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Abstract:

Artificial Intelligence (Al) has swiftly become a transformative ideas in element of the field of
commerce, fundamentally altering the ways in which businesses function, interact, and compete.
This research study investigates the effects of Al across various commercial sectors, such as retail,
e-commerce, banking, marketing, and supply chain, relying solely on secondary data. The
document features a comprehensive Review of Literature (ROL) that includes author names and
publication years, as well as thorough data analysis derived from credible global reports. The
results reveal that Al enhances efficiency, improves customer experience, facilitates data-driven
decision-making, lowers operational costs, and fosters innovation. Nevertheless, issues concerning
ethics, skill shortages, and data privacy continue to exist. The paper includes with suggestions
aimed at promoting responsible and inclusive Al integration in commerce.

Keywords: Artificial Intelligence, Commerce Transformation, Business Automation, Data-
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Introduction:

Commerce has undergone substantial changes in the past twenty years, with digitalization
emerging as a key factor in economic advancement. The advent of Al has future and further
propelled this change by streamlining decision-making processes, forecasting customer behavior,
and refining business operations. Technologies such as machine learning, natural language
processing, computer vision, and robotics have become integral to significant commercial
functions. Companies are increasingly dependent on Al for tasks such as customer segmentation,
demand forecasting, fraud detection, marketing automation, and tailored product suggestions.
Additionally, Al is transforming supply chain management by improving logistics efficiency and
minimizing uncertainties. The global Al market has experienced remarkable growth, reflecting its
increasing impact on commercial ecosystems. This research employs secondary data to examine
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the effects of Al on commerce and to offer a thorough insight into how Al-driven innovations
enhance competitiveness and organizational performance.

2. Objectives of the Study

1. To examine the influence of Al across various sectors of commerce, such as e-commerce,
banking, marketing, and supply chain.

2. To investigate secondary data derived from international reports and scholarly research
concerning Al adoption.

3. To comprehend the advantages, obstacles, and results of Al implementation within the realm of
commerce.

4. To present a comprehensive Review of Literature is the detailing contributions by year.

5. To recommend strategies for the efficient application of Al in commercial environments.

3. Research Methodology

Research Design:

Descriptive and analytical research relying solely on secondary data.

Data Sources:

* Peer-reviewed journals

« Industry databases (Precedence Research, Statista, McKinsey, PwC, Deloitte)

* Reports from OECD, World Economic Forum

* Books, academic publications, conference papers

Method of Data Analysis:

* Trend analysis

» Comparative literature review

* Thematic interpretation

* Graphs and statistical summaries derived from secondary sources

Primary data is not utilized.

4. Review of Literature

1. Al Capability and Firm Performance: Chen, Esperanca, and Wang (2022) performed a
comprehensive investigation into Al capability and influcing the number of factors and its
influence on firm performance. Their findings indicate that Al fosters enhanced creativity,
improves data processing, and bolsters decision-making within commercial enterprises. The study
demonstrated that the adoption of Al results in a considerable competitive edge when it is backed
by managerial expertise and sufficient technological infrastructure. (Chen et al., 2022)

2. Al and Organizational Creativity: Mikalef and Gupta (2021) introduced the notion of
Artificial Intelligence Capability through the lens of the Resource-Based View. They determined
that Al boosts organizational creativity and aids firms in swiftly adapting to market fluctuations.
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Their research connects Al implementation to heightened innovation in product development,
superior customer service, and optimized resource distribution in commercial industries. (Mikalef
& Gupta, 2021)

3. Al and Firm-Level Productivity: Czarnitzki et al. (2023) examined firm-level data and
concluded that the adoption of Al enhances productivity, particularly in organizations that
integrate Al with innovation and the development of human capital. Their study underscored that
Al increases productivity by automating repetitive tasks, lowering labor costs, and enhancing
forecasting precision, which are critical components of commercial efficiency. (Czarnitzki et al.,
2023) 4.4 Al and Innovation in Commerce Babina et al. (2024) investigated the correlation
between Al adoption and innovation results. They found that companies that invest in Al are more
inclined to launch new products, enhance customer experiences, and attain sustainable growth.
The research emphasizes Al as a driving force for innovation in retail, financial services, and
digital commerce. (Babina et al., 2024)

4. Al and Innovation in Commerce: Babina et al. (2024) examined the connection between the
adoption of Al and the outcomes of innovation. Their findings revealed that companies that invest
in Al are more inclined to launch new products, enhance customer experiences, and attain
sustainable growth. The research underscores Al's role as a driving force for innovation in sectors
such as retail, financial services, and digital commerce. (Babina et al., 2024)

