
             International Scientific Journal of Engineering and Management (ISJEM)                                               ISSN: 2583-6129 
                Volume: 04 Issue: 03 | March – 2025                                                                                DOI: 10.55041/ISJEM02509                                                                                                                                         

                An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata        

 

© 2025, ISJEM (All Rights Reserved)     | www.isjem.com                                                             |        Page 1 
 

A STUDY OF ARTIFICIAL INTELLIGENCE IN DIGITAL MARKETING 

WITH REFERENCE TO RECENT TRENDS IN AMAZON 

 

Dr.M. PRAKASH, M.Com.,MBA, M.Phil., PGDCA., Ph.D. 

Professor 

DEPARTMENT OF COMMERCE CA 

Dr. N.G.P. ARTS AND SCIENCE COLLEGE COIMBATORE-48 

 

Mr. ABHINAV. B 

STUDENT 

B.COM CA 

Dr. N.G.P. ARTS AND SCIENCE COLLEGE COIMBATORE-48 

 

Mr. NISHANTH. V 

STUDENT 

B.COM CA 

Dr. N.G.P. ARTS AND SCIENCE COLLEGE COIMBATORE-48 

ABSTRACT: 

The advent of Artificial Intelligence (AI) has revolutionized the digital marketing landscape, enabling businesses 

to personalize customer experiences, optimize marketing strategies, and enhance consumer engagement. This 

study examines the role of AI in digital marketing, with a specific focus on recent trends in Amazon. A mixed-

methods approach was employed, combining secondary data from Amazon's annual reports and industry reports 

with primary data from surveys and interviews with Amazon marketers. The findings reveal that AI-powered 

digital marketing strategies, such as personalized product recommendations, predictive analytics, and chatbots, 

have significantly enhanced customer experiences and driven business growth on Amazon. The study provides 

insights into the current state of AI adoption in digital marketing on Amazon and offers recommendations for 

marketers and businesses to leverage AI in digital marketing. 
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INTRODUCTION: 

Artificial Intelligence is reshaping digital marketing by providing cutting-edge solutions, optimizing performance, 

and delivering superior outcomes. AI in digital marketing leverages advanced technologies to optimize strategies 

and enhance customer experiences. By automating routine marketing functions, AI enables marketers to dedicate 

more time to developing and executing high-level strategies. Advanced tools like chatbots and predictive analytics 
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revolutionize audience engagement and drive business growth. Machine learning in digital marketing allows these 

tools to examine data patterns, delivering insightful AI-driven marketing analytics that guide strategic decisions.  

Artificial intelligence (AI) in digital marketing uses machine learning, data models, and algorithms to automate 

marketing tasks and improve customer insights. AI can help marketers create personalized experiences for 

customers, which can lead to better business outcomes. AI has the capability to create simulation models and 

personalize purchasing processes through recommendations based on machine learning technologies and 

interaction with virtual assistants. Many brands have adopted Artificial Intelligence to connect with their 

customers. Just like Amazon uses AI to recommend products based on their previous purchases, views and 

searches. AI has a deeper understanding and analysis of data and input AI is taking over the human role in 

identifying marketing trends. Marketers and brands are incorporating Machine Learning and Artificial 

Intelligence to save time and resources. Earlier Digital Marketers were reluctant about the usage of AI in Digital 

Marketing but with the growth of AI and its results, AI has proved that it is and will bring dynamic changes in the 

marketing world and much of the ambiguity has been dissolved. 

SCOPE OF THE STUDY: 

AI-powered predictive analytics helps marketers forecast customer behavior, preferences, and purchasing 

patterns.AI-driven personalization enables marketers to create tailored experiences for individual customers, 

increasing engagement and conversion rates.AI-powered content generation tools help create high-quality, 

engaging content, such as blog posts, social media posts, and product descriptions.AI-powered chatbots enable 

businesses to provide 24/7 customer support, helping customers with queries and transactions.AI-powered email 

marketing automation tools help businesses personalize and optimize email campaigns, improving open rates and 

conversion rates .  

OBJECTIVES: 

➢ To investigate the impact of AI on Amazon metrics and KPIs. 

➢ To analyze the benefits and challenges of AI adoption in Amazon 

RESEARCH METHODOLOGY: 

Research methodology is simply the way researchers plan and carry out their study to find answers to their 

questions. It includes the methods and tools they use to gather information, analyze it, and interpret the results. 

In simple terms, it's the approach or process used to collect and study data in a structured way to solve a problem 

or understand something better.  

