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ABSTRACT 
AI is an automated tool which is used to optimize the activities in different sectors. 
Especially, the E-commerce sector is soliciting an enhanced support for continuousgrowth. 
Flipkart Internet Pvt.Ltd. is oneof the leading companies in e-commerce which integrates AI 
into their marketing strategies to enhance customer experiences, maintaining customer 
retention and satisfaction. The study is mainly conducted to examine the role of AI in 
marketing strategies of Flipkart Online shopping. The Primary data was collected from the 
respondents through convenience sampling, snowball sampling and also the secondary data 
was collected from previous research articles and case studies. The sample size of 120 
respondents is segmented based on the region. Salem Town is selected as the area of study 
because most of the customers residing there, shop online through Flipkart. The Statistical 
tools like Simple percentage analysis and correlation analysis are used to analyze the impact 
of AI on customer behavior and purchase decisions. The paper concludes by providing 
valuable insights for improvements of Flipkart in its AI- powered marketing strategies. 
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INTRODUCTION 
Artificial Intelligence (AI) is reshaping digital marketing by enhancing customer 
experiences, optimizing campaigns, and driving business growth. In the case of 
Flipkart Internet Pvt Ltd., one of India’s leading e-commerce platforms uses AI tools 
which play a crucial role in Personalization of customer preferences, forecasting 
consumer patterns, and enriching customer support. AI- driven algorithms acquire a 
larger amount of user data to provide advertisements to segmented customers and 
improve search results, leading to higher engagement and sales. Chatbots and virtual 
assistants enhance customer interactions, providing speedy responsesand effective 
query resolutions. Additionally, AI functions in detecting fraud, dynamic pricing, and 
helps in managing inventory. By harnessing machine learning and deep learning 
techniques, Flipkart continuously refines its marketing strategies to stay competitive 
in the dynamic e-commerce landscape. The usage of Artificial intelligence tools into 
marketing leads tocustomer engagement, retention and satisfaction and also optimizes 
business operations towards continuous growth. 
 
STATEMENT OF THE PROBLEM 
The impact of AI in marketing at Flipkart Internet Pvt Ltd. brings enormous advantages 
but also has several challenges. One ofthe major issues is data privacy and security, as 
AI-driven marketing relies on larger amount of customer data. Additionally, AI- 
powered product recommendations may result in bias and unfair product 
recommendations, reducing customer trust. Moreover, consumer resistance to AI-
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driven interactions and concerns over intrusive personalization can affect customer 
engagement. Integration with existing systems and ensuring AI marketing remains 
scalable and adaptable to changing consumer behaviour is another challenge. Lastly, 
balancing automation with human creativity is crucial to avoid over-reliance on AI-
driven campaigns. Addressing these challenges is key for Flipkart to maximize AI's 
potential in marketing. 
 
REVIEW OF LITERATURE 
Mahabub Basha (2023), this paper explores the transformative impact of Artificial 
intelligence (AI) on marketing. This study identifies the key factors influencing AI 
integration in marketing products and services, such as competitive pressures and 
digital maturity. So, various literature review and semi-structured interviews were 
conducted with fifteen marketing professionals from different Indian companies. This 
research also enlights benefits such as enhances customer service and data-driven 
decision making and also address the challenges like ethical considerations and data 
privacy concerns. This paper concludes theintegration of AI tools in the marketing 
functions leads to improvement of corporate performance, improved profitability and 
competitive advantage. 
 
Sunny Omenazu (2021), this study examines the integration of artificial intelligence 
(AI) in e-commerce management, and highlights both its benefits as well as 
challenges. The study focuses on identifying key advantages of implementation of AI, 
such as warehouse optimization, improved business performance, and customer 
satisfaction through personalized services. However, this study also addresses 
significant challenges, such as high costs associated with adoption of AI, the 
importance of adequate knowledge and awareness among employees, and continuous 
unemployment due to automation and adoption of AI tools. This paper concludes that 
Artificial Intelligence provides more benefits to the e-commerce sector, but the 
challenges and barriers need to be identified for successful implementation. 
 
