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AI-Powered E-Marketing Strategies and Their Influence on Consumer Purchase Decisions in Digital Shopping: Evidence from South India

Abstract
Artificial intelligence (AI)-enabled customer e-marketing has driven the overall growth in digital commerce and has changed how consumers enjoy their shopping experience globally. This paper explores how modern applications of AI in marketing practices, like personalization, recommendation engines, and dynamic interaction tool participations, impact the consumer purchasing behaviour in the South Indian region where digital consumption rates are growing rapidly. Using 380 respondents, an Exploratory Factor Analysis (EFA) was used to determine the constructs of the perceptions on the basis of which it shapes consumer perceptions. The findings identified five important factors: AI strategies, trust, convenience, engagement and purchase decisions. Of these, trust and convenience were key to the establishment of consumer confidence and engagement revealed itself to become more of a brand deepening enabler. The results indicate that AI can be used to promote not only the practical dimensions of enjoying shopping, in terms of efficiency and convenience, but also affect positive emotional and relational connection between consumers and online service providers.
This paper aids both theoretical and practical discussions by filling a research gap on the adoption of AI-powered marketing in South India, a culturally diverse and an economically savvy region. Theoretically, the study confirms a multidimensional model of association between interventions of AI and the consumer behavioural outcomes, and practically, it provides effective suggestions to e-commerce companies to maximize their online capabilities. Personalization, developing trust, and interactive elements can be successfully combined in order to help online retailers influence purchase intentions and lifelong loyalty. The paper closes by stating that AI-driven e-marketing plans are a disrupter in online purchasing and urges additional studies that utilize confirmatory studies and cross-regional research to establish better generalizability.
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Introduction
In the modernised and ever-changing digital marketplace, artificial intelligence (AI) has become a game changer in e-marketing that has helped businesses to create highly automated, predictive, and personalised marketing experiences (Wikipedia, 2025). AI based applications will support marketers to connect more efficiently with customers through customized messages and offers in real time via recommendation engines, chatbots, emotion detectors and dynamic advertising (Dahivale, 2025).
In the India context, such strategies are catching up with AI. In a recent survey by EY India, 82 percent of Indian consumers expressed their confidence that AI will be a major improvement in their purchase process, and that Indian consumers have greater awareness of AI than consumers globally (30 percent vs. 17 percent) (Bhattacharya, 2023). Additionally, technical giants such as Google are also launching AI-powered advertising solutions designed to suit Indian marketers as well, a move that makes it very likely to see the overall Indian digital marketing realm heavily embrace AI in the near future (The Times of India, 2025).
The customer behavior is also affected by AI in India as empirical studies indicate (Rajat et al 2024). In online fashion retail, personalization using recommender systems, chatbots, and visual search, and the use of virtual assistants has been demonstrated to influence positively the purchasing behavior of the Indian consumers who have an enhanced customer experience and increased sales as a result (Sharma et al., 2023). In a comparable manner, AI-aided grocery e-retailing indicates the possibilities of AI to influence the buyer intentions in India (Bhatt, 2024).
Nonetheless, the advantages of AI in advertising are not non-peculiar. There are also some ethical issues related to the privacy of the consumer, transparency of data, and fairness of algorithm that have been raised. Articles emphasize the need to use AI responsibly, both in terms of retailers earning their consumer trust and also preserving consumer information (Adanyin, 2024). Also, consumers can develop algorithm aversion, or distrust of recommendation made by algorithms, which can negate the effectiveness of AI in consumer influence behavior (Wikipedia, 2025- algorithm aversion entry).
These concerns notwithstanding, the strategic application of AI in marketing bears a massive potential. Personalized recommendations, enhanced messaging, based on the tone of the message, and customized advertising have all been associated with better purchase-related decisions, customer engagement, and loyalty to the brand (Dahivale, 2025).
Considering the disruptive collusion of AI innovations with the growth of the digital economy in India, especially in southern parts of the country, with its expanding online traffic, the increase in online shopping, and the use of technology, this paper attempts to analyze the impact of AI-based e-marketing techniques on the purchasing behavior in southern India.
Objectives
1. To study how AI-powered e-marketing strategies are used in digital shopping in South India.
2. To find out how these strategies affect consumer purchase decisions.
3. To understand consumer perceptions, trust, and concerns toward AI-driven marketing.
4. To suggest ways businesses can use AI marketing more effectively in South India.

