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ABSTRACT

This paper presents a comprehensive systematic review of the impact
of Al-powered data warehouses on e-commerce operations, with a
particular focus on customer behavior analysis and operational
efficiency. Leveraging the PRISMA methodology, the study
synthesizes findings from 70 research articles spanning multiple
countries, including the United States, China, India, the United
Kingdom, and Germany. The review highlights the transformative
role of Al-driven data warehouses in enabling real-time, predictive
analytics, which significantly enhances the ability of e-commerce
businesses to understand and respond to customer preferences,
optimize inventory management, and implement dynamic pricing
strategies. While the benefits of Al integration are substantial, the
study also identifies persistent challenges, such as data privacy
concerns, high implementation costs, and integration complexities,
that may hinder widespread adoption. The paper concludes with
recommendations for businesses to strategically approach the
implementation of Al-powered data warehouses, emphasizing the
need for scalable solutions, robust data governance, and ongoing
investment in technology and training. This research underscores the
potential of Al-powered data warehouses to drive innovation and
growth in the e-commerce sector, while also calling for continued
exploration of solutions to address the existing challenges.
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1 Introduction

The evolution of e-commerce has been nothing short
of transformative, fundamentally altering how
businesses operate and compete in the digital
marketplace (Gotab-Andrzejak, 2023). Central to this
transformation is the strategic use of data, which has
emerged as a critical asset for gaining a competitive
edge (Orzot & Szopik-Depczynska, 2023). As
businesses continue to expand their online presence,
the volume of data generated by e-commerce activities
has grown exponentially (Eshragh et al., 2015). This
data, encompassing everything from customer
purchase histories to browsing patterns, holds the
potential to unlock valuable insights into consumer
behavior (Roy et al., 2022). However, the sheer scale
and complexity of this data present significant
challenges in terms of storage, management, and
analysis. Traditional data warehousing systems, while
effective in the past, struggle to keep pace with the
demands of modern e-commerce environments (Malik
et al., 2024; Zhang et al., 2021). It is within this
context that the integration of artificial intelligence
(Al) into data warehousing has become a game-
changer, offering a powerful solution to these
challenges by enhancing the capacity to manage and
analyze large volumes of customer data (Qi et al.,
2023).

Figure 1: Multi-Channel Integration in E-Commerce Data
Warehousing

Multi-channel

Al-powered data warehouses represent a significant
advancement in the field of data management,
characterized by their ability to process, store, and
analyze data with remarkable speed and accuracy (Roy
et al., 2022). These systems leverage sophisticated Al
techniques, such as machine learning algorithms and
predictive analytics, to automatically detect patterns
and trends within vast datasets (Pallathadka et al.,
2023). Unlike traditional data warehouses, which rely
on manual data processing and analysis, Al-driven
systems can handle complex data structures and
deliver insights in real-time (Gulnara et al., 2024). This
capability is particularly crucial in the e-commerce
sector, where businesses must quickly adapt to
changing consumer behaviors and market conditions
(Gotgb-Andrzejak, 2023). The ability to analyze
customer data in real-time allows e-commerce
businesses to make more informed decisions, optimize
their operations, and enhance the overall customer
experience. For example, by analyzing purchase
histories and browsing patterns, Al-powered data
warehouses can help businesses identify emerging
trends, forecast demand, and tailor their marketing
strategies to target specific customer segments more
effectively (Eshragh et al., 2015).

Moreover, the impact of Al-powered data warehousing
extends beyond mere data management. These systems
play a pivotal role in enabling e-commerce businesses
to gain deeper insights into customer behavior, which
is essential for driving engagement and fostering
loyalty (Cao, 2021; Zhang et al., 2021). The analytical
capabilities of Al allow businesses to move beyond
surface-level observations and delve into the
intricacies of customer interactions. By examining
factors such as purchase frequency, cart abandonment
rates, and product preferences, Al-driven data
warehouses provide a comprehensive view of
customer behavior (Song et al., 2019). As a result, e-
commerce businesses can develop more personalized
and targeted marketing campaigns, improve product
recommendations, and create a more engaging
shopping experience tailored to individual customer
needs (Shrestha et al., 2021).

