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Abstract 

AI-based marketing refers to the use of artificial intelligence (AI) technologies and 

techniques in various aspects of the marketing process to enhance efficiency, effectiveness, 

and personalization. AI-based marketing can be applied across multiple channels, 

including digital advertising, content creation, customer segmentation, personalized 

recommendations, and customer experience management. This study aims to explore the 

demographic profile of ecommerce electronics products industry workers, evaluate the 

relationship between demographic traits and their influence on E-Marketing, and pinpoint 

the key performance metrics that influence Artificial Intelligence in ecommerce's E-

Marketing. This study was designed using the descriptive technique. The study only 

included participants who were familiar with E-Marketing and Artificial Intelligence as 

they related to the electronic product based ecommerce industries, either as working 

professionals or as students. Five main variables were used to build the structured 

questionnaire with regard to E-Marketing, including respondents' beliefs, the use of 

Artificial Intelligence (AI) as a powerful tool, AI implementation, a focus on content 

generation, and deal closure by the marketing team. An online survey that was converted 

into a Google form by emailing the URL was used to collect data. To collect the data, a 

judgmental sampling strategy was employed. Link was sent to more than 350 people and 

followed them continuously for getting the response. Data collection process was stopped 

after reaching the 175 responses. Around 14 responses were removed due to poor and 

incomplete responses and finally 161 responses were chosen for the purpose of data 

analysis. Statistical analysis was carried out using the SPSS software package, version 22. 

To achieve the goals of this investigation, a variety of statistical analyses, including 

regression analysis, chi-square analysis, ANOVA, and frequency analysis, were 

recommended. The study's conclusions have significant ramifications for enhancing 

Artificial Intelligence integration and marketing strategy adjustment in order to preserve 

competitive advantage in the erratic digital market. 

Keywords: Artificial Intelligence, Customer Experience, Content, Customer Satisfaction, 

E-commerce. 

Introduction 

R.Banumathy (2022) discusses that E-Marketing refers to the use of electronic platforms 

and technologies for ma1rketing purposes, and it has become increasingly important in 

contemporary society. 
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E-marketing, also known as electronic marketing or digital marketing, 

encompasses a broad range of strategies and tactics that leverage digital channels to 

promote products or services and connect with target audiences. This dynamic and 

multifaceted field utilizes various online platforms, such as websites, social media, email, 

search engines, and mobile apps, to reach and engage potential customers. E-marketing 

involves the creation and optimization of digital content, including text, images, and 

multimedia, to convey compelling messages and foster brand awareness. 

Verhoef et al. (2015) emphasize the role of AI in personalizing customer 

experiences. AI algorithms analyze vast datasets to understand individual preferences and 

behaviors, enabling marketers to deliver highly personalized content and 

recommendations. A study by Sivarajah et al. (2017) discusses the use of predictive 

analytics in understanding consumer behavior. AI-driven predictive models analyze 

historical data to forecast future trends, allowing marketers to make informed decisions and 

anticipate customer needs. Kolb (2019) highlights the efficiency gains from marketing 

automation powered by AI. Automation streamlines repetitive tasks, such as email 

campaigns and social media posting, allowing marketers to focus on strategic decision-

making and creativity.  

Tussyadiah and Park (2018) discuss the impact of AI-driven chatbots on customer 

interactions. Chatbots enhance real-time communication, provide instant support, and 

contribute to a positive customer experience, particularly in the context of online travel 

services. Ghiassi et al. (2018) explore sentiment analysis using AI in e-marketing. AI tools, 

particularly natural language processing (NLP), can analyze social media content to gauge 

customer sentiment, helping marketers understand public opinions and brand perceptions.  

Sun et al. (2019) delves into AI applications for dynamic pricing in e-commerce. 

