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Abstract 

The surge in international e-commerce has really changed consumer markets substantially and 

subjected consumers to numerous environmental issues including carbon emissions, packaging 

waste, energy consumption and unsustainable consumption behavior. This chapter discusses the 

topic of online retailing and environmental sustainability regarding the present situation, the 

latest developments, consumer trends, and regulation. The literature review has also proven to 

be a critical part of moving toward a sustainable e-commerce, with many directions having to 

tackle separate issues such as logistics or consumer behavior. In order to fill this void, the chapter 

introduces Sustainable E-Commerce Integration Model (SEIM) conceptual framework, which 

integrates green operations, digital tools, consumer engagement and regulatory compliance. 

There is a discussion of practical innovations, including eco-logistics, blockchain-based 

transparency, and digital nudging, and policy recommendations, as well as future directions. 

This chapter is meant to act as a reference and strategic advice to the businesses and policymakers 

to switch to a greener e-commerce environment. 

Keywords- Sustainable e-commerce, green logistics, eco-packaging, consumer behavior, 

circular economy, blockchain, AI, green marketing, environmental regulation, digital 

sustainability, reverse logistics, carbon-neutral platforms, SEIM framework. 

 

1. Introduction 

Artificial Intelligence (AI) has quickly 

developed to be a reality rather than a 

concept in the future to a disruptive 

innovation in the sector-better put not a 

single sector but there is no more 

altered sector than the sector of 

commerce. With the digital 

technologies transforming how 

businesses are conducted, AI takes the 

centre stage and is changing the way 
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products are marketed, how services 

are provided, and how consumers 

relate to brands. Brynjolfsson and 

McAfee (2014) state that the world 

today is a second machine age with 

intelligent technological ways not only 

automating but also transforming 

work, trade and social organization. 

The ability of AI to access large amounts 

of data, learn and generate insights on 

patterns, and make predictive decisions 

has helped business generate hyper-

personalized customer experiences, 

raise efficiency, and carve out new 

vectors of value in business. 

AI in commodity trading can be used 

across various areas such as intelligent 

retailing and forecast analysis, AI led 

customer relationship management and 

digital promotion. As stressed by 

Davenport and Ronanki (2018), 

organizations are relaxing and applying 

the AI to automate processes, gain 

cognitive intelligence, and engagement 

in a form that substantially makes a 

difference to business models and 

strategies. In the same line of argument, 

Shankar (2018) remarked that AI is 

transforming retailing by unlocking 

dynamic pricing, smart inventory and 

contextual advertising. A new age in 

retail was foreseeable by Grewal, 

Roggeveen, and Nordfalt (2017), who 

wrote about the soon-to-be-born era of 

deep personalization, real-time 

interaction, and automation methods 

that will all be driven by the capabilities 

of AI. In this sense, AI is regarded as not 

only a technology but also a strategic 

resource that affects the performance of 

firms, innovation, and consumer 

behavior (Wamba et al., 2017; Akter et 

al., 2022). 

AI-powered commerce is a 

phenomenon of special importance to 

study because it is, in fact, paired with 

both a great potential and a challenging 

problem. On the one hand, AI 

technologies provide the most powerful 

marketing functionality in terms of 

innovation, audience segmentation, 

and interaction (Huang and Rust, 2021; 

Bhatnagar and Tadiparthi, 2023). The 

possibilities of artificial intelligence, 

such as chatbots and virtual assistants, 

have transformed chatbots and virtual 

assistants into the epicenter of 

improved customer service and 

interaction, as explained in detail by 

Adamopoulou and Moussiades (2020). 

In addition, Libai et al. (2020) indicated 

the high impact on the customer 

relationship management and long-

term loyalty development by using 

adaptive, data-driven experiences with 

the help of AI. Whereas such critics as 

Zuboff (2023) and O Neil (2017) have 

sounded the alarm applicable in the 

augmented AI area that drives 

surveillance capitalism, social 

inequality, and programming 

discrimination into automatic practices. 



Dr. Sunil Dutt 
 

 
43 

Such issues are in support of ethical and 

transparent AI during the business 

contract. 