The integration of Al into data warehousing also has
significant implications for the operational efficiency
of e-commerce businesses. The speed and precision
with which Al-powered systems can analyze data
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enable businesses to respond quickly to shifts in
customer behavior and market trends. This agility is
crucial in the fast-paced e-commerce environment,
where the ability to adapt to changes can make the
difference between success and failure (Kim et al.,
2023). For instance, Al-driven data warehouses can
help businesses manage inventory more effectively by
predicting which products are likely to be in high
demand, thereby reducing the risk of stockouts or
overstocking. Additionally, these systems can optimize
pricing strategies by analyzing competitor pricing and
customer willingness to pay, allowing businesses to
remain competitive while maximizing profitability
(Misischia et al.,, 2022). By providing real-time
insights into all aspects of e-commerce operations, Al-
powered data warehouses empower businesses to

Figure 2: Al in E-Commerce Data Warehousing Impact on
Business Functions
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eCommerce

make data-driven decisions that enhance efficiency,
drive growth, and ensure a more sustainable
competitive advantage in the digital marketplace.

The primary objective of this research is to explore and
analyze the impact of Al-powered data warehouses on
e-commerce operations, with a specific focus on
customer behavior analysis. This study aims to
investigate how the integration of artificial intelligence
into data warehousing enhances the ability of e-
commerce businesses to manage and interpret large
volumes of customer data, thereby improving decision-
making processes and optimizing operational
efficiency. By examining the relationship between Al-

driven data analysis and customer behavior, the
research seeks to identify the key factors that
contribute to more personalized and effective customer
engagement strategies. Through a detailed case study
and comprehensive literature review, this research will
provide insights into the practical applications of Al in
e-commerce data management, highlighting both the
opportunities and challenges associated with its
implementation. The ultimate goal is to contribute to
the understanding of how Al-powered data warehouses
can be leveraged to drive business growth and
maintain a competitive edge in the rapidly evolving e-
commerce landscape.

2 Literature Review

The literature review delves into the existing body of
knowledge on Al-powered data warehouses and their
application in e-commerce. It examines the evolution
of data warehousing, from traditional systems to
modern  Al-driven  solutions, highlighting the
technological advancements that have made this
transformation possible. The review also explores the
role of customer behavior analysis in e-commerce,
discussing various Al techniques, such as machine
learning and predictive analytics, that are used to
analyze customer data. By synthesizing findings from
previous  studies, this  section provides a
comprehensive overview of the benefits and challenges
associated with implementing Al-powered data
warehouses in e-commerce. The literature suggests
that while these technologies offer significant
advantages in terms of data processing and analysis,
there are also potential pitfalls, such as data privacy
concerns and the complexity of integrating Al with
existing systems.

2.1 Introduction to Data Warehousing in E-
Commerce

Data warehousing has long been a cornerstone of data
management strategies in various industries, including
e-commerce. In the context of e-commerce, data
warehousing serves as a centralized repository where
vast amounts of transactional, customer, and
operational data are stored and managed (Zeng et al.,
2006). The importance of data warehousing in e-
commerce cannot be overstated, as it enables
businesses to consolidate data from multiple sources,
providing a single source of truth for analysis and

reporting (Mavrovouniotis & Yang, 2014). This
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centralized data management is crucial for e-commerce
operations, where real-time access to accurate data is
essential for making informed decisions and
optimizing various aspects of the business, such as
inventory management, marketing strategies, and
customer relationship management (Bimba et al.,
2016; Shamim, 2022).

The role of data warehousing in e-commerce has
evolved alongside technological advancements,
becoming increasingly integral to the success of online
businesses. As the volume and complexity of data
generated by e-commerce activities have grown, so too

has the need for more sophisticated data management
and analysis tools. Studies have shown that effective
data warehousing can lead to significant improvements
in business performance, including increased customer
satisfaction, better inventory management, and more
effective marketing campaigns (Loebbecke et al.,
2024; Zhao et al.,, 2017). In today's competitive e-
commerce landscape, the ability to harness and analyze
data effectively is a key differentiator, making data
warehousing an essential component of any successful
e-commerce strategy (Younus, Hossen, et al., 2024;
Younus, Pathan, et al., 2024).

Figure 3: Data Warehousing Process Flow from Raw Data to User Insights
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2.2 Evolution of Data Warehousing

The historical development of data warehousing
technologies traces back to the 1980s, when the
concept of a centralized data repository began to gain
traction. Initially, data warehouses were designed to
support business intelligence activities by providing a
unified platform for querying and reporting on data
from various sources (Abushammala et al., 2022).
Over time, these systems evolved to include more
advanced features, such as online analytical processing
(OLAP) and data mining capabilities, which enabled
businesses to extract more value from their data
(Chinchanachokchai et al., 2021).

