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Abstract. Here we discuss and analyse the effects that interaction tools, personalization, and predictive 
analysis in AI SMM have on customer buying behaviour are discussed and analyzed. Use of AI selected 
advertisements can reach conversion levels of between 200% to 300% simply from an extra touch point with 
a client. Marketing effectiveness may be improved by trend forecasting with an overall increase of 20 
percent and while analytics may increase ROI in marketing.The commonly used technologies like chatbots 

and social listening are currently dominating as the technologies capable of engaging in real-time 
interactions with the consumer which can have a massively impacting feature in their decisions to purchase 
a product or not. Nonetheless, while the benefits of such AI tools is apparent, customers have trust and 
security issues regarding data and are consuming more transparent AI. This study focuses on how traditional 
marketing has been impacted by AI/ML/Big Data and also provides some caveats including geographical 
preference and the sort of AI discussed in the study. There is a need for future studies to delve deeper into 
the nuts and bolts of particular AI features, the dynamics of consumer decision making over time, as well as 
the contextual factors in which the consumer responses take place. In a nutshell, on the basis of the findings, 

the study corroborates the premise the use of AI can enhance customer experience and redefine marketing 
strategies. 

Keywords: Marketing automation, social media, customer buying behavior, customer 

segmentation, predictive analysis, interaction tools, issues and ethics, customer trus 

1 Introduction 

What used to be a mere means of communication has 

become a vital means of promotion or advertising and 

means of managing customer relations. It was forecasted 

that in 2023 the number of mobile internet users will rise 
to 4.9 billion but overall number of active social media 

users will be 60% of the world population on the basis 

of Statista. This widespread application has forced 

organizations to examine their market communications 

and engage prospects on multiple social media 

platforms for the purpose of making purchases. A 

GlobalWebIndex survey reveals that 54% of social 

networks consumers buy goods as a result of digital 

media commercials. 

1.1 The Impact of Social Media on Consumer 
Behaviour  

Facebook, Instagram, Twitter, TikTok, and even 
many other platforms offer advertisers an opportunity to 

communicate directly with their audience. It allows 

customers to provide the aspects of their experiences, 

feedback and interaction with brands of these sites. 71% 

of consumers are likely to purchase a product with a 

recommendation from social media, it proves how 

powerful a tool social media is in influencing a 

consumer’s decisions 

Region Number of 

Users (in 

billions) 

Percentage of 

Population 

Asia-Pacific 2.3 70% 

North 

America 
0.4 66% 

Europe 0.6 65% 

Middle East 0.2 59% 

* Corresponding author: ruturajpatil767@gmail.com

© The Authors, published by EDP Sciences. This is an open access article distributed under the terms of the Creative Commons Attribution License 4.0 
(https://creativecommons.org/licenses/by/4.0/). 

ITM Web of Conferences 68, 01032 (2024) https://doi.org/10.1051/itmconf/20246801032
ICAETM 2024

4

mailto:ruturajpatil767@gmail.com


Latin 

America 
0.4 57% 

Africa 0.3 36% 

Total 4.9 70% 

Fig. 1. Global Social Media Users (2023) 

The use of social networking sites in India has been 

steadily increasing. According to Statista (2023), India 

has 600 million social media users, making it second 
only to China. With over 700 million Internet users in 

the country, the rise in social media can be attributed to 

the convenience of portable devices, such as the latest 

mobile phone models. Social media now plays a 

significant role in the lives of Indian people, influencing 

both their purchasing decisions and interpersonal 

communication. 