The implementation of AI in the sphere 

of business received a boost in the 

context of the COVID-19 pandemic as 

business was forced to become more 

digitalized and adjust the attitude of 

consumers to changes (Sheth, 2020). The 

advent of AI became the necessity in 

reaction to disruption, excellent supply 

chain planning, and individual digital 

interaction in a touchless era. According 

to Dwivedi et al. (2021), AI has become 

the area of the interaction of 

technological innovation, policy, and 

social responsibility, which requires the 

multidisciplinary study of AI and its 

implementation. Moreover, AI is being 

combined with other digital 

innovations, such as blockchain, cloud 

computing, and data analytics, to re-

engineer the processes of business 

creations, capturing and delivery of 

value (Akter et al., 2022). 

In this context, this chapter will make an 

attempt to examine the topic of 

commerce in the era of AI 

comprehensively with three main 

objectives in mind. To begin with, it 

looks at the main technologies of AI and 

uses of AI shaking up business. Second, 

it examines the possibilities that are 

offered by AI to the businesses, 

consumers, and marketers, especially in 

terms of efficiency and customization. 

Third, it critically assesses the ethical, 

organizational and social issues that 

accompany AI implementation process 

and recommends on future conditions 

of sustainable and human friendly 

adoption of AI. The chapter can be 

interpreted as an interplay of 

conceptual learning, practice, and new 

thinking, which can be viewed as an 

integrative, but well-developed 

definition of the role of AI and its future 

in transforming the realm of commerce 

(Kaplan & Haenlein, 2019; Gentsch, 

2018; Tussyadiah & Miller, 2019). 

 

2. Literature Review 

Artificial Intelligence (AI) is 

transforming the business environment 

in retail, logistic process, customer 

interaction, promotion, and decision 

making. Brynjolfsson and Macfee (2014) 

also brought up the topic by 

emphasizing on the potential of AI to 

transform the meaning of work and 

development in the digital era. The 

body of the subsequent research 

extends to various areas of application, 

including chatbots (Adamopoulou & 

Moussiades, 2020), predictive pricing 

(Gavade et al., n.d.), and supply chain 

optimization (Eyo-Udo, 2024). 

Researchers, such as Davenport and 

Ronanki (2018) and Dwivedi et al. 

(2021), believe that the use of AI in 

business is not a trend that will happen 
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in the future, but a current need backed 

by technologies, such as blockchain and 

cloud or the massive use of information 

(Akter et al., 2022; Dash et al., 2025). In 

retailing, companies such as ZARA and 

Amazon are the examples of the power 

of AIs to innovate operations, manage 

inventories, and personalization (Cao, 

2024; Shaiju, 2023). 

Another large-scale area of AI influence 

is marketing. Articles by Bhatnagar and 

Tadiparthi (2023), Gentsch (2018), and a 

contribution by Huang and Rust (2021) 

investigate the benefits of AI on 

targeting, segmentation of customers, 

and automation of campaigns. 

Referring to user experience, AI 

recommendation engines are known to 

enhance it dramatically (Carole et al., 

2024), whereas chatbots and virtual 

assistants can support the consumer in 

real-time, improving efficiency (Shad & 

Potter, 2024; Libai et al., 2020). Kumar 

and Dayal (n.d.) highlight the issues 

related to algorithmic bias and 

transparency as a way to maintain the 

trust of the consumers. They continue to 

face ethical and governance issues, 

most notably in the field of surveillance 

capitalism, facial recognition 

technologies (Zuboff, 2023; Wright, 

2018). In the same vein, ONeil (2017) 

threatens the propensity of big data to 

perpetrate inequality. 

Due to the introduction of AI in the 

logistics industry, the practice of 

warehousing has become sustainable 

and smart. The establishment of 

warehouse automation by JD.com by 

Pang and Tomanek (2025) and Qin et al. 

(2022) is put forward as a standard of 

ecological perfection and performance. 