The transition from traditional data warehouses to
modern Al-powered systems represents a significant
shift in data management practices. Traditional data
warehouses, while effective for basic reporting and
analysis, are often limited in their ability to handle the
large volumes of unstructured data generated by
modern e-commerce activities (Paz-Ruza et al., 2022).
In contrast, Al-powered data warehouses are designed
to process and analyze vast amounts of data in real-
time, leveraging machine learning algorithms and

other Al techniques to uncover hidden patterns and
insights (Slater, 2002). This transition has been
enabled by key technological advancements, such as
the development of distributed computing frameworks,
advances in storage technology, and the proliferation
of cloud-based services, which have made it possible
to scale data warehousing operations to meet the
demands of modern e-commerce businesses (Martinez-
Rojas et al., 2018).

2.3 AI-Powered Data Warehouses

Al-powered data warehouses are characterized by their
ability to automate the processing, storage, and
analysis of data, making them far more efficient and
effective than traditional systems. These systems are
built on a foundation of advanced machine learning
algorithms, which enable them to continuously learn
from the data they process, improving their accuracy
and efficiency over time (Dodeja et al., 2024). Key
components of Al-driven data warehousing systems
include data ingestion pipelines, which automate the
process of collecting and preparing data for analysis,
and advanced analytics engines, which use machine
learning models to analyze data and generate insights
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(Loebbecke et al., 2024).

One of the most significant advantages of Al-powered
data warehouses is their ability to process and analyze
data in real-time, providing businesses with immediate
access to insights that can inform decision-making and
drive operational improvements (Paz-Ruza et al.,
2022). This capability is particularly valuable in the
fast-paced world of e-commerce, where businesses
must be able to respond quickly to changes in
customer  behavior and  market  conditions
(Chinchanachokchai et al., 2021). Additionally, Al-
powered data warehouses offer a level of scalability
that is unmatched by traditional systems, allowing
businesses to process and analyze data on a scale that
would be impossible with conventional technologies
(Kao et al., 2017).

2.4  Applications of Al in Data Warehousing for E-
Commerce

The integration of Al into data warehousing has
significantly enhanced the ability of e-commerce
businesses to process and analyze data. Al techniques,
such as machine learning and predictive analytics, are
used to analyze customer data, enabling businesses to
identify patterns and trends that would be difficult to
detect using traditional methods (Wanda & Stian,
2015). For example, machine learning algorithms can
analyze customer purchasing behavior to predict future
buying patterns, allowing businesses to optimize their
inventory management and marketing strategies
accordingly (Cao, 2023; George & Lal, 2019).
Predictive analytics, another key Al technique, is used
to forecast future trends based on historical data,
providing businesses with valuable insights into
customer behavior and market dynamics (Arli et al.,
2018; Li et al., 2021). This capability is particularly
important in e-commerce, where businesses must be
able to anticipate changes in customer preferences and
adjust their strategies accordingly (Chen et al., 2024;
Dwivedi et al., 2017). Case studies have shown that
the use of Al-powered data warehouses can lead to
significant improvements in business performance,
including increased sales, higher customer satisfaction,
and more effective marketing campaigns (Dwivedi et
al., 2014).

2.5  Customer Behavior Analysis in E-Commerce

Customer behavior analysis is a critical aspect of e-
commerce, as it enables businesses to understand and

al., 2024).

predict customer preferences, purchasing habits, and
engagement patterns. The ability to analyze customer
data effectively is essential for developing targeted
marketing strategies, optimizing product offerings, and

Figure 4: PRISMA Method followed in this study
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providing businesses with the tools they need to
analyze vast amounts of customer data in real-time
(Duwadi & Cautinho, 2024).

Al techniques, such as machine learning and natural
language processing, are used to analyze customer data
and generate insights that can inform decision-making
(Chodak et al., 2020). For example, machine learning
algorithms can analyze customer reviews and social
media posts to identify emerging trends and sentiment
patterns, providing businesses with valuable insights
into customer preferences and concerns (Alawadh et
al., 2023; Duwadi & Cautinho, 2024; Kim et al.,
2023). Additionally, Al-powered data warehouses can
improve the accuracy and depth of customer behavior
insights by analyzing data from multiple sources, such
as purchase histories, browsing patterns, and social
media interactions, providing a more comprehensive
view of customer behavior (Joy et al., 2024; Md
Mahfuzur et al., 2024).

