
 

    

Volume 2 / December 2022                ISBN: 978-81-952402-7-2 

 
 

 
 

Organized by 

Department of Business Administration, Commerce, Commerce CA 

& K.M.G. Research and Development cell 

K.M.G. COLLEGE OF ARTS & SCIENCE, GUDIYATTAM 

Permanently Affiliated to Thiruvalluvar University and 

Recognized by UGC under section 2(F) & 12(B) of the UGC Act 1956 

Accredited with B+ Grade by NAAC 

Associate member of ICT Academy 

 
Thiru  K.M. Govindarajanar 

     FOUNDER 

K.M.G. COLLEGE OF ARTS & SCIENCE, GUDIYATTAM 

Permanently Affiliated to Thiruvalluvar University and 

Recognized by UGC under section 2(F) & 12(B) 

of the UGC Act 1956 

Accredited with B+ Grade by NAAC 

Associate member of ICT Academy 

 

 



 

BOOK CHAPTER ON ARTIFICIAL INTELLIGENCE 

IN MANAGEMENT AND COMMERCE 

Volume 2 DECEMBER 2022 ISBN: 978-81-952402-7-2 

 

DEPARTMENT OF BUSINESS ADMINISTRATION, 

COMMERCE, COMMERCE CA & K.M.G. RESEARCH 

AND DEVELOPMENT CELL 

 

Volume 2  

 

CHIEF EDITOR 
Dr. M. Senthilraj 

Principal, K.M.G. College of Arts & Science, Gudiyattam 

 

EDITORS 
Dr. R. Manikandan 

Head & Asst. Prof. of Business Administration 

Dr. P. Shankar 

Asst. Prof. of Business Administration 

K.M.G. College of Arts & Science, Gudiyattam  

 

 

 

K.M.G. COLLEGE OF ARTS & SCIENCE 

GUDIYATTAM 



 

FOUNDER 
 

 

Thiru  K.M. Govindarajanar 

 



BOARD OF TRUSTEES 

 

  
 

Thiru. K.M.G. SUNDARAVADANAM. B.A., B.G.L., 

Chairman 

 

Thiru. K.M.G. BALASUBRAMANIAN 

Managing Trustee 

  
 

Thiru. K.M.G. RAJENDRAN B. Sc., M.L., 

Secretary 

 

Thiru. K.M.G. MUTHUKUMAR. B. Com., 

Treasurer 

 

Smt. B. MEENAKSHI 

Trustee 

 

Smt. R.THILAGAVATHI 

Trustee 

 

 

Smt. M. MANIMEGALAI., M.A., 

Trustee  

 

 

 



 

EDITORIAL BOARD MEMBERS 

 

CHIEF PATRONS 

Thiru. K.M.G. BALASUBRAMANIAN., Managing Trustee 

Thiru. K.M.G. SUNDARAVADANAM., B.A., B.G.L., Chairman 

Thiru. K.M.G. RAJENDRAN., B.Sc., M.L., Secretary 

Thiru. K.M.G. MUTHUKUMAR., B. Com., Treasurer 

Smt. B. MEENAKSHI Trustee 

Smt. R.THILAGAVATHI Trustee 

Smt. M. MANIMEGALAI., M.A., Trustee 

 



CHIEF EDITOR 

 

Prof. Dr. M. SENTHILRAJ  

Principal 

K.M.G. College of Arts & Science 

Gudiyattam 

M.Com., MBA., MSW., M. Sc (Psy)., M.Ed., M. Phil(Com).,        

M. Phil (Edu)., Ph.D.(Com)., D.Litt., SET(Com).,  SET(Mgmt)., 
 

 

 

 

 

EDITORIAL MESSAGE FROM THE CHIEF EDITOR 

 

 As the Head of this institution I am extremely proud that the Department of Business Administration, PG & 

Research Department of Commerce, PG Department of Commerce CA & K.M.G. Research and 

Development Cell called for book chapter titled, “Artificial Intelligence in Management and Commerce”. 