In the meantime, Ren et al. (2024) 

illuminate the impact of AI on 

disrupting the labour market mostly in 

the developing world, where income 

disparities and skill mismatches 

continue to increase. The issue of 

regulation around international AI-

enabled trade is also rising and as 

described by Shah and Wu (2024), it is 

necessary to have updating trade 

policies that address the same. Other 

researchers such as Kaplan and 

Haenlein (2019) or Sheth (2020) also 

define the role of AI in the changes in 

consumer behavior and online life, 

particularly after the COVID-19 

pandemic. 

However, despite the extent of 

developments, some gaps are evident in 

literature on the same. There is scarce 

research that contains longitudinal data 

about the effects of AI on sustainability 

and only a few of the available works 

are concerned about the effects of AI on 

emerging economies. Models of 

governing AI in business are not fully 

developed, and cybersecurity plans, as 

Khurana and Kaul (2019) mention 

them, should be implemented on a 

wider scale. Due to changing consumer 
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behavior and the current accelerated 

technological development, flexible, 

cross-disciplinary research agendas are 

in demand, as Vivek et al. (2022) and 

GhorbanTanhaei et al. (2024) note. 

 

3. AI Technologies Transforming 

Commerce 

AI is transforming the trade with 

intelligent technologies and capabilities 

that improve decision-making, 

personalization and efficiency of the 

operations. Among the most influential 

changes is the introduction of machine 

learning (ML) and natural language 

processing (NLP) that allows the service 

to grasp the preference of users and 

engage in real-time decision-making. 

As demonstrated by Vivek et al. (2022), 

an original concept to integrate ML and 

NLP in predicting decisions of 

customers in e-commerce was adopted, 

thus allowing the mentioned platforms 

to provide customized assistance and 

give recommendations throughout the 

purchasing process. AI in supply chain 

optimization has proven to be 

promising in the back end. Indeed, Eyo-

Udo (2024) showed that AI enables 

more intelligent inventory 

management, realizing demand and 

real-time logistics, which is essential to 

cost reduction and improved delivery 

level. 

One more focus point is predictive 

analytics where companies can 

understand the behavior of the 

customers and predict trends in 

advance. According to GhorbanTanhaei 

et al., (2024), predictive models assist 

the retailers to tailor to the evolving 

requirements of the consumers, further 

improve the marketing techniques and 

create proactive selling techniques. 

Artificial Intelligence has become an 

inseparable tool in the form of chatbots 

and virtual assistants in the process of 

customer service. Shad and Potter 

(2024) argue that the systems also can 

cope with the routine queries and 

enhance the efficiency, economizing on 

the human workload, and ensuring the 

support 24/7. 

Moreover, AI-based engines are 

changing product discovery via 

professional recommendations of 

products. As Carole et al. (2024) have 

pointed out, such systems scrutinize the 

browsing history and the behavior of 

the user in order to provide some of the 

most relevant suggestions that would 

empower the overall shopping 

experience. One of the most interesting 

examples of the use of AI in business is 

Amazon. Shaiju (2023) points to the fact 

that applying AI to personalization, 

logistics, and customer engagement 

played a central part in the expansion of 

Amazon and excelled its operations. 

These technologies are combined, and 
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they are establishing the new standards 

of customer satisfaction and business 

performance. 

 

4. Opportunities Created by AI in 

Commerce 

AI technologies are helping business 

establishments to provide their 

customers with a very customized 

experience, streamline the backend of 

their establishments, and predict 

consumer behavior much more 

accurately. These innovations do not 

only make customers more satisfied but 

also allow gaining access to the new 

entire business models and digital 

services. Below is a table summarizing 

the key opportunities that AI brings to 

modern commerce: 

 

Table 1. Opportunities Created by AI in Commerce 

Opportunity Description Impact on Commerce 

Personalization Tailoring product 
recommendations and user 
experiences based on 
individual preferences 

