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Abstract- In FMCG e-commerce, digital tactics are crucial in changing customer purchasing trends and behaviours. This study
emphasises advertising strategies and the tactical application of consumer data as it investigates the significant effects of digital
marketing and Al-driven tools on consumer patterns. By utilising cutting-edge technologies like chat bots, complex algorithms,
and user behaviour analysis, businesses may gain profound insights into their clientele, facilitating customised and customer
focused online shopping experiences. This shift mostly depends on customised digital tactics that use customer data to design
distinctive e-commerce experiences. This strategy also applies to advertising, using data-driven techniques to provide pertinent

and compelling advertisements that are tailored to the unique requirements and tastes of FMCG customers.

When it comes to FMCG e-commerce advertising, the use of digital and Al techniques has a big impact on customer engagement
and purchasing behaviours. Businesses may maximise the impact of their ads by optimising the selection and delivery of their
ads with the help of these tools' insights. This study examines the impact of digital strategies on FMCG e-commerce customer
behaviours by combining consumer data with insights from these strategies. Interestingly, these tactics—which are especially
noticeable in social media postings and pop-up advertisements—stimulate instant wants, enable interactive interfaces, and

encourage higher spending in the FMCG e-commerce space.

Index Terms- Artificial intelligence, Digital Marketing, chat bot, e-commerce, automation, buying pattern, consumer behaviour.

I. INTRODUCTION

The transformative influence of digital marketing and artificial
intelligence (Al) is reshaping the Fast Moving Consumer
Goods (FMCG) e-commerce landscape. Key technologies,
including chat bots, machine learning, and flow theory, are
instrumental in revolutionizing customer journeys and shaping
purchasing decisions. This study delves into the intricate
dynamics of digital marketing and Al on FMCG e-commerce
consumer behaviour, emphasizing the interplay between
advertising strategies and the adept utilization of customer data.
Within the dynamic spectrum of the Indian FMCG industry—
comprising food and beverages (19%), household and personal
care (50%), and healthcare (31%)—AlI technologies such as
chat bots and machine learning provide unprecedented insights.
This profound understanding empowers businesses to craft
individualized, customer-centric products tailored to diverse
demographic segments. The fusion of Al and digital marketing
disrupts traditional models, granting FMCG companies an
unparalleled comprehension of their Indian consumer base,
fostering innovation in customer-focused products amid the
ever-evolving landscape of Indian FMCG e-commerce.

Despite the anticipated 9-10% growth of the FMCG sector by
2020, challenges in the supply chain, including e-commerce,
resulted in a 6.3% growth in the first quarter of 2020. E-
commerce contributed 1.1%, particularly notable in metro
cities but faced challenges due to the strict lockdown,
impacting delivery schedules and order cancellations. This
research sheds light on the intricate complexities and
innovations at the intersection of digital marketing, Al, and the
FMCG e-commerce realm, providing valuable insights for
strategic adaptation and sustainable growth.Al-powered
personalisation in FMCG e-commerce is changing how
consumers behave, especially when it comes to advertising. Al-
driven decision-making, which makes use of customer data, is
essential for customising experiences and affecting customer
engagement. This study combines insights from Al with
customer data to investigate how Al is changing consumer
behaviour, especially in advertising. Pop-up ads and social
media posts are examples of Al-driven advertising channels
that excite current needs and encourage interactive interfaces,
which increases consumer spending. Artificial intelligence-
infused, these ads match product offerings to the complex
preferences of the consumer.
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(Kumar, P., Agarwal, N. and Saraswat, H., 2021) (Arasu,
Seelan& Thamaraiselvan, 2020) (Tailor. R.K & Kaur. S., 2023)

Objective

e The researcher is going to concentrate on the objectives
that are listed below, specifically:

e To examine how advance digital marketing are changing
customer behaviour in FMCG.

e To understand the relationship between Al usage, digital
marketing tactics, and FMCG purchase trends.

e To assess the degree to which preferences and decision-
making are influenced by digital innovations in FMCG
purchasing trips.