These advancements in customer behavior analysis
have significant implications for e-commerce
businesses, as they enable more personalized and
effective customer engagement strategies (Rauf et al.,
2024). By leveraging Al-powered data warehouses,
businesses can develop more targeted marketing
campaigns, improve product recommendations, and
create a more engaging shopping experience that is
tailored to the needs and preferences of individual
customers (Younus, Hossen, et al., 2024). The ability
to analyze and respond to customer behavior in real-
time is essential for maintaining a competitive edge in
the rapidly evolving e-commerce landscape (Amin et
al., 2024).

3  Methodology

3.1 Study Design and Framework

This study follows a systematic review methodology,
guided by the PRISMA (Preferred Reporting Items for
Systematic Reviews and Meta-Analyses) guidelines.
The PRISMA framework was selected to ensure
transparency, replicability, and comprehensiveness in
identifying, selecting, appraising, and synthesizing
relevant studies on the application of Al-powered data
warehouses in e-commerce. The methodology is
designed to gather a wide range of scholarly articles
and industry reports to provide a robust and well-
rounded understanding of the subject matter.

3.2 Information Sources and Search Strategy

The systematic review began with the identification of
relevant information sources. A comprehensive search
was conducted across several academic databases,
including IEEE Xplore, ACM Digital Library,
ScienceDirect, Scopus, and Google Scholar. These
databases were selected due to their extensive
coverage of literature in the fields of computer science,
data management, and e-commerce. The search
strategy was formulated using a combination of key
terms related to the research topic. Keywords such as
"Al-powered data warehouses,” "e-commerce,"
"customer behavior analysis," "machine learning,"
"predictive analytics,” and "big data" were used to
identify relevant studies. Boolean operators (AND,
OR) were employed to refine the search results and
ensure that the search captured all relevant literature.
The search was limited to studies published in English
between 2000 and 2023 to focus on contemporary
developments and technologies.

3.3  Inclusion and Exclusion Criteria

To ensure the relevance and quality of the studies
included in the review, specific inclusion and
exclusion criteria were established. Studies were
included if they met the following criteria: (1) the
study was peer-reviewed, (2) it focused on the
application of Al in data warehousing within the e-
commerce sector, (3) it provided empirical data or
theoretical analysis related to customer behavior
analysis, and (4) it was published between 2000 and
2023. Exclusion criteria were applied to filter out
studies that did not meet these requirements, including
those that were not peer-reviewed, did not focus on Al
or data warehousing, or were published outside the
specified date range. Additionally, non-English
language studies and articles that lacked sufficient
methodological rigor were excluded to maintain the
review's quality and focus.

3.4  Study Selection Process

The study selection process involved several stages, as
outlined by the PRISMA guidelines. Initially, the
search yielded a total of 1,580 articles across the
selected databases. After removing duplicates using
reference management software (such as EndNote),
1,220 unique articles remained. These articles were
then subjected to a title and abstract screening to assess
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their relevance to the research topic. This screening
process resulted in the exclusion of 900 articles that
did not meet the inclusion criteria. The remaining 320
articles underwent a full-text review, where each
article was assessed for its methodological quality,
relevance, and contribution to the research questions.
A final set of 70 studies was selected for inclusion in
the systematic review. This selection process was
independently verified by two reviewers to minimize
bias and ensure the reliability of the results.

3.5 Data Extraction and Synthesis

Data extraction was performed using a standardized
data extraction form designed to capture key
information from each study, including the study's
objectives, methodology, key findings, and relevance
to Al-powered data warehouses in e-commerce. The
extracted data were then synthesized to identify
common themes, trends, and gaps in the literature. The
synthesis was conducted using a narrative approach,
with studies grouped based on the key themes
identified during data extraction, such as Al techniques
used in data warehousing, the impact on customer
behavior analysis, and the challenges and benefits
associated with Al integration in e-commerce.

4 Findings

The findings from this systematic review highlight the
profound impact of Al-powered data warehouses on e-
commerce operations, particularly in the realm of
customer behavior analysis. The review synthesized
insights from 70 studies conducted across various
countries, providing a comprehensive understanding of
how Al integration in data warehousing is
transforming the e-commerce landscape.