Platform Number of 

Users (in 

millions) 

Percentage of 

Internet 

Users 

Facebook 320 45% 

Instagram 250 36% 

Twitter 24 3% 

LinkedIn 80 11% 

Tik Tok 120 17% 

Total 600 85% 

Fig. 2 Social Media Users in India (2023) 

1.2 The Role of AI in Marketing with Social 
Media 
Social media it not only agency for social interaction as 

it has become an essential means of marketing, customer 

interaction, and dealing with brand image issues. For 

2023 Statista predicts that there will be 4.9 billion of 

active users of social networks all over the world and it 

is 60% of the world population. Due to the extensive use 

by the public, organizations have had to shift towards 
creating awareness of new products and ways to do this 

by creating accounts on different social media platforms 

to market directly to the customers. A study done by 

GlobalWebIndex reveals that 54% of social media 

buyers make purchases as a result of digital media 

advertising.Among its applications personalization, 

analytics and customer touch points all of which are key 

to social media marketing. For example, AI helps 

marketers to market individual consumers by providing 

them ads and content that will interest them. According 

to the survey conducted by Accenture, 91% of consumer 
prefer to shop with brands that offers them relevant 

products (Accenture, 2023). 

AI Application Impact on Marketing 

Efficiency 

Personalized 

Content 

20% increase in engagement 

rates 

Predictive 

Analytics 

15% increase in sales 
forecasting accuracy 

Chatbots 

30% reduction in customer 

service response time 

Sentiment 

Analysis 

Improved brand reputation 

management 

Fig. 3 Impact of AI on Marketing Efficiency 

AI tools representing web chat and social listening have 

changed the approach to clients in current business. For 

instance, the use of chatbots can enable instant support 

through passing more information as well as leading 

customers on the purchase process. The most cited 

source, Gartner (2023), predicted that by the following 

year, three-quarter of all consumer interactions will 

happen through artificial intelligence. 

2.Literature Review

 AI makes marketing more effective by effectively 

segmenting audiences and using related behavioral data 

to deliver highly targeted and appealing messages. 

Techniques such as NLP help brands decipher views 

about a product or service on social media platforms, 

making communication with the consumer less formal 

and general [1]. Previous research by the authors and the 

findings of other scholars also proved that implementing 

focused content can greatly enhance security, customer 
loyalty, and satisfaction levels [2]. Superior Long Short-

Term Memory (LSTM) networks provide better 

predictions in purchases, enabling marketers to improve 

experiences and increase conversion percentages [3]. 

Nevertheless, issues such as algorithmic bias and loss of 

data privacy cannot be excluded, potentially 

compromising consumer trust and ethical values [4]. AI 

allows organizations to examine customer data and 

make recommendations based on customer interests, 

creating a more appealing user experience. Additionally, 

machine learning can help companies categorize 

customers into targeted groups efficiently [5], [6]. One 
capability of marketing applications is that predictive 

analytics enables brands to detect data clues revealing 

trends in consumer behavior, guiding marketing and 

inventory decisions. This raises the issue of customer 

purchase likelihood and enhances the general shopping 

experience by identifying customer intentions [7]. 

Furthermore, individuals from individualistic cultures 

may worry about privacy and autonomy with AI, 

viewing it as a distinct entity, while collectivist cultures 

may see AI as more integrated with themselves [8]. 

Prescriptive cultures may be less accepting of human-
like AI due to factors such as disgust [9]. In conclusion, 

the acceptance level of AI correlates with perceptions of 

science and technology, with variations in this 

perception—including factors like gender—affecting 

how organizations present promotional materials [10] 
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2.1 Using bibliometrics for an analysis of the 
literature review 

Fig. 4 Bibliometric Anlysis 

When linked with bibliometric analysis, the term that 

becomes the most apparent is artificial intelligence – a F 

concept broadly used in different fields. The 

visualization of this network depicts several hued units 

to indicate the spheres which AI affects proactively. 

 

Artificial Intelligence (Purple Cluster): Decentralized in 

features but central in significance, the purple colour 

also occupies the central position in the AI network, 

connected to as many domains as the social networking 

and marketing and technology adoption domains. This 
shows that AI is at the center of technological 

advancement and commercial change around the world. 

 

Marketing (Red Cluster): This cluster demonstrates how 

AI is used in marketing most notably within digital 

marketing, sustainability, and commerce. It explains 

changes in marketing due to the use of data analysis and 

customer interaction and shows how marketing has been 

impacted by AI today. 

Social Networking (Blue Cluster): But despite the fact 

that it appears to be isolated, the blue cluster contains 

related concepts such as data mining, machine learning, 
and social media analysis but targeting social 

networking. This illustrates how AI enables 

understanding of the pattern and use of the 

communication channel by the users. 