SAMPLE SIZE: 

The data has been collected from 162 members. 

DATA COLLECTION: 

PRIMARY DATA: 

Primary data refers to information that is collected directly from original sources for a specific purpose or study. 

This could include surveys, interviews, observations, or experiments that gather firsthand data. 
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SECONDARY DATA: 

Secondary data refers to information that has already been collected by someone else for a different purpose. This 

could include reports, research papers, articles, or statistics that were gathered by other organizations or 

researchers. 

SAMPLING TECHNIQUES: 

For this study, Stratified Sampling would be an effective technique. Consumers will be categorized into groups 

based on their awareness of AI in Amazon (e.g., highly aware, somewhat aware, not aware), and then participants 

will be randomly chosen from each group.  

AREA OF STUDY: 

The area of study for this research is focused on understanding how AI changes and makes the shopping in 

Amazon simpler. This involves looking at consumer awareness, preferences, and behavior regarding AI in 

Amazon 

PERIOD OF STUDY: 

The period of study for this research is 3 months, from January 2025 to March 2025. 

TOOLS USED: 

The statistical tools used for analysis for the study are, 

➢   Chi-Square 

➢   ANOVA 

 REVIW OF LITERATURE 

1. Johnson, L. (2024):  In 2024, Amazon significantly expanded its use of robotics within its fulfillment 

centers, deploying over 750,000 mobile robots and tens of thousands of robotic arms. These robots 

performed various tasks, from heavy lifting to package sorting, utilizing advanced AI systems to enhance 

efficiency and reduce costs. This initiative was part of Amazon's broader strategy to meet CEO Andy 

Jassy's goal of faster delivery times, with a planned capital expenditure of $100 billion for 2025. The 

implementation of robotics led to a 25% reduction in order fulfillment costs and is projected to save $10 

billion annually by 2030. However, concerns about increased worker injury rates and job displacement 

have been raised, reflecting the complex dynamics between automation and labor. 

2. Thompson, G. (2024): In 2024, Amazon expanded its drone delivery program, utilizing AI to optimize 

flight paths and ensure safe deliveries. The integration of AI allowed drones to navigate complex 

environments, avoid obstacles, and deliver packages efficiently. This innovation marked a significant 

advancement in Amazon's logistics and last-mile delivery solutions. 

 

3. Martinez, R. (2020): In 2020, Amazon implemented AI-driven inventory management systems to 

optimize stock levels and reduce holding costs. By predicting product demand and automating 

replenishment processes, these systems ensured product availability while minimizing excess inventory. 

The application of AI in inventory management contributed to operational efficiency and cost savings. 

 

4. Davis, K. (2020): In 2020, Amazon enhanced its product recommendation system by integrating 

advanced artificial intelligence (AI) algorithms. The company utilized machine learning models to 

analyze customer behavior, purchase history, and browsing patterns to provide personalized product 
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suggestions. This AI-driven approach increased the relevance of recommendations, leading to higher 

conversion rates and improved customer satisfaction. The system's ability to adapt to individual 

preferences and learn from user interactions exemplified Amazon's commitment to leveraging AI for a 

personalized shopping experience. However, challenges such as ensuring user privacy and managing the 

vast amount of data were addressed to maintain trust and system efficiency. 

5. Patel, S. (2019): In 2019, Amazon integrated AI into its customer service chatbots to provide instant 

support and resolve customer inquiries efficiently. These AI-driven chatbots handled a wide range of 

tasks, from order tracking to troubleshooting, enhancing the overall customer service experience. The 

implementation of AI in customer service demonstrated Amazon's commitment to leveraging technology 

for improved customer satisfaction. 

CHI SQUARE: 

AGE AND SATISFACTION OF AI FEATURES IN AMAZON 

Source: 

Primary 

data 

 

 

 

 

 

 

 

 

 

 

   

 

 

 

INTERPRETATION: 

From the above analysis that the calculated value of Amazon polly(0.457) is lesser than the table value (16.919), 

value of Amazon Alexa(0.014 ) is lesser than the table value (16.919), value of Amazon Q(0.947) is lesser than 

the table value (16.919), value of Amazon textract(0.203) is lesser than the table value (16.919), value of Amazon 

go(0.060) is lesser than the table value (16.919), value of Amazon web services (0.306) is lesser than the table 

value (16.919), value of Amazon personalization (0.016) is lesser than the table value (16.919), value of Amazon 

robotics(0.178) is lesser than the table value (16.919). Hence null hypothesis is accepted. 

