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ABSTRACT:
A fast-expanding technological trend predicted to transform several sectors, including the retail
sector, is the rise of the Internet of Things (loT) and artificial intelligence. Immediately,
personalized, and user-friendly contact with consumers may be facilitated by sensors, increasing
traffic and improving the buying process. Al and loT may also improve connections and provide
the groundwork for digital management stores and more successful retail enterprises. Multi-
channel experiences at all touchpoints are expected by tech-savvy consumers, and geographically
based invention in retail enhances the buying procedure. This study examines popular uses of Al
and 10T as well as strategies for effective advertising in retail from the viewpoints of suppliers,
retailers, and consumers. It suggests a scenario that illustrates how 10T may be used to improve
company outcomes and acquire an edge over conventional retail methods. Innovations and
strategies for firms to get a marketplace edge are also covered in the paper, especially in the area
of mobile instruments, which are probably going to be the most important component in the
advancement of the advanced economic system in several years to come.
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Introduction:

Retailing practices have changed and financial difficulties in 2020 haven't stopped the worldwide
retail business from growing significantly. By 2023, the sector is anticipated to expand at a
compound annual growth rate (CAGR) of 5.3%, with growing nations like the nations of China,
India, and the United States playing major functions in its growth. By the conclusion of 2025,
China is expected to surpass the US as the globe's top consumer. Growing competitiveness and the
requirement for creative ways to handle talent, assets, finances, and space effectiveness are the
results of the transition from conventional retail locations to e-commerce platforms. Since
merchants are always improving to meet the wants and concerns of their customers, the Internet of
Things (IoT) plays a significant role in this emergence (Murali, 2025).

Integrating and tracking these smart things to increase productivity and save expenses, improving
functionality with current information data mining, and adjusting to shifts by interacting with
customers in novel ways made possible by 10T innovation are the challenges facing retailers.
Businesses must put revenue and efficiency first if they want to remain successful in the current
global financial system. Retailers may benefit from artificial intelligence (Al) by increasing profits
and streamlining operations. New competitors that can provide customers with better value and
more efficient service compete with established merchants (Bourg, et al. 2023).

It is anticipated that the retail industry in India will expand by 9% between 2019 and 2030,
exceeding US$ 1,407 billion by the year 2026 and surpassing US$ 1.8 trillion by the year 2030. It
is anticipated that the start of brick-and-mortar (B&M) in India will increase income by Rs.
10,000-12,000 crore in the current fiscal year. In 2021, direct sales in India are expected to reach
US$2.14 billion. Following the epidemic, e-commerce has also grown; according to a Bain and
Flipkart estimate, the sector is expected to reach US$120-140 billion by 2026, growing by 25—
30% annually over the following five years.

Literature Review:

Al is revolutionizing the retail sector as businesses prioritize shop design and layout and embrace
technology advancements to streamline customer purchases. India is still lagging in the adoption
of IT systems, nevertheless, which emphasizes the need for a major effort. Al is transforming
consumer product selection and retailer-customer interactions. Al deployment presents challenges
for the garment sector, but it also offers cutting-edge solutions, advantages, and dangers in many
value chain areas, including enhanced client relationships with virtual assistants, cost savings with
smart counters, and revenue growth via product recognition (Cao, 2021). The retail sector is always
coming up with new ways to use technology, and it's important to determine how Al is affecting
the Indian retail sector.

The Internet of Things, or 10T, is a robust network of servers that links objects to the web so that
information may be shared and sent via digital devices by standards. It seeks to carry out intelligent
object management, surveillance, tracking, studies, and authentication. Kolari¢ et al. (2011)
investigated the efficacy of online companies' services for Serbian enterprises, emphasizing the
degree of fruitful internet-based programs and e-business expertise. The findings demonstrated
that Serbian public enterprises are not entirely supported by the level of digital media at the
moment.

Retail shops are multitasking sensors that continuously monitor the store atmosphere from many
angles, according to Li et al. (2011), who described the Internet of Things as a digital architecture.
The purpose of this evaluation is to figure out the innovation's acceptance and pinpoint the
fundamental success elements for the successful implementation of 10T and Al gadgets in the
retail sector. Retailers' usage of 10T technologies, such as clever inventions like Cloud Base
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Managing inventory using RFID tags, the GPS, barcode scanners, PoS detectors, and more, was
examined by Nam and Pardo (2011).

Methodology:

The research takes a mixed-methods approach to investigate Artificial Intelligence (Al) and
Internet of Things (10T) effects on retail marketing such as smart stores and personalized shopping.
The study uses a combination of qualitative together with quantitative research approaches to
provide an all-encompassing understanding of changes to operations and customer interactions as
well as business efficiency facilitated by Al and IoT.