Artificial intelligence (AI) has profoundly changed and will continue to change our lives. AI is being applied 

in more and more fields and scenarios such as autonomous driving, medical care, media, finance, industrial 

robots, and internet services. The widespread application of AI and its deep integration with the economy 

and society have improved efficiency and produced benefits. At the same time, AI has become not only an 

important research topic in academia, but also an important topic of common concern for individuals, 

organizations, countries, and society. My sincere appreciation to faculties and research scholars who 

contributed their book chapters and I wish them for their future endeavors. 



 

EDITORS 

 
Dr. R. MANIKANDAN 

Head & Assistant Professor 

Department of Business Administration 

K.M.G. College of Arts & Science, Gudiyattam 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Dr. P. SHANKAR 

Assistant Professor, 

Department of Business Administration 

K.M.G. College of Arts & Science, Gudiyattam 

 



 

 

 
Dr. K. Gomathy 

Head & Assistant Professor 

Department of Commerce 

K.M.G. College of Arts & Science, Gudiyattam 
 

  
Prof. M. Ravichandran 

Head & Assistant Professor 

Department of Commerce - CA 

K.M.G. College of Arts & Science, 

Gudiyattam 

Dr. C. Venkatesan 

Assistant Professor 

Department of Bio-Chemistry 

& 

Co-Ordinator, K.M.G. Research and 

Development Cell 

K.M.G. College of Arts & Science, 

Gudiyattam 

 

 

 

 

 

 

 

 

 



TECHNICAL TEAM 

 

Prof. K. Ilakkiya 

Assistant Professor, Department of Business 

Administration 

 

Prof. V. Gayathri 

Assistant Professor, Department of Business 

Administration 

 

Prof. K. Revathi 

Assistant Professor, Department of Business 

Administration 

 

Prof. R. Arjunan 

Assistant Professor, Department of Business 

Administration 

 

Prof. S. Balu 

Assistant Professor, Department of Business 

Administration 

 

Prof. S. Silvin Sandhiya 

Assistant Professor, Department of Business 

Administration 

 

Prof. W. Wasim Ahmed 

Assistant Professor, Department of Business 

Administration 

 
 

 



CONTENTS 

S. No Title & Author Name Page No 

1 

Understanding AI in HR: A Collaborative Perspective for Better HR Practice  

Dr. M. Senthilraj, Principal, K.M.G. College of Arts & Science, Gudiyattam 

Dr. R. Manikandan, Head & Asst. Prof. of Business Administration, K.M.G. College of 

Arts & Science, Gudiyattam 

1 – 6 

 

2 

Impact of Artificial Intelligence in Finance Analysis & Investment 

Prof. M. Megharajan, Vice-Principal, K.M.G. College of Arts & Science, Gudiyattam 

Dr. P. Shankar, Asst. Prof. of Business Administration, K.M.G. College of Arts & 

Science, Gudiyattam 

7 – 13  

3 

Impact of Role of  Artificial Intelligence in Human Resource Management 
S. Ruqiya Firdous, PhD Scholar of  Commerce, DKM College for Women (A), Vellore 

Dr. T. Bharathi, Asst. Prof. and Research Guide, Department of Commerce, DKM 

College for Women (A), Vellore 

14 – 19  

4 
The impact of artificial intelligence on consumer buying behaviors 
Dr. V. Senbagapriya, Assistant Professor of Business Administration, Muthurangam 

Government Arts College (Autonomous), Vellore. 

20 – 24  

5 
Chatbots –The New Customer Relations Executive 
Mrs. PREETHA THOMAS, Asst. Prof. of Commerce, Saintgits College of Applied 

Sciences, Pathamuttom Kottayam, Kerala -686532 

25 – 29  

6 

The Vital Role of AI in Social Media 
Arjun Kumar, Jobel John James, Kannan Saji, Manjima Sree,  I M.Sc Student, PG 

Department of Computer Applications & Artificial Intelligence,  

Dr. Ambily Merlin Kuruvilla, Assistant Professor, PG Department of Computer 

Applications & Artificial Intelligence Pathamuttom , Kottayam, Kerala 

30 – 35  

7 

Artificial Intelligence in Consumer Behaviour 
Dr. T.Bharathi, Assistant Professor and Research Guide, Department of Commerce, 

D.K.M. College for Women Autonomous, Vellore- 632 001 

N.Karpagam, Asst. Prof., Marudhar Kesari Jain College for Women, Vaniyambadi 

S. Deepalakshmi, Asst. Prof., Islamiah Women’s Arts and Science College, Vaniyambadi 

36 – 41  

8 
Impact of Artificial Intelligence on Human Resource Development 
Dr. S. Kamaraj, Asst. Prof. of Commerce, K.M.G. College of Arts and Science, 

Gudiyatham. 