Hypothesis

e Null Hypothesis (H0): The use of advance digital
marketing tools, including Al tools, does not significantly
impact FMCG consumer purchasing behaviour throughout
the customer journey.

e Alternative Hypothesis (H1): The use of seamless
integration of advanced digital marketing technologies,
including Al tools, subtly impact FMCG consumer
purchasing behaviour throughout the customer journey,
enhancing both website functionality and advertising
effectiveness.

II. LITERATURE REVIEW

Syam & Sharma in the year 2017 proposed that the fourth
industrial revolution will occur in the next few decades. The
Fourth Industrial Revolution is driven by digitization, ICT,
mechanical and robotics, and artificial intelligence. Subsequent
social changes have a great impact on human resource and sales
management research and practice. In this article, researchers
focus on machine learning and its impact on personal sales and
sales management. Neural networks are the next step in
artificial intelligence and are not programmed to solve
problems by example and perform specific tasks in the same
way humans do. The neural networks most used in business
applications are feed forward neural networks. A neural
network is feed forward if there is no feedback loop and the
signal travels in only one direction, from input to output. They
used his seven stages of the sales process to analyse the impact
of Al on small areas of sales and research. Theoretical and
practical implications are derived.

Arasu, Seelan& Thamaraiselvan in the year 2020 proposed the
possible ways to leverage marketing via Social Media using
various available machine-learning techniques to predict
customer purchase preferences. ML tools can be beneficial for
digital marketers, allowing them to reveal and understand data
better. The proposed work on Machine Learning Social Media
Management mechanisms explains the concepts of social
media marketing and machine learning and integrates the

machine learning tool to predict online consumer behaviour to
ensure effective marketing. WEKA is a data mining tool that
performs data analysis and produces the results needed to
achieve efficient marketing. This form of data analysis offers
an understanding of customer behaviour with regard to
purchasing.

Li & Wang in the year 2022 proposed that Chat bot’s informal
language style of communication generally reinforces PSI and
reinforces customer intent and brand sentiment to stay with the
chat bot. However, adopting an informal language style may
not be a universal approach to communicating with all
customers. Marketer should consider the current state of your
relationship and choose an appropriate language strategy. An
informal language style in chat bot communication leads to
stronger PSI, which enhances customers' intention to continue
using chat bots and brand attitude. Al technology can provide
round-the-clock online support, reducing labor costs and
improving operational efficiency.

Olan , Suklan, Arakpogun, and Robson in year 2021 stated that
Al is revolutionizing the marketing of products and services,
increasing machines' ability to demonstrate certain types of
human intelligence. Knowledge is the most important strategic
resource driving Al technologies, and the demand for
knowledge has become a primary source of technological
advancement. Consumer decision-making is more likely to be
influenced by online reviews, pricing, and social media, so
firms rely on big data analysis from big data generated during
online consumer interactions. Al technologies are advancing
CB on quality and pricing, and managers need to ensure that
the level of confidence in their products and services is
maintained through consumer loyalty.

Khrais in the year 2020 proposed that AI systems have
revolutionized e-commerce, but ethical concerns have been
raised over their design, development, and deployment. This
research lays the groundwork for a scientific breakthrough that
seeks to formulate Explainable Artificial Intelligence (XAI)
models. XAl is a machine learning field that inspects and tries
to understand the models and steps involved in how the black
box decisions of Al systems are made. To deploy explainable
XAI systems, ML models should be improved, making them
interpretable and comprehensible. This study has attempted to
provide a universal meaning of ' explainability', but the actual
impact of Al on consumers' decisions is not yet clear. Future
studies should examine the need for explainable Al systems in
e-commerce and find solutions to the 'black box' issue.

Nguyen, Quach, Thaichon in year 2021 proposed that the
influence of Artificial Intelligence (AI) on the customer
experience of flow, customer-brand identification and customer
advocacy. It is suggested that employee responsiveness
moderates the effect of Al quality on flow, while Al system
reliability is more significant. Flow is a state of customer
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experience that encompasses a feeling of enjoyment and a sense
of captivation, and the quality of Al represents a firm's
innovativeness. Al can be used to support employees to handle
busy periods, by providing prompt service to enhance the
customer experience. This research addresses the current gap in
the extant literature which predominantly focuses on the
technological acceptance of Al.

