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ABSTRACT

Artificial Intelligence (Al) has emerged as a game-changer in digital marketing,
revolutionising how brands interact with consumers throughout their buying
journey. From personalised recommendations to Al-driven chatbots, machine
learning algorithms enhance customer engagement, improve targeting accuracy,
and drive brand loyalty. This paper explores how Al-powered digital marketing
reshapes the consumer journey from awareness to retention. The study examines
Al applications such as predictive analytics, chatbots, and automated content
creation, highlighting their impact on consumer decision-making. Through a
review of existing literature and analysis of contemporary marketing strategies,
this paper aims to bridge the gap between Al advancements and consumer
behavior insights.
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INTRODUCTION

Digital marketing has evolved significantly with the integration of Artificial
Intelligence (Al), which enables brands to create more personalised, efficient, and
data-driven marketing campaigns. According to Smith (2020), Al has
transformed consumer interactions, improving engagement through tailored
advertisements and predictive analysis. Brown and Jones (2019) emphasise that
Al algorithms help marketers understand consumer behaviour more accurately,
thereby optimising marketing efforts.

Al-driven tools such as chatbots, recommendation engines, and sentiment
analysis have shifted traditional marketing approaches (Johnson, 2021). For
instance, Al-powered chatbots improve customer support efficiency, reducing
response time and enhancing user experience (Williams, 2018). Moreover, Al
contributes to content marketing by generating relevant and engaging content
tailored to user preferences (Miller, 2020).

The consumer journey consists of several stages: awareness, consideration,
decision-making, purchase, and loyalty. Al influences each stage by delivering
hyper-personalised content, targeted advertising, and data-driven insights (Davis
& Clark, 2022). This study explores how Al transforms the consumer journey,
focusing on personalisation, automation, and predictive analytics.

REVIEW OF LITERATURE

Al has significantly enhanced digital marketing strategies, helping brands create
personalised experiences. A study by Smith and White (2021) found that Al-
powered recommendation systems improve conversion rates by 30%. Similarly,
according to Patel (2020), Al-driven chatbots increase customer satisfaction by
40% by providing instant support.

AT’s role in understanding consumer behaviour is well documented. According
to Jones (2019), machine learning models predict consumer preferences, enabling
brands to deliver more relevant advertisements. Roberts and Green (2021) found
that Al-powered personalisation enhances consumer trust and loyalty.

AD’s impact on advertising has been profound. Brown (2020) reported that
programmatic advertising, which uses Al algorithms to target consumers, has
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improved ad relevance by 50%. Al-driven tools analyse vast amounts of data to
optimise ad placements and messaging (Taylor, 2019).

Engagement is crucial in digital marketing, and Al plays a pivotal role. According
to Wilson (2022), Al-powered social media analytics help brands understand
consumer sentiment, leading to better engagement strategies. A study by Martin
and Lee (2021) showed that Al-driven email marketing campaigns increased
open rates by 25%.

OBJECTIVES

1. To examine the impact of Al-powered digital marketing on consumer
decision-making at different stages of the consumer journey.

2. To analyse how Al-driven personalisation enhances consumer loyalty and
brand engagement.

RESEARCH METHODOLOGY

The research follows a descriptive research design, utilising primary data
collection methods. The targeted population consists of consumers, with a sample
size of 375 respondents. Convenience sampling is employed to select
participants. The study is conducted in Ludhiana and SAS Nagar Mohali district,
ensuring relevant insights from the selected population.

RESULT AND DISCUSSION

Figure No 1: Al-driven advertisements (personalised recommendations, targeted ads)
help me discover new products/services.
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Al-driven advertisements
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(Source : Primary Data 2025)

According to the data, 83.46% of respondents—55.73% agree and 27.73% strongly agree—
say artificial intelligence-driven ads help them find new goods or services. Six. 93% stayed
neutral; just 9.6% (4% disagree, 5.6% strongly disagree) expressed an unfavourable attitude.
This shows a strong favourable view of tailored and customised commercials, therefore
underlining the power of artificial intelligence in raising customer awareness and guiding
product development via digital media.