42 – 45  

9 

Adoption of Blockchain Technology in Human Resource Management 
Dr. M. Kavitha, Professor & Research Supevisor, Department of Commerce, Vels 

Institute of Science Technology and Advanced Studies 

Ms. Shruthi. K, Research Scholar, Department of Commerce, Vels Institute of Science 

Technology and Advanced Studies 

46 – 51  

10 

Artificial Intelligence In Management 
Prof. Dr. M. Kavitha, P.G. Professor & Research Supervisor, Department of Commerce, 

VISTAS University, Pallavaram, Chennai 

Mrs. Juby Thomas, Research Scholar, Department of Commerce, VISTAS University, 

Pallavaram, Chennai 

52 – 57  

11 

Developing Leadership Through Artificial Intelligence 
A.Rakshana, I M.Com, Marudhar Kesari Jain College for Women, Vaniyambadi. 

Ms.M.Geetha, Assistant Professor in Department of Commerce, Marudhar Kesari Jain 

College for Women, Vaniyambadi. 

58 – 61  

12 
Impact of Artificial Intelligence In Human Resource Information Systems 
prof. R. Arjunan, Assistant Professor in Business Administration, KMG College of Arts 

& Science, Gudiyattam 

62 – 65  



13 

Consumer Behaviour Analysis With Artificial Intelligence 
M.Varalakshmi, I M.Com, Marudhar Kesari Jain College for Women, Vaniyambadi. 

Ms.M.Geetha, Assistant Professor in Department of Commerce, Marudhar Kesari Jain 

College for Women, Vaniyambadi. 

66 – 73   

14 
Artificial Intelligence in Human Resource 
Prof. K. Ilakkiya, Asst. Prof of Business Administration, K.M.G.  College of Arts & 

Science, Gudiyattam 

74 – 79  

15 
Artificial Intelligence in E-Commerce  
K. Nandhini, II M. Com., Marudhar Kesari Jain College for Women, Vaniyambadi 
N.Karpagam, Assistant Professor, Marudhar Kesari Jain College for Women, Vaniyambadi 

80 – 85  

16 

Artificial Intelligence n Consumer Behaviour 

Prof. K.Revathi, Asst. Prof. of Business Administration, K.M.G. College of Arts & 

Science, Gudiyattam 

86 – 87  

17 

Intelligence in E-Commerce 
K. Narmatha - I M.Com, Marudhar Kesari Jain College for Women, Vaniyambadi. 

Srimathi - I M.Com, Marudhar Kesari Jain College for Women, Vaniyambadi. 

Ms.M.Geetha, Assistant Professor in Department of Commerce, Marudhar Kesari Jain 

College for Women, Vaniyambadi. 

88 – 91  

18 
Intelligence- A New Era in Agriculture 

Prof. M. Megharajan, Head & Asst. Prof. of Economics, KMG College of Arts and 

Science, Gudiyattam 

92 – 95  

19 

Artificial Intelligence in E-Commerce 
Dr. M. Yamuna Devi, Head & Asst. Prof., Arulmigu Palaniandavar Arts and Science 

College for Women, Oddanchatram. 

Dr. P. Duraisamy, Asst. Prof., Arulmigu Palaniandavar College of Arts & Culture, Palani. 