 

Technology Adoption (Green Cluster): The green 

cluster explains why trust is important for the adoption 

of new technologies particularly in electronic 

commerce. Current scholarly work looks at exactly to 

how market structures could incorporate AI by assessing 

prospects as well as challenges. 
 

Trust (Light Green Cluster): One element of this cluster 

insists on trusting AI adoption, especially in 

technologies interacting with clients such as chatbots. 

The results also entail that trust plays a critical role in 

how users of various AI-related products engaging with 

such products. 

 

The network visualization highlights the need for ethical 

and responsible systems needed to ensure that all the 

four disciplines which are impacted by AI and has used 

in marketing (red), social networking (blue), and 

technology adoption (green), are handled in the right 

manner. It also underscores the importance of trust in AI 

adoption also referred to as a light green aspect. All 

together, these clusters depict dynamism of the impact 

of AI on business relations and relationships in the 

modern society. 
 

2.2 Research Problem and Rationale 

AI is playing a more and more important role in social 

media marketing; however, the impact of these 

technologies on the customers’ decision-making process 

has not been examined thoroughly. Personalization by 

applying AI, as well as, predictive analytics and 

engagement tools, play a crucial role in managing 

customer trust and behavior. It is thus important to 

appreciate how these technologies affect the consumers’ 

perception given that they come into contact with the AI 
system every time they are dealing with brands.This 

study intends to fill the existing gap by examining the 

impact of AI enabled tools of engagement, 

algorithmically characteristics of customers and 

personalized marketing tactics on customers’ perception 

and buying behaviour. Consequently, the present study 

aims at exploring the impact of AI in SM marketing so 

as to offer insights into the impact that such 

technologies invoke amongst consumers.The main goal 

of this work is to provide detailed data on the use of AI 

technologies in SMM and their further consequences for 
consumers. Consequently, the research in this vein will 
help to advance knowledge about the relationship 

between AI application and consumers’ buying behavior 

 

3 Research objectives 

 

1. To examine how consumer purchasing decisions 

are affected by AI-driven personalization. 

2. To examine the role of AI-powered engagement 

tools in shaping consumer trust and loyalty. 
3. To examine the connection between consumer 

buying behavior and social media marketing 

techniques. 

4. To provide recommendations for marketers on 

optimizing AI-driven strategies in social media 

marketing. 

3.1 Research Methodology 

This paper is constrained to a secondary research 

approach to establish the impact of AI in social media 

marketing on consumer buying behavior. Using the 

findings of previous studies and data from credible 

sources, the study also plans to make conclusions and 

considerable trends between AI usage within SMM and 

consumer behaviour.This research uses a descriptive 

research method since it seeks to establish present 
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correlation between artificial intelligence integrated 

social media marketing and buying behavior of 

customers. It assists in analysing several aspects 

affiliated to consumers by utilising data mining from 

social sciences, academic sources, business publications 

and literature. Thus, the methodological approach aimed 

at implementing the objectives of the work, which is to 

reveal the impact of AI in SMM on consumer choice and 

other consequences for marketers. 

4 Social Media Marketing Network 
Model Using AI And Consumer Buying 

Patterns 

 

Fig. 5 Network model 

The network model of AI-driven social media marketing 

encapsulates the complex relationships among various 

elements that influence a customer’s purchasing 

decisions. 

AI-Driven Personnalisation: Tailored content and AI-

driven suggestions play a crucial role in shaping 

customer buying patterns by providing relevant and 

personalized experiences. 

Social Media Marketing Strategies: Content 

relevance and social media engagement are essential for 

customer contact that guarantees consumer behavioral 

change and revenue generation 

Consumer Technology Adoption: The speed at which 

consumers adopt technologies determines their 

responsiveness toward efforts of social media 

marketing. 

Cultural Factors: These are very substantial influences 

on consumer behavior and involve cultural values and 

preferences that undisputedly affect individual 

responses to marketing stimuli. 