Jennifer Anne Campbell et al (2024), this paper explores how artificial intelligence 
(AI) is revolutionizing online shopping dynamics in India. The study highlights AI's 
role in enriching customer experiences through personalized recommendations and 
chatbots, leading to increased level of customer engagement and satisfaction. This 
study also examines AI-driven inventory management systems that optimize the 
inventory levels and reduce operational costs for e-commerce business. Furthermore, 
the authors discuss the challenges of AI integration, such as data privacy concerns and 
less regulatory frameworks to govern online sellers. Therefore, thispaper concludes 
that while AI offerssignificant benefitsto India'sonline shopping sector, addressing 
these challenges is crucial for sustainable growth. 
 
OBJECTIVES OF THE STUDY 
1. To examine the role of AI in marketing strategies of Flipkart Online shopping. 
2. To analyse the impact of AI on customer behaviour and purchase decisions. 
3. To evaluate the effectiveness of AI-driven marketing campaigns in Flipkart online 

shopping. 
4. To provide recommendations for Flipkart on improving AI powered marketing. 



 
 

 

ISSN: 2791-0881 (Print), ISSN: 3079-0565 (Online), Volume-06, Issue-01, May, 2026 
A multidisciplinary journal of Bangladesh Center for Research and Planning (BCRP) 
 

 

 

ID: 2613 Journal of Sustainable Learning and Development (JSLD) 
www.jsldbd.com 

79 
 
 
 

SCOPE OF THE STUDY 
The study focuses on examining the effectiveness of integrating Artificial intelligence 
into the marketing strategies in the e- commerce sector with special reference to 
Flipkart Internet Pvt Ltd. Personalization is one of the AI techniques which offers 
product recommendations according to the customer’s choice. Furthermore, Chatbots 
and virtual assistants’ function in engaging customers by recognising human language 
through machine learning techniques. Tracking vast amounts of customer data 
makesit possible to gain insights about their preferences which help marketing 
professionals to improve marketing strategies. Therefore, this study aims at analysing 
the impact on usage of AI by the Flipkart application in marketing their products and 
services. This paper also aims to provide valuable suggestions based on the analysis 
and help the marketing professionals to enhance their operations. 
 
RESEARCH METHODOLOGY 
This study uses Quantitative data collected from the customers who bought products 
through Flipkart for the past 6 months. The total of 120 respondents are selected in 
Salem District through convenience sampling and also snowball sampling, where 
respondents are asked to refer to others nearby. The primary data is collected from the 
respondents through questionnaires and telephonic interviews. The secondary data 
was also collected from Online articles and case studies related to Flipkart's AI 
marketing. The data collected was analysed using statistical techniques such as simple 
percentage analysis and Correlation analysis. 
 
DATA ANALYSIS AND INTERPRETATION SIMPLE PERCENTAGE ANALYSIS 
A simple percentage analysisis doneto show the proportion of responses in each category 
of a variable 

Table 1: Percentage analysis on demographic factors 
DEMOGRAPHIC 

FACTORS CLASSIFICATION NO. OF 
RESPONDENTS PERCENTAGE 

Age 

Below 20 years 
21-40 years 
41-60 years 

Above 61 years 

39 
44 
28 
9 

33% 
37% 
23% 
7% 

Gender Mal 
Female 

63 
57 

52% 
48% 

Maritalstatus Married  
Unmarried 

71 
49 

59% 
41% 

Occupation 

Student  
Business owner 

Private sector employee 
Government employee 

Others 

16 
17 
39 
29 
19 

13% 
14% 
33% 
24% 
16% 

Monthlyincome 

Below 30,000 
31,000-60,000 
61,000-90,000 
Above- 91,000 

43 
52 
12 
13 

36% 
43% 
10% 
11% 
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CORRELATIONANALYSIS 
The Pearson correlation analysisis performed to identify the relationship between AI-based 
recommendations and purchase frequency. 