96 - 101 

20 
Artificial Intelligence and Its Impact on Leaders And Leadership 
Prof. M. Ravichandran, Head & Asst. Prof. of Commerce Computer Applications, 

K.M.G. College of Arts & Science, Gudiyattam 

102 – 110  

21 
A Study on Developing Leadership in Artificial Intelligence 
Prof. V. Gayathri, Asst. Prof. in Business Administration, KMG college of Arts & 

Science, Gudiyattam 

111 – 114  

22 

The Impact of Artificial Intelligence Consumer Buying Behaviors 
M. Vijayalakshmi, Asst. Prof of Commerce & Commerce CA, Sree Abiraami Arts & 

Science College for Women, Keelalthur, Gudiyattam 

Dr. D. Saravanan, Research Supervisor & Asst. Prof of Commerce, K.M.G. College of 

Arts & Science, Gudiyattam 

115 – 118  

23 
Artificial Intelligence on Human Resource Management 
S. Balu, Asst. prof. of Business Administration, K M G College of Arts and Science, 

Gudiyattam 

119 – 123  

24 

Artificial Intelligence & Business Sustainability 
S. Keerthana, II M. Com, Marudhar Kesari Jain College for Women, Vaniyambadi 

N.Karpagam, Assistant Professor, Marudhar Kesari Jain College for Women, 

Vaniyambadi 

124 – 128  

25 

Impact of Artificial Intelligence Techniques on Employee Well-Being for 

Employee Retention 
W. Wasim Ahmed, Asst. Prof. in Business Administration, KMG college of Arts & 

Science, Gudiyattam 

129 – 132  

26 

Artificial Intelligence in E-Commerce 

Prof. Silvin Sandhiya S, Asst. Prof. of Business administration, KMG College of Arts 

and Science, Gudiyattam 

 

 

133 - 139 



27 

Intelligence In Leadership 
Dr .P. Anitha, Head & Associate Professor of Commerce with Computer Applications 

Mrs. M. Shanmuga priya, Asst. Prof of Commerce with Computer Applications 

Ms. T.Ramya, Asst. Prof of Commerce with Computer Applications 

Nallamuthu Gounder Mahalingam College,Pollachi  

140 – 145  

28 
Artificial Intelligence of Consumer Behavior 
K.Vanitha, Asst. Prof. of Commerce, K.M.G. College of Arts & Science, Gudiyattam 

146 – 149  

29 
Artificial Intelligence and its Roles and Effect on Leaders and Leadership 
Dr. M. Nirmala, Asst. Prof. of Commerce (CA), Nallamuthu Gounder Mahalingam 

College, Pollachi, Tamilnadu  

150 – 156  

30 
Influence of Artificial Intelligence on Online Buying Behaviour 
Prof. Thenmozhi. D, Asst. Prof. of Commerce, KMG College of Arts and Science, 

Gudiyattam 

157 – 161  

31 

The Effects of Artificial Intelligence On Increasing The FMCG Industries 
K.S. Karuna, Research Scholar, PG and Research Department of Commerce, K.M.G 

College of Arts and Science, Gudiyattam 

Dr. D. Saravanan, Asst. Prof. & Research Supervisor, PG and Research Department of 

Commerce, K.M.G College of Arts and Science, Gudiyattam 

162 – 166   

32 
Impact of Artificial Intelligence on Business in Present and Future Aspects  
Dr. S. Selvaraj, Asst. Prof. of Economics, KMG College of Arts and Science, Gudiyattam   

167 – 179  

33 

The adoption of Artificial Intelligence in Employee Recruitment: The 

Influence of Information Technology  
Prof. V Mohammed Iqbal, Asst. Prof. of Commerce, PG & Research Department of 

Commerce, K.M.G College of Arts and Science, Gudiyattam. 

180 – 186 

34 

Word of Mouth and Its Impact on Marketing 
Priyanka K. Ph.D. Research Scholar, PG& Research Department of Commerce, 

D.K.M. College for Women (Autonomous), Vellore – 632001 

Dr. K.Vinithi., Asst. Prof. & Research Supervisor, PG& Research Department of 

Commerce, D.K.M. College for Women (Autonomous) Vellore – 632001 

187 – 191 

35 
Artificial Intelligence and E-Commerce 
Ms. D. Saranya Asst. Prof. of commerce (CA), NGM College, Pollachi. 

192 – 197  

36 
Fintech and Cryptocurrency 
Rajagopalan S, Asst. Prof. of Commerce with Computer Applications 

Nallamuthu Gounder Mahalingam College of Arts and Science, Pollachi – 642001. 