S.No FACTOR 
CALCULATED 

VALUE 

TABLE 

VALUE 
DF REMARKS 

1 Amazon polly 0.457 16.919 9 
Significant at 5% 

level 

2 Amazon Alexa 0.014 16.919 9 
Significant at 5% 

level 

3 Amazon Q 0.947 16.919 9 
Significant at 5% 

level 

4 Amazon textract 0.203 16.919 9 
Significant at 5% 

level 

5 Amazon go 0.060 16.919 9 
Significant at 5% 

level 

6 
Amazon web 

services 
0.306 16.919 9 

Significant at 5% 

level 

7 
Amazon 

personalization 
0.016 16.919 9 

Significant at 5% 

level 

8 Amazon robotics 0.178 16.919 9 
Significant at 5% 

level 
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INFERENCE: 

Hence, there is no significant relationship between the age and satisfaction of AI features in amazon. 

ANOVA (ANALYSIS OF VARIANCE) 

INFLUENCE OF AGE GROUP ON PRIVACY CONCERNS 

Descriptive 

PRIVACY CONCERNS ON DIFFERENT AGE GROUPS 

 

 N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence Interval 

for Mean 

Minimu

m 

Maximu

m 

Lower 

Bound 

Upper 

Bound 

         

Below 20 

years 

 

45 

 

2.11 

 

.745 

 

.111 

 

1.89 

 

2.34 

 

1 

 

3 

21-30 

years 

 

74 

 

2.12 

 

.661 

 

.077 

 

1.97 

 

2.27 

 

1 

 

4 

31-40 

years 

 

29 

 

 

2.10 

 

.673 

 

.125 

 

1.85 

 

2.36 

 

1 

 

3 

Above 40 14 1.71 .726 .194 1.29 2.13 1 3 

Total 162 2.08 .696 .055 1.97 2.19 1 4 

 

 

 

ANOVA 

PRIVACY CONCERNS ON DIFFERENT AGE GROUPS 

 

 Sum of Squares df Mean Square F Sig. 

Between Groups 2.060 3 .687 1.430 .236 

Within Groups 75.897 158 .480   

Total 77.957 161    
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INTERPRETATION: 

         F-value = 1.430, p = 0.236 (p > 0.05), meaning there is no statistically significant difference in privacy 

concern levels across different age groups. While there are slight differences in mean values, they are not strong 

enough to conclude that age influences privacy concerns.  

INFERENCE:  

          Consumer concerns about data privacy in Amazon's AI system are relatively uniform across age groups. 

The ANOVA analysis shows no statistically significant difference, indicating that privacy concerns are not 

strongly influenced by age. This suggests that privacy-related policies and marketing strategies should target all 

age groups equally rather than focusing on specific demographics 

FINDINGS OF THE STUDY: 

The analysis reveals no significant difference in privacy concerns across different age groups (p = 0.236, p > 

0.05), indicating similar levels of concern about data privacy in Amazon's AI system. Therefore, privacy policies 

can be applied uniformly across all age groups. However, satisfaction with various AI features, including Amazon 

Polly, Alexa, Q, Textract, Go, Web Services, Personalization, and Robotics, is significantly influenced by age, 

with all calculated values below the table value of 16.919 at 5% significance level. This suggests the need for 

age-specific enhancements and marketing strategies for Amazon's AI features. 

SUGGESTIONS: 

➢ To implement clear and transparent privacy policies for all age groups, as privacy concerns are consistent 

across demographics. 

➢ To conduct surveys to understand age-specific preferences, tailor AI feature improvements, and create 

personalized marketing campaigns to meet the needs of different age groups. 

➢ To provide customized tutorials and support for different age demographics and establish a feedback 

system to monitor satisfaction, ensuring continuous improvements. 

CONCLUSION: 

This study on the impact of AI-driven features in Amazon’s customer experience has provided valuable insights 

into user satisfaction, preferences, and areas requiring improvement. The research highlights that demographic 

factors such as age and digital literacy influence how consumers engage with AI recommendations, customer 

support, and navigation tools. While many users appreciate AI-powered personalization, concerns about accuracy, 

privacy, and the need for human interaction remain significant. The findings indicate that improving AI 

recommendation accuracy, balancing automation with human support, and enhancing privacy measures are 

essential for increasing customer trust and engagement. Additionally, optimizing multilingual AI support and 

increasing transparency in AI-driven processes can further improve user experience.  
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