 

Trust in the Brand: When there is a good brand 

reputation, it automatically gains consumer trust, and 

once that happens, it becomes very easy to establish 

long-term relationships and sales. 

Consumer Demographics: Demographic factors 

include age, gender, and income. Such factors ensure 

that the consumers form their own tastes and trends in 

purchasing, which guides marketers in their strategies. 

 

Consumer Motivation: Knowing what governs the 

consumers' tendency to buy helps in creating efficient 

marketing campaigns to inspire their wants and needs. 

All these elements interact within a broad attempt to 

influence consumer buying behavior. The various 

interacting factors all combine in trying to influence 

decisions. 

Predictive Analytics: AI-powered predictive 

technologies enable marketers to look at consumer 
behavior in anticipation, thereby tweaking their 

strategies in that direction. 

 

AI-Powered Engagement Tools: Chatbots and virtual 
assistants are some of the tools that help drive 

conversions by facilitating user functions and timely 

prompts leading to buying products. 

Key Takeaways Holistic Approach: The model 
depicts the inter-linkages of various factors impacting 

the purchasing behaviour of consumers. 

 
The Main Role of AI: For better comprehension and 

influence of consumers, AI-driven analytics and 

personalization play an important role. 

Cultural sensitivity forms part of any marketing strategy 

where cultural sensitivity is identified and integrated 

within the company 

 

Brand Importance of Trust: Building consumer trust 

is at the heart of long-term success. 

Data-driven Decision: With data and analytics, 

marketers are able to constitute a more informed 

marketing strategy. 

This network model, in a nutshell, emphasizes a need for 

careful crafting of the SMM strategy with due attention 

to interlinked influences of behavioral factors, cultural 

impacts, and technology adoption. Being able to 

recognize these connections and adequately utilizing AI 

will enable marketers to involve consumers more 

effectively and influence purchase decisions. 

 

5. Results and Discussion 
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5.1 AI-Driven Personalization and Consumer 
Purchasing Behaviour 

Artificial intelligence has completed the consumer 

buying behavior by helping marketers provide targets 
for their clients concerning their past behavior and 

interests. According to studies, personalized 

advertisements can invoke click-through rates of more 

than 300% compared to non-personalized ads An 

Epsilon study revealed that 80 percent of customers said 

they were likely to do business with a company that 

offered them a personalized experience. This indicates 

that consumers are becoming more open toward 

personalized targeting, which has a better influence on 

sales and conversions. 

Equally, AI systems allow marketers to study consumer 

preferences and buying behavior by analyzing large 

volumes of data. Recommendation algorithms used by 

Netflix and Amazon, for example, recommend products 

based on what a user has watched or bought earlier. This 
increases consumer satisfaction and boosts sales. The art 

of offering personalized recommendations fosters a 

relatedness factor among users, developing the brand-

consumer bond. 

5.2 Predictive Analytics and Accuracy in 
Forecasting Consumer Behavior 

Predictive analytics-aided machine learning has 

digitally altered the ability of businesses to predict 
consumer behaviors. The application of machine 

learning algorithms to business can be fitted to predict 

any outcomes that outcompete identifiable trends, hence 

improving their strategic planning.  predictive analytics 

has seen organizations observe a 20% improvement in 

marketing returns. AI can analyze real patterns related 

to consumer buying habits, seasonal purchases, and 

macroeconomic influences that help businesses adapt 

accordingly. 

However, all is not well. Predictive models do not 

always provide the expected output. The study 

conducted with the involvement of BCG has found cases 

where, due to data obsolescence or lack of adaptability 

in its entirety, an AI model assessed the market 

fluctuation or consumer behavior in the wrong direction. 
The main inference is that predictive analytics, with 

huge possibilities, is dependent on continuous flux in 

data to accurately depict customer interaction. 

5.3 Engagement via AI Tools and Impact on 
Purchases 

Automated engagement technologies, such as chatbots 

and social listening tools, are increasingly prevalent in 

customer engagement strategies. Chatbots, for instance, 

provide immediate assistance and advice to customers, 

positively influencing their purchasing decisions. 