198 – 203  

37 

A Role of Artificial Intelligence in Evaluating Employee Performance 
M. Mahalakshmi, Research Scholar   Ph. D (Full-Time) Commerce, PG and Research 

Department of Commerce, D.K.M. College for Women’s (Autonomous), Vellore 

Dr. G. Bhavani, Asst. Prof.  &  Research Supervisor, PG and Research Department of 

Commerce, D.K.M. College for Women’s (Autonomous), Vellore 

204 – 208  

38 

AI is Revolutionizing India’s E-Commerce and Consumer Protection the 

Emerging Trend 
Dr. P. Anandi, Asst. Prof., PG and Research Department of Commerce, Marudhar Kesari 

Jain College for Women, Vaniyambadi.  

209 – 223  

39 

AI in Social Media: Opportunities and Perspectives 
Ms. M. Kesavy, Asst. Prof. of Commerce with Computer Applications, 

Ms.R.subhasangeetha, Asst. Prof. of Commerce with Computer Applications, 

Ms.T.Ramya, Asst. Prof. of Commerce with Computer Applications, Nallamuthu 

Gounder Mahalingam College, Pollachi-642001 

224 – 229  

40 

AI in Agriculture Marketing: Challenges, Benefits, Start Ups  
Ms.R.Subhasangeetha, Asst. Prof. of Commerce with Computer Applications 

Ms.M.KESAVY, Asst. Prof. of Commerce with Computer Applications 

Nallamuthu Gounder Mahalingam College,Pollachi-642001 

230 – 235  



41 
Artificial Intelligence and Its Impact on Everyday Life 
B. Bhuvaneswari,Ph. D Research Scholar, PG and Research Department of Commerce, 

Sri Bharathi Women’s Arts and Science College, Kunnathur, Arni, TV Malai Dt. 

236 – 245  

42 

Modernization in Commercial Banks: A SWOT Analysis for Financial 

Inclusion Measure in Rural India 
Dr. J. Anthony Gruze Thangaraj, Professor & Head, PG Department of Commerce, Sri 

Bhagawan Mahaveer Jain First Grade College, Geetha Road, Robertsonpet, KGF – 

563122 Karnataka. 

Dr. G. Ramesh Pandi, Associate Professor of Commerce, Kalasalingam Business School, 

Kalasalingam Academy of Research And Education, Vridhunagar District, Tamilnadu 

Prof. K.Pon Lakshmi, B.Com (P.A); MBA, Full-Time Scholar, Kalasalingam Business 

School, Kalasalingam Academy Of Research And Education, Vridhunagar District, 

Tamilnadu 

246 – 255 

43 

E-Banking Its Effectiveness In Providing Automatic Teller Machine 

Services: A View for The Modern Banking System 
Dr. J. Anthony Gruze Thangaraj, Professor and Head PG Department of Commerce, 

Sri Bhagawan Mahaveer Jain First Grade College, Geetha Road Robertsonpet KGF, 

Karnataka 
Dr. G. Ramesh Pandi, Associate Professor of Commerce 

Kalasalingam Business School, Kalasalingam Academy of Research and Education, 

Vridhunagar District, Tamilnadu 

Dr. S. Vadivel Raja, Asst. Professor, Department of Commerce, Vivekananda College, 

Thiruvedagam, Madurai (Dist) 

256 – 264  

44 

Artificial Intelligence In The Banking Sector – How AI is Transforming The 

Banking Sector 
Prof.K. Pon Lakshmi, B.COM (P.A); MBA, Full-Time Scholar, Kalasalingam Business School, 

Kalasalingam Academy of Research And Education, Vridhunagar District, Tamilnadu 

Dr. G. Ramesh Pandi, Associate Professor of Commerce, Kalasalingam Business School, 

Kalasalingam Academy of Research And Education, Vridhunagar District, Tamilnadu 
Dr. J. Anthony Gruze Thangaraj, Professor & Head, PG Department of Commerce, Sri Bhagawan 

Mahaveer Jain First Grade College, Geetha Road, Robertsonpet, KGF – 563122 Karnataka. 