AI algorithms analyze market conditions, competitor pricing, and consumer behavior to 

optimize pricing strategies dynamically, maximizing revenue for businesses. Li and 

Karahanna (2015) discuss the role of AI in enhancing customer segmentation. Machine 

learning algorithms analyze diverse customer data to create more accurate and granular 

segments, enabling marketers to tailor their strategies to specific audience segments. Chen 

et al. (2018) explore the use of AI for image recognition in marketing. AI-powered 

technologies can analyze images and videos to identify brand mentions, track visual content 

on social media, and monitor brand visibility. Venkatesan et al. (2015) discuss the 

importance of cross-channel integration with AI. AI facilitates seamless integration across 

various marketing channels, ensuring a consistent and cohesive customer experience across 

touch points. 

Review of Literature 

Role of Technology in Marketing 

A.B.Aliev (2022) discusses the role of digital marketing technologies in the development 

of enterprises, particularly in the textile, garment, and knitting industry. Author describes 

the usage processes and suggests an electronic and integrated digital platform model for 

business activities. However, it does not specifically mention the role of technology in 

marketing. 

Brand management using martech involves leveraging technology to build, 

maintain, and enhance a brand's identity, visibility, and customer relationships. Literature 

on this topic underscores the significant impact of martech tools in shaping and optimizing 
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brand strategies. Customer Relationship Management (CRM) systems, as highlighted by 

researchers, play a critical role in understanding and managing customer interactions, 

allowing for personalized experiences and fostering brand loyalty (Kumar et al., 2010). 

Marketing automation, a key component of martech, has been studied extensively 

for its role in brand communication. According to Mittal and Arora (2016), marketing 

automation tools enhance brand messaging by automating campaigns, ensuring 

consistency, and facilitating timely and targeted communication with customers. Analytics 

and data analysis tools are emphasized in the literature for their contribution to brand 

strategy optimization. Researchers have found that data-driven insights enable brands to 

understand consumer behavior, measure campaign effectiveness, and make informed 

decisions to strengthen brand positioning (Hemsley, 2018). 

Content Management Systems (CMS) are explored in the context of maintaining a 

cohesive brand image across digital platforms. Literature suggests that an effective CMS 

ensures consistent and visually appealing content, contributing to a positive brand 

perception (Kapoor & Lee, 2018). Social media management tools, according to Smith et 

al. (2019), are integral for brand building in the digital age. They enable brands to engage 

with audiences, manage brand reputation, and capitalize on social commerce opportunities. 

The role of martech in advertising and promotion is well-documented. AdTech 

tools, as discussed by Schultz et al. (2019), enable targeted and personalized advertising, 

enhancing brand visibility and customer engagement. Email marketing platforms, 

according to Li et al. (2015), are crucial for maintaining customer relationships, fostering 

brand recall, and driving repeat business. 

E-commerce Marketing Strategy 

E-commerce marketing strategies, as supported by literature, encompass a multifaceted 

approach that integrates various tools and channels to reach and engage target audiences. 

The scholarly work on e-commerce marketing provides valuable insights into effective 

strategies that businesses can adopt to enhance their online presence, drive traffic, and boost 

sales. 

Chatbots and Virtual Assistants 

AI-powered chatbots and virtual assistants provide instant customer support, answer 

queries, and assist in the purchase process. "The Role of Chatbots in E-Commerce: A 

Systematic Literature Review" by Jain and Singh (2021) discusses the evolution of chatbots 

in e-commerce and their impact on customer service. 

Image and Voice Recognition 

AI technologies like image recognition and natural language processing (NLP) are utilized 

to improve search functionality and enable voice-based shopping experiences. "The Role 

of Artificial Intelligence in Enhancing E-Commerce" by Sharma and Singh (2020) explores 

the application of image and voice recognition in e-commerce and its implications for user 

engagement. 

Dynamic Pricing 

AI algorithms can analyze market trends, competitor pricing, and customer demand to 

optimize pricing strategies dynamically. "Dynamic Pricing Strategies in E-Commerce: A 

Review and Future Directions" by Zhang, Wang, and Li (2020) reviews different dynamic 

pricing approaches and their effectiveness in e-commerce settings. 