Increases customer 
satisfaction, loyalty, and 
conversion rates 

Operational 
Efficiency 

Automating inventory 
management, logistics, and 
fraud detection 

Reduces costs, improves 
speed, and enhances supply 
chain responsiveness 

Predictive 
Analytics 

Analyzing customer data to 
forecast trends and behaviors 

Enables proactive decision-
making and more effective 
marketing strategies 

New Business 
Models 

Offering AI tools for decision 
support, automation, and user 
interaction 

Creates AI-as-a-service 
offerings and new revenue 
streams 

Enhanced 
Customer 
Experience 

Using chatbots and virtual 
assistants to interact with 
customers in real time 

Provides 24/7 support, 
reduces human workload, 
and improves user 
engagement 

Platform 
Intelligence 

Integrating AI across commerce 
functions (e.g., search, logistics, 
personalization) 

Delivers seamless, scalable, 
and adaptive shopping and 
service experiences 

 

5. Challenges and Risks Although Artificial Intelligence has 

great potentials in the business side, it 
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poses great ethical, social, and 

regulatory issues. Data privacy and 

personalization ethics is one of the most 

definite issues. Extensive profiling of 

users can be significantly problematic 

given that AI/powered e-commerce 

can be quite threatening when it comes 

to the rate of data collection and its 

application. Owen and Moore (2023) 

point to the contradiction between 

individualization and consumer 

privacy and emphasize the reluctance 

to design AI that is utilitarian and 

ethically sound. 

Another significant problem is security, 

especially because AI systems are 

turning out to be more data-driven. 

Khurana and Kaul (2019) suggest 

dynamic methods of cybersecurity like 

federated learning to safeguard user 

information without affecting the 

system performance, as centralized 

models tend to place sensitive data at 

risk of being broken into. Also, there is 

another issue with facial recognition 

technology that is deployed in a retail 

environment, whether as a method of 

authentication or surveillance. Wright 

(2018) believes that, in absence of 

adequate regulation, these technologies 

are likely to infringe the rights and 

consumer trust. 

Transformation of labour markets using 

AI on the workforce front is causing 

fears of unemployment and skills 

inaccuracies. Ren, Ishak, and Hamzah 

(2024) note that although AI has 

introduced new jobs it has also 

eliminated low-skilled ones in some of 

the developing economies that have 

brought in income inequality and the 

disruption of the labour force. 

Additionally, the existence of 

algorithmic bias and opaqueness is the 

primary obstacle to trust in AI 

marketing. Kumar and Dayal (n.d.) 

warn that unless the AI systems are 

explainable or inclusive, they can lead 

to a strengthening of bias and alienation 

of the users. 

Lastly, the international trade is 

experiencing mounting uncertainty in 

regulation. Shah and Wu (2024) discuss 

the issue of harmonization of AI 

practices between the international 

trade system and its system such as the 

WTO where data usage, cross-border 

AI services, or algorithm responsibility 

have yet to be developed. With the 

further development of AI systems, 

these threats have to become the subject 

of jointly shared efforts between the 

policymakers and the businesspersons 

to catalyze the ethical, secure, and 

egalitarian development in the era of 

intelligent commerce. 

 

 

6. Case Studies 
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These case studies present the examples 

of the most influential companies which 

are already implementing AI to 

revolutionize such important spheres of 

trade like warehousing, pricing, and 

product development. The above 

practical cases present the applicative 

advantages and business-strategic 

utility of AI integration into business 

operations. 

 

JD.com’s Smart Warehouses in China 

JD.com, being one of the biggest e-

commerce companies in China has been 

on the frontline to retire the use of AI 

and automation in warehousing. 

JD.com and SF Express have digitalized 

the warehousing system that operates 

entirely with using AI in the city of 

Shanghai, and thus, it aids not only 

performance efficiency but also eco-

friendly sustainability. Within the 

framework of implementing green 

digital technologies (i.e., the use of 

energy-saving, highly efficient robotics, 

real-time monitoring, and automatic 

lighting or sorting lines), the amount of 

wasted energy, as well as carbon 

emissions, has decreased significantly 

(Pang and Tomanek, 2025). Such a 

digitalization helps China achieve the 

greater aim of sustainable development, 

as it contributes to the improvement of 

delivery speed and accuracy. In 

addition, Qin et al. (2022) emphasize 

that operation research high-level 

algorithms can be used by JD.com to 

manage intelligent warehouse robots. 