The research design researchers have chosen is descriptive to understand different Al and loT
applications in the retail sector. Academic journals alongside industry reports along with case
studies and market research analyses supply secondary data which enables researchers to assess
both current technologies and retail limitations and their successful implementation.

Data Collection & Sources

Method Purpose Data Sources Examples
Literature Identify key Al and loT Peer-reviewed IEEE, ScienceDirect,
Review applications in retail journals, books, and ~ Harvard Business

reports Review
Market Assess industry trends Retail analytics and McKinsey, Statista,
Reports and Al adoption rates consulting firms’ PwC, Gartner
reports
Case Studies  Examine real-world Al Retail businesses and ~ Amazon Go, Walmart,
and IoT implementations  e-commerce Alibaba, Tesco
platforms
Empirical Analyze consumer Previous research Al-driven customer
Data behavior and business with statistical engagement reports
impact findings
Comparative  Compare Al and 10T Industry reportsand  US, EU, and Asia-
Analysis adoption across regions global market insights  Pacific Al applications

The study obtains its data from various sources. Research from secondary sources includes studies
of academic publications along with market research documents and industry white papers about
Al and IoT adoption in retail industry developments. The research includes peer-reviewed journals
in addition to books and government documents and business reports as supporting sources. A
review of quantitative research data involving regression models measuring consumer satisfaction
with Al-driven personalization measures and chatbots as well as predictive analytics was
conducted to evaluate the effectiveness of Al-driven retail strategies (Thanyawatpornkul, 2024).

The research examines multiple successful Al and loT implementations within leading retail
companies by studying their best practices alongside important success elements. Research data
goes through qualitative together with quantitative analysis methods. The research investigates Al
and loT applications by using thematic analysis to find important themes from qualitative content
evaluations of scholarly documents and real-life examples. The research explores four key themes
where Al brings personalization services while simultaneously optimizing supply chains through
dynamic pricing with 10T technology powering smart retail stores. The paper uses statistical
methods to examine research data which emphasizes regression model results demonstrating Al
effects on customer satisfaction. The analysis relies on previous research-based p-values for
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statistical significance together with B coefficients that demonstrate effect sizes to evaluate Al-

retail performance connections (Haque et al., 2024).

The study relies on only three credible research databases including Scopus, IEEE and
ScienceDirect to maintain findings reliability. Research validity improves when researchers use
multiple data sources and their findings gain more strength when they merge secondary data with

empirical results and case studies.

The research depends on using existing data sources so the researchers have no direct influence on
accuracy levels. Rapid technological innovations possess the potential to make certain findings
outdated as time progresses. Future studies need to include direct inquiries with retailers who

operate Al systems as well as practical tests of these systems in their operations.

Empirical Data and Equations

A recent study of Dai and Liu, (2024) conducted regression analysis to quantify the impact of Al

applications of personalization, chatbots, predictive analytics on customer satisfaction. The

regression model is described as the following:

Consumer Satisfaction

= fo + f1 * Personalization + [, * Chatbot ef fectiveness + 33

* Predictive Analytics + €

For the above equation, the authors have evaluated the results of the coefficients through the

following table:

Coefficients Value
Bo Constant
coefficient
S
B, (Personalization) | 0.30,
p<0.001
B> ( Chatbots) 0.20,
p<0.001
B3 (Predictive 0.25,
Analytics) p<0.001

Table 1: Results of the regression analysis (Dai and Liu, 2024)

Therefore, the total variance of the above regression analysis is explained as R? = 0.55. (Dai and

Liu, 2024)
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Figure 1: Benefits of Al and 10T in retail industry
(Source: Khan, 2022)

Future Business Prospects and 1OT Ecosystem for the Retail Sector:

Opportunities for the Retail Sector:

In the retailing industry, area-based marketing has substantial commercial prospects. It provides
growth possibilities via Location-based Solutions (LBS) and allows merchants to engage with
consumers who are digitally active over a wireless connection. LBS locates customers, collects
data, and establishes a direct line of contact with them via remote connectivity choices. This
method enhances the consumer experience while enabling merchants to implement well-thought-
out marketing plans or create a customer relationship management system (Wolniak, et al. 2024).
This invention may be used by retailers to advertise deals, in-store responses, product releases, and
particular locations. To assist clients in making well-informed selections, they may also monitor
their travels and get insights about their purchasing habits. Targeting customers and assessing how
digital marketing affects in-store traffic are both possible with real-time data. Additionally, 10T
enables more independent decision-making, which helps companies adjust to changing market
conditions and provide a more customized customer experience.