Guimei.L, et.al.(2016) in their research paper stated that sales
promotion by B2C e-commerce website gets lot of sales traffic
which is often been grabbed by the one-time deal hunters and
it don’t generate loyal customer which gives rise to no return
on investment because of the one-time deal hunters. Thus all
these e-commerce websites have purchase history data & click
stream data from all merchants on their platform which help in
recognizing customers who will be loyal and returning to them
and those customers need to be targeted by advertisement to
lower the promotional cost.

By Kumar.V.(2018). In his journal said that traditional retailers
through online platform used to get customers but cannot define
their loyalty to the vendor. Over the period of time moving to
database algorithms where a customer preference can be
analysed and direct marketing can be used create more loyal
base. Customers of all notable and useful sector could be
targeted now with machine learning and personalised product
can be produced to increase the sale and reduce advertisement
cost.

Sara.L and Yolanda.J.(2007) in their journal shared that with
targeted communication, Integrated Marketing Communication
(IMC) seeks to change consumers' perceptions of value and
effect their behaviour. Yet, the environment for communication
strategy has altered due to the increased capacity of information
processing technology, necessitating the need to adapt
objectives and strategies to shifting marketing and
communication scenarios. One component of the IMC mix,
Direct Marketing has the potential to become more intrusive,
raising concerns about invasions of privacy. Consumer privacy
issues have been examined in studies, which also provided
advice on how to stop consumer privacy violations. In light of
the fact that many consumers believe they have little influence
over the prospecting efforts of businesses and the quantity of
direct mail, voice calls, and e-mails they get, this study
emphasises the need for direct marketers to act more
responsibly when marketing to customers.

Choi. J., Lee. H. J., & Kim. Y. C. (2011). in their journal
discussed that in order to boost consumer loyalty and cross-
selling while reducing search efforts and enabling one-to-one
marketing, personalization of Web services is crucial for e-
commerce. Depending on the input sources and algorithm type,
personalization approaches can be categorised. Customers may
choose more products from tailored recommendation lists and
place a higher value on pertinent Web information when using

recommender systems, which can decrease the amount of time
they spend searching and influence their purchasing decisions.
The degree to which a medium enables a user to develop a
personal relationship with other users is known as social
presence. With relation to user assessments of web services,
social presence measures how much a website enables users to
see others as psychologically present.

By S.Selena, and K.Martin.(2018) in their journal shared that a
digital platform is made up of algorithms that are executed by
software and allow different populations to communicate or
collaborate. It is crucial to know how and where bias might be
introduced by software and digital platforms in order to prevent
prejudices from the social realm from being directly produced
in the future decision-making machinery. Now widely used in
society, software platforms and algorithms constantly
reorganise activities. Many sides of a market can interact thanks
to the recent expansion of online platforms like

Airbnb, Amazon, Facebook, Google, LinkedIn, Lyft, and Uber.
For our newsfeed, Facebook's algorithms suggest articles, and
Google holds an auction for the right to insert advertisements
next to the content we see. Even if racially and genderly
discriminatory terms are not used directly, they

According to W.Sunil, er.al(2012) from their research paper any
organisation use Al to get array of customer information to craft
interaction for their customer service, sales and marketing.
Using this help to understand their customer better and build a
personalised shopping environment. Though this can trigger
many customer for leaking personal information in exchange
of personalised service. Firm use PII (Personal Identifiable
Information) data to identify, contact or locate customers and
this can even raise concern by sharing this data with the
vendors. SO most big brands use personalised emails to cater
customers with their personalised needs and this create less
negative response. Data can even be used to gain the loyalty
and trust of all existing long-term customers.