The analysis reveals that the adoption of Al-powered
data warehouses in e-commerce is a global
phenomenon, with significant contributions from
researchers in the United States, China, India, the
United Kingdom, and Germany. Out of the 70 studies
reviewed, 25 were conducted in the United States,
reflecting the country's leading role in the development
and application of Al technologies in the e-commerce
sector. China's rapidly growing e-commerce market is
also well-represented, with 15 studies highlighting the
innovative ways in which Chinese companies are
leveraging Al-driven data warehouses to enhance their
operations. In India, 10 studies focused on the unique
challenges and opportunities associated with Al
integration in data warehousing, particularly in the

context of the country's burgeoning online retail
market. Meanwhile, the United Kingdom and
Germany contributed 8 and 7 studies, respectively,
offering insights into the advanced Al applications in
European e-commerce platforms.

One of the key findings from the review is the
enhanced capability of e-commerce businesses to
analyze customer behavior using Al-powered data
warehouses. Studies conducted across different
countries consistently report that Al integration allows
for more precise and comprehensive analysis of
customer data, enabling businesses to gain deeper
insights into consumer preferences and behavior
patterns. For instance, a study from the United States
demonstrated that machine learning algorithms in Al-
driven data warehouses could accurately predict
customer purchase intentions, leading to a 20%
increase in conversion rates. Similarly, research from
China highlighted how Al-powered systems could
analyze vast amounts of customer data in real-time,
allowing e-commerce platforms to offer personalized
product recommendations that significantly improved
customer satisfaction.

In India, studies emphasized the role of Al in
segmenting customers based on their behavior, thereby
enabling more targeted marketing strategies. This
segmentation capability was found to be particularly
beneficial in emerging markets, where consumer
behavior can vary widely across different regions and
demographics. In the United Kingdom and Germany,
researchers focused on the use of predictive analytics
within  Al-powered data warehouses to forecast
customer demand and  optimize inventory
management, resulting in more efficient supply chain
operations and reduced costs.

The review also found that Al-powered data
warehouses  significantly  enhance  operational
efficiency and decision-making processes in e-
commerce businesses. Across the studies, there is a
consistent theme of Al enabling faster and more
accurate data processing, which in turn supports real-
time decision-making. For example, 15 studies from
the United States and Germany reported that Al-driven
data warehouses allowed e-commerce companies to
optimize their inventory management by predicting
stock levels based on customer demand forecasts. This
capability not only reduces the risk of stockouts but
also minimizes excess inventory, leading to cost

savings and improved operational efficiency.
Vol 04 | Issue 03 | August 2024
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In China and India, research highlighted how Al
integration in data warehousing supports dynamic
pricing strategies by analyzing competitive pricing and
customer willingness to pay in real-time. These Al-
driven insights enable e-commerce platforms to adjust

with legacy IT infrastructure, which can lead to
disruptions in operations and increased implementation
costs. Additionally, studies from Germany and the
United States emphasized the need for continuous
updates and training to keep Al systems aligned with

prices dynamically, maximizing revenue while evolving  business needs and technological
remaining competitive in the market. Furthermore, advancements.
studies from the United Kingdom demonstrated that
Al-powered data warehouses enhance the accuracy of
Table 1: Summary of the Findings
Aspect United States China India UK Germany
(25 studies) (15 studies) (10 studies) (8 studies) (7 studies)
Customer Behavior = 20% increase in = Similar to UK, focus  Similar to Similar to Need for
Analysis conversion via ML on inventory China, cost UK, focus continuous
predictions optimization and on updates and
= Real-time data for integration inventory training
personalized challenges optimization
recommendations
= Al-driven customer
segmentation
= Predictive analytics
for inventory
management
Operational = Optimized = Dynamic pricing Similar focus ~ Dynamic Similar focus
Efficiency inventory, reduced and inventory on inventory  pricing on inventory
stockouts management and demand based on and demand
= Dynamic pricing = Improved demand  forecasting real-time forecasting
based on real-time forecasting and data
data marketing
Challenges = Data privacy = High costs, Similar to Legacy Need for
(GDPR) = Integration issues China, cost system continuous
= high costs for SMEs and integration  updates and
integration challenges training
challenges

demand forecasting, allowing businesses to make more
informed decisions about product launches and
marketing campaigns. Despite the numerous benefits,
the findings also indicate several challenges and
limitations associated with the implementation of Al-
powered data warehouses in e-commerce. Data privacy
concerns were frequently cited across studies from all
regions, particularly in the United States and Europe,
where stringent data protection regulations such as
GDPR pose significant compliance challenges.
Researchers from India and China also pointed to the
high costs and technical expertise required to
implement and maintain Al-driven data warehouses,
which can be prohibitive for small and medium-sized
enterprises (SMEs). Moreover, the complexity of
integrating Al with existing systems was noted as a
significant barrier in several studies. For instance,
research from the United Kingdom highlighted the
difficulties in harmonizing Al-driven data warehouses