Research gap
Even though as artificial intelligence (AI) is commonly referred to as a game-changer in digital marketing, there is evidence for its importance in Western markets, China, or even a broadly globalized view, little research has been conducted on the South Indian context. The existing body of research tends to focus on firm-management benefits (efficiency, targeting, cost reduction, etc.) to a greater degree than it does on the views of consumers, namely trust, privacy, personalization, and even the acceptance of AI tools (Reduanul 2025). Further, the available body of empirical literature on the same has remained scant and none have studied the direct impact of AI-driven strategies on consumer purchase decisions in the Indian e-commerce industry. Cultural aspects, demographic differences, and digital literacy diversity in South India are complexities that have not been discussed well. This poses a huge gap in the lack of knowledge as to the extent to which AI-driven e-marketing strategies impact consumer behavior in South India where digital shopping space is booming.
Literature review 
Artificial intelligence (AI) has found its position in e-marketing, and researchers actively argue about the importance of artificial intelligence in the consumer purchase intentions and online shopping physical activity. In India, personalized recommendations, chatbots, and voice assistants based on AI have been found to increase the convenience of shopping and positively affect consumers readiness to purchase to a larger extent. Like in the case of India online grocery market, Bhatt (2024) showed that perceived usefulness and convenience brought about by the AI-powered technologies had a positive effect on purchase intentions. On the same note, the recent work quantifies that personalized recommendations increase consumer trust and satisfaction, and eventually more robust loyalty and purchase behaviors through AI-supported e-commerce platforms (Hassan et al., 2025)
Besides retail-specific settings, systematic reviews also point to the overall influence of recommender technologies in online business. According to Valencia-Arias et al. (2024), AI is used to suggest product recommendations that influence the way consumers look at the product pool and affect their conversion, thus explaining the circumstances when the recommenders contribute to the product discovery by consumers or, on the contrary, make them focus on their demand (Shahinoor et al 2024). This temptation on personalization has been replicated in experimental research. In one study, Meng et al. (2025) determined that proactive chatbot messages, particularly combined with emotive symbols including emojis, can be a powerful factor boosting future purchase intentions because they can minimize psychological distance and enhance customer feelings of utility.
AI and consumer experience Research also shows the necessity of engagement. A study by Bilal et al. (2024) demonstrated that compared to non-AI driven promotion, more positive customer experiences are generated through AI-driven marketing, which leads to more significant engagement and likelihood of repeated purchase. Furthermore, analysis on customer willingness to use AI shopping assistant (Singh et al., 2024) reveals that the functional value, social-relational trust, and potential privacy/security issues are some of the main components to adoption success. This observation is comparable to a more recent study on the generative-AI chatbots where it can be concluded that among consumers, the attitude and intention are heavily influenced by the perceived usefulness as well as nature and scope of perceived risk (Journal of Decision Systems, 2025).
The general academic discussion also includes continuing ethical debates in AI marketing. As pointed out by Hugh et al. (2024), although AI can use personalization and automation, there are still some issues on transparency, fairness and data privacy that need solution and may affect consumer adoption and confidence. On the industry side, it has been noted that small and medium retailers are also beginning to take it up in order to personalise and do demand forecasting, but there are concerns around the acceptability and the trust that people have with this kind of AI (The Economic Times, 2025a, 2025).
Collectively, more recent research supports the claim that such AI-based e-marketing approaches including personalisation, chatbots and intelligent recommendation system should impact consumer purchase intentions positively, alleviating their experience of inconvenience, disengagement and lack of value (Jahan et al 2025). Potential privacy, transparency, and algorithmic trust concerns remain one of the inhibitors, particularly in the emerging markets. Despite the expansion of this evidence base in other regions in the world, limited empirical evidence has been established in South India as the region is culturally diverse, and includes diverse demographics and disparities in digital literacy levels. Such a gap highlights the necessity of regional research into the impact of AI strategies on consumer purchase decision-making in South India that is fast-growing in terms of e-commerce activities. According to the literature review and the research gap, the figure 1 is derived. 
Fig 1-Conceptual framework
[image: ]