Sheth, Newman and Gross in the year 1991 developed a theory
called, the theory of consumption values (TCV) to better
explain the nature of value-oriented factors in shaping
consumer choice behaviour. They explained TCV via
consumption values of five types: (i) functional, (ii) emotional,
(iii) social, (iv) epistemic, and (v) conditional (Sheth, Newman,
and Gross 1991).

According to TailorR.K & Kaur.S.(2023) the shift from
traditional to digital marketing due to increased web usage has
transformed consumer behavior. This research aims to analyze
how digital marketing influences buying patterns in a
competitive market. Utilizing online platforms like email,
mobile apps, and online media, digital marketing provides
consumers worldwide access to products, enabling
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comparisons and exploration, significantly impacting their
purchasing decisions.

Gupta.A, et.al.(2020) in the journal spoke about rapid
technological advancement has ingrained technology into daily
tasks. Digital marketing, leveraging electronic devices and the
internet, burgeons due to widespread online activities across
age groups. Youthful engagement in online surfing, shopping,
and communication creates a business opportunity. Preferences
for online shopping over physical stores, driven by time-saving
benefits, notably shape consumer behaviour. This study aims to
elucidate digital marketing's impact on the buying behaviour of
the youth.

Kumar, P., Agarwal, N. and Saraswat, H. (2021) The paper
highlights the transformative impact of COVID-19 on E-
commerce in the Fast-Moving Consumer Goods (FMCG)
sector. With the pandemic reshaping consumer behavior, the
study focuses on the surge in online FMCG product purchases
postCOVID-19. E-commerce, driven by technological
advances, particularly in semiconductor technology, has
become pivotal in meeting increased demand for essential
items during lockdowns. The study, based on a sample of 50
housewives utilizing e-commerce for FMCG products, reveals
a notable boost in the FMCG sector through online platforms.
The pandemic has accelerated the adoption of ecommerce,
influencing shopping patterns and fostering partnerships
among small businesses, manufacturers, and retailers. E-
commerce's role in facilitating efficient B2C and B2B
deliveries further underscores its significance in the evolving
business landscape.

Mangiaracina, R. et al. (2009) This paper addresses challenges
impeding the full potential of B2C E-Commerce, despite its
growth in major markets. Market concentration and limited
overall retail sales share highlight obstacles for both customers
and merchants. The focus is on evaluating customer experience,
crucial for E-Commerce success. The proposed model
introduces a Customer Journey Map with five phases,
analyzing each with at least 15 drivers/features. The resulting
curve quantitatively represents a website's customer
experience, aiding  comparisons and  identifying
strengths/weaknesses. This model serves as a versatile tool for
benchmarking, pinpointing critical phases for improvement,
and contributing to activities from analysis to Information
Architecture design and testing. Its structured framework and
quantitative assessment make it valuable for diverse E-
Commerce evaluation purposes, providing insights for
enhancing the online retail landscape.

III. POSITIVE AND NEGATIVE IMPACT

1. Positive Impact of advance digital marketing on
Consumer Buying Behaviour in FMCG
e Customised Product Recommendations: These

suggestions enhance the shopping experience and raise
customer satisfaction by taking into account the
preferences and behaviour of the client.

e Improved approach to supply chain management:
Accurate demand forecasts and ideal inventory levels,
which reduce stock outs and enhance consumer
convenience, ensure product availability.

o Effective Marketing Techniques: Targeted marketing
methods boost engagement and conversion rates because
consumers respond favourably to them.

e Better Product Development: Market trends and
customer feedback lead to product improvements that
successfully meet consumer wants and align with
consumer tastes.

2. Negative Impact of advance digital marketing on

Consumer Buying Behavior in FMCG

e Decision Fatigue: The deluge of personalized content and
targeted advertising could overwhelm consumers, leading
to decision fatigue and diminished interest in making
purchases.

e Privacy Apprehensions: Extensive data collection for
customized marketing raises concerns about consumer
privacy, fostering mistrust and reluctance to engage with
enterprises.

e Algorithmic Bias: Al systems hold the potential to
amplify biases within data, potentially leading to unfair or
discriminatory targeting that isolates specific consumer
groups.

e Technology Dependence: Excessive reliance on Al-
driven advice or digital marketing strategies may erode
customers' decision-making autonomy, fostering a passive
approach to purchasing.