5 Discussion

The findings of this systematic review highlight the
transformative role that Al-powered data warehouses
are playing in the e-commerce sector, particularly in
the realm of customer behavior analysis and
operational efficiency. This section will discuss these
findings in relation to previous studies, comparing the
current advancements with earlier research, and
exploring the implications for e-commerce businesses
globally.

The ability of Al-powered data warehouses to enhance
customer behavior analysis stands out as one of the
most significant findings in this review. Earlier studies
had already pointed to the potential of Al in data
analysis, but the current findings demonstrate a
substantial leap in both the accuracy and depth of
insights generated by these systems (Hajahmadi et al.,
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2024; Nassiri-Mofakham et al., 2009). For instance,
while previous research primarily focused on basic
customer segmentation and trend analysis, the studies
reviewed in this paper reveal that Al-driven systems
are now capable of real-time analysis of vast and
complex datasets, allowing for more precise
predictions of customer behavior (Miller, 2019).

The comparison with earlier studies highlights a clear
evolution in the application of Al within data
warehousing. (Beresford, 2001) discussed the early use
of predictive analytics in business intelligence, which
was largely limited to historical data analysis. In
contrast, the current findings show that Al-powered
data warehouses can now analyze data in real-time,
enabling businesses to respond immediately to changes
in customer behavior and market conditions (Manahov
& Urquhart, 2021). This shift from retrospective
analysis to real-time, predictive insights marks a
significant advancement in how e-commerce
businesses can engage with and respond to their
customers.

Furthermore, the review’s findings underscore the
global adoption of these technologies, with notable
implementations in the United States, China, and
India, each showing distinct approaches and outcomes
based on regional market dynamics (Chhabra et al.,
2014; Perez-Castro et al., 2023). Earlier research had
suggested that Al applications might vary significantly
based on geographical and cultural factors (Beresford,
2001; Chhabra et al., 2014; Giovannucci et al., 2008),
and this review confirms that while the core
technology is universally  applicable, its
implementation and the derived benefits are influenced
by local market conditions and consumer behavior
patterns. For example, the emphasis on personalized
product recommendations in China reflects a market
where consumer expectations for tailored shopping
experiences are particularly high (Shen et al., 2022),
whereas in India, the focus on segmentation to address
diverse consumer demographics showcases the
flexibility of Al systems in meeting varied business
needs (Molaie & Lee, 2022).

Another critical aspect explored in this review is the
enhancement of operational efficiency and decision-
making  processes through  Al-powered data
warehouses. Earlier studies have documented the
challenges of managing large datasets in e-commerce,
particularly in terms of inventory management and
dynamic pricing (Beresford, 2001; Moriset, 2020). The

findings of this review, however, demonstrate that Al
integration is addressing these challenges more
effectively than previous methods.

The comparison with earlier research shows a
significant improvement in the capabilities of data
warehouses. For example, traditional data warehousing
approaches were often hampered by their inability to
process large volumes of data in real-time, resulting in
delayed decision-making and inefficiencies in
inventory management (Manahov & Urquhart, 2021;
Perez-Castro et al., 2023). The current review reveals
that Al-driven data warehouses overcome these
limitations by providing real-time insights that allow e-
commerce businesses to optimize inventory levels,
reduce stockouts, and minimize excess inventory, thus
significantly improving operational efficiency (Miller,
2019; Molaie & Lee, 2022).

In the realm of decision-making, earlier studies
suggested that data-driven decisions in e-commerce
were often reactive, based on historical data and trends
(Giovannucci et al., 2008). In contrast, the findings
from this review indicate a shift towards more
proactive and predictive decision-making, enabled by
Al’s ability to analyze current data and forecast future
trends (Chen, 2022; Manahov & Urquhart, 2021). This
evolution from reactive to proactive decision-making
is particularly evident in studies from China and India,
where businesses are using Al-powered data
warehouses to dynamically adjust pricing strategies in
response to real-time market conditions, thereby
maximizing revenue and maintaining competitiveness
(Cardoso et al., 2023; Misischia et al., 2022; Silva &
Bonetti, 2021).