Source: Author
Hypotheses 
H1: e-marketing strategies powered by AI have a positive impact on a consumer purchase decision in the online shopping environment.
H2: Trust mediates the consumer purchase decision - relationship with the AI-powered e-marketing strategies.
H3: AI-powered e-marketing strategies affect consumer purchase decision via a mediating role by convenience and perceived usefulness.
H4: Consumer engagement mediates the relationship between AI-powered e-marketing strategies and a consumer purchase decision.
H5: The AI-assisted e-marketing techniques influence consumer purchase behaviours when moderated by demographic variables (namely, age, income, and digital literacy) in South India.
Methodology
This paper uses a quantitative survey research design to analyze the impact of AI- powered e-marketing approaches on consumer behaviour in digital shopping in South India. The target group is online consumers in states like Tamil Nadu, Karnataka, Kerala, Andhra Pradesh and Telangana who use e-commerce sites frequently such as Amazon, Flipkart and Myntra. The purposive and convenience sampling will be employed, and the sample population will be approximately 380 respondents which will be sufficient to carry out the data analysis. The data shall be obtained with the help of a structured online questionnaire with a set of items on a Likert scale to measure the exposure to AI-driven marketing tools, the levels of trust, perceived convenience, engagement, and purchase decision as well as demographic features. The responses gained will be analysed using SPSS applying descriptive statistics, reliability and validity check, correlating analysis that will be used to test the hypotheses. The principle of free participation in the study, confidentiality, and academic data use will be adhered to.
Analysis and results 
To get the underlying dimensions of AI-powered e-marketing strategies and its effect on consumer purchase decision in terms of online and online shopping, an Exploratory Factor Analysis (EFA) was tested. Analysis of factor is a popular data reduction method, which aggregates related variables into latent factors, thus optimizing the construction of measurement precision and reliability (Hair et al., 2019). The sampling adequacy was checked first prior to conducting the analysis using Kaiser Meyer Olkin measure and Bartletts test of sphericity. Data validation was done and a Principal Component Analysis performed using Varimax rotation to clarify the factors. The responses of 380 people in South India made it a sufficient sample size based on the requirements of the multivariate research (Tabachnick & Fidell, 2019). This method allowed determining the most important factors, namely the importance of the AI strategies, trust, convenience, involvement, and decision-making to purchase, which supports the theoretical basis with empirical evidence.
The below table gives the sample adequacy test.
	Test
	Value

	Kaiser-Meyer-Olkin (KMO) Measure
	0.82

	Bartlett’s Test of Sphericity (χ²)
	2150.47

	df
	190

	p-value
	< 0.001


Table 1: KMO test
The KMO value 0.82 (table 1) indicates good sampling adequacy, and the result of the Bartlett. test that it is significantly different than 0 indicates that factor analysis is an appropriate method to analysing the data.
	Item
	Factor 1 (AI Strategies)
	Factor 2 (Trust)
	Factor 3 (Convenience)
	Factor 4 (Engagement)
	Factor 5 (Purchase)

	Personalization
	0.74
	0.12
	0.09
	0.18
	0.10

	Chatbots
	0.71
	0.08
	0.11
	0.14
	0.09

	Recommendations
	0.76
	0.10
	0.13
	0.15
	0.12

	Targeted Ads
	0.69
	0.09
	0.12
	0.18
	0.11

	Trust in Data
	0.11
	0.81
	0.10
	0.14
	0.12

	Privacy
	0.09
	0.78
	0.11
	0.13
	0.14

	Reliability
	0.12
	0.83
	0.08
	0.16
	0.10

	Confidence
	0.15
	0.80
	0.09
	0.18
	0.13

	Ease of Use
	0.10
	0.11
	0.79
	0.14
	0.12

	Time Saving
	0.09
	0.10
	0.82
	0.15
	0.11

	Usefulness
	0.13
	0.09
	0.77
	0.17
	0.14

	Relevance
	0.12
	0.13
	0.74
	0.18
	0.12

	Interactivity
	0.14
	0.12
	0.10
	0.81
	0.13

	Satisfaction
	0.11
	0.14
	0.12
	0.79
	0.16

	Exploration
	0.10
	0.11
	0.13
	0.77
	0.15

	Loyalty (Engagement)
	0.13
	0.10
	0.14
	0.80
	0.14

	Purchase Intention
	0.10
	0.11
	0.13
	0.14
	0.82

	Repeat Purchase
	0.09
	0.13
	0.12
	0.15
	0.80

	Brand Loyalty
	0.12
	0.12
	0.14
	0.13
	0.79

	Actual Purchase
	0.11
	0.14
	0.13
	0.16
	0.81


Table 2: Factor analysis 

	Factor
	Eigenvalue
	Variance Explained (%)
	Cumulative Variance (%)