Mobile Shopping
applications

Customer Preference
Analytics

Interactive digital
signage screens

Mobile Payment
Solutions

[ B Optimized Inventory
10T enabled Management
Beacons

Sensor-Based
item tracking

Figure 2: Revolutionising of retail with 10T and Al
(Source: Cao, 2021)
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The Internet of Things Ecosystem:

The many layers of creativity and market participants make the 10T ecosystems for retailers
complicated and daunting. Smart retailing IoT devices, such as beacons, POS systems, and RFID
technologies, make up the ecosystem's core layer. Actual information interchange between the
electronics and the retail business is made possible by these gadgets, which transmit data between
customers' devices. The shop and its consumers may establish immediate interactions via social
media (Jaheer Mukthar, et al. 2022). Nevertheless, there are obstacles in areas like identifying a
device network reliability, wireless connectivity, device and traffic management, and knowledge
analysis and storage when it comes to building a strong and safe 10T environment

In-store grocery shopping

[2)
traditional g%

self-service checkout

scanners (devices) 1]}

scanner in smartphone -

artificial intelligence
Far
facial recognition @
LrJ

©
augmented reality-supported shopping Q

technology development
i

Figure 3: Digital Transformation in Retail Industry
(Source: Jaheer Mukthar, et al. 2022)

Impact:

Al's Significance in the Retail Sector:

Retail's digital revolution is distinguishing champions from unsuccessful, and applying Al to the
sector might have five important advantages. For success with creative rivals, traditional merchants
need to have relationships with consumers in a customized, interesting, and pertinent way at every
point of interaction. By providing interesting services and goods and using statistical analysis to
deliver market analysis, they need to develop thrilling experiences. Retailers need to analyze
information from their supplier network, shops, and consumers to develop consumer-first
initiatives. To prevent conflict and ineffectiveness, they need to organize their online and physical
stores. They must also rethink the supply chain to meet a broader range of customer needs as they
go from popular to specialized, enabling flexible logistical systems. All things considered, Al can
assist merchants in adjusting to and prospering in the constantly changing retail environment.
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Figure 4: Significance of Al in retailing
(Source: Created by Author)

1. Personalized Customer Engagement: Al enables highly personalized shopping experiences by
analysing customer data—preferences, purchase history, and browsing behaviour. Machine
learning algorithms segment customers and provide tailored product recommendations. For
example, Al-driven recommendation systems have been empirically shown to significantly
enhance conversion rates and customer satisfaction. A study by Dai & Liu (2024) using regression
analysis found that Al personalization had the strongest positive influence on purchase intentions
(B =0.35,p<0.001).

2. Supply Chain Optimization: Al models predict demand patterns and optimize inventory
management. Predictive analytics reduce overstocking and understocking, improving operational
efficiency. Al algorithms like classification and predictive models are used to automate stock
control and replenishment, ensuring cost-effectiveness (Mehla & Raman, 2023).

3. Dynamic Pricing Strategies: Al analyzes market trends, competitor pricing, and consumer
demand in real time, allowing retailers to implement dynamic pricing strategies that maximize
profit margins (Sharma et al., 2022).

4. Enhanced Customer Support: Chatbots and virtual assistants powered by Al improve
customer service by providing instant, 24/7 responses. They reduce wait times, resolve common
queries, and can escalate complex issues to human agents when needed. Empirical studies show
that Al chatbots significantly improve customer satisfaction and engagement (Tiutiu & Dabija,
2023).

5. Data-Driven Decision Making: Al helps retailers analyze vast amounts of data from various
sources—supplier networks, consumer behavior, and in-store operations. This leads to data-
backed strategies for marketing, store layout optimization, and inventory management Stanciu
and Rindasu, 2021.
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6. Fraud Detection and Loss Prevention: Al systems enhance security by detecting fraudulent
transactions, identifying theft patterns, and flagging suspicious activities in real time (Weber &
Schitte, 2019).

10T's Impact on Accessing Retail Experiences:

With 37% of meals and retail firms investigating 10T technologies or launching loT services or
solutions, 10T has emerged as a key component of smart retail solutions. Practical benefits of loT
include inspection, tracking of stock, price change, customisation, and tailored suggestions. Real-
time inventory data from sensors may be used to improve stocks and meet consumer requests. By
tagging and monitoring supplies, 10T enhances tracking and control, allowing businesses to
increase productivity, expedite workflows, minimize errors, and fend against threats. loT-enabled
smart tags facilitate identifying goods and provide vital information that may be combined with
frameworks for suggestion and customisation to improve the buying experience. Additionally, 10T
offers methods to interact with consumers at every stage of the item's lifecycle, such as interacting
with smart products to decipher biometric information. Nevertheless, little study has been done on
the use of 10T to comprehend how environmental factors affect consumer behaviour in retail.
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Figure 5: Significant influences of 10T in retail experience
(Source: Created by Author)

Applications:

Al Applications in the Retail Sector :

Through improved forecasting of demand, proactive advertising, retailing, and adjustments to
corporate strategy, artificial intelligence is transforming the retail sector. Dynamic outside
advertising, e-commerce customization, and sector trend identification are all possible with Al-
powered solutions (Gupta, et al. 2024). While cognitive assistants driven by Al furnish on-demand
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assistance and optimize manpower, engaging chat programs driven by Al enhance client
satisfaction and involvement. Al-powered setups that identify customers and tailor exhibits of
goods, pricing, and services according to client information, loyalty accounts, or unlocking
incentives further improve customization and consumer insights (Shekhawat, 2023). A good
shopping experience is made possible by Al applications that can identify and react to the
sentiments of their users. Kodisoft's engaging tablet is one example of an 1oT-enabled technology
that helps shops learn about buyer habits without having to connect with customers directly.
Transportation management methods driven by Al optimize shipping, shipment, personnel, and
storage. Algorithms using deep learning employ purchasing data and customer input to create
future-focused goods and services.

Applications of 10T in the Retail Sector:

Retail stores are essential to the retail industry since they rely on providing customers with an
outstanding shopping experience. These advances are being supported by technologies such as
automatic screens, 3D virtual reflections, VR charts, 3D real models, augmented reality, and tablet
capability. It is also crucial to share data in seconds via barcodes, RFID chips, and NFC devices.
Business flexibility tools like cellular networks and Wi-Fi offer shops the capacity to manage data
and offer real-time access (Hossain, et al. 2021). Analyzing consumer and market data is essential
for comprehending consumer behaviour and spotting new business prospects. Social media
platforms and online sites like Google+, Facebook, and LinkedIn are crucial for promoting
products and engaging users. By providing geographically based information, loT iBeacon
devices—Iike Quinnox's iBeacon platform, QSense—allow merchants to interact with and engage
with consumers in both their real and virtual worlds. Retailers must use these advancements to
remain competitive in the market.

Marketing
Technology

Application

Impact on Retalil

Recommendation engines
powered by Al

Tailored product
recommendations

Boosts consumer happiness
and conversion rates

Chatbots driven by Al

Customer service and
interaction

Decreases wait times and
improves customer
engagement

Vision in Computers

Automated checkout and
protection of theft

Improves security and
expedites transactions

Internet of Things Sensors

Inventory tracking and smart
shelving

Enhances restocking
effectiveness and avoids
stockouts

Table 2: Al and 10T Applications in Retail Marketing
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Virtual try-ons, product recommendations, 08 | 01 Real-time inventory tracking, price updates,
personalized assistance. product recommendations.
Smart Lockers i Digital Signage
Convenient pickup and return, 0 7 ~ 0 2 Targeted advertising, interactive displays,
enhanced security. T+ customer engagement.
Seneire VaRIg Slga loT Applications Beacon Technology
martvending machines 0 6 in Retail o 3 Indoor navigation, personalized offers,
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Smart Parking Solutions \ RFID and NFC
Real-time parking availabilty, 05 ~ - 04 Inventory management, payment
automated payment. processing, loss prevention.

Figure 6: 10T Application in Retail Marketing
(Source: Hossain, et al. 2021)

Restriction and Difficulties:

With millennials, the biggest generation, seeking individualized information and distinctive buying
habits, the retail sector's multichannel reach has grown more and more significant. To remain
profitable, retailers need to meet these requests. More than 70% of CEOs in the retail and
consumer-goods sectors rank omnichannel satisfaction as their top issue, and they caution about
the dangers posed by social media and internet shops that provide immediate delivery services
(Ivanchenko, et al. 2022). Retailers need to efficiently and quickly manage their supply chains,
particularly when it comes to supplying new styles and ever-evolving designs.

Higher cost of Al implementation in Retail sector

Data privacy and confidentiality protection

Adaptation difficulties among the consumers and small
retail businesses

Figure 7: Key difficulties in implementing Al in retail sector
(Source: Created by Author)

Retailers must deal with increased labour expenses and a need for greater customer service as they
develop omnichannel approaches. Many are investigating automation, enhancing work procedures,
and creating work planning in order to solve these issues. Tablets, detectors, and robotic signs are
examples of innovations that may engage employees and improve the way they work (Patil, 2024).
Applications, mobile money transactions, and self-serve kiosks may all be very helpful in
encouraging employee accountability.
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Difficulties

Al-Related Problem

loT-Related Problem

Possible Remedies

High Cost of
Implementation

Pricey cloud storage
and Al models

Expensive loT
infrastructure and
sensors

Slow uptake and ROI-
oriented tactics

Opposition to Al-

loT-related tracking

Informing clients

Adaptation to powered shopping concerns about the advantages

Customers and security
Risk of improper use Security flaws in Strong encryption and