Search Engine Optimization (SEO): 
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Research by Chaffey et al. (2019) emphasizes the critical role of SEO in e-commerce 

success. Effective SEO practices enhance a website's visibility on search engines, driving 

organic traffic and improving the likelihood of conversions. 

Content Marketing: 

According to Pulizzi and Barrett (2015), content marketing is pivotal in e-commerce, 

helping businesses establish authority, build trust, and attract and retain customers. High-

quality, relevant content has been shown to positively influence consumer decision-

making. 

E-Marketing: 

Kaplan and Haenlein (2010) highlight the impact of social media on consumer behavior. 

E-commerce businesses leverage social platforms for brand promotion, customer 

engagement, and social commerce. Effective social media strategies contribute to brand 

awareness and customer loyalty. 

Email Marketing: 

In their study, Gupta and Dogra (2016) emphasize the effectiveness of email marketing in 

e-commerce. Personalized and targeted email campaigns have been shown to drive 

customer engagement, retention, and repeat purchases. 

Influencer Marketing: 

Research by De Veirman et al. (2017) explores the role of influencers in e-commerce 

marketing. Collaborating with influencers can enhance brand visibility, credibility, and 

reach, particularly among niche audiences. 

User Experience (UX) Optimization: 

Literature Support: According to Nielsen (2012), a positive user experience is crucial for 

e-commerce success. Optimizing website design, navigation, and checkout processes 

contributes to customer satisfaction and conversion rates. 

Mobile Marketing: 

The significance of mobile marketing in e-commerce is discussed by Statista (2021). With 

the increasing use of smartphones, businesses need to ensure a seamless mobile experience 

through mobile-optimized websites and apps. 

Data Analytics and Personalization: 

Xu et al. (2018) highlight the role of data analytics in e-commerce personalization. Utilizing 

customer data to provide personalized experiences, product recommendations, and targeted 

offers enhances customer satisfaction and loyalty. 

Customer Experience  

Personalization: 

Research by Li et al. (2019) emphasizes the importance of personalization in improving 

customer experiences. Martech tools enable businesses to collect and analyze customer 

data, allowing for personalized interactions and tailored marketing messages. 

Customer Relationship Management (CRM): 
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In their study, Payne and Frow (2005) highlight CRM as a critical aspect of managing 

customer experiences. Martech, particularly CRM systems, helps businesses build and 

maintain strong relationships with customers by organizing and analyzing customer data. 

Marketing Automation: 

According to Rigby and Ledingham (2004), marketing automation contributes to improved 

customer experiences by streamlining communication and ensuring consistency. 

Automated processes enable businesses to deliver relevant content at the right time, 

fostering customer engagement. 

Data Analytics for Insights: 

Davenport and Harris (2007) discuss the significance of data analytics in understanding 

customer behavior. Martech tools for data analysis provide valuable insights, allowing 

businesses to identify trends, preferences, and pain points in the customer journey. 

Omnichannel Experiences: 

Verhoef et al. (2015) emphasize the importance of providing seamless omnichannel 

experiences. Martech facilitates integration across multiple channels, ensuring a cohesive 

and consistent experience for customers as they interact with a brand across various 

touchpoints. 

Customer Journey Mapping: 

Customer journey mapping is highlighted by Meyer and Schwager (2007) as a tool to 

understand and improve customer experiences. Martech supports this process by providing 

data on customer interactions, helping businesses optimize touchpoints for a smoother 

journey. 

Social Media Engagement: 

Linus.H (2023), investigates the factors that contribute to audience engagement on social 

media during the 2020 US presidential elections, including affective cues (emotional 

valence, intensity, and collective self-representation) and cognitive cues (insight, causation, 

certainty, and discrepancy).  

Kaplan and Haenlein (2010) discuss the role of social media in shaping customer 

experiences. Martech tools for social media management enable businesses to engage with 

customers, gather feedback, and address concerns in real-time, enhancing overall 

satisfaction. 

