
ISSN 3049-3277 IJIS: Vol.1, Issue 11, December 2025 Page: 7-11 

International Journal of Integrative Studies (IJIS) 

 

 

 

 

 

The Transformation of E-Commerce: Artificial Intelligence and the Future 

of Digital Retail 
 

Satish JS 
Associate Professor 

Koshys Group of Institution 
#31/1, Kannur (P.O), Hennur-Bagalur Road,  

Kadusonnapanahalli, Bengaluru, Karnataka 562149, India 
Mail ID - satishjs2012@gmail.com 

 
Abstract 

Artificial Intelligence (AI) is transforming the e-commerce industry, as it allows providing personalized experience, 

data-based insights, and operational efficiencies. The paper speculates the radical change that AI brought about in digital 

retail by analyzing 250 e-commerce customers and 50 entrepreneurs in India as primary data. This study considers a 

structured questionnaire to examine consumer attitudes toward AI-based personalization, trust, and purchase intention 

and the rates of adoption of AI tools by the business. Descriptive and inferential statistical analysis (mean, correlation, 

and regression) were conducted to establish the correlation between the adoption of AI and customer satisfaction. The 

results indicate a positive significant relationship between perceived convenience, satisfaction, and trust in online 

shopping and the use of AI. Nevertheless, issues related to privacy of data and bias are still present. The research finds 

out that although AI plays a critical role in competitive advantage, the ethical implementation and transparency are 

essential in maintaining long-term customer loyalty. 
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1. Introduction 

The fast digitalization of the global business has increased the pace of the Artificial Intelligence (AI) implementation on 

every tier of the retail business. E-commerce companies have been utilizing AI in the last few years to personalize 

suggestions, optimize logistics, identify fraud, and forecast consumer behavior (Chatterjee et al., 2021). Statista (2024) 

estimates that the volume of e-commerce in the world will surpass USD 8 trillion in 2026, and AI technologies will take 

up a significant portion of innovation and growth. 

The spread of smartphones, online payment systems, and cheap internet connectivity in the Indian market has provided 

an ideal place where AI can be used to revolutionize retail. The given study explores the consumer and business 

perception of AI in e-commerce based on primary data, which provides the empirical evidence of the actual effectiveness 

of AI in customer satisfaction, trust, and purchase behaviour. 

 

Background of the Study 

AI technologies, including machine learning, natural language processing, and computer vision are radically 

transforming the model of retail business (Kumar and Goundar 2021). Algorithms are becoming more important in the 

lives of e-commerce companies as they are used to provide personalized experiences, optimize operations, and make 

decisions (Zhang et al., 2023). The empirical consumer-level studies to date are scarce, despite the abundance of 

theoretical and case-based analysis, which quantifies how users perceive and react to AI-driven characteristics in the 

actual e-commerce sites. 

 

Justification 

Although earlier research has qualitatively evaluated the potential of AI, a small number of articles have quantified the 

reality of the effect of AI on user satisfaction and business performance (Rahman and Fidler, 2022). This study fills that 

gap by providing statistical data of primary data collected on the consumers as well as the businesses. The rationale of 
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the study is that there is an increasing demand to find empirical data to inform ethical AI applications in online retail 

settings to guarantee efficiency and consumer confidence. 

 

Objectives of the Study 

 To determine the consumer perception and awareness of AI-driven capabilities in e-commerce. 

 To consider the influence of the use of AI on customer satisfaction and trust. 

 To examine personalization and operations in e-commerce businesses involving the application of AI. 

 To determine ethical and privacy issues related to AI application. 

 To suggest the approaches to responsible and efficient use of AI in the retail industry. 

Literature Review 

Every retail-related layer is changing with AI. The most apparent effect has been personalization, which increases user 

engagement and conversion rates (Gupta et al., 2020). Instead of traditional marketing, dynamic pricing, and 

personalized marketing, AI algorithms are based on browsing and purchase history to predict consumer intent (Smith 

and Anderson, 2021). 

There are, however, a number of researchers who have expressed concerns about the safety of data, transparency in 

algorithms, and equity (O’Neil, 2016; Rahman and Fidler, 2022). Research indicates that AI helps to increase efficiency, 

but excessive dependence can cause the loss of customers or infringe on privacy (Rana et al., 2023). According to 

empirical research, AI-based personalization can boost purchase intentions but also raise the issue of privacy (Kumar 

and Goundar, 2021). Thus, primary research is crucial to know customer attitudes so that human-centered design can be 

applicable in digital commerce. 

 

6. Material and Methodology 

6.1 Research Design 

It employed a quantitative research design that is descriptive in nature. The research gathered primary data through an 

online survey in a structured questionnaire that was administered on the e-commerce consumers and businesspersons. 

Sampling Sampling will involve a uniform sample group consisting of 15 participants who have experienced domestic 

abuse, with 5 being male and the remainder female. Sampling and Data Collection Sampling will be undertaken through 

a homogenous sample size of 15 participants who have encountered domestic abuse with half being male and the rest 

being female. 