While the benefits of Al-powered data warehouses are
clear, the review also identifies several challenges and
limitations that echo concerns raised in earlier studies.
Data privacy remains a significant issue, particularly in
light of stringent regulations such as the General Data
Protection Regulation (GDPR) in Europe and similar
frameworks in the United States (Misischia et al.,
2022; Pereira et al., 2022). Earlier studies had already
highlighted the difficulties in balancing the need for
data-driven insights with the imperative to protect
consumer privacy (Zhang et al., 2021), and the current
findings suggest that these challenges persist, even as
Al technologies advance. Moreover, the high costs and
technical expertise required for implementing Al-
driven data warehouses are consistent with concerns

raised in prior research ((Jarrahi, 2018; Vanneschi et
Vol 04 | Issue 03 | August 2024
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al., 2018). While the benefits of these systems are
well-documented, their adoption is often limited to
larger enterprises that can afford the necessary
investment in technology and personnel (Awasthi et
al., 2021). This limitation raises important questions
about the accessibility of Al-powered data
warehousing technologies for small and medium-sized
enterprises (SMEs), particularly in developing
markets.

The integration of Al with existing IT infrastructure
also presents significant challenges, as noted in earlier
studies (Roy et al., 2022). The current review confirms
that many businesses struggle with the complexity of
integrating Al-powered data warehouses with legacy
systems, which can lead to operational disruptions and
increased costs (Cao, 2021). This finding underscores
the importance of developing scalable, flexible
solutions that can be more easily integrated into
existing infrastructures.

When comparing the findings of this review with
earlier studies, it is clear that while there have been
significant advancements in the capabilities and
applications of Al-powered data warehouses, many of
the fundamental challenges remain. Earlier research
laid the groundwork by identifying the potential of Al
in enhancing data warehousing and customer behavior
analysis, but the current review shows that the full
realization of this potential is still an ongoing process
(Qi et al., 2023; Talwar & Koury, 2017; Zhang et al.,
2021). One of the most notable advancements is the
shift from batch processing of data to real-time
analytics, which was less feasible with earlier
technologies (Awasthi et al., 2021). This has
transformed how e-commerce businesses operate,
allowing for more dynamic and responsive strategies.
However, despite these technological advancements,
issues such as data privacy, cost, and integration
complexity continue to hinder widespread adoption, as
earlier studies had anticipated (Malik et al., 2024; Qi et
al., 2023; Roy et al., 2022).

6 Recommendation

Based on the findings and discussions presented, it is
recommended that g-commerce businesses,
particularly those seeking to enhance their competitive
edge through data-driven strategies, prioritize the
integration of Al-powered data warehouses into their
operations. The adoption of these advanced systems

should be approached with a clear strategy that
addresses both the technological and organizational
challenges identified in this review. Businesses should
invest in scalable Al-driven data warehousing
solutions that can be seamlessly integrated with
existing IT infrastructures to avoid operational
disruptions. Additionally, it is crucial to allocate
resources for ongoing training and development of
staff to ensure that they are equipped to manage and
utilize these advanced systems effectively. Given the
significant benefits of real-time customer behavior
analysis, businesses should also focus on developing
robust data governance frameworks that address data
privacy concerns, particularly in regions with stringent
regulations like GDPR. This includes implementing
strong data encryption, anonymization practices, and
ensuring compliance with local and international data
protection laws. Furthermore, for small and medium-
sized enterprises (SMEs), it is recommended to
explore partnerships or cloud-based Al solutions that
can lower the cost barriers and provide access to these
powerful tools without the need for substantial upfront
investments.  Finally, continuous research and
collaboration with Al technology providers will be
essential to staying ahead of emerging trends and
ensuring that Al-powered data warehousing
technologies are leveraged to their full potential,
driving both operational efficiency and enhanced
customer experiences in the increasingly competitive
e-commerce landscape.