Privacy of Data of customer data devices that are linked CCPA/GDPR

compliance

Table 3: Challenges of Al and 10T in Retalil
(Source: Created by Author)
Conclusion:

In the next decades, retailers are anticipated to keep moving forward with 10T and Al technology
as consumers grow more receptive to inventiveness. A strong loT strategy is thus essential. In the
future, consumers will demand a more complex, intelligent, and trustworthy buying procedure, as
well as simpler, independent options. This will make shopping more interesting and personalized.
Retail in the coming years will include innovative concepts like social networking capabilities,
virtual wearing rooms, and 3D goods viewing. The difficulty for merchants, however, is building
a robust loT framework that can adjust to the needs and tastes of customers. Through the use of
sophisticated, mobile, sensor-powered, and social networking sites platforms, shops may embrace
0T and Al and prepare for future developments.

Reference List:

e Bourg, L., Chatzidimitris, T., Chatzigiannakis, I., Gavalas, D., Giannakopoulou, K.,
Kasapakis, V., Konstantopoulos, C., Kypriadis, D., Pantziou, G. and Zaroliagis, C., 2023.
Enhancing shopping experiences in smart retailing. Journal of Ambient Intelligence and
Humanized Computing, pp.1-19. https://link.springer.com/article/10.1007/s12652-020-
02774-6

e Cao, L., 2021. Artificial intelligence in retail: applications and value creation logics.
International Journal of Retail & Distribution Management, 49(7), pp.958-976.
https://www.emerald.com/insight/content/doi/10.1108/ijrdm-09-2020-0350/full/html

e Dai, X., Liu, Q. 2024. Impact of artificial intelligence on consumer buying behaviors: Study
about the online retail purchase. https://www.semanticscholar.org/paper/Impact-of-
artificial-intelligence-on-consumer-Study-Dai-
Liu/312d784ae016bacf3ecbd4ad096a1128¢c192d750

e Gupta, U., Somani, P., Behare, N., Mahajan, R., Singh, M. and lyer, C.V., 2024.
Revolutionizing Retail: 10T Applications for Enhanced Customer Experience. In Internet
of Things Applications and Technology (pp. 60-80). Auerbach Publications.
https://scholar.googleusercontent.com/scholar?g=cache:-

http://jier.org 363


https://link.springer.com/article/10.1007/s12652-020-02774-6
https://link.springer.com/article/10.1007/s12652-020-02774-6
https://www.emerald.com/insight/content/doi/10.1108/ijrdm-09-2020-0350/full/html
https://www.semanticscholar.org/paper/Impact-of-artificial-intelligence-on-consumer-Study-Dai-Liu/312d784ae016bacf3ecbd4ad096a1128c192d750
https://www.semanticscholar.org/paper/Impact-of-artificial-intelligence-on-consumer-Study-Dai-Liu/312d784ae016bacf3ecbd4ad096a1128c192d750
https://www.semanticscholar.org/paper/Impact-of-artificial-intelligence-on-consumer-Study-Dai-Liu/312d784ae016bacf3ecbd4ad096a1128c192d750
https://scholar.googleusercontent.com/scholar?q=cache:-bMQzglCjEcJ:scholar.google.com/+Artificial+Intelligence+and+IoT+in+Retail+Marketing:+Innovations+in+Smart+Stores+and+Personalized+Shopping&hl=en&as_sdt=0,5&as_ylo=2021

Journal of Informatics Education and Research
ISSN: 1526-4726
Vol 5 Issue 2(2025)

bMQzglCjEcJ:scholar.google.com/+Atrtificial+Intelligence+and+loT+in+Retail+Marketi
ng:+Innovations+in+Smart+Stores+and+Personalized+Shopping&hl=en&as sdt=0,5&as
ylo=2021

e Haque, A., Akther, N., Khan, I., Agarwal, K. and Uddin, N., 2024, October. Artificial
Intelligence in Retail Marketing: Research Agenda Based on Bibliometric Reflection and
Content Analysis (2000-2023). In Informatics (Vol. 11, No. 4, p. 74).
MDPI.https://www.mdpi.com/2227-9709/11/4/74

e Hossain, M.S., Chisty, N.M.A., Hargrove, D.L. and Amin, R., 2021. Role of Internet of
Things (IoT) in retail business and enabling smart retailing experiences. Asian Business
Review, 11(2), pp.75-80.
https://scholar.googleusercontent.com/scholar?q=cache:hYPLOUKEY OcJ:scholar.google.
com/+Atrtificial+Intelligence+and+loT+in+Retail+Marketing:+Innovations+in+Smart+St
ores+and+Personalized+Shopping&hl=en&as_sdt=0,5&as_ylo=2021