(Gupta. A, et.al., 2020)(W. Sunil, er.al, 2012)

Impact of Advertisement on Consumer

Without a doubt, ads—both personalised and non-
personalized—have a big impact on customer behaviour,
especially in the field of digital marketing. Using demographic
and behavioural data, Al powered personalised advertisements
provide material that is specifically suited to each user's
preferences. This results in increased engagement, conversions,
and brand loyalty. On the other hand, non-personalized
advertisements emphasise wide brand exposure over direct
interaction. They still increase brand visibility, but they lack the
personalised appeal of personalised ones. Al-powered
personalised social media adverts on digital platforms increase
engagement and conversions by tailoring material to user
interests, but their frequent presence may come across as
invasive. On the other hand, while non-personalized social
media advertisements may not elicit the same level of
interaction, they nevertheless reach a larger audience. In digital
marketing, striking the correct balance between ad frequency
and personalisation is essential.
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(Tailor.R.K & Kaur.S., 2023) (S.Selena, and K.Martin. ,2018)
(Choi. J., Lee. H. J., & Kim. Y. C., 2011)

IV.AI TOOLS IN DIGITAL MARKETING

Predictive Analytics, a cutting-edge technology, anticipates
preferences, trends, and behavior through extensive analysis of
consumer data using artificial intelligence (Al).

It plays a pivotal role in demand forecasting, inventory
management, and crafting targeted marketing strategies.
Integrating predictive analytics with advertising solutions
enhances advertising effectiveness by comprehending client
preferences and tailoring commercials for specific audiences.

Engines of Personalization, powered by Al recommendation
engines, leverage client data to provide tailored product
suggestions, elevating the online shopping experience and
improving interaction and conversion rates. The synergy of
advertising tools and personalization engines results in
customized ad placements that resonate with individual
preferences, boosting click-through rates and conversions.

Virtual assistants and chat bots, Al-enabled entities, offer swift
and personalized customer support, responding to queries and
enhancing shopping experiences. When coupled with
advertising technologies, these chat bots and virtual assistants
engage users through advertisements, providing instant support
or detailed product information, significantly influencing
purchasing decisions.

Image and speech identification, driven by Al, -create
captivating and interactive experiences, simplifying product
discovery through voice and visual search functionalities.
When integrated with advertising technologies, these
recognition tools enhance advertisement relevance and
engagement by optimizing content based on auditory or visual
cues.

Sentiment Analysis, facilitated by Al-powered technologies,
scrutinizes social media and reviews to gauge customer
sentiment, guiding marketing strategies. Combining sentiment
analysis with advertising technologies directs the design of ad
content, aligning messaging with customer sentiments, thereby
increasing ad effectiveness.

Dynamic Pricing Algorithms, dynamic instruments adjusting
prices in real-time based on various variables, optimize ad
campaigns when merged with advertising technologies. This
coordination of ad content with price adjustments influences
consumer decisions through persuasive pricing tactics,
maximizing the impact of the advertising campaign.

When combined with advertising tactics, each of these
instruments has a unique effect on the preferences and

behaviour of consumers:

e  Predictive analytics: Affects content and ad placement that
is specifically tailored according to customer trends and
behaviour.

e Ad content is customised for particular customer
categories using personalisation engines, which enhances
ad relevancy and increases engagement.

e Chat bots and Virtual Assistants: Involve customers with
advertisements, offer instant support and information, and
impact purchases.

e Ad relevance and engagement are increased through the
use of image and speech recognition, which optimises ad
content based on visual or auditory clues.

e Sentiment analysis: Improves the efficacy of
advertisements by guiding the design of content by
matching messaging to customer sentiments.

e Dynamic pricing algorithms synchronise advertising
messaging with pricing tactics, influencing consumer
choices through persuasive pricing strategies.

e Integrating these Al-driven tools with advertisement
strategies enables FMCG companies to create more
personalized, targeted, and effective ad campaigns,
influencing consumer preferences and driving sales by
delivering relevant and engaging content.