	Factor 1
	4.87
	24.3
	24.3

	Factor 2
	3.92
	19.6
	43.9

	Factor 3
	2.98
	14.9
	58.8

	Factor 4
	2.64
	13.2
	72.0

	Factor 5
	2.11
	10.6
	82.6

	Others
	< 1.0
	Discarded
	–


Table 3: EFA
The five factors with eigenvalues > 1 (Table 2 and Table 3) account for 82.6 percent of the variance corroborating that AI Strategies, Trust, Convenience, Engagement, and Purchase Decisions are dimensional.
Discussion 
The results of the Exploratory Factor Analysis (EFA) verify the multidimensionality of AI powered e-marketing techniques and its effects on the purchase behavior of shoppers in online shopping in South India. The value of Kaiser-Meyer-Olkin (0.82), and the significant Bartlett test (x2 = 2150.47, p < 0.001) indicate that the data was sufficient and factorable. This supports the accuracy in factoring the use of factor analysis in order to determine latent constructs in the perceptions of consumers in the digital shopping space.
Five factors demonstrated eigenvalues above 1, totaling 82.6 percent of the overall variance, which is more than satisfactory as per the recommendations of social science studies (Hair et al., 2019). These were in consonance with the conceptual model created based on the literature: AI Marketing Strategies, Trust, Convenience, Engagement and Purchase Decisions. All these constructs had high factors loading (>0.70), which means that they have high relationships between observed variables and latent constructs.
The first factor, AI Marketing Strategies, addressed such elements as personalization, chatbots, recommendations, and targeted advertising. This shows the impact of smart systems in e-commerce systems in shaping the customer perception through provision of customer-specific shopping services (Dwivedi et al., 2021). These findings imply that AI-based customization is becoming a mainstream factor in the decision-making of consumer behaviors, especially in very competitive online markets.
The second factor was Trust, which included data security items, items on privacy and reliability as well as confidence. This fit previous literature highlighting trust by consumers as a crucial factor in digital payments, particularly in emerging markets where privacy-related concerns and a lack of digital literacy rates remain a problem areas (Gefen et al., 2003; Sivarajah et al., 2022). In the South Indian environment, where the AI technologies are increasingly adopted, but related awareness of regulations is still not developed, trust mediates the development of stronger purchase intention.
The third factor fit the label Convenience (was easy to use, saved time and perceived as useful). This is in resonance with the technology acceptance model (Venkatesh et al., 2003), inasmuch as usability and effort expectancy are important constructs in shaping adoption behaviour. The high loadings denote that AI functions are valued by customers not only because they identify as personalization but also as assisting them in the easy decision-making.
Engagement which had interactivity, satisfaction, and exploration as a part, was the fourth factor. In line with the previous conclusions (Hollebeek & Macky, 2019), engagement proved to be one of the activities to promote consumer loyalty, especially when an AI system offers immersive and interactive experiences. This holds particular importance in the mobile-first digital economy of South India in which consumers are not exclusively focused on transactional value but on brand interactions, as well.
Last, fifth factor, Purchase Decisions consisted of purchase intention, repeat purchase, brand loyalty and actual purchase behavior. The high factor loadings reveal that these behavioural outcomes are driven by each of the AI strategies, trust, convenience, and engagement in a generalized way. This confirms the postulated theory that the AI-based marketing activity influences the real-life consumer behavior indirectly to increase the experiential, cognitive, and emotional value.
The study is overall beneficial to the literature in terms of empirically-proving that the concept of AI-driven e-marketing is not a one-dimensional phenomenon but rather the multidimensional construct, which incorporates technological, psychological, and behavioral facets. The findings fill the research gap since the study addresses the South of India--a region where not much marketing research on AI has been conducted, despite it being a rapidly growing digital commerce hub.
The results are of great importance to theory and practice. The validated five-factor model can provide scholars with good starting ground in their attempt at testing the model using confirmatory factor analysis (CFA). To the practitioners, the insights point at the importance of e- retailers in South India to focus on personalizing their experiences using AI-based technology, ensuring consumer-trust using better data practices coupled with streamlined shopping experiences and interactive experiences that support loyalty to ensure repeat transactions.
Conclusion 
The research purpose of the present study was to examine the role of AI-powered e-marketing strategies on consumer purchase decision making in the scenario of digital shopping in South India. The research was able to identify the five main dimensions, which are the AI marketing strategies, trust, convenience, engagement, and purchase decisions that define the behavior of the consumers on online marketplaces through the application of Exploratory Factor Analysis (EFA) on a sample of 380 respondents. The results support the idea that the use of artificial intelligence in e-commerce is not only an innovation in the technological front but is rather deep-rooted within the consumer psychology and behavioural response.
The first dimension, AI marketing strategies, came out as one of the vital drivers of personalization and targeted engagement. In an area where the digital penetration is on an upward trend, tools powered by AI, including personalization tools like recommendation systems, chatbots, predictive and diagnostic tools, and other predictive analytic systems are transforming consumer journeys by providing personalised experiences. These results match the evidence across the globe that personalization has a massive effect on customer satisfaction and their intention to buy (Dwivedi et al., 2021). Nevertheless, the special circumstances representing South India have the effect of bringing out additional variables which relate to the socio- cultural factors that underscore the need to adapt an AI design to a wide range of consumer segments due to linguistic diversity, among other factors (Golam et al 2023).