The result is a fast, low cost and highly 

scalable warehousing system with the 

minimal bottleneck, based on the 

resource allocation, coordination of 

robotic workflows and optimization of 

algorithms. 

 

AI-Powered Pricing Tools in E-Commerce 

Platforms 

The use of dynamic pricing using AI is 

changing the operating dynamics of 

online companies such as Uber, Airbnb, 

and large e-commerce stores. These 

price models change dynamically 

depending on the factors e.g. customer 

behaviour, demand spikes, inventory, 

and competition. According to Gavade, 

Patil, and Patil (n.d.), AI-based pricing 

algorithms can not only improve 

revenue, but they also make customers 

better when being applied in a 

transparent and ethical way. These 

systems can be used to forecast the 

market, and the platforms can use them 

to adjust prices on a differentiated basis 

and maximize profitability by products 

and services. This practice has proven 

particularly useful in dynamic 

industries where consumer demand is 

changing at a high rate, and the 

conventional pricing models cannot 

keep up with the changes. 
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ZARA’s Integration of AI in Trend 

Forecasting and Inventory Control 

ZARA is a popular fashion brand 

spread all over the world and has 

incorporated AI to enable its just-in-

time-inventory, as well as fashion trend 

forecasting model. Cao (2024) speaks 

about the ability of ZARA to apply the 

machine learning algorithm and 

analyze the tendencies in social media, 

such as the customers feedback and the 

past sales on the fly. This will help the 

brand to quickly change the variety of 

clothes according to the new fashion 

appeal without having high inventory. 

ZARA reduces overproduction and 

markdowns by forecasting which 

fashions are going to be popular even 

before their complete market 

acceptance. The innovation allowed by 

AI was successfully used by the 

company to improve its efficiency of 

operations, minimize waste and retain 

the top position in fast fashion. Indeed, 

as Dash, Javaid, and Hussain (2025) 

indicate, the mere presence of AI in 

product lifeline management indicates 

how digital technologies can be used to 

drive value in business, which also 

flexibly fits sustainability and agility 

objectives. 

 

7. Future Directions 

The future of the commerce must focus 

on meaningful human-ai collaboration 

in decision making that will not only 

make them effective but ethical as well. 

There will be greater attention to the 

responsible AI practices in retail 

towards the enhancement of 

transparency, fairness, and trust. 

Combining AI with such technologies 

as blockchain shows promising 

perspectives regarding secure, 

trackable transactions and an improved 

management of data. Moreover, AI will 

be essential in the development of 

circular commerce and sustainability 

where the resources will be used 

efficiently, and waste will be reduced. 

Policy efforts and educational outreach 

will play critical roles in helping to 

provide balanced benefits with an 

inclusive and responsible approach 

toward AI adoption on international 

markets. 

 

8. Conclusion 

The necessity of achieving sustainable 

transformation in e-commerce is no 

longer an option but a reflection of two 

counterparts, environmental 

responsibility and changes made in 

consumer expectations. Although 

logistics, packaging, and digital 

platforms innovations have spotted 

some solutions to the problem, the 

meaningful changes will only be 



Commerce in the Age of AI: Opportunities, Challenges, and Future Directions 
 

 50 
 

possible when integration takes on the 

operational, technological, behavioral, 

and regulatory planes. The SEIM 

framework advanced in this chapter 

provides a multi-dimensional way 

ahead, which integrates strategic 

interventions and sustainability 

objectives. Filling the existing gaps 

especially with regards to policy 

enforcement, cross sector cooperation 

and consumer education will form the 

primary basis of achieving an eco-

aware online shopping future. The 

integration and active action will enable 

involved parties in the e-commerce 

system to effect substantive change and 

support the long-term resilience of the 

environment. 

 

References 

1. Adamopoulou, E., & Moussiades, L. 

(2020). An overview of chatbot 

technology. In Artificial Intelligence 

Applications and Innovations: 16th 

IFIP WG 12.5 International 

Conference, AIAI 2020, Neos 

Marmaras, Greece, June 5–7, 2020, 

Proceedings, Part II 16 (pp. 373-383). 

Springer International Publishing. 