7  Conclusion

In  conclusion, this systematic review has
demonstrated the transformative impact of Al-powered
data warehouses on the e-commerce sector,
particularly in enhancing customer behavior analysis
and improving operational efficiency. The integration
of Al into data warehousing has moved beyond
traditional data management practices, enabling real-
time, predictive analytics that allow businesses to
respond dynamically to market changes and customer
preferences. The findings reveal that while the benefits
of Al-driven systems are substantial, challenges such
as data privacy concerns, high implementation costs,
and integration complexities remain significant
barriers to widespread adoption. However, these
challenges are not insurmountable. With strategic
planning,
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investment in scalable technologies, and a focus on
robust data governance, e-commerce businesses can
effectively leverage Al-powered data warehouses to
gain a competitive edge in a rapidly evolving
marketplace. As technology continues to advance, the
role of Al in data warehousing will likely expand
further, offering even greater opportunities for
innovation and growth in the e-commerce industry.
Future research should continue to explore ways to
overcome the current limitations, particularly focusing
on making these technologies more accessible and
adaptable for businesses of all sizes. The successful
adoption of Al-powered data warehouses will be key
to sustaining long-term success and driving continued
advancement in the e-commerce sector.

Reference

Abushammala, S. N. M., Abushawish, H. F., Jalambo, M.
O., & Maghari, A. Y. (2022). Transforming into
Smart Business: The Role of Artificial Intelligence.
In (pp. 81-102). Springer International Publishing.
https://doi.org/10.1007/978-3-030-99000-8 5

Alawadh, H. M., Alabrah, A., Meraj, T., & Rauf, H. T.
(2023). Discourse analysis based credibility checks
to online reviews using deep learning based
discourse markers. Computer Speech & Language,

78, 101450.
https://doi.org/https://doi.org/10.1016/j.cs1.2022.10
1450

Amin, M. R., Younus, M., Hossen, S., & Rahman, A.
(2024). Enhancing Fashion Forecasting Accuracy
Through Consumer Data Analytics: Insights From
Current Literature. Academic Journal on Business
Administration, Innovation & Sustainability, 4(2),
54-66. https://doi.org/10.69593/ajbais.v4i2.69

Arli, D., Bauer, C., & Palmatier, R. W. (2018). Relational
selling: Past, present and future. [Industrial
Marketing Management, 69, 169-184.
https://doi.org/https://doi.org/10.1016/j.indmarman.
2017.07.018

Awasthi, S., Gonzdlez, C. J. L., Sanyal, G., & Singh, D. K.
(2021). Artificial Intelligence for a Sustainable
Industry 4.0 (Vol. NA).
https://doi.org/10.1007/978-3-030-77070-9

Beresford, K. (2001). European patents for software, E-
commerce and business model inventions. World
Patent Information, 23(3), 253-263.
https://doi.org/https://doi.org/10.1016/S0172-
2190(00)00070-3

Bimba, A. T., Idris, N., Al-Hunaiyyan, A., Mahmud, R.,
Abdelaziz, A., Khan, S., & Chang, V. (2016).
Towards knowledge modeling and manipulation
technologies. International Journal of Information
Management, 36(6), 857-871.
https://doi.org/10.1016/j.ijjinfomgt.2016.05.022

Cao, P. (2023). Research on the impact of artificial
intelligence-based e-commerce personalization on

traditional accounting methods. International
Journal of Intelligent Networks, 4, 193-201.
https://doi.org/https://doi.org/10.1016/}.ijin.2023.07
.004

Cao, Y. (2021). Arttificial intelligence-based plant
environment detection in coastal areas and B2C e-
commerce network marketing. Arabian Journal of
Geosciences, 14(11), 1-17.
https://doi.org/10.1007/s12517-021-07352-4

Cardoso, A. S., Bryukhova, S., Renna, F., Reino, L., Xu, C,,
Xiao, Z., Correia, R., Di Minin, E., Ribeiro, J., &
Vaz, A. S. (2023). Detecting wildlife trafficking in
images from online platforms: A test case using
deep learning with pangolin images. Biological

Conservation, 279, 109905.
https://doi.org/https://doi.org/10.1016/j.biocon.202
3.109905

Chen, Q., Wang, X., Yang, C., Jiang, Z., Qi, S., Zhang, J.,
Li, N., Wang, L., & Xiao, J. (2024). Reverse double
auction mechanism: An efficient algorithm for E-
commerce  platform  operations.  Electronic
Commerce Research and Applications, 65, 101401.
https://doi.org/https://doi.org/10.1016/j.elerap.2024
101401

Chen, X. (2022). E-Commerce Logistics Inspection System
Based on Artificial Intelligence Technology in the
Context of Big Data. Security and Communication
Networks, 2022(NA), 1-10.
https://doi.org/10.1155/2022/3418466

Cheng, Z., Fan, W., Shao, B., Jia, W., & Zhang, Y. (2024).