Figure No 2: Al-powered chatbots provide useful information and enhance my decision-
making process.

Al-powered chatbots

40.00%
30.00%
30.40% 29 . 86%
20.00%

10.00%

0.00%

STRONGLY AGREE NEUTRAL DISAGREE STRONGLY
AGREE DISAGREE

(Source : Primary Data 2025)
The findings indicate that 52.8% of respondents (22.40% firmly agree, 30.40% agree) believe

that Al-powered chatbots furnish valuable information and facilitate decision-making. 29.86%
of respondents stay neutral; just 9.33% (5.60% disagree, 3.73% strongly disagree) convey
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negative opinions. This points to a generally positive view of artificial intelligence chatbots,
which are becoming more and more important in improving consumer experience and guiding
consumers in making wise decisions during their purchase path.

Figure No 3: Al-based predictive analytics (suggested products, automated discounts)
influence my purchase decisions

Al-based predictive analytics
60
40
20
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(Source : Primary Data 2025)

According to the statistics, 80.79% of respondents—56.53% agree and 24.26% strongly
agree—Dbelieve artificial intelligence-based predictive analytics—including suggested items
and automatic discounts—have an impact on their purchasing choices. Ten percent are neutral;
just 8.53% (4.8% disagree, 3.73% strongly disagree) disagree. This emphasises the great
influence of Al-driven insights on consumer behaviour since they help to shape buying
decisions and improve customised shopping experiences.
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Figure No. 4: Al-enhanced product recommendations on e-commerce platforms make
my shopping experience better.

Al-enhanced product recommendations
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(Source : Primary Data 2025)

The results show that 65.06% of respondents—42.66% agree and 22.4% strongly agree—feel
that product recommendations boosted by artificial intelligence increase their purchasing
experience on online stores. Of the smaller group—38.26%—5.33% disagree and 2.93%
strongly disagree; 26.67% stay neutral. Emphasising their part in making online purchasing

more convenient, personalised, and pleasant for users, this points to a generally good view of
Al-driven recommendations.

Figure No. 5: Al-generated content (reviews, articles, product descriptions) affects my
trust in a brand.

Al-generated content
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(Source: Primary Data 2025)
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The results show that 65.06% of those who answered (42.66% agree and 22.40% strongly
agree) think that reviews, articles, and product descriptions made by Al affect their trust in a
brand. While 26.67% are neutral, just 8.26% (5.33% disagree and 2.93% strongly disagree).
This emphasises the need for artificial intelligence-generated content in brand communication
and digital marketing plans since it clearly shapes consumer trust.

Figure No 6: Al-powered influencer marketing (virtual influencers, Al-driven
recommendations) impacts my buying choices.
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According to the statistics, 78.6% of respondents—53.53% agree and 25.07% strongly agree—
believe that influencer marketing driven by artificial intelligence—including virtual influencers
and Al-based recommendations—affects their purchase decisions. Only 8.79% (5.86%
disagree and 2.93% strongly disagree) said they disagreed; 13.6% stayed indifferent.
Emphasising its increasing significance in determining purchase decisions in the digital
marketplace, this implies a great impact of Al-driven influencer marketing on consumer
behaviour.

Figure No. 7: Al in digital marketing reduces my time spent searching for relevant
products/services.
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Al in digital marketing reduces time
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According to the results, 68.26% of respondents—43.20% agree and 25.06% strongly agree—
believe that artificial intelligence in digital marketing saves time they would otherwise be
spending looking for pertinent goods or services. Just 9.07% (5.07% disagree and 4% strongly
disagree) believe differently; 22.67% are neutral. For most consumers, this means that artificial
intelligence efficiently improves user convenience by speeding product discovery, therefore
expediting the buying experience.

Figure No. 8: Al-driven social media content (automated posts, Al-generated ads)
enhances my awareness of brands.

Al-driven social media content
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(Source : Primary Data 2025)

According to the research, 78.66% of respondents—52.26% agree and 26.40% strongly
agree—say that Al-driven social media content—including automated posts and Al-generated
ads—helps them to better recognise companies. Twelve eighty percent are neutral; just 8.5%
(5.30% disagree and 3.20% strongly disagree). This emphasises how well artificial intelligence
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(Al) increases brand awareness and interaction on social media platforms, so it is a great
instrument for digital marketing plans.