2. Akter, S., Michael, K., Uddin, M. R., 

McCarthy, G., & Rahman, M. (2022). 

Transforming business using digital 

innovations: The application of AI, 

blockchain, cloud and data 

analytics. Annals of Operations 

Research, 1-33. 

3. Bhatnagar, P., & Tadiparthi, A. 

(2023). AI in Marketing: Literature 

Review on Focus Areas and 

Issues. International Journal of 

Applied Marketing & 

Management, 8(1). 

4. Brynjolfsson, E., & McAfee, A. 

(2014). The second machine age: Work, 

progress, and prosperity in a time of 

brilliant technologies. WW Norton & 

company. 

5. Cao, J. (2024). Enabling ZARA’s 

Operational Innovation and Value 

Creation with Artificial 

Intelligence. Advances in Economics, 

Management and Political 

Sciences, 86, 81-87. 

6. Carole, K. S., Armand, T. P. T., & 

Kim, H. C. (2024, February). 

Enhanced experiences: benefits of 

AI-powered recommendation 

systems. In 2024 26th International 

Conference on Advanced 

Communications Technology 

(ICACT) (pp. 216-220). IEEE. 

7. Dash, P., Javaid, S., & Hussain, M. 

A. (2025). Empowering Digital 

Business Innovation: AI, 

Blockchain, Marketing, and 

Entrepreneurship for Dynamic 

Growth. In Perspectives on Digital 

Transformation in Contemporary 



Dr. Sunil Dutt 
 

 
51 

Business (pp. 439-464). IGI Global 

Scientific Publishing. 

8. Davenport, T. H., & Ronanki, R. 

(2018). Artificial intelligence for the 

real world. Harvard business 

review, 96(1), 108-116. 

9. Dwivedi, Y. K., Hughes, L., 

Ismagilova, E., Aarts, G., Coombs, 

C., Crick, T., ... & Williams, M. D. 

(2021). Artificial Intelligence (AI): 

Multidisciplinary perspectives on 

emerging challenges, opportunities, 

and agenda for research, practice 

and policy. International journal of 

information management, 57, 101994. 

10. Eyo-Udo, N. (2024). Leveraging 

artificial intelligence for enhanced 

supply chain optimization. Open 

Access Research Journal of 

Multidisciplinary Studies, 7(2), 001-

015. 

11. Gavade, M. V., Patil, J., & Patil, S. T. 

Artificial Intelligence for Pricing in 

E-commerce: A Comprehensive 

Review with Emphasis on Market 

Trend Adaptation. 

12. Gentsch, P. (2018). AI in marketing, 

sales and service: How marketers 

without a data science degree can use 

AI, big data and bots. springer. 

13. GhorbanTanhaei, H., Boozary, P., 

Sheykhan, S., Rabiee, M., Rahmani, 

F., & Hosseini, I. (2024). Predictive 

analytics in customer behavior: 

Anticipating trends and 

preferences. Results in Control and 

Optimization, 17, 100462. 

14. Grewal, D., Roggeveen, A. L., & 

Nordfalt, J. (2017). The future of 

retailing. Journal of retailing, 93(1), 1-

6. 

15. Huang, M. H., & Rust, R. T. (2021). 

A strategic framework for artificial 

intelligence in marketing. Journal of 

the academy of marketing science, 

49, 30-50. 

16. Kaplan, A., & Haenlein, M. (2019). 

Siri, Siri, in my hand: Who’s the 

fairest in the land? On the 

interpretations, illustrations, and 

implications of artificial 

intelligence. Business horizons, 62(1), 

15-25. 

17. Khurana, R., & Kaul, D. (2019). 

Dynamic cybersecurity strategies 

for ai-enhanced ecommerce: A 

federated learning approach to data 

privacy. Applied Research in 

Artificial Intelligence and Cloud 

Computing, 2(1), 32-43. 

18. Kumar, A., & Dayal, M. AI-Powered 

Marketing: A Content Analysis of 

Bias, Transparency, And Consumer 

Trust. 

19. Libai, B., Bart, Y., Gensler, S., 

Hofacker, C. F., Kaplan, A., 

Kötterheinrich, K., & Kroll, E. B. 