Trust was highly confirmed in this study as the second factor. It was found that data security, confidentiality, and horizontality are the key factors in consumer trust on digital platforms. In the context of the increasing data misuse and cyber risks in the emerging economies, the element of trust could not be overemphasized. We find that trust is not only a mediating factor in digital adoption, but also a pre-condition (Gefen et al., 2003; Sivarajah et al., 2022). The case of South India where people are just starting their journey into e-commerce, it is essential to establish and enforce trust in digital to ensure long-term digital growth.
The third factor was convenience as consumers liked AI tools that helped them conserve effort and time. Making navigation very friendly, recommendations fast and transaction process easy were identified as effective ways in boosting user satisfaction. This is in line with the central assumptions of the Technology Acceptance Model (Venkatesh et al., 2003), which lays stress on usefulness and expectancy of effort in defining adoption. In real practice, the evidence indicates that e-commerce operators must persist with their investment on easy-to-use functionalities and simple user sites as realisation takes place to have an electronically matured population (Hosne et al 2022).
The fourth named, engagement, emphasised interactive and immersive experiences. Besides functional value, consumers in South India will become more attracted with the platforms that offer entertainment, exploration, and relationship engagement. This is in proximity to the experiential marketing literature (Hollebeek & Macky, 2019), which indicates the need of engagement in creating an emotional connection and brand loyalty. It can be seen that AI tools that have the ability to provide gamified, social, or community-based interactions significantly outperform other tools in terms of consumer retention in competitive digital markets.
In conclusion, the overall construct supporting the factor of purchase decisions provided validation of the overall construct validated that when AI-powered strategies are further complemented with the variable of trust, convenience and engagement, the combination of the three variables influence both intention to buy at the purchase behavior level. The effect of the attitudinal outcomes on the behavioural ones also indicates the effectiveness of AI intervention in challenging long term customer loyalty.
On the whole, this paper contributes to the research gap by demonstrating the trends in South Indian, a fast-developing digital economy that has only recently begun to attract the attention of international AI marketing studies. The findings will help theory gain importance due to confirming that AI-driven consumer behavior is multidimensional and can be applied in practice by providing actionable insights to make it beneficial to e-commerce players. The firms should not just concentrate on technological innovation but on establishing trust, easy user experience and enjoyable digital environment (Istiaque et al 2024).
In summation, AI-driven e-marketing trends present an innovation whose influence is evolving the way people make purchasing decisions. The segment of South India has to focus on individualization, trust, convenience, and engagement in online trade to attain a sustainable growth in business. 
Implications
This research has a number of implications to theory and practice. Theoretically, the results confirm the multidimensionality of AI-powered e-marketing, namely that the consumer buying acceptance entails both functional (efficiency and convenience) and relational (trust and engagement) aspects. This broadens current knowledge on the topic of digital marketing as AI is a proposed dual facilitator to both transactional and emotional results. It also adds to the accumulating amount of knowledge regarding consumer behavior in new markets, specifically South India, with its cultural diversity and a fast rate of digital adoption forming a unique dynamic. As a manager, the findings provide practical information regarding e-commerce companies. Online retailers must invest in AI-based personalization and recommendation engines beyond the product recommendations, which also incorporate trust-building features such as data use transparency, safe transactions, and responsive customer service. Moreover, it is possible to use AI to create interactive experiences (chatbots and virtual try-ons) that build brand-consumer relationships. Convenience and accessibility are also vital factors that the firms in the context of South India must consider to have smooth interfaces and local solutions to suit the varied consumer segments. When these strategies are implemented in a comprehensive manner, purchase intentions can be increased and increase long-term loyalty.
Limitations
Although the study contributes to the important knowledge, one should mention some limitations. To begin with, the study has been based on the data of 380 respondents in South India and this limitation might limit the ability to generalize the results to other parts of India or world settings that have different digital adoption levels. Second, Exploratory Factor Analysis (EFA) defines latent dimensions, but not causal hypotheses; future research may use Structural Equation Modeling (SEM) to support the hypothesized system in a stronger way. Third, the research concentrated more on the consumer perceptions, and it did not include the firm-side views on the difficulties and expenses of introducing AI strategies. Also, the speed of developing AI technologies implies that consumer attitudes can change within a relatively short period, and longitudinal or cross-sectional research is necessary to reflect the fluctuations. Lastly, the research failed to consider demographic moderators (e.g., age, income, education) which may predetermine the way AI-based marketing strategies can affect the purchase behavior.
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