5. Al for Productivity and Global Growth:_The OECD (2024) indicated that Al possesses the
capability to significantly enhance productivity on a global scale. Their analysis implies that Al
can address efficiency disparities in commerce by optimizing logistics, automating customer
interactions, and facilitating data-driven approaches. Nonetheless, the report cautions that the
advantages may not be uniformly distributed across different regions. (OECD, 2024)

6. Al in Marketing: Haleem et al. (2022) outlined the primary applications of Al in marketing,
which include predictive analytics, dynamic pricing, and automated content generation. Their
research suggests that Al enables businesses to provide tailored marketing communications,
comprehend customer preferences, and enhance return on investment. Additionally, Al aids in
customer relationship management by deriving insights from extensive datasets. (Haleem et al.,
2022)

7. Al in E-Commerce Applications: Lari (2022) investigated for futher reports the applications
of Al in e-commerce and pinpointed critical areas such as fraud detection, recommendation
systems, customer service bots, and inventory management. The research concluded that Al
enhances customer satisfaction, boosts sales conversion rates, and improves operational efficiency
in online enterprises. (Lari, 2022)
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8. Al Chatbots and Customer Relationships: Mbaye (2023) examined the role of Al-powered
chatbots in e-commerce and discovered that they improve customer experience, reduce customer
waiting time, and support real-time communication. The research found that customer satisfaction
depends on chatbot design, accuracy, and personalization. (Mbaye, 2023)

9. Al in Retail Customer Engagement: Patil (2024) found that Al enhances customer
engagement in retail by enabling personalized recommendations, real-time offers, and predictive
inventory systems. Al-driven insights help retail firms reduce losses and improve revenue by
understanding consumer buying patterns. (Patil, 2024)

10. Al for Consumer Communication: Balcerzyk (2025) analyzed how Al improves customer
communication through automated messaging, sentiment analysis, and real-time engagement
tools. The study highlights the importance of transparency, accuracy, and ethical design in
customer-facing Al tools. (Balcerzyk, 2025)

5. Data Analysis (Based on Secondary Data)

This section examines the influence of Artificial Intelligence (Al) on various commercial sectors
by utilizing secondary data gathered from global reports, industry surveys, and research
publications. The focus of the analysis is on the growth of the Al market, its applications in e-
commerce, banking, and marketing, etc as well as its effects on employment trends.

1. Global Al Market Growth

The global Al market has experienced remarkable growth over the past decade, with commercial
applications serving as the main driving force. Industry estimates indicate that the global Al market
was valued at USD 454.12 billion in 2023 and is anticipated to reach around USD 2.5 trillion by
2032. This signifies a strong Compound Annual Growth Rate (CAGR) of over 19%, which reflects
increased investment, technological advancements, of listing and widespread adoption across
various commercial sectors.

A significant factor contributing to this growth is the swift integration of Al into commerce-related
activities, including retail automation, digital marketing, financial services, supply chain analytics,
and customer interaction tools. Al’s capability to process vast amounts of data, recognize patterns,
and produce accurate predictions renders it a crucial asset for businesses seeking to improve
efficiency and competitiveness. The rise of Al-enabled commercial platforms, intelligent
distribution systems, and data-driven decision-making has further propelled market growth on a
global scale.

This section examines the influence of Artificial Intelligence (Al) on various commercial sectors
by utilizing secondary data gathered from global reports, industry surveys, and research
publications. The focus of the analysis is on the growth of the Al market, its applications in e-
commerce, banking, and marketing, as well as its effects on employment trends.

Special Issue -Volume 13 Issue 4 -2025 WWW.ijrt.org


http://www.ijrt.org/

International Journal of Research and Technology (1JRT)
International Open-Access, Peer-Reviewed, Refereed, Online Journal
ISSN (Print): 2321-7510 | ISSN (Online): 2321-7529

Conference “Innovation and Intelligence: A Multidisciplinary Research on Artificial
Intelligence and its Contribution to Commerce and Beyond”
Held at IQAC — KHMW College of Commerce-December 2025

1. Global Al Market Growth

The global Al market has experienced remarkable growth over the past decade, with commercial
applications serving as the main driving force. Industry estimates indicate that the global Al market
was valued at USD 454.12 billion in 2023 and is anticipated to reach around USD 2.5 trillion by
2032. This signifies a strong Compound Annual Growth Rate (CAGR) of over 19%, which reflects
increased investment, technological advancements, and widespread adoption across various
commercial sectors.

A significant factor contributing to this growth is the swift integration of Al into commerce-related
activities, including retail automation, digital marketing, financial services, supply chain analytics,
and customer interaction tools. AI’s capability to process vast amounts of data, recognize patterns,
and produce accurate predictions renders it a crucial asset for businesses seeking to improve
efficiency and competitiveness. The rise of Al-enabled commercial platforms, intelligent
distribution systems, and data-driven decision-making has further propelled market growth on a
global scale.