(2020). Brave new world? On AI and 



Commerce in the Age of AI: Opportunities, Challenges, and Future Directions 
 

 52 
 

the management of customer 

relationships. Journal of Interactive 

Marketing, 51(1), 44-56. 

20. O'neil, C. (2017). Weapons of math 

destruction: How big data increases 

inequality and threatens democracy. 

Crown. 

21. Owen, A., & Moore, J. (2023). Ethical 

Considerations in AI-Driven E-

Commerce Solutions: Balancing 

Personalization and Privacy. 

22. Pang, X., & Tomanek, D. P. (2025). 

Impact of Digitalization on 

Ecological Sustainability in 

Warehousing—Case Study of JD. 

com and SF Express Warehouses in 

Shanghai. In Digitalisation of the 

Greening Supply Chain (pp. 127-153). 

Springer, Cham. 

23. Qin, H., Xiao, J., Ge, D., Xin, L., Gao, 

J., He, S., ... & Carlsson, J. G. (2022). 

JD. com: Operations research 

algorithms drive intelligent 

warehouse robots to 

work. INFORMS Journal on Applied 

Analytics, 52(1), 42-55. 

24. Ren, J., Ishak, S., & Hamzah, H. Z. 

(2024). AI and the Future of Work: 

Investigating the Transformation of 

the Labor Market in China's 

Secondary Sector with a Focus on 

Income Distribution, Skill Gaps, and 

Unemployment Rates. Cuadernos de 

Economía, 47(134), 38-52. 

25. Shad, R., & Potter, K. (2024). AI-

powered chatbots and virtual 

assistants in enhancing business 

efficiency. Artificial Intelligence. 

26. Shah, M. A. H., & Wu, X. (2024). 

Towards AI-Driven Trade 

Regulation: Regulatory Challenges 

and Global Commerce within WTO 

Framework. Asian J. WTO & Int'l 

Health L & Pol'y, 19, 349. 

27. Shaiju, M. (2023). THE 

SUBSTANTIAL IMPACT OF 

ARTIFICIAL INTELLIGENCE 

OVER E-COMMERCE PROGRESS 

WITH REFERENCE TO AMAZON 

ONLINE SHOPPING (Doctoral 

dissertation, St Teresa's College 

(Autonomous), Ernakulam). 

28. Shankar, V. (2018). How artificial 

intelligence (AI) is reshaping 

retailing. Journal of retailing, 94(4), 

vi-xi. 

29. Sheth, J. (2020). Impact of Covid-19 

on consumer behavior: Will the old 

habits return or die?. Journal of 

business research, 117, 280-283. 

30. Tussyadiah, I., & Miller, G. (2019). 

Perceived impacts of artificial 

intelligence and responses to 

positive behaviour change 

intervention. In Information and 

Communication Technologies in 

Tourism 2019: Proceedings of the 

International Conference in Nicosia, 



Dr. Sunil Dutt 
 

 
53 

Cyprus, January 30–February 1, 

2019 (pp. 359-370). Springer 

International Publishing. 

31. Vivek, V. T. R. M., Mahesh, T. R., 

Saravanan, C., & Kumar, K. V. 

(2022). A novel technique for user 

decision prediction and assistance 

using machine learning and NLP: A 

model to transform the e-commerce 

system. In Big data management in 

Sensing (pp. 61-76). River 

Publishers. 

32. Wamba, S. F., Gunasekaran, A., 

Akter, S., Ren, S. J. F., Dubey, R., & 

Childe, S. J. (2017). Big data 

analytics and firm performance: 

Effects of dynamic 

capabilities. Journal of business 

research, 70, 356-365. 

33. Wright, E. (2018). The future of 

facial recognition is not fully 

known: Developing privacy and 

security regulatory mechanisms for 

facial recognition in the retail 

sector. Fordham Intell. Prop. Media & 

Ent. LJ, 29, 611. 

34. Zuboff, S. (2023). The age of 

surveillance capitalism. In Social 

theory re-wired (pp. 203-213). 

Routledge. 

 

 