Figure No. 9: Al-powered personalisation (recommendations, tailored emails) makes me
feel more valued as a customer.

Al-powered personalization
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(Source : Primary Data 2025)

According to the study, 78.66% of respondents (49.06% agree and 29.60% strongly agree)
believe that personalised recommendations and bespoke emails driven by artificial intelligence
help them to feel more valuable as consumers. Just 12.53% (6.93% disagree and 5.60% strongly
disagree) have a bad attitude; 8.80% are neutral. This shows a strong favourable attitude
towards artificial intelligence-driven personalisation, therefore stressing its part in raising
consumer pleasure and improving brand-customer connections.

Figure No. 10: Al-driven marketing strategies (customised ads, dynamic pricing) increase
my engagement with a brand.

Al-driven marketing strategies
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(Source : Primary Data 2025)
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Data shows that 56.8% of respondents—36.8% agree and 20% strongly agree—believe that
artificial intelligence-driven marketing strategies—such as dynamic pricing and tailored ads—
raise their interaction with a company. 31.2% stayed neutral, while 12% (9.33% disagree and
2.66% strongly disagree) voiced disapproval. This shows that more than half of the respondents
view Al marketing initiatives favourably, suggesting their possible ability to increase customer
involvement and brand connection.

Figure No 11: Al-powered customer support (chatbots, voice assistants) improves my
ost-purchase experience.

Al-powered customer support
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(Source : Primary Data 2025)

According to the statistics, 77.32% of respondents—51.46% agree and 25.86% strongly
agree—Dbelieve artificial intelligence-powered customer support—including chatbots and voice
assistants—helps to enhance their post-purchase experience. Just 11.2% (8% disagree and
3.20% strongly disagree) said they had a negative opinion; 11.46% were neutral. This shows a
generally good view of artificial intelligence's ability to improve customer service, answer
questions, and raise satisfaction following a purchase.

Figure No. 12: Al-enhanced loyalty programmes (personalised rewards, automated
discounts) encourage me to stay loyal to a brand.

Al-enhanced loyalty programs
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(Source : Primary Data 2025)
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According to the data, 59.19% of respondents—39.73% agree and 19.46% strongly agree—
say that Al-enhanced loyalty programmes—which include automated discounts and tailored
rewards—promote brand loyalty. Thirty-66% of respondents stay indifferent; just 10.13%
(7.73% disagree and 2.40% strongly disagree) express dissent. This implies that most
Customers value Al-driven personalisation in loyalty programmes since they understand how
it helps to build enduring relationships with companies.

Figure No. 13: Al-driven social media engagement (automated responses, Al-curated
content) strengthens my connection with a brand.

Al-driven social media engagement
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(Source : Primary Data 2025)

According to the statistics, 79.2% of respondents—48.80% agree and 30.40% strongly agree—
believe that artificial intelligence-driven social media engagement—through automated
responses and Al-curated content—strengthens their bond with a company. While 10.90% are
neutral, just 10.66% (7.73% disagree and 2.93% strongly disagree). This shows a great positive
influence of artificial intelligence on improving brand-consumer relationships by means of
social media, therefore transforming interactions into more interesting and customised forms.

Figure No. 14: AD’s ability to predict my preferences makes me more likely to return to
the same brand for future purchases.
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Given that Al can forecast their tastes, the research shows that 62.92% of respondents—38.66%
agree and 24.26% strongly agree—are more inclined to return to the same brand. Out of all the
respondents, 27.46% stayed neutral; just 9.59% (6.66% disapprove and 2.93% strongly
disagree). This emphasises how greatly artificial intelligence shapes consumer retention by
means of customised experiences fostering trust and motivating return visits.

Figure No. 15: Al-powered email marketing (personalised content, product
recommendations) keeps me engaged with brands.