e Ivanchenko, O.V., Mirgorodskaya, O.N., Baraulya, E.V. and Perepelitsa, A.O., 2022.
Acrtificial Intelligence Technologies in the marketing practice of Russian retail companies.
European Proceedings of Social and Behavioural Sciences.
https://www.europeanproceedings.com/article/10.15405/epshs.2022.08.42

e Jaheer Mukthar, K.P., Sivasubramanian, K., Ramirez Asis, E.H. and Guerra-Munoz, M.E.,
2022. Redesigning and reinvention of retail industry through Artificial Intelligence (Al). In
Future of Organizations and Work After the 4th Industrial Revolution: The Role of
Artificial Intelligence, Big Data, Automation, and Robotics (pp. 41-56). Cham: Springer
International Publishing. https://link.springer.com/chapter/10.1007/978-3-030-99000-8 3

e Khan, S.I., 2022. Impact of artificial intelligence on consumer buying behaviors: Study
about the online retail purchase. International Journal of Health Sciences, (I1), pp.8121-
8129.  https://www.neliti.com/publications/430245/impact-of-artificial-intelligence-on-
consumer-buying-behaviors-study-about-the-o

e Mehla, A. and Raman, R., 2023, December. The rise of smart retail: Enhancing operations
with cutting-edge algorithms. In 2023 Global Conference on Information Technologies and
Communications (GCITC) (pp. 1-5). IEEE.
https://ieeexplore.ieee.org/abstract/document/10426006/

e Murali, S., 2025. SMART RETAIL EVOLUTION: INTEGRATION OF AUGMENTED
REALITY AND ARTIFICIAL INTELLIGENCE FOR ENHANCED CONSUMER
SHOPPING EXPERIENCE WITH BIOMETRIC SECURITY. Technology (IJRCAIT),
8(1).
https://scholar.googleusercontent.com/scholar?q=cache:x095PAGPwKEJ:scholar.google.
com/+Artificial+Intelligence+and+loT+in+Retail+Marketing:+Innovations+in+Smart+St
ores+and+Personalized+Shopping&hl=en&as_sdt=0,5&as_ylo=2021

e Patil, D., 2024. Artificial Intelligence In Retail And E-Commerce: Enhancing Customer
Experience Through Personalization, Predictive Analytics, And Real-Time Engagement.
Predictive  Analytics, And Real-Time Engagement (November 26, 2024).
https://papers.ssrn.com/sol3/papers.cfm?abstract id=5057420

e Sharma, S., Islam, N., Singh, G. and Dhir, A., 2022. Why do retail customers adopt artificial
intelligence (Al) based autonomous decision-making systems?. IEEE Transactions on
Engineering Management, 71, pp.1846-1861.
https://ore.exeter.ac.uk/repository/bitstream/handle/10871/128255/IEEE-TEM-
Final%20accepted%20version%20Proofread.pdf?sequence=2

e Shekhawat, S., 2023. Smart retail: How Al and loT are revolutionising the retail industry.
Journal of Al, Robotics & Workplace Automation, 2(2), pp.145-152.
https://www.ingentaconnect.com/content/hsp/airwa/2023/00000002/00000002/art00007