265 – 271 

45 

Artificial Intelligence in Marketing 
Prof. K. Pon Lakshmi, B.COM (P.A); MBA, Full-Time Scholar, Kalasalingam Business School, 

Kalasalingam Academy of Research and Education, Vridhunagar District, Tamilnadu 
Dr. G. Ramesh Pandi, Associate professor of Commerce, Kalasalingam Business School, 

Kalasalingam Academy of Research And Education, Vridhunagar District, Tamilnadu 

Dr. J. Anthony Gruze Thangaraj, professor and Head, PG Department Of Commerce, Sri 
Bhagawan Mahaveer Jain First Grade College, Geetha Road, Robertsonpet, KGF – 563122 

Karnataka. 

272 – 275 

46 
Artificial Intelligence in E-Commerce 
Dr. R. Dharmaraj, Head, PG and Research Department of Commerce, 

Sri Bharathi Women’s Arts and Science College, Kunnathur, Arni,TV Malai Dt  

276 – 282  

   

 

 

 

 

 

 

 

 

 



Volume 2                 December 2022       ISBN: 978-81-952402-7-2 

36 

 

ARTIFICIAL INTELLIGENCE IN CONSUMER BEHAVIOUR 

* Dr. T.BHARATHI, Assistant Professor and Research Guide, Department of Commerce, 

D.K.M. College for Women Autonomous, Vellore- 632 001 

**N.KARPAGAM, Assistant Professor, Marudhar Kesari Jain College for Women, 

Vaniyambadi 

***S. DEEPALAKSHMI, Assistant Professor, Islamiah Women’s Arts and Science 

College, Vaniyambadi 

 

ABSTRACT 

Artificial Intelligence is used extensively across a range of applications today, with varying 

levels of sophistication. Recommendation algorithms that suggest what all might like next are 

popular AI implementations, as are chatbots that appear on websites or in the form of smart 

speakers. It is used to make predictions in terms of weather and financial forecasting, to 

streamline production processes and to cut down on various forms of redundant cognitive 

labour. Artificial Intelligence is also used to assist in diagnostics, play many types of games, 

to operate autonomous vehicles, process language and many more activities. Today, there’s 

an increasingly vast data available for all the activities. AI might just be the solution for all. 

Also, customers' constantly evolving preferences and complexity means businesses can no 

longer rely on traditional business methods to drive growth. Now-a-days, most businesses 

incorporate AI technology to reduce operational costs, increase efficiency, grow revenue, 

and predict customer behavior to improve the overall customer experience. As AI 

technologies increase, it has become necessary for businesses to recruit top AI talent in order 

to maintain a competitive edge. 

Key Words: Artificial Intelligence, Chatbots, Forecasting, Cognitive Labour, Consumer 

Behaivour.  

 

INTRODUCTION  

When most people hear the term artificial intelligence, the first thing they usually think of is 

robots. Artificial intelligence is based on the principle that human intelligence can be defined 

in a way that a machine can easily mimic it and execute tasks, from the most simple to those 

that are even more complex. The goals of artificial intelligence include mimicking human 

cognitive activity. Researchers and developers in the field are making surprisingly rapid 

strides in mimicking activities such as learning, reasoning, and perception, to the extent that 

these can be concretely defined. Some believe that innovators may soon be able to develop 

systems that exceed the capacity of humans to learn or reason out any subject. But others 
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remain skeptical because all cognitive activity is laced with value judgments that are subject 

to human experience. Artificial intelligence (AI), the ability of a digital computer or 

computer-controlled robot to perform tasks commonly associated with intelligent beings. The 

term is frequently applied to the project of developing systems endowed with the intellectual 

processes characteristic of humans, such as the ability to reason, discover meaning, 

generalize, or learn from past experience. Since the development of the digital computer in 

the 1940s, it has been demonstrated that computers can be programmed to carry out very 

complex tasks—as, for example, discovering proofs for mathematical theorems or playing 

chess—with great proficiency. Still, despite continuing advances in computer processing 

speed and memory capacity, there are as yet no programs that can match human flexibility 

over wider domains or in tasks requiring much everyday knowledge. On the other hand, some 

programs have attained the performance levels of human experts and professionals in 

performing certain specific tasks, so that artificial intelligence in this limited sense is found in 

applications as diverse as medical diagnosis, computer search engines, and voice or 

handwriting recognition. 