According to Juniper Research, chatbots could save 

businesses over $8 billion annually by improving 

customer engagement and operational efficiency by 

2022. Social listening technologies enable brands to 

monitor conversations on social media platforms, 

enhancing their understanding of customer experiences. 

A Sprout Social analysis suggests that companies 

engaging with customers on social media can boost 

customer loyalty by up to 25%. These AI-powered 

engagement tools significantly enhance consumer 

behavior regarding purchasing decisions while 
improving the overall user experience. 

5.4 Consumer Trust and Ethical Considerations 

While much can be gained with the adoption of AI, there 

is a high level of consumer concern about trusting and 

having ethical issues. According to a PwC poll, 75% 

said they were worried about data privacy and that it 

informs how they perceive a company using AI for 
marketing. This would therefore imply that 

organizations adopting transparency and ethics, such as 

clearly defined data usage policies and responsible 

integration of AI, would have earned consumer trust. 

Some brands, like Apple, tend to take advantage of user 

privacy in advertisements to create much more brand 

perception and loyalty. The current study puts more 

emphasis on how necessary addressing consumer 

concerns over AI and the protection of data is for a 

successful application and implementation of AI-based 

marketing strategies. 

5.5 Comparison with Traditional Marketing 
Techniques 

AI marketing has a few very specific advantages over 

conventional marketing methodologies. Traditional 

marketing all too often relies on messaging into wide 

audiences that is non-specific and without the precision 

provided, tailored ads can outperform traditional 

methods by a wide margin. 

AI techniques make it easier to implement precise, data-

driven consumer response strategies based on detailed 

consumer insights. For instance, AI-powered techniques 

make use of real-time behavioral information that is 

more focused, as opposed to traditional methods of 

marketing where demographic personalization is 

usually lacking. AI targets high-opportunity leads, and 

it increases the relevance of ads to enhance the 

performance of marketing campaigns. 

Moreover, AI-powered marketing brings real changes to 

marketing campaigns because of their performance 

metrics in real time—a flexibility which traditional 

marketing techniques cannot match. 

6.Conclusion 

It follows from the discussions in these previous 

sections of this research that AI-driven consumer 

behavior is less powerfully influenced by the functions 

of AI interaction tools, predictive analytics, and targeted 
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advertising. Indeed, information shows that 

personalized ads drive triple the click-through while 

proving studies that targeted promotions will greatly 

increase response rates, therefore driving customers to 

convert at higher rates. 

Predictive analytics have also helped in implementing 

marketing return on investment enhancement initiatives 

by utilizing historical trends to make more realistic 

forecasts. However, hitches in data collection practices 

and ethical dilemmas remain an issue. Notwithstanding 

the benefits derived from AI in modern marketing 

concepts, consumer purchasing behavior issues remain 

highly applicable. 

6.1 Implications for Marketers 

Marketers stand to gain quite a lot from this, as it seems 

to say that AI tools can be effective within marketing 

frameworks in ways that are rightfully influential of 

consumer purchasing behavior. By leveraging AI-driven 

insights in crafting personalized messages, marketers 

will have uplifted engagement while encouragement 

will also be made toward ethical data practices aimed at 

rebuilding trust among consumers. 

6.2 Theoretical Ramifications 

It has theoretical implications for this study, adding to 

established concepts of consumer behavior in marketing 

literature by showing how AI modifies traditional 

marketing paradigms. There are, however, a couple of 
limitations acknowledged within the study—

methodological and sample bias derived from the size 

and geographical diversity of the participants but also 
the wide range of AI tools reviewed. 

6.3 Future Research Directions 

Future research will be focused on the development of 

models in view of optimum performance of sustainable 

consumer behavior because of AI marketing. It needs to 

judge the effectiveness of certain AI tools that different 

media channels employ, and also find out whether 

cultural differences in specific regions will affect the 

success of AI marketing strategies. As more research is 

conducted, there would be a deeper understanding of the 

dynamics related to the role of AI in marketing. 