(W.Sunil, er.al, 2012) (Arasu, Seelan& Thamaraiselvan, 2020)
(Li & Wang 2022) (Syam & Sharma, 2017)

V. CUSTOMER JOURNEY MAP

1. Initial Interaction

e Introduction Phase: Commencement with introductory
disclosures and exposure to online entertainment ads
featuring various products.

e Search Engine Results: Encountering relevant articles
during web searches.

e Recommendations: Receiving suggestions from friends,
family, or online reviews.

2. Implications of Data Collection

e Website Interaction: Engaging with e-commerce
platforms.

e Customer Engagement: Browsing and searching on the
website.

¢ Information Gathering: Reviewing history, preferences,
and socio-economic details.

o Personalization with Computational Intelligence:
Utilizing data for personalized experiences and targeted
promotions.

e Influencing Consumption: Implementing tactics such as
personalized offers to guide purchasing decisions.
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3. Exploring Articles

e Article Pages: Analyzing specific content, images, and
reviews.

e Comparisons: Evaluating costs, features, and summaries.

e Customer Reviews: Incorporating feedback from diverse
buyers.

4. Wish list and Cart Activity

e Making Selections: Adding chosen items to the Wish list
or Cart.

e Abandoned Cart: Items left in the cart due to pricing
concerns or potential delays.

5. Order Process

e Payment and Shipping Options: Selecting preferred
methods.

e Address and Payment Details: Providing essential
information.

e Confirmation Request: Receiving acknowledgment after
a successful payment.

6. Post-Purchase Experience

¢ Promotional Updates: Tracking offers and updates post-
purchase.

e Item Receipt: Assessing the received item's condition.

e Post-Purchase Communication: Receiving follow-up
messages for feedback or support.

7. Post-Service Response

e  Customer Support: Swift assistance provided for queries or
issues.

e Returns and Refunds: Streamlined return or refund
processes for dissatisfied customers.

8. Repeat Purchase/Building Confidence

e Re-engagement: FEarning rewards
recommendations.

e Membership Services: Access to common FMCG
transport items.

for loyalty or

9. Advertisements and Recommendations

e Sharing Experiences: Conveying positive encounters
through reviews and online discussions.

e Referral Programs: Strengthening recommendations
through incentive-based referral programs.

Figure: 1 Customer Journey Map

(Mangiaracina, R. et al., 2009) (Debutify, 2022)

IV GAINING VALUABLE INSIGHTS AND
ENHANCING CUSTOMER SERVICE

In the FMCG online business sector, the strategic acquisition
and utilization of consumer data are instrumental in shaping
computerized advertisements within the realm of digital
marketing.

This data undergoes meticulous analysis through sophisticated
Al and machine learning algorithms, facilitating precise client
targeting based on segment profiles, purchase history, and
browsing behavior.

These data fragments form the cornerstone for meticulously
crafted digital advertisements, specifically tailored to resonate
with distinct customer categories, preferences, and past
interactions, ensuring relevance and connection with potential
customers in the digital landscape.

As customers seamlessly progress through the FMCG
purchasing process, navigating the checkout procedure
simultaneously, the culmination of product purchases takes
center stage. Post-purchase communication emerges as a
crucial phase, where concise notifications or messages not only
confirm the transaction but also offer additional insights based
on the purchase within the digital marketing framework.

Behind the scenes, a comprehensive analysis of purchase
history and fulfillment uncovers invaluable details about

customer preferences, behavioral patterns, and purchasing
habits.

When integrated with artificial intelligence, these insights
evolve into significant knowledge, predicting future buying
behavior, optimizing inventory management, and fostering
personalized connections within the digital marketing realm.

Moreover, various artificial intelligence tools play
indispensable roles in diverse FMCG digital marketing
environments. Predictive analytics, for instance, anticipates
consumer behavior, while personalization engines curate
content for specific segments in the digital landscape.