HISTORY OF ARTIFICIAL INTELLIGENCE 

Past six decades of Artificial Intelligence: 

 1956 - John McCarthy coined the term ‘artificial intelligence’ and had the first AI 

conference. 

 1969 - Shakey was the first general-purpose mobile robot built. It is now able to do 

things with a purpose vs. just a list of instructions. 

 1997 - Supercomputer ‘Deep Blue’ was designed, and it defeated the world champion 

chess player in a match. It was a massive milestone by IBM to create this large 

computer. 

 2002 - The first commercially successful robotic vacuum cleaner was created.  

 2005 - 2019 - Today, we have speech recognition, robotic process automation (RPA), 

a dancing robot, smart homes, and other innovations make their debut. 

 2020 - Baidu releases the Linear Fold AI algorithm to medical and scientific and 

medical teams developing a vaccine during the early stages of the SARS-CoV-2 

(COVID-19) pandemic. The algorithm can predict the RNA sequence of the virus in 

only 27 seconds, which is 120 times faster than other methods.  
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PROCESS OF ARTIFICIAL INTELLIGENCE 

Artificial intelligence refers to the simulation or approximation of human intelligence in 

machines. The goals of artificial intelligence include computer-enhanced learning, reasoning, 

and perception. AI is being used today across different industries from finance to healthcare. 

Weak AI tends to be simple and single-task oriented, while strong AI carries on tasks that are 

more complex and human. .Artificial intelligent systems work by combining large with 

intelligent, iterative processing algorithms. This combination allows AI to learn from patterns 

and features in the analyzed data. Each time in this system performs a round of data 

processing, it tests and measures its performance and uses the results to develop additional 

expertise. 

 

 

APPLICATIONS OF ARTIFICIAL INTELLIGENCE 

 

CONSUMER BEHAVIOUR 

Consumer Behaiour is the study of the actions of the consumers that drive them to buy and 

use certain products. Consumer buying behavior refers to the study of customers and how 
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they behave while deciding to buy a product that satisfies their needs. The study of consumer 

buying behavior is most important for marketers as they can understand the expectation of the 

consumers. It helps to understand what makes a consumer buy a product. It is important to 

assess the kind of products liked by consumers so that they can release it to the market. 

Marketers can understand the likes and dislikes of consumers and design base their marketing 

efforts based on the findings. 

Consumer buying behavior studies various situations such as what do consumers buy, why do 

they buy, when do they buy, how often do consumers buy, for what reason do they buy, and 

much more. It’s insightful to listen to some of the first cut opinions on vocally from 

consumers on how they think about various brands and their expectations when it comes to 

electronic products and gadgets. Understanding consumer behavior is essential for a company 

to find success for its current products as well as new product launches. Every consumer has 

a different thought process and attitude towards buying a particular product. If a company 

fails to understand the reaction of a consumer towards a product, there are high chances of 

product failure. Due to the changing fashion, technology, trends, living style, disposable 

income, and similar other factors, consumer behavior also changes.  

HOW AI CAN PREDICT CONSUMER BEHAVIOR? 

There are some of the ways, where businesses are leveraging AI to predict consumer 

behaviour, include: 

1. Targeted Marketing: In this day and age, it's unthinkable for any business that wants to 

maintain a competitive edge not to leverage the power of AI when devising its marketing 

strategy. The prevalence of online data today is enough to get marketers excited. This 

data is found in past reviews, online searches, views, and much more. With AI, marketers 

can determine which types of marketing received the most engagement from customers. 

Businesses can develop a fool proof plan for future advertisements based on this 

information, likely increasing sales. 