Real-time Communication: 

Axel Bruns (2016), discusses the real-time communication features of Twitter, a popular 

social media platform. It mentions that Twitter is recognized as an important space for ad 

hoc publics to gather around crises and other acute events, as well as for global audiences 

to join in major media events. 

In their research, Smith and Wheeler (2002) highlight the importance of real-time 

communication in customer interactions. Martech tools, such as live chat and chatbots, 

enable businesses to provide instant support and information, contributing to positive 

experiences. 

Continuous Improvement: 
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Reinartz and Ulaga (2008) stress the need for continuous improvement in customer 

experiences. Martech, through analytics and feedback mechanisms, allows businesses to 

iterate and optimize their strategies based on customer preferences and changing market 

dynamics. 

Research Objectives 

1. To investigate the demographic profile of the employees in ecommerce industry. 

2. To assess the association between demographic characteristics and its impact on E-

Marketing. 

3. To identify the key performance indicators that affect AI based E-Marketing in E-

Commerce. 

Research Gap 

Two significant research gaps were noted by the study. First off, even though business 

intelligence has shown to be very beneficial in industries like banking, retail, and logistics, 

its use in Ecommerce has been limited, despite the possibility of competitive advantages. 

Secondly, there wasn't much study focused on measuring the positive effects of AI in e-

marketing for ecommerce companies. Key performance factors were examined in the study 

in an effort to close these discrepancies. 

Research Methodology 

This research has been designed based on descriptive method. Scope of the study was 

limited to the respondents who are either working professionals or students who aware of 

Technology and E-Marketing with respect to electronics products in E-commerce 

industries. The structured questionnaire was developed by using five different variables 

with respect to E-Marketing such as AI as powerful tool, AI Implementation, focus on 

content creation, deal closing by marketing team, and respondents’ belief. Questionnaire 

has been converted in to Google form and data was collected through online survey by 

sending the link. A judgmental sampling method was adopted for obtaining the data. Link 

was sent to more than 350 people and followed them continuously for getting the response. 

Data collection process was stopped after reaching the 175 responses. Around 14 responses 

were removed due to poor and incomplete responses and finally 161 responses were chosen 

for the purpose of data analysis. SPSS package version 22 was used to perform statistical 

analysis. Various statistical analysis such as frequency analysis, chi-square analysis, 

ANOVA and regression analysis were preferred for accomplishing the objectives of this 

study. 

Analysis and Interpretation 

Table 1: Demography profiles of the respondents: 

Frequency analysis was carried out to understand the respondents’ status in terms of their 

demography details. 

Sl. No. Demography factor Specific highlighting 

criteria 

% of response 

1 Age Between 21 and 30 years 75% 
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2 Marital status Unmarried 64% 

3 Annual income Between 3 and 6.5 lakhs 50% 

4 Annual income Between 6.6 and 8 lakhs 35% 

5. Occupation Private Employee 51% 

6. Industrial Sector Electronics E-Commerce 

Industry 

65% 

 

A frequency analysis of respondents' demographics suggests that the majority (75%) are 

between the ages of 21 and 30. The majority of respondents (64%) is unmarried and earn 

between 3 and 8 lakhs per year. The majority (51%), work as private workers, while a 

sizeable number (65%) work in the Electronics Ecommerce business. These findings shed 

light on the demographic features of the sampled group. 

Relationship between demographic variables and AI based Martech 

The purpose of chi-square analysis for this research is to understand that relationship of all 

the demographic variables with the implementation of Artificial Intelligence in E-

Marketing. Around five hypotheses were formulated in order to test all the demographic 

variables will have whether significant relationship with Implementation of AI in E-

Marketing or not. Table 1 showing all those hypotheses and its result along with 

significance value arrived from chi-square analysis.  

Table 2: Results from Chi square analysis 

Sl. 

No. 