7.Refernces 

1. S. O. Babatunde, O. A. Odejide, T. E. 

Edunjobi, and D. O. Ogundipe, "The role of Ai 

in marketing personalization: A Theoretical 

Exploration of Consumer Engagement 

strategies," International Journal of 
Management & Entrepreneurship Research, 

vol. 6, no. 3, pp. 936–949, 2024.  [Online]. 

Available:https://doi.org/10.51594/ijmer.v6i3.

964 

2. S. Vasundhara et al., "AI-powered marketing 

revolutionizing customer engagement through 

innovative strategies," in Advances in Business 

Information Systems and Analytics, pp. 21–46, 

2024. [Online]. Available: 

https://doi.org/10.4018/979-8-3693-2643-

5.ch002 

3. V. Malik, R. Mittal, R. Chaudhry, and S. A. 

Yadav, "Predicting purchases and 

personalizing the customer journey with 

artificial intelligence," 2024 11th International 
Conference on Reliability, Infocom 

Technologies and Optimization (Trends and 

Future Directions) (ICRITO), Noida, India, 

2024. [Online]. Available: 

https://doi.org/10.1109/icrito61523.2024.1052

2362 

4. K. Millagala, "Navigating the confluence of 

artificial intelligence and social media 

marketing," International Journal of Research 

Publications, vol. 133, no. 1, 2023. [Online]. 

Available: 

https://doi.org/10.47119/ijrp10013319202354
73 

5. G. Wilson, O. Johnson, and W. Brown, 

"Exploring the use of artificial intelligence in 

personalizing marketing campaigns," 2024. 

[Online]. Available: 

https://doi.org/10.20944/preprints202408.000

7.v1 

6. A. R. Khandelwal, R. Yadav, A. Chaturvedi, 

and A. V. S. Kumar, "Examining the impact of 

AI and Digital Marketing on Consumer 

Purchase Intention," in Advances in Electronic 
Government, Digital Divide, and Regional 

Development, pp. 220–242, 2024. [Online]. 

Available: https://doi.org/10.4018/979-8-

3693-2363-2.ch012 

7. J. Aaron, Y. Zhang, and A. Valenzuela, "AI 

and Culture: Culturally dependent responses to 

AI systems," Current Opinion in Psychology, 

2024. [Online]. Available: 

https://doi.org/10.1016/j.copsyc.2024.101838 

8. J. Sui, J. H. Seo, and X. Zhou, "Impact of 

cultural tightness on consumers' preference for 

anthropomorphic AI services," Psychology & 
Marketing, 2024. [Online]. Available: 

https://doi.org/10.1002/mar.22086  

9. M. Méndez-Suárez, L. Delbello, A. de Vega, 

de Unceta, and A. L. Ortega, "Factors 

Affecting Consumers’ Attitudes Towards 

Artificial Intelligence," Journal of Promotion 

Management, 2024. [Online]. Available: 

https://doi.org/10.1080/10496491.2024.23672

03 

10. Y. Lee, "Investigation into the Influence of 

Socio-Cultural Factors on Attitudes toward 
Artificial Intelligence," Education and 

Information Technologies, 2023. [Online]. 

Available: https://doi.org/10.1007/s10639-

023-12172-y 

11. M. Caruso, L. Leopardi, and S. G. Malatesta, 

"AI and Custom Marketing for Cultural 

6

ITM Web of Conferences 68, 01032 (2024)                                                                                           https://doi.org/10.1051/itmconf/20246801032
ICAETM 2024

https://doi.org/10.51594/ijmer.v6i3.964
https://doi.org/10.51594/ijmer.v6i3.964
https://doi.org/10.4018/979-8-3693-2643-5.ch002
https://doi.org/10.4018/979-8-3693-2643-5.ch002
https://doi.org/10.1109/icrito61523.2024.10522362
https://doi.org/10.1109/icrito61523.2024.10522362
https://doi.org/10.47119/ijrp1001331920235473
https://doi.org/10.47119/ijrp1001331920235473
https://doi.org/10.20944/preprints202408.0007.v1
https://doi.org/10.20944/preprints202408.0007.v1
https://doi.org/10.4018/979-8-3693-2363-2.ch012
https://doi.org/10.4018/979-8-3693-2363-2.ch012
https://doi.org/10.1016/j.copsyc.2024.101838
https://doi.org/10.1002/mar.22086
https://doi.org/10.1080/10496491.2024.2367203
https://doi.org/10.1080/10496491.2024.2367203
https://doi.org/10.1007/s10639-023-12172-y
https://doi.org/10.1007/s10639-023-12172-y