2. Customer Relationship and Behaviour Analysis: AI can help businesses foster 

customer relationships that stand the test of time. With AI tools such as Customer 

Relationship Management software (CRM), a company can engage with customers and 

improve the overall customer experience. AI can also help with customer behaviour 

analysis. With AI, marketers can investigate how customers engage with their companies. 

It can offer an insight into every step in the customer journey and help marketers 

understand what driving customer behaviour is. It can lead to positive outcomes like 
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higher customer retention, stronger customer relationships, and increased customer 

lifetime value when done correctly. 

3. Monitoring Social Media and Website Content: AI has wholly transformed content 

marketing. Creating actionable content that targets the right audience is key to the success 

of businesses in the 21st century. More and more companies are leveraging AI to monitor 

the performance of the content on their social media pages and websites. This ensures 

companies understand audience segments leading to personalized content for every 

customer. Moreover, businesses can enhance their existing content to lead to more sales. 

Also, using AI tools, marketers can gain an insight into the top-ranking and most-

engaging content. Email address lookup tools can help marketing teams find information 

about customers and prospects to create personalized content. 

4. Big Data: Put simply; big data refers to larger and more complex data sets that come 

mainly from new sources. These data sets are usually voluminous such that traditional 

data processing software can't handle them. However, businesses can use these vast 

volumes of data to address issues that a company wouldn't have targeted before. Big data 

can help companies analyze and identify the motivations of their most loyal customers 

while also providing ideas for creating new offerings for current and future clients. When 

combined with AI, businesses can use big data to analyze data points of each of their 

customer’s journeys from exploration to sale. This provides marketers with tools and 

knowledge to make more informed decisions. AI can also help prevent a data breach that 

negatively affects a business. This is because AI can handle a lot of data, identify 

unknown threats, accelerate detection and response times, and secure authentication. 

BENEFITS OF INFUSING AI TO CONSUMER BEHAVIOR 

1. Increased Traffic: As we have already mentioned, AI allows businesses to monitor and 

revamp their websites and social media pages. It aids in creating a fool proof content 

marketing strategy that is designed to engage and entice current and future customers. 

When it comes to content marketing, personalization is critical, and AI plays a huge role 

in helping marketing teams understand their target audiences. Therefore, businesses can 

create content designed for their social media pages and websites by incorporating AI. 

This ultimately leads to increased traffic which bodes well for marketing teams to convert 

visitors to their websites. 

2. Increased Revenue: A survey of 2500 U.S. consumers and business decision marketers 

titled “A Revolutionary Partnership: How AI is Pushing Man and Machine Closer” found 



Volume 2                 December 2022       ISBN: 978-81-952402-7-2 

41 

 

that business leaders believe AI will be a fundamental tool in the future. In total, 72% 

called it a business advantage. The end of AI is primarily because of the significant 

revenue companies experience after incorporating it into customer behaviour. AI allows 

marketing teams to decode vast amounts of data to narrow the information down in a way 

that helps them identify the target audience, customers' needs, and trend analysis. It 

allows them to build their marketing strategies around them and create sales funnels that 

are more user-focused, leading to increased prospect conversions. Increased conversions 

mean increased revenue. 

3. Increase in Loyalty: One of the most valuable assets for businesses today is loyal 

customers. This is because companies don't achieve this loyalty overnight. It takes years 

of hard work to meet or exceed the customers' expectations and gain loyalty. AI tools 

reveal a wealth of information about customers' sentiments, needs, desires, and 

expectations. Businesses can conduct their operations based on this information to 

enhance the quality and pricing structure according to customers' needs. This way, 

businesses can stay ahead of competitors and win loyal customers. This is a dream of 

every business. 

CONCLUSION 

Using Artificial Intelligence in business can do more than just prevent data breaches. AI can 

also help companies get a better understanding of their customers and often even humanize 

their brand. This enables them to retain current customers, earn their loyalty, and entice and 

convert prospects. AI gives a business an edge over its competitors, making it more critical 

than ever to hire the best in AI talent. Any company that aims for a long-term future should 

incorporate this technology. 
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