ideas of this kind might go along way in easing 
privacy issues while at the same time utilizing the 
potential of AI for e-commerce. 
 

5. CONCLUSION 
 
The objective of this study was to analyze the 
effects driven by AI toward enhancing 
operational effectiveness as well as customer 
reach in e-commerce business models, and this 
has been achieved. The findings demonstrate 
that AI significantly improves operational 
efficiency through automation, real-time data 
analysis, and supply chain optimization, as 
supported by expert insights (mean score: 4.4). 
At the same time, AI improves customer 
interaction using individual offers and chatbots, 
with an average rating of 4.5 points. The strong 
positive relationship between operational 
efficiency and customer engagement (r= 0.75) 
also underlines the symbiotic way that AI has 
been found useful in enhancing both aspects. 
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Though, some of the challenges facing people 
with this technology are high costs, as well as the 
issue concerning the privacy of data. Mitigating 
these through the continued use of AI at a large 
scale and more especially with regard to data 
compliance is essential for AI in e-commerce. 
_also notes that AI can dramatically change 
industrial processes and consumer experiences, 
as this study demonstrates, providing 
recommendations for e-commerce businesses to 
increase productivity and sales using AI. 
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