http://jier.org 364


https://scholar.googleusercontent.com/scholar?q=cache:-bMQzglCjEcJ:scholar.google.com/+Artificial+Intelligence+and+IoT+in+Retail+Marketing:+Innovations+in+Smart+Stores+and+Personalized+Shopping&hl=en&as_sdt=0,5&as_ylo=2021
https://scholar.googleusercontent.com/scholar?q=cache:-bMQzglCjEcJ:scholar.google.com/+Artificial+Intelligence+and+IoT+in+Retail+Marketing:+Innovations+in+Smart+Stores+and+Personalized+Shopping&hl=en&as_sdt=0,5&as_ylo=2021
https://scholar.googleusercontent.com/scholar?q=cache:-bMQzglCjEcJ:scholar.google.com/+Artificial+Intelligence+and+IoT+in+Retail+Marketing:+Innovations+in+Smart+Stores+and+Personalized+Shopping&hl=en&as_sdt=0,5&as_ylo=2021
https://www.mdpi.com/2227-9709/11/4/74
https://scholar.googleusercontent.com/scholar?q=cache:hYPLOukEYOcJ:scholar.google.com/+Artificial+Intelligence+and+IoT+in+Retail+Marketing:+Innovations+in+Smart+Stores+and+Personalized+Shopping&hl=en&as_sdt=0,5&as_ylo=2021
https://scholar.googleusercontent.com/scholar?q=cache:hYPLOukEYOcJ:scholar.google.com/+Artificial+Intelligence+and+IoT+in+Retail+Marketing:+Innovations+in+Smart+Stores+and+Personalized+Shopping&hl=en&as_sdt=0,5&as_ylo=2021
https://scholar.googleusercontent.com/scholar?q=cache:hYPLOukEYOcJ:scholar.google.com/+Artificial+Intelligence+and+IoT+in+Retail+Marketing:+Innovations+in+Smart+Stores+and+Personalized+Shopping&hl=en&as_sdt=0,5&as_ylo=2021
https://www.europeanproceedings.com/article/10.15405/epsbs.2022.08.42
https://link.springer.com/chapter/10.1007/978-3-030-99000-8_3
https://www.neliti.com/publications/430245/impact-of-artificial-intelligence-on-consumer-buying-behaviors-study-about-the-o
https://www.neliti.com/publications/430245/impact-of-artificial-intelligence-on-consumer-buying-behaviors-study-about-the-o
https://ieeexplore.ieee.org/abstract/document/10426006/
https://scholar.googleusercontent.com/scholar?q=cache:xo95PAGPwKEJ:scholar.google.com/+Artificial+Intelligence+and+IoT+in+Retail+Marketing:+Innovations+in+Smart+Stores+and+Personalized+Shopping&hl=en&as_sdt=0,5&as_ylo=2021
https://scholar.googleusercontent.com/scholar?q=cache:xo95PAGPwKEJ:scholar.google.com/+Artificial+Intelligence+and+IoT+in+Retail+Marketing:+Innovations+in+Smart+Stores+and+Personalized+Shopping&hl=en&as_sdt=0,5&as_ylo=2021
https://scholar.googleusercontent.com/scholar?q=cache:xo95PAGPwKEJ:scholar.google.com/+Artificial+Intelligence+and+IoT+in+Retail+Marketing:+Innovations+in+Smart+Stores+and+Personalized+Shopping&hl=en&as_sdt=0,5&as_ylo=2021
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=5057420
https://ore.exeter.ac.uk/repository/bitstream/handle/10871/128255/IEEE-TEM-Final%20accepted%20version%20Proofread.pdf?sequence=2
https://ore.exeter.ac.uk/repository/bitstream/handle/10871/128255/IEEE-TEM-Final%20accepted%20version%20Proofread.pdf?sequence=2
https://www.ingentaconnect.com/content/hsp/airwa/2023/00000002/00000002/art00007

Journal of Informatics Education and Research
ISSN: 1526-4726
Vol 5 Issue 2(2025)

http://jier.org

Stanciu, V. and Rindasu, S.M., 2021. Artificial intelligence in retail: Benefits and risks
associated with mobile shopping applications. Amfiteatru Economic, 23(56), pp.46-64.
https://www.econstor.eu/bitstream/10419/281559/1/1793740585.pdf

Thanyawatpornkul, R., 2024. Implementing Al-driven Customer Relationship
Management (CRM) systems: Enhancing customer experience in the retail industry of
Thailand. World J. Adv. Res. Rev., 24(1), pp.1691-
1699.https://www.researchgate.net/profile/Rapeerat-
Thanyawatpornkul/publication/385382640 Implementing Al-
driven_Customer_Relationship_Management CRM systems Enhancing_customer_expe
rience_in_the retail industry of Thailand/links/67244b0f77b63d1220d04627/Implement
ing-Al-driven-Customer-Relationship-Management-CRM-systems-Enhancing-customer-
experience-in-the-retail-industry-of-Thailand.pdf

Tiutiu, M. and Dabija, D.C., 2023. Improving customer experience using artificial
intelligence in online retail. In Proceedings of the International Conference on Business
Excellence (Vol. 17, No. 1, pp. 1139-1147). Sciendo.
https://sciendo.com/pdf/10.2478/picbe-2023-0102

Weber, F.D. and Schitte, R., 2019. State-of-the-art and adoption of artificial intelligence
in retailing. Digital Policy, Regulation and Governance, 21(3), pp.264-279.
https://www.researchgate.net/profile/Felix-Weber-12/publication/333222953 State-of-
the-

art_and_adoption_of artificial intelligence_in_retailing/links/5d42a8df299bf1995b5b8fd
5/State-of-the-art-and-adoption-of-artificial-intelligence-in-

retailing.pdf? sg%5B0%5D=started experiment_milestone&origin=journalDetail& rtd=
£30%3D

Wolniak, R., Stecuta, K. and Aydin, B., 2024. Digital transformation of grocery In-store
shopping-scanners, artificial intelligence, augmented reality and beyond: A review. Foods,
13(18), p.2948. https://www.mdpi.com/2304-8158/13/18/2948

365


https://www.econstor.eu/bitstream/10419/281559/1/1793740585.pdf
https://www.researchgate.net/profile/Rapeerat-Thanyawatpornkul/publication/385382640_Implementing_AI-driven_Customer_Relationship_Management_CRM_systems_Enhancing_customer_experience_in_the_retail_industry_of_Thailand/links/67244b0f77b63d1220d04627/Implementing-AI-driven-Customer-Relationship-Management-CRM-systems-Enhancing-customer-experience-in-the-retail-industry-of-Thailand.pdf
https://www.researchgate.net/profile/Rapeerat-Thanyawatpornkul/publication/385382640_Implementing_AI-driven_Customer_Relationship_Management_CRM_systems_Enhancing_customer_experience_in_the_retail_industry_of_Thailand/links/67244b0f77b63d1220d04627/Implementing-AI-driven-Customer-Relationship-Management-CRM-systems-Enhancing-customer-experience-in-the-retail-industry-of-Thailand.pdf
https://www.researchgate.net/profile/Rapeerat-Thanyawatpornkul/publication/385382640_Implementing_AI-driven_Customer_Relationship_Management_CRM_systems_Enhancing_customer_experience_in_the_retail_industry_of_Thailand/links/67244b0f77b63d1220d04627/Implementing-AI-driven-Customer-Relationship-Management-CRM-systems-Enhancing-customer-experience-in-the-retail-industry-of-Thailand.pdf
https://www.researchgate.net/profile/Rapeerat-Thanyawatpornkul/publication/385382640_Implementing_AI-driven_Customer_Relationship_Management_CRM_systems_Enhancing_customer_experience_in_the_retail_industry_of_Thailand/links/67244b0f77b63d1220d04627/Implementing-AI-driven-Customer-Relationship-Management-CRM-systems-Enhancing-customer-experience-in-the-retail-industry-of-Thailand.pdf
https://www.researchgate.net/profile/Rapeerat-Thanyawatpornkul/publication/385382640_Implementing_AI-driven_Customer_Relationship_Management_CRM_systems_Enhancing_customer_experience_in_the_retail_industry_of_Thailand/links/67244b0f77b63d1220d04627/Implementing-AI-driven-Customer-Relationship-Management-CRM-systems-Enhancing-customer-experience-in-the-retail-industry-of-Thailand.pdf
https://www.researchgate.net/profile/Rapeerat-Thanyawatpornkul/publication/385382640_Implementing_AI-driven_Customer_Relationship_Management_CRM_systems_Enhancing_customer_experience_in_the_retail_industry_of_Thailand/links/67244b0f77b63d1220d04627/Implementing-AI-driven-Customer-Relationship-Management-CRM-systems-Enhancing-customer-experience-in-the-retail-industry-of-Thailand.pdf
https://sciendo.com/pdf/10.2478/picbe-2023-0102
https://www.researchgate.net/profile/Felix-Weber-12/publication/333222953_State-of-the-art_and_adoption_of_artificial_intelligence_in_retailing/links/5d42a8df299bf1995b5b8fd5/State-of-the-art-and-adoption-of-artificial-intelligence-in-retailing.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail&_rtd=e30%3D
https://www.researchgate.net/profile/Felix-Weber-12/publication/333222953_State-of-the-art_and_adoption_of_artificial_intelligence_in_retailing/links/5d42a8df299bf1995b5b8fd5/State-of-the-art-and-adoption-of-artificial-intelligence-in-retailing.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail&_rtd=e30%3D
https://www.researchgate.net/profile/Felix-Weber-12/publication/333222953_State-of-the-art_and_adoption_of_artificial_intelligence_in_retailing/links/5d42a8df299bf1995b5b8fd5/State-of-the-art-and-adoption-of-artificial-intelligence-in-retailing.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail&_rtd=e30%3D
https://www.researchgate.net/profile/Felix-Weber-12/publication/333222953_State-of-the-art_and_adoption_of_artificial_intelligence_in_retailing/links/5d42a8df299bf1995b5b8fd5/State-of-the-art-and-adoption-of-artificial-intelligence-in-retailing.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail&_rtd=e30%3D
https://www.researchgate.net/profile/Felix-Weber-12/publication/333222953_State-of-the-art_and_adoption_of_artificial_intelligence_in_retailing/links/5d42a8df299bf1995b5b8fd5/State-of-the-art-and-adoption-of-artificial-intelligence-in-retailing.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail&_rtd=e30%3D
https://www.researchgate.net/profile/Felix-Weber-12/publication/333222953_State-of-the-art_and_adoption_of_artificial_intelligence_in_retailing/links/5d42a8df299bf1995b5b8fd5/State-of-the-art-and-adoption-of-artificial-intelligence-in-retailing.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail&_rtd=e30%3D
https://www.mdpi.com/2304-8158/13/18/2948

