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ABSTRACT

In recent years, digital marketing has surpassed traditional marketing as the preferred 
technique of reaching customers. Researchers and academics may utilize it for social 
media marketing and for predicting client buy intent, among other applications. 
It can boost customer happiness and sales by facilitating a more personalized 
shopping session, resulting in higher conversion rates and a competitive advantage 
for the retailer. Advanced analytics technologies are utilized in conjunction with a 
dynamic and data-driven framework to expect whether or not a customer will make 
a purchase from the organization within a certain time frame. To increase income 
and stay ahead of the competition, one must understand customer buying habits. 
Several sectors offered rules to explore a consumer’s potential based on statistics 
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Customer Purchase Prediction and Potential Customer Identification

INTRODUCTION

For marketing decision-making, the ability to predict client behaviour is highly 
prized. For example, retargeting advertisements for online sales retail marketing 
can be improved by properly predicting which clients are most likely to purchase 
those who have already visited the site—the more accurate the forecast, the better 
the marketing investment’s return on investment. Machine learning models have 
recently received attention as a technology capable of forecasting the behaviour of 
customers Kim & Lee (2022). From 2014 to 2021, the number of digital buyers 
worldwide (Figure 1). More than 1.66 billion consumers bought digital goods and 
services in 2016, predicted to rise to over 2.14 billion in 2021.

Machine learning can predict customer behaviour online, and marketing literature 
establishes numerous models to forecast consumer buying behaviour. Machine 
learning can forecast customer behaviour online rather than in offline environments by 
detecting the consumer journey and various clickstream data. The customer journey 
is a series of stages that a person goes through as they move from recognition to 
purchase (Chou et al. (2022)). Customer path mapping improves interactions and 
boosts income using ML models (i.e. Bayesian models, hidden Markov model etc.). 
Despite its great potential, a little experience utilizing machine learning to forecast 
online customer behaviour. The findings of the study fill up the following gaps.

1.  Forecasting customer attrition has received much attention (Batra, 2016)), but 
predicting customer buy conversion has received less attention. Online shopping 
malls’ performance depends heavily on their ability to convert visitors into 
buyers. So it is vital to study the problems of utilizing machine learning to 
predict online client behaviour.

2.  The best machine learning models for forecasting online customer behaviour 
haven’t been discussed sufficiently. All marketing decisions entail predicting 
certain results. As a result, utilizing machine learning improves forecast accuracy 
(Agrawal, (2018)). However, prior research has not explained which machine 
learning model is best used in online consumer behaviour.

3.  There was no comparison of the best data sampling approach for converting 
online customer purchases. Because most marketing data is imbalanced, machine 
learning is hampered by bias. The asymmetry bias must be overcome to use 
machine learning in marketing. Currently, there isn’t any research comparing 
two or more different methods of sampling (Migueis, (2017)).

results. A machine learning algorithm for detecting potential customers for a retail 
superstore is proposed using an engineering approach.



 

 

15 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/customer-purchase-prediction-and-

potential-customer-identification-for-digital-marketing-using-

machine-learning/315396

Related Content

Design, Comparison, and Evaluation of Controllers for Direct Current

Servomotors
Claudio Urreaand Luis Valenzuela (2019). Advanced Fuzzy Logic Approaches in

Engineering Science (pp. 401-420).

www.irma-international.org/chapter/design-comparison-and-evaluation-of-controllers-for-direct-

current-servomotors/212345

A Metaheuristic Algorithm for OCR Baseline Detection of Arabic Languages
F. Daneshfar, W. Fathyand B. Alaqeband (2015). Handbook of Research on Artificial

Intelligence Techniques and Algorithms (pp. 708-735).

www.irma-international.org/chapter/a-metaheuristic-algorithm-for-ocr-baseline-detection-of-

arabic-languages/123097

A Valid Scheme to Evaluate Fuzzy Definite Integrals by Applying the CADNA

Library
Mohammad Ali Fariborzi Araghiand Samad Noeiaghdam (2017). International Journal

of Fuzzy System Applications (pp. 1-20).

www.irma-international.org/article/a-valid-scheme-to-evaluate-fuzzy-definite-integrals-by-

applying-the-cadna-library/189126

Mathematical Programming for Modelling Green Supply Chains Under

Randomness and Fuzziness
Javad Nematianand Seyed Salar Ghotb (2017). International Journal of Fuzzy

System Applications (pp. 56-85).

www.irma-international.org/article/mathematical-programming-for-modelling-green-supply-

chains-under-randomness-and-fuzziness/171653

Introduction to Artificial Intelligence
Sewit T. Yohannes, Simar Mansiand Sanaa Kaddoura (2023). Handbook of Research

on AI Methods and Applications in Computer Engineering (pp. 1-20).

www.irma-international.org/chapter/introduction-to-artificial-intelligence/318057

http://www.igi-global.com/chapter/customer-purchase-prediction-and-potential-customer-identification-for-digital-marketing-using-machine-learning/315396
http://www.igi-global.com/chapter/customer-purchase-prediction-and-potential-customer-identification-for-digital-marketing-using-machine-learning/315396
http://www.igi-global.com/chapter/customer-purchase-prediction-and-potential-customer-identification-for-digital-marketing-using-machine-learning/315396
http://www.igi-global.com/chapter/customer-purchase-prediction-and-potential-customer-identification-for-digital-marketing-using-machine-learning/315396
http://www.irma-international.org/chapter/design-comparison-and-evaluation-of-controllers-for-direct-current-servomotors/212345
http://www.irma-international.org/chapter/design-comparison-and-evaluation-of-controllers-for-direct-current-servomotors/212345
http://www.irma-international.org/chapter/a-metaheuristic-algorithm-for-ocr-baseline-detection-of-arabic-languages/123097
http://www.irma-international.org/chapter/a-metaheuristic-algorithm-for-ocr-baseline-detection-of-arabic-languages/123097
http://www.irma-international.org/article/a-valid-scheme-to-evaluate-fuzzy-definite-integrals-by-applying-the-cadna-library/189126
http://www.irma-international.org/article/a-valid-scheme-to-evaluate-fuzzy-definite-integrals-by-applying-the-cadna-library/189126
http://www.irma-international.org/article/mathematical-programming-for-modelling-green-supply-chains-under-randomness-and-fuzziness/171653
http://www.irma-international.org/article/mathematical-programming-for-modelling-green-supply-chains-under-randomness-and-fuzziness/171653
http://www.irma-international.org/chapter/introduction-to-artificial-intelligence/318057