Al-powered email marketing
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The data shows that 77.06% of respondents (49.60% agree and 27.46% strongly agree) feel
that Al-powered email marketing—through personalised content and product
recommendations—keeps them engaged with brands. Only 11.2% (7.20% disagree and 4%
strongly disagree) expressed a negative opinion, while 12.53% remained neutral. This suggests
that Al-enhanced email campaigns are effective in maintaining consumer interest,
strengthening brand engagement, and fostering long-term customer relationships.

Figure No. 16: Al-driven marketing increases my trust in brands by delivering relevant
and timely content.

Al-driven marketing increases trust
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Data shows that 77.06% of respondents—49.86% agree and 27.20% strongly agree—believe
that by providing relevant and timely material, artificial intelligence-driven marketing builds
their trust in brands. Ten-nine percent remain indifferent; just 12% (8% disagree and 4%
strongly disagree) have a negative attitude. This implies that establishing consumer confidence
and enhancing brand credibility depends much on Al's capacity to personalise and schedule
information efficiently.

Figure No. 17: | prefer brands that use Al to offer a more personalised and seamless
customer experience.

Brands that use Al
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According to the study, 77.06% of respondents—49.86% agree and 27.20% strongly agree—
prefer brands using artificial intelligence to provide a more customised and seamless consumer
experience. Ten per cent are neutral; just 12% (8% disagree and 4% strongly disagree) show
disagreement. This shows a strong customer inclination for interactions provided by artificial
intelligence, therefore stressing the need for personalisation and convenience in developing
brand preference and customer loyalty.

Figure No 18: Al-powered automation in digital marketing enhances my overall brand
experience and satisfaction

Al-powered automation in digital marketing
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According to the study, 64% of respondents—40% agree and 24% strongly agree—think that
artificial intelligence-powered automation in digital marketing improves their whole brand
experience and pleasure. While 24.80% stay neutral, just 11.19% (7.73% disapprove and
3.46% strongly disagree). This suggests that, by means of efficiency, relevance, and simplified
brand interactions, artificial intelligence automation is positively perceived by consumers and
so contributes significantly to raising satisfaction.

Table no 1: Pearson Correlation Table

Al_Rec | AI_D | Al_Rele | Al_Prom | Brand_Per | Brand_C | Explore | Brand_U | Bran | Brand_
ommen | ecisio | vant_Ad | o_Impact | sonal_Msg | onnectio | _Option | nderstand | d_Tr | Loyalt
d n S n S ust y

Al_Re |1 0.6 |0.688 | 0.627 |0.540* | 0.576 |0.552 | 0.501 | 0.5 |0.52
nd * *

Al_De |065 |1 0.707 | 0.621 |0.588* | 0.609 |0.570 | 0.557 | 0.5 |0.54
*

cision 0** ** *% *% *% *%x 76* 4**
*

Al_Rel | 068 |0.7 |1 0.664 | 0.607* |0.621 |0.588 | 0.581 | 0.5 |0.56
*

evant 8** 07* ** ** ** ** 97* 5**
Ads * *
Al Pro 062 |06 |0.664 |1 0.561* | 0.569 |0.552 | 0518 | 0.5 |0.54
mo_l m 7** 21* ** * *%* *%* *%* 65* 0**
pact * *
Brand_ | 0.54 (0.5 |0.607 |0.561 |1 0.708 | 0.622 [ 0.644 | 0.6 |0.70
Person 0** 88* ** ** ** ** ** 65* 9**
al_Msg * *
Brand_ | 0.57 | 0.6 |0.621 | 0.569 |0.708* |1 0.644 | 0.665 | 0.6 |0.71
Connec 6** 09* ** ** * ** ** 88* 0**
tion * *

Explor {0.55 | 0.5 |0.588 |0.552 |0.622* |0.644 |1 0.607 | 0.6 | 0.60
*

e Optl 2** 70* *% *% *% *% 20* 3**
ons * *
Brand_ | 0.50 [0.5 |0.581 |0.518 |0.644* |0.665 |0.607 |1 0.6 |0.68
U nderS l** 57* ** ** * ** ** 88* 7**
tand * *
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Brand_ | 0.58 | 0.5 |0.597 | 0.565 |0.665* |0.688 | 0.620 | 0.688 |1 0.78
*

Trust 7** 7-6* ** ** ** ** ** 9**

*

Brand_ | 0.52 | 0.5 | 0.565 | 0.540 |0.709* |0.710 | 0.603 | 0.687 | 0.7 |1
Loyalt G** Q4% | ** *%x * *% *% *% 89*

y * *
p < .01 (2-tailed). All correlations are significant at the 0.01 level.

