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ABSTRACT

This study explores how AI-​based marketing practices impact millennial consumers' online shopping 
behavior in Oman. AI-​driven marketing tools, which include personalized recommendations, chatbot 
interaction, and predictive analytics, are essential for online business. This study is based on a review 
that merges literature and case studies to understand AI's role in consumer experience and loyalty with 
online businesses in Oman. The findings suggest that AI-​based tools can significantly enhance customer 
satisfaction by providing appropriate support. This study also identifies potential challenges which may 



affect customer loyalty. Future research directions are recommended to assess the long-​term impact and 
ethical issues surrounding AI in marketing.

1. INTRODUCTION.

The 21st-​century digital transformation has transformed the global economies and intensely reshaped 
consumers' behavior, attitudes and expectations (Brynjolfsson & McAfee., 2014). New technologies 
are transforming and changing marketing activities. One example is artificial intelligence (AI), which 
is presently emerging as the preferred method of marketing and promotion and laying an essential 
foundation for organizations' innovative marketing strategies (Chaffey & Ellis-​Chadwick, 2019). AI 
enables organizations to use vast amounts of consumer data, interpret their buying behavior, and design 
personalized experiences that promote consumer engagement and loyalty (Devenport et al., 2020) in 
today's highly competitive online business environment. AI has emerged as a game changer, particu-
larly for the millennials (Generation Y-​ a demographic cohort roughly born between 1981 and 1996), a 
generation widely regarded as a digital population and one of the most dominant user groups of online 
and e-​commerce platforms (Smith, 2021).

1.1 The AI’s Role in Modern Marketing.

AI-​based marketing practices offer different tools that help companies improve their marketing strat-
egies and efforts (Liu & Shankar, 2021). These include personalized recommendations, chatbot-​driven 
customer service, dynamic pricing based on customers' expectations and market demand, predictive 
analytics, and sentiment analysis. These AI tools are designed to provide better consumer experience 
and enhance satisfaction by addressing individual tastes and preferences, streamlining decision-​making 
processes and minimizing the time the consumer spends searching for products (Huang & Rust, 2021). 
For example, recommendation engines use machine learning algorithms to study and analyze consum-
ers' browsing history and understand the products and services they are going to purchase in future 
(Gillespie, 2020). This level of personalization enhances consumer experience and satisfaction and 
significantly increases conversion rates and brand loyalty (Li et al., 2020). Chatbots are another import-
ant AI application that revolutionizes customer service by offering real-​time assistance and resolving 
customer queries effectively. These automated systems are available for the customers 24/7, providing 
quick responses whenever the customer approaches and enhancing consumer satisfaction and retention 
(Xu et al., 2021). Dynamic pricing powered by AI allows companies to adjust the prices of their prod-
ucts based on customers’ willingness, market demand, competition and consumer behavior (Chen et al., 
2019). Prediction analytics further helps companies anticipate consumer needs and proactively market 
and promote relevant products and services (Davenport & Ronanki,2018). Sentiment analysis, which 
uses natural language processing (NPL), evaluates consumers’ feedback from websites and social media 
reviews, allowing companies to improve their marketing strategies to align with customers' expectations 
and preferences (Batra & Keller, 2020).

82



 

 

22 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/exploring-the-impact-of-artificial-intelligence-

based-marketing-practices-on-consumer-experience-and-loyalty-of-

millennials/379379

Related Content

Technology Disruption in the Time of the Digital Ecosystem Society's Adoption: Cyber Bullying

Phenomenon -- The Truth or Hoax?
Desi Setiana, Siti Norsarah, Norainna Besar, Tiro Anna, Marlina Nasutionand Heru Susanto (2022).

Handbook of Research on Big Data, Green Growth, and Technology Disruption in Asian Companies and

Societies (pp. 238-255).

www.irma-international.org/chapter/technology-disruption-in-the-time-of-the-digital-ecosystem-societys-adoption/290709

Technological Foundations and Structural Dynamics of Supply Chain Networks in Bangladesh's

Ready-Made Garment Industry
Rubel Amin, Bijay Prasad Kushwaha, Abdul Hannan, Sahidul Islam, Mazadul Haqueand Hasanuzzaman

Tushar (2025). Leveraging Technology for Organizational Adaptability (pp. 323-346).

www.irma-international.org/chapter/technological-foundations-and-structural-dynamics-of-supply-chain-networks-in-

bangladeshs-ready-made-garment-industry/372730

Predictive Analytics for Equipment Maintenance Operations: A Case Study From the

Semiconductor Industry
Simon J. Preis (2022). Handbook of Research on Digital Transformation, Industry Use Cases, and the

Impact of Disruptive Technologies (pp. 340-358).

www.irma-international.org/chapter/predictive-analytics-for-equipment-maintenance-operations/288656

Examining the Moderating Effects of Time-Since-Adoption on the Nexus Between Business

Intelligence Systems and Organisational Performance: The Ghanaian Banks Perspectives
Acheampong Owusu (2019). International Journal of Technology Diffusion (pp. 49-68).

www.irma-international.org/article/examining-the-moderating-effects-of-time-since-adoption-on-the-nexus-between-

business-intelligence-systems-and-organisational-performance/230335

Impact of Blockchain Technology on the Stock Market
C. V. Suresh Babuand Sanjai Das (2023). Revolutionizing Financial Services and Markets Through

FinTech and Blockchain (pp. 44-59).

www.irma-international.org/chapter/impact-of-blockchain-technology-on-the-stock-market/326984

http://www.igi-global.com/chapter/exploring-the-impact-of-artificial-intelligence-based-marketing-practices-on-consumer-experience-and-loyalty-of-millennials/379379
http://www.igi-global.com/chapter/exploring-the-impact-of-artificial-intelligence-based-marketing-practices-on-consumer-experience-and-loyalty-of-millennials/379379
http://www.igi-global.com/chapter/exploring-the-impact-of-artificial-intelligence-based-marketing-practices-on-consumer-experience-and-loyalty-of-millennials/379379
http://www.irma-international.org/chapter/technology-disruption-in-the-time-of-the-digital-ecosystem-societys-adoption/290709
http://www.irma-international.org/chapter/technological-foundations-and-structural-dynamics-of-supply-chain-networks-in-bangladeshs-ready-made-garment-industry/372730
http://www.irma-international.org/chapter/technological-foundations-and-structural-dynamics-of-supply-chain-networks-in-bangladeshs-ready-made-garment-industry/372730
http://www.irma-international.org/chapter/predictive-analytics-for-equipment-maintenance-operations/288656
http://www.irma-international.org/article/examining-the-moderating-effects-of-time-since-adoption-on-the-nexus-between-business-intelligence-systems-and-organisational-performance/230335
http://www.irma-international.org/article/examining-the-moderating-effects-of-time-since-adoption-on-the-nexus-between-business-intelligence-systems-and-organisational-performance/230335
http://www.irma-international.org/chapter/impact-of-blockchain-technology-on-the-stock-market/326984