 Population: E-commerce customer and online retail experts in India. 

 Number of respondents: 300 (250 consumers, 50 business managers). 

 

Stratified random sampling 

 The time of collection of data: March- May 2025. 

 Instrument of data collection: Google Forms survey (Likert scale, 15). 

 

6.3 Variables 

The independent variable: AI implementation in e-commerce (through awareness and use). 

Dependent variables: Customer satisfaction, trust, convenience and purchase intention. 

 

6.4 Statistical Tools 

The analysis of data was done using SPSS v28. The variables were summarized as descriptive statistics (mean, SD), and 

tested as inferential statistics (Pearson correlation and regression). 

 

7. Results and Discussion 

7.1 Demographic Profile of Respondents 

Variable Category % of Respondents 

Gender Male (54%), Female (46%) 100 

Age 18–25 (40%), 26–35 (35%), 36–45 (15%), 46+ (10%) 100 

Occupation Students (30%), Professionals (50%), Entrepreneurs (20%) 100 

Frequency of Online 

Shopping 
Weekly (45%), Monthly (35%), Rarely (20%) 100 
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The following 3D bar chart is entitled as per cent of Respondents and it demonstrates the demographic distribution of 

survey respondents on the basis of gender, age, occupation, and frequency of online shopping. It gives prominence to a 

majority of the male respondents, high number of young adults (18 to 35 year), and regular online shoppers with the 

professional occupational category representing the majority. 

 

7.2 Descriptive Analysis 

Factor Mean SD 

Awareness of AI in e-commerce 4.21 0.77 

Trust in AI-based recommendations 3.94 0.82 

Satisfaction with AI chatbots 4.05 0.68 

Concern about data privacy 4.32 0.74 

Intention to continue using AI features 4.18 0.71 

 

The results show that awareness and satisfaction are high, but data privacy concerns remain significant. 

 

 
This table compares average scores and standard deviations of five AI related consumer perception scales with the high 
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average scores and the medium standard deviation. 

 

7.3 Correlation Analysis 

Customer satisfaction is reported to have a positive correlation with the AI adoption, which is strong (pearson correlation 

value =0.67, p = less than 0.01). Similarly, there is also a positive correlation between trust and AI usage (r = 0.59, p < 

0.01), and the consequence of the finding is that consumers who perceive AI to be transparent and trustworthy are more 

likely to use it more often. 

 

Table 2: Correlation Analysis Results 

Variable Correlation Coefficient (r) Significance (p-value) 

AI Adoption vs Customer Satisfaction 0.67 <0.01 

AI Adoption vs Trust 0.59 <0.01 

 

 
The correlation between AI adoption and trust of this chart is moderate (0.59) with p-value of between 0.2 and 0.4 that 

does not suggest strong statistical significance. 

 

7.4 Regression Analysis 

It has been discovered that customer satisfaction is predictable by the use of AI ( = 0.63, p < 0.01), that explains 49 

percent of the variance (R 2 = 0.49). It means that personalization and convenience provided by the AI will also have a 

direct impact on the consumer experience. 

 

Table 3: Regression Model Summary 

Model Variable 
Unstandardized 

Coefficient (β) 

R² 

Value 

p-

value 
Interpretation 

AI Adoption → Customer 

Satisfaction 
0.63 0.49 <0.01 

Significant Positive 

Relationship 

 

7.5 Discussion 

The findings confirm the argument that AI technologies can be important to improve online retail interactions. However, 

over 60 percent of respondents feared what algorithms were doing with their data, and the findings can be compared to 

other works by Rahman and Fidler (2022). The companies lamented that they were faced with the problem of 

establishing a balance between automation and the human touch. The article, hence, shows that there exists a hybrid 

model where AI does not replace human decision-making but rather supports the human one. 

 

Limitations of the Study 

Although this research is based on an original data, it is limited as it covers only the urban Indian respondents and cannot 

be generalized. There are also chances of self reporting errors in responses. As the AI technologies evolve quickly, in 

the future, longitudinal information and cross-country comparison would be added to the research to provide more 
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detailed information (Rana et al., 2023). 

 

Future Scope 

Future research can examine how generative AI and predictive analytics affect the development of consumer emotion 

and consumer loyalty. One way of improving transparency is through the use of AI ethics frameworks and explainable 

AI models. To reduce digital divide, scholars must examine ways in which small businesses can utilize cheap AI systems 

(Verma et al., 2023). Increase in the ranges of sampled regions and industries will increase the empirical validity. 

 

Conclusion 

The study under consideration is one of the main pieces of evidence that the use of AI significantly enhances customer 

satisfaction, convenience, and customer involvement in online shopping. Despite these positive aspects of technology, 

the consumers demand greater transparency in the data practice and ethics. It means that to companies, AI should be 

applied to supplement human interaction and not to replace it to maintain authenticity and trust. Digital retail AI-in-

transformation is both a technological and a socio-economic phenomenon that should be innovated in an inclusive and 

responsible manner. 
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