Chat bots actively engage consumers, and opinion research
informs the overarching digital marketing strategy. This
collaborative synergy exerts a substantial influence on
consumer preferences within the digital marketing domain,
delivering personalized recommendations, continuous support,
and well-organized content imbued with shared emotions.

(Olan , Suklan, Arakpogun, and Robson, 2021) (Choi. J., Lee.
H.J.,, & Kim. Y. C., 2011)( Gupta.A, et.al., 2020)
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VII. RESEARCH TOOLS USED FOR
COLLECTION OF DATA FOR THE
RESEARCH METHODOLOGY

1. Data Collection

A structured Google Forms questionnaire was the main
instrument used to collect data for this study. The carefully
crafted survey was intended to collect information about the
particular aspect of people's interactions with Al tools that
businesses employ online to drive sales and whether or not
these tools affected their ultimate purchasing decisions.

A thorough assessment of pertinent literature and discussions
with subject-matter specialists were undertaken during the
questionnaire's creation. A pilot study was conducted on the
finalised questionnaire to evaluate its efficacy and clarity in
acquiring the needed data.

2. Distribution

The Google Forms questionnaire was distributed to all other
institute members as well as others who are not affiliated with
the institute in order to guarantee a varied and representative
sample. Email, Instagram direct message, and WhatsApp group
and private chats were all used to spread the form. In order to
facilitate direct communication, the researcher used group and
private WhatsApp chats. On Instagram, interested parties could
directly engage in the research by sharing a link to the survey
through the researcher's story.

A variety of platforms, including departmental mailing lists,
institutional newsletters, WhatsApp group chats, and
Instagram, were used to try and connect with the participants.
The goal of this multi-channel distribution strategy was to
increase the survey's inclusivity and reach by gathering
responses from a wide range of people about their experiences
of digital marketing Al tools in online sales promotions.

3. Collection

The Google Forms platform was utilised to gather responses
within a designated timeframe, resulting in a smooth and
effective data collection process. It was encouraged of the
participants to give candid and thorough comments on their
experiences digital marketing Al tools echnologies and how
these tools affected their ultimate purchasing decisions.

Regardless of participants' level of technological ability, the
data gathering process was made possible by utilising Google
Forms' user-friendly interface. To encourage open feedback,
participants were reassured of the confidentiality and
anonymity of their comments. The validity of the research
approach in examining the influence of digital marketing Al
technologies on consumer purchase decisions was enhanced by
the combination of user-friendly data gathering methods and

targeted distribution over many channels, such as WhatsApp
and Instagram.

4. Tools Are Required the Analyze the Collected Data

A number of research instruments and techniques are essential
to fully examine the conclusions in this work. Regression
analysis and correlation computations using statistical software
such as R or SPSS are crucial for determining the link between
variables. Qualitative methods like theme analysis can also be
helpful in analysing qualitative data or open-ended answers.
Questionnaires and surveys are essential for gathering data
since they guarantee a methodical approach to obtaining
customer insights. Furthermore, social media analytics
platforms and analytics tools like Google Analytics help to
extract important digital marketing information. The utilisation
of various instruments in tandem facilitates a comprehensive
comprehension of consumer behaviour, thereby enhancing the
analysis presented in this research study.

VIII RESEARCH ANALYSIS

Table 1: Segregation of Research Sample (111 Sample Space)
based on Gender

Count of Column Labels
Gender
Row Labels Female Male | Grand
Total
15-24 41 36 77
25-34 14 10 24
35-44 1 3 4
45 and above 2 4 6
Grand Total 58 53 111

An extensive analysis of the gender distribution within our
study's various age groups reveals a greater proportion of
females than males in the 15-24 age range. In general, the data
illustrates the heterogeneous demographic makeup of our
research sample by showing a varying gender distribution
across age groups.