Null Hypothesis Significance 

value 

Result 

1 H01: There is relationship between age and 

awareness of AI implementation in  E-

Marketing 

0.045 H0 Rejected 

2 H02: There is no relationship between 

marital status and awareness of AI 

implementation in E-Marketing 

0.224 H0 Accepted 

3 H03: There is no relationship between 

income level and awareness of AI 

implementation in E-Marketing 

0.575 H0 Accepted 

4 H04:There is relationship between 

occupation and awareness of AI 

implementation in E-Marketing 

0.030 H0 Rejected 
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5 H05:There is no relationship between 

industrial sector and awareness of AI 

implementation in E-Marketing 

0.287 H0 Accepted 

 

Since the significant value of H01 null hypothesis was 0.045 null hypothesis was rejected 

(p <0.05). Hence it has been found that there is a significant relationship between age and 

awareness of AI in E-Marketing.  The second null hypothesis (H02) was accepted since the 

significant value of 0.224 (p >0.05) which shows there is no significant relationship 

between marital status and awareness of AI in E-Marketing. The third null hypothesis (H02) 

was accepted since the significant value of 0.575 (p >0.05) which shows there is no 

significant relationship between income level and awareness of AI in E-Marketing.  The 

fourth null hypothesis (H02) was rejected since the significant value of 0.030 (p <0.05) 

which shows that there is a significant relationship between occupations and awareness of 

AI in E-Marketing.  The fifth null hypothesis (H02) was accepted since the significant value 

of 0.287 which shows there is no significant relationship between industrial sector and 

awareness of AI in E-Marketing. From the above five hypothesis researcher has identified 

that two demographic variables such as age and occupation were having significant 

relationship with the AI implementation in E-Marketing. 

Factors influencing the AI in E-Marketing: 

From the review of literature, around five major factors such as AI (AI) as powerful tool, 

AI Implementation, focus on content creation, deal closing by marketing team, and 

respondents’ belief were identified for determining the factors influencing the AI in E-

Marketing. In this regard, regression analysis was carried out by keeping implementation 

of AI in E-Marketing awareness as dependent variable and above mentioned five other 

variables as independent variables. The results obtained from regression analysis. Table 

No.2 shows the R2 value of 0.255 and significance value of 0.029. It indicates that around 

26% of the variance was explained by all the five variables and all these five variables were 

significant since the significance value of 0.029 (p <0.05). These results were justifying the 

validity of regression analysis for this research work and hence final results could be 

considered for declaring the results. 

Table 3: Model Summary and ANOVA results of regression analysis 

R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

F Sig. 

0.501 0.255 0.133 0.379 3.276 0.029 

 

Table No 3 shows the results of significant variables from the regression analysis. Out of 

all five variables, two variables found to be significance relationship (P < 0.05) with 

awareness on AI in E-Marketing they are AI Implementation (P = 0.047) and (P = 0.025) 

respondents’ belief. 

 Unstandardized coefficients are used to understand the influence of each 

independent variable on the dependent variable of awareness on AI in E-Marketing. For 

example, every one unit increases in AI implementation, will increase 0.216 units of 

awareness on AI in E-Marketing, similarly every one unit changes in respondents’ belief 

will influence awareness on AI in E-Marketing by 0.258 units positively.  
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Table 4:  Regression Coefficients 

Model Unstandar

dized 

Coefficients 

Std. Error 

Standardiz

ed 

Coefficient 

beta 

T Sig. 

(Constant) 1.035 .245  4.265 .000 

Artificial 

intelligence 

(AI) as 

powerful tool 

0.052 0.126 0.103 0.337 0.655 

AI 

Implementati

on 

0.216 0.088 0.456 2.216 0.037 

Focus on 

content 

creation 

-0.065 0.218 -0.072 -0.339 0.704 

Deal closing 

by marketing 

team 

0.047 0.076 0.139 0.721 0.375 
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Respondents

’ belief 

0.258 0.125 0.346 2.276 0.025 

 

Finally, standardized coefficients were used to identify the important variable towards E-

Marketing awareness. Based on the regression results, it has been found that AI 

implementation (0.456) plays major role followed by respondent’s belief (0.346).  