The correlation research finds notable and favourable links between brand-related outcomes
and Al-driven marketing methods. Using Al for tailored suggestions demonstrates a good
association with ad relevancy (r =.688) and decision-making (r =.650), hence improving
consumers' impressions of relevant and useful material. Likewise, the way artificial intelligence
promotes correlates favourably with relevant commercials (r =.648) and perceived impact on
decision-making (r =.618), implying that Al-enhanced promos successfully influence
consumer decisions.

Emphasising the need of tailored content in developing brand relationships, Al-driven
relevance in advertising also shows substantial correlations with brand trust (r =.597), brand
connection (r =.621), and loyalty (r =.65). Moreover, brand trust is quite connected with brand
loyalty (r =.789) and brand connection (r =.758), meaning that trust greatly increases consumer
commitment and emotional attachment to the brand. Personal message (r =.709) is also
favourably correlated with brand loyalty, implying that customised communication improves
consumer retention.

Overall, the results imply that artificial intelligence technologies not only increase advertising
relevance and decision-making but also significantly help to build brand trust, connection, and
loyalty.

FUTURE IMPLICATIONS

The results of this study expose consumers' strong favourable view of artificial intelligence
(Al) application in digital marketing. As artificial intelligence develops, it has major
ramifications for customers, brands, and marketers going forward: :

With most consumers responding positively to Al-powered recommendations, chatbots,
personalised emails, and automated content, companies are probably going to spend more in
Al tools to enhance customer experience, boost engagement, and drive conversions.

Improved Personalisation and Customer Experience: Al has shown itself capable of producing
seamless and customised experiences. Real-time data and predictive analytics will become
more and more important for future marketing plans in order to customise offers, content, and
communication to particular customer preferences.
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Companies may include virtual influencers and Al-driven content into their branding efforts
for affordable and scalable engagement as Al-generated influencers and content keep
impacting consumer trust and purchase decisions.

Using artificial intelligence more widely for brand loyalty and retention: The favourable
reception of loyalty programs enhanced by artificial intelligence and tailored customer care
points to a future emphasis on retention techniques employing Al to build long-term
relationships with consumers.

As artificial intelligence accumulates and exploits consumer data, companies will have to apply
open and moral data handling policies. Future advancements probably will centre on creating
Al systems respectful of privacy and data security in addition to being efficient.

Marketers will progressively see artificial intelligence as a fundamental component of strategy
planning rather than only as a tool. From dynamic pricing to content scheduling and client
segmentation, artificial intelligence will impact marketing decisions at all levels.

Al-driven customer assistance will grow more sophisticated, therefore lowering human
intervention and boosting response times and satisfaction levels—resorting the delivery of
after-sales service.

Automation of repetitive processes means that future marketing roles—which call for new
skills and competencies—may move towards data analysis, strategy formulation, and Al
system management.

CONCLUSION

The results of this research show that improving the efficacy of digital marketing depends
critically on artificial intelligence, which also has a transforming influence. Customers view
artificial intelligence as a useful tool that not only customises contacts but also increases
efficiency, saves time, and fosters brand trust by means of personalisation of interactions. High
degrees of agreement across many spheres—from targeted marketing, predictive analytics,
personalised emails, chatbot help, and loyalty programs—show that artificial intelligence
improves both pre- and post-purchase experiences. Furthermore, the impact of artificial
intelligence on brand recognition, involvement, and loyalty implies that digital marketers have
to adopt Al-driven plans if they are to remain competitive and relevant. Al builds brand-
consumer interactions and raises general satisfaction by providing pertinent, timely, and
tailored content. Al is thus becoming a necessary driver of customer experience and business
development rather than a tool used in marketing only.
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