Initiatives in Regional Projects: Perspectives 

on the Territorial Integration of Communities 

with Tourism," 2024. [Online]. Available: 

https://doi.org/10.3390/proceedings20240960

08  

12. J. Luo, "Exploring the Impact of Cultural 

Factors on Consumer Behavior in E-

Commerce: A Cross-Cultural Analysis," 

DREAM, vol. 2, no. 3, 2023. [Online]. 

Available: 

https://doi.org/10.56982/dream.v2i03.90 

 

 

7

ITM Web of Conferences 68, 01032 (2024)                                                                                           https://doi.org/10.1051/itmconf/20246801032
ICAETM 2024

https://doi.org/10.3390/proceedings2024096008
https://doi.org/10.3390/proceedings2024096008
https://doi.org/10.56982/dream.v2i03.90

	1 Introduction
	What used to be a mere means of communication has become a vital means of promotion or advertising and means of managing customer relations. It was forecasted that in 2023 the number of mobile internet users will rise to 4.9 billion but overall number...
	2.Literature Review
	concept broadly used in different fields. The visualization of this network depicts several hued units to indicate the spheres which AI affects proactively.
	Artificial Intelligence (Purple Cluster): Decentralized in features but central in significance, the purple colour also occupies the central position in the AI network, connected to as many domains as the social networking and marketing and technology...
	Marketing (Red Cluster): This cluster demonstrates how AI is used in marketing most notably within digital marketing, sustainability, and commerce. It explains changes in marketing due to the use of data analysis and customer interaction and shows how...
	Social Networking (Blue Cluster): But despite the fact that it appears to be isolated, the blue cluster contains related concepts such as data mining, machine learning, and social media analysis but targeting social networking. This illustrates how AI...
	Technology Adoption (Green Cluster): The green cluster explains why trust is important for the adoption of new technologies particularly in electronic commerce. Current scholarly work looks at exactly to how market structures could incorporate AI by a...
	Trust (Light Green Cluster): One element of this cluster insists on trusting AI adoption, especially in technologies interacting with clients such as chatbots. The results also entail that trust plays a critical role in how users of various AI-related...
	The network visualization highlights the need for ethical and responsible systems needed to ensure that all the four disciplines which are impacted by AI and has used in marketing (red), social networking (blue), and technology adoption (green), are h...
	AI is playing a more and more important role in social media marketing; however, the impact of these technologies on the customers’ decision-making process has not been examined thoroughly. Personalization by applying AI, as well as, predictive analyt...

	3 Research objectives
	3.1 Research Methodology
	4 Social Media Marketing Network Model Using AI And Consumer Buying Patterns
	5. Results and Discussion
	5.1 AI-Driven Personalization and Consumer Purchasing Behaviour
	5.2 Predictive Analytics and Accuracy in Forecasting Consumer Behavior
	5.3 Engagement via AI Tools and Impact on Purchases
	Automated engagement technologies, such as chatbots and social listening tools, are increasingly prevalent in customer engagement strategies. Chatbots, for instance, provide immediate assistance and advice to customers, positively influencing their pu...
	5.4 Consumer Trust and Ethical Considerations
	5.5 Comparison with Traditional Marketing Techniques
	6.1 Implications for Marketers
	6.2 Theoretical Ramifications
	It has theoretical implications for this study, adding to established concepts of consumer behavior in marketing literature by showing how AI modifies traditional marketing paradigms. There are, however, a couple of limitations acknowledged within the...
	6.3 Future Research Directions
	Future research will be focused on the development of models in view of optimum performance of sustainable consumer behavior because of AI marketing. It needs to judge the effectiveness of certain AI tools that different media channels employ, and als...
	7.Refernces