Results and Discussions 

The first goal was to look into the demographic makeup of ecommerce industry workers. 

The majority of respondents (75%) were found to be between the ages of 21 and 30 when 

demographic factors were examined. Younger people typically have higher levels of 

technology proficiency and are more adept at adjusting to new digital tools and platforms. 

They are more inclined to accept and make use of E-Marketing characteristics and 

capabilities for marketing. Social media celebrities who promote goods and services have 

a big influence on the younger generation. Young people are the main target of influencer 

campaigns, which are a common tactic in Social Media or E-Marketing. Brands that 

actively engage and interact with younger generations on social media are highly valued 

by them. Brands may build a solid rapport with their target audience by efficiently 

responding to messages, comments, and requests. The majority of responders, according to 

the study, are single. Many young single people are in a phase of life where their priorities 

include developing their jobs, taking advantage of opportunities, and forging their 

professional identities. It is possible that they are engaged in marketing as a way to advertise 

their companies, initiatives, or selves. The majority of responders had a respectable income 

level. Good income levels for people in the ecommerce business are a result of a number 

of factors, including a developing ecommerce market, focused advertising, a demand for 

ecommerce services, user involvement, partnerships, and successful brand creation through 

E-Marketing. The study also showed that the majority of respondents who work in the 

private sector are employed in the ecommerce industry. 

 Evaluating the relationship between demographic traits and their influence on E-

Marketing is the study's second goal. As a result, it has been discovered that age and 

knowledge of AI in E-Marketing are significantly correlated. Through technological 

proficiency, education, employment positions, willingness to learning, industry trends, 

accessibility to tools, and exposure to digital environments, age influences knowledge and 

understanding of AI application in social media. Because they were raised in the digital 

age, younger people frequently possess an innate edge when it comes to understanding and 

utilising Artificial Intelligence (AI) ideas in the context of social media. Digital 

surroundings, social media platforms, and data-driven notions have been familiar to 

younger generations since their early childhood. This experience adds to our understanding 

of how Artificial Intelligence is applied to the use, analysis, and leveraging of data in the 

social media space. Digital transformation is transforming industries quickly and placing a 

strong emphasis on data-driven decision-making. In order to keep up with current business 
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trends, younger professionals are leading the way in this shift and actively putting AI 

concepts into practice on social media.   

The study also showed that jobs and knowledge of AI implementation in E-

Marketing are significantly correlated. Due to the exposure, importance, and need of using 

data-driven insights for decision-making in particular professions, occupation has a major 

impact on knowledge and comprehension of Artificial Intelligence (AI) application in E-

Marketing. Social media strategy development and execution are the main focuses of social 

media managers. Gaining an understanding of AI enables them to assess advertising 

campaign success, audience demographics, and engagement trends. Being aware of AI is 

crucial to their work since they use AI insights to customise strategies and material for 

better outcomes. Understanding and applying Artificial Intelligence (AI) in the context of 

E-Marketing is likely to be prioritised by professionals who work directly in marketing, 

data analysis, strategy development, and decision-making. The study also discovered that 

there is no significant correlation between the awareness of AI implementation in E-

Marketing and demographic parameters like marital status, income level, and industry 

sector. The effects of demographic factors on awareness of AI implementation in E-

Marketing are minimised by the nature of the ecommerce industry, which places a strong 

emphasis on technology and innovation, professionals' educational backgrounds, cross-

disciplinary collaboration, accessibility to learning resources, motivation for skill 

enhancement, and active engagement in professional networks. The innate technological 

orientation of the industry and the purposeful pursuit of information and skills by experts 

in the ecommerce sector have a greater impact on awareness. 