 
Table 2: Purchase frequency of the respondents 

PURCHASEF REQUENCY NO.OFRESPONDENTS PERCENTAGE 
Always 36 30% 
Often 28 23% 

Sometimes 24 20% 
Rarely 19 16% 
Never 13 11% 

TOTAL 120 100% 
 

Table 3: Perceptionon AI recommendations 
AIRECOMMENDATIONS NO.OFRESPONDENTS PERCENTAGE 

Very helpful 38 32% 
Somewhathelpful 31 26% 

Neutral 28 23% 
Somewhatnothelpful 12 10% 

Nothelpful 11 9% 
TOTAL 120 100% 

 
Correlation is significant at the 0.01 level (2-tailed). 
 

INTERPRETATION 
The above table of Pearson coefficient (r=0.964) indicates that there is a very strong and 
positive correlation between AI-basedrecommendations and purchase frequency. 
 
FINDINGS 
 Out of 120 respondents, 37% of the respondents are from the age group of 21-40 years. 
 The Maximum of 52% of the respondents are Male. 
 

CORRELATIONS 

  

How often do you 
buy products 

recommended by 
Flipkart's AI 

system? 

How helpful do you 
find AI 

recommendations in 
making purchase 

decisions? 

How often do you buy 
products 

Pearson Correlation 1 .964** 
Sig.(2-tailed) - .000 
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recommended by 
Flipkart's AI system? N 120 120 

How helpful do you 
find AI 

recommendations in 
making purchase 

decisions? 

PearsonCorrelation .964** 1 
Sig.(2-tailed) .000 - 

N 120 120 

 
 Mostly, 58% of the respondents feel that the AI-powered recommendations are helpful 

to find their products easily. 
 72% of the respondents are satisfied with the accurate search results. 
 Nearly, 62% of the respondents feel that the virtual assistants enhance their shopping 

experience. 
 The Maximum 68% of the respondents are satisfied with the customer support service 

provided by the Chat bot. 
 Approximately, 76.4% of the respondents are satisfied with the AI-driven marketing 

strategies employed by Flipkart Internet Pvt Ltd. 
 Based on Correlation analysis, it is clear that, there is a very strong and positive 

correlation between AI-based recommendations and purchase frequency. 
 

SUGGESTIONS 
Although, Flipkart employs its AI technologies in marketing, only some category of 
customers prefer AI recommendations for their purchase, while others neglect those 
recommendations because of data privacy issues. Thiscan be concerned and try to 
makesome improvements with additional AI algorithms to offer real-time and highly 
personalized product suggestionsbased on customer preferences and marketing team can 
also optimize the AI techniques to make customers to feel, sharing their personal 
information trustworthy. Some users feels that, the AI-powered Voice search takes time to 
produce results, which can be addressed by marketing professionals and work on 
enhancing voice-based searches, allowing customers to find products easily through 
spoken queries. Some Flipkart customers are unaware about Chatbots and customer 
service. So, the features and benefits of Chatbots can be advertised by marketing 
professionals effectively. 

 
CONCLUSION 
The integration of Artificial Intelligence (AI) in marketing has substantially reshaped 
Flipkart’s operations, boosting customer journey, personalization, and decision-making. AI-
driven algorithmsmake Flipkart to analyze larger amount of user data, forecast purchasing 
behaviors, and enhani marketing strategies. The findings from this study enlights that AI-
powered recommendation systems, chat bots customer support, adaptive pricing software’s, 
and predictive analytics have played a vitalrole in improving customer satisfaction and 
retention and also help marketing professionals to develop optimizedstrategies.While AI 
offers enormous benefits, challenges such as data privacy issues, inappropriate voice search 
results, algorithm bias on same product listing and inaccurate delivery estimations remains 
unchanged. However, with continuous updating, Flipkart can harness AI further to redefine 
its marketing methods and maintaincompetitiveness in the e-commerce field. 
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