Table 2: Analysis on Gender VS Online Shopping Activity

Analysis Regression Correlation
Aspect Coefficient
Gender vs. Shopping
Online 0.06 0.04
Activity

The analysis shows a minimal regression coefficient (0.06) and
a low correlation (0.04), aligning with the null hypothesis,
suggesting no substantial gender influence on online shopping
activity.
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Table 3: Analysis on Frequency of Exposure and Relevance to
Browsing History

Regression

Coefficient

Analysis Correlation
Aspect
Frequency
of
Expos
ure VS.
Relevance to
Browsing

History

0.75 0.68

The strong positive correlation (0.68) and notable regression
coefficient (0.75) support the Alternative Hypothesis,
highlighting the impact of digital marketing on browsing
relevance.

Table 4: Analysis on Frequency of Advertisements and
Interaction with Advertisements

Analysis Aspect Regression Correlation
Coefficient
Frequency of
Advertisements 0.43 0.38
vs. Interaction

The moderate positive correlation (0.38) and regression
coefficient (0.43) support the Alternative Hypothesis,
indicating a partial impact of ad frequency on user interaction
in e-commerce settings.

Table 5: Analysis on Ad Clicks and Website Visits

Analysis Regression Correlation
Aspect Coefficient
Ad Clicks vs.
Website 0.62 0.55
Visits

The strong positive correlation (0.55) and notable regression
coefficient (0.62) affirm the Alternative Hypothesis,
demonstrating a significant impact of ad clicks on website
visitation patterns.

Table 6: Analysis on Influence of Reviews and Purchasing

Decisions
Analysis Regression Correlation
Aspect Coefficient
Influence  vs.
of
Reviews 0.83 0.78

Purchasing

Decisions

The high positive correlation (0.78) and substantial regression
coefficient (0.83) align with the Alternative Hypothesis,
indicating significant influence of reviews on purchasing
decisions.

Table 7: Analysis on adding item on Wish List and Impulse
Purchases due to targeted advertisement

Analysis Aspect | Regression Correlation
Coefficient

Wish List vs.

Impulse 0.39 0.45

Purchases

The moderate positive correlation (0.45) and regression
coefficient (0.39) support the hypothesis, suggesting a notable
influence of wish lists on impulse purchases within the
consumer behaviour dataset.

Table 8: Analysis on Chat bot Usefulness and Inquiry

Frequency
Analysis Regression Correlation
Aspect Coefficient
Chat bot
Usefulm?ss VS. 058 0.62
Inquiry
Frequency

The Alternative Hypothesis is supported by the strong positive
correlation (0.62) and substantial regression coefficient (0.58),
which indicate that the frequency of questions is significantly
influenced by the usefulness of chat bots, demonstrating their
influence on customer interaction.

Several components in our thorough research showed
correlations and regression coefficients that supported the
Alternative Hypothesis, demonstrating noteworthy effects. The
Alternative Hypothesis is substantially supported by the great
influence of reviews on purchasing decisions, the strong
positive correlations in digital marketing relevance, and the
influence of ad clicks on website visits. These consistent results
across a range of consumer behaviour dimensions highlight the
impact of digital marketing tactics, reviews, and engagement
channels, confirming their significant role in influencing
customer decisions.

IX. CONCLUSION

According to the study, the primary research analysis uncovers
nuanced insights into online shopping behaviour, emphasizing
the limited impact of gender on these activities. The exploration
of digital marketing's influence on browsing relevance reveals
a substantial connection, underscoring the necessity for
personalized marketing strategies aligned with users' browsing
history. Moreover, the results underscore the strategic
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importance of ad placement, noting a partial impact of ad
frequency on user interaction within e-commerce settings. The
significant sway of ad clicks on website visitation patterns
highlights the crucial role of interactive advertisements in
elevating user engagement.

Reviews emerge as influential factors, significantly shaping
purchasing decisions and underscoring the importance of
fostering positive customer feedback. Additionally, wish lists
exhibit a notable influence on impulse purchases, reinforcing
the significance of personalized advertising approaches. The
analysis also accentuates the relevance of chat bot interactions,
showcasing their effectiveness in driving customer inquiries
and engagement.
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