2. Al in E-commerce

The e-commerce industry has undergone a revolutionary transformation due to the integration of
Al technologies. Al-driven recommendation systems have become vital instruments for online
platforms, allowing for personalized product recommendations based on user browsing history,
previous purchases, and real-time behavior. A report by McKinsey indicates that these Al-
enhanced recommendation and it engines can boost sales by 20-30%, highlighting their significant
influence on revenue generation.

Furthermore, customer expectations have shifted, with nearly 80% of online consumers favoring
businesses that offer personalized shopping experiences. Al enables this by analyzing customer
data, forecasting preferences, and crafting customized shopping journeys. In addition, Al enhances
automated customer service through chatbots, visual search capabilities, inventory forecasting
models, and fraud detection algorithms. These applications improve operational efficiency,
shorten customer response times, and elevate overall satisfaction, establishing Al as a key factor
in the growth of e-commerce.

3. Al in Banking

Al implementation within the banking and financial services industry has experienced significant
growth, and the propelled by the demand for enhanced security, operational efficiency, and
improved customer experiences. The worldwide market for Al in banking is projected to increase
from USD 26.23 billion in 2024 to USD 379.41 billion by 2034, representing one of the most rapid
growth rates in the commercial sector.

Al applications in banking encompass:
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» Fraud detection: Machine learning algorithms detect atypical transaction patterns, thereby
mitigating financial crime.

* Credit scoring: Al-driven risk assessment tools evaluate numerous variables to determine loan
eligibility with greater accuracy than conventional methods.

* Automated customer service: Al chatbots and virtual assistants manage inquiries, thereby
decreasing reliance on human personnel.

» Algorithmic trading: Al technologies assess real-time market data to inform investment choices.
These applications assist banks in optimizing processes, lowering operational expenses, improving
service delivery, and reducing risks. The incorporation of Al also fosters financial inclusion by
facilitating quicker and more dependable credit decisions through data-driven algorithms.

4. Al in Marketing

Marketing has evolved into one of the most Al-centric in the functions within commerce. Al
technologies assess customer behavior, categorize audiences, forecast market trends, and facilitate
content generation. Research indicates that 64% of marketers worldwide utilize Al for customer
data analysis, underscoring its pivotal role in contemporary marketing strategies.

Al empowers marketers to craft personalized advertising initiatives, enhance customer
experiences, and evaluate campaign effectiveness with improved precision. Al-driven targeted
marketing has demonstrated a 15-25% increase in customer retention, as businesses gain deeper
insights into individual preferences and can deliver pertinent offers at optimal moments.
Additionally, Al aids in sentiment analysis, social media oversight, and dynamic pricing—
enabling companies to maintain competitiveness in ever-changing markets.

5. Impact on Employment

The influence of Al on employment within commercial sectors brings forth both prospects and
obstacles. On one side, Al streamlines repetitive and routine functions such as data entry, customer
service, billing, and inventory oversight. This may result in job loss in lower-skilled positions.
Conversely, Al simultaneously generates new employment opportunities in fields such as:

* Data analysis and data science

* Al training and model supervision

* Digital marketing and e-commerce analytics

* Cybersecurity

* Al ethics, governance, and compliance

The need for digitally proficient workers has surged significantly, with companies prioritizing the
upskilling of employees to thrive in Al-enhanced work settings. Thus, while Al may diminish
conventional job roles, it also plays a role in fostering high-value opportunities that necessitate
advanced analytical and technological expertise.
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6. Findings
1. Artificial Intelligence greatly enhances efficiency in various commercial sectors.
2. Artificial Intelligence fosters innovation and improves customer experience.
3. Companies with robust Al capabilities excel compared to their competitors.
4. The adoption of Artificial Intelligence is inconsistent due to disparities in skills and resources.
5. Ethical challenges, including data privacy and algorithmic bias, continue to be significant issues.
7. Recommendations
For Enterprises
e Invest in training and skill enhancement in Al.
e Implement ethical and transparent Al systems.
e Integrate human expertise with Al automation.
e For Legislators
e Develop regulatory frameworks for Al.
e Provide subsidies for MSMEs to adopt Al technologies.
e Promote digital literacy initiatives.
For Academic Institutions
» Offer courses in Al and data analytics.
» Foster collaboration between industry and academia.
8. Conclusion
Al has become a transformative tool in commerce, supporting innovation, efficiency, and
competitiveness. Secondary data shows rapid global adoption of Al across retail, e-commerce,
marketing, and banking sectors. While Al offers enormous benefits, challenges related to ethics,
skills, and cost must be addressed. The future of commerce will depend on how responsibly
businesses integrate Al into their strategic and operational systems.
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