The third objective finds the KPIs that influence Artificial Intelligence in 

ecommerce E-Marketing is the third goal of the research. Two factors—AI Implementation 

and respondents' beliefs—were found to have a significant link with awareness of Artificial 

Intelligence in E-Marketing. The exposure and knowledge of Artificial Intelligence (AI) 

among employees, stakeholders, and respondents are strongly impacted by the degree of 

AI adoption inside ecommerce organisations. In the ecommerce industry, AI solutions that 

are successfully incorporated into E-Marketing campaigns highlight the real advantages 

and possibilities of applying AI principles and techniques. The perceived usefulness and 

utility of Artificial Intelligence (AI) in E-Marketing influence respondents' opinions. Their 

conviction in the significance and applicability of AI is bolstered when they observe or 

encounter how AI adoption enhances decision-making, audience targeting, campaign 

efficacy, and overall marketing ROI in the ecommerce sector. Respondents start to view AI 

as a critical tool for well-informed and data-driven decision-making when they see how 

important AI insights are to the decision-making processes around E-Marketing tactics 

within the ecommerce sector. Ecommerce businesses that proactively ask their teams for 

input on how and when to use Artificial Intelligence (AI) in E-Marketing show that they 

are dedicated to ongoing development. When respondents perceive that the organisation 

values their feedback and is open to improving its AI strategy, they are more likely to have 

a positive belief in Artificial Intelligence (AI). According to this study, respondent beliefs 

are in second place in terms of importance to marketing strategy. Clear and engaging 

communication of the company's principles, offers, and benefits is ensured by an effective 

marketing plan. This messaging connects with the target audience when it is in line with 

their values and beliefs, strengthening their faith in the company and its goals. Credibility 

is increased by using a well-thought-out marketing plan that highlights sincerity and 

reliability. People are more likely to trust a brand that keeps its word and does business in 

an honest and moral manner when conducting marketing campaigns. A sense of 

involvement and belonging is created through interactive marketing efforts that involve the 

audience and promote interaction. Respondents' perceptions of a brand are reinforced and 

a sense of community is fostered when they actively interact with it through these tactics. 

Respondents' opinions can be positively impacted by a marketing plan that highlights a 

brand's flexibility in responding to shifting market trends and innovation in its product 
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offerings. It demonstrates the brand's dedication to developing and being current while 

building confidence and trust. 

Conclusion 

In the end, the study was able to accomplish its goals. In order to determine the main age 

groups, marital statuses, and income distributions of the electronics E-commerce 

respondents, a thorough demographic investigation was conducted first. Subsequently, a 

thorough statistical examination demonstrated a significant correlation between essential 

demographic factors and the influence of e-marketing, with age and job standing out as 

particularly significant factors. The study concluded by highlighting important factors that 

influence Artificial Intelligence (AI) in the context of Electronics Ecommerce's e-

marketing. These factors include the importance of AI as a potent tool, AI implementation, 

a focus on content creation, the marketing team's closing of deals, and respondents' beliefs. 

Our understanding of demographic trends, the impact of e-marketing, and the factors 

influencing the use of Artificial Intelligence in the ecommerce sector has improved as a 

result of these findings. 

The revolutionizing impact of Artificial Intelligence (AI) on electronics e-

commerce, particularly in the realm of e-marketing strategies, is undeniable. The 

integration of AI technologies has ushered in a new era of personalized, efficient, and data-

driven approaches that significantly enhance the overall e-commerce landscape.AI enables 

electronics e-commerce businesses to harness vast amounts of data for predictive analytics, 

informing strategic decisions in areas such as inventory management, pricing optimization, 

and marketing campaigns. This data-driven approach enhances operational efficiency and 

ensures better alignment with customer preferences. AI empowers e-marketing strategies 

with dynamic and adaptive approaches, allowing businesses to respond to market changes 

and customer behaviors in real-time. This agility ensures that marketing efforts remain 

relevant and effective in a rapidly evolving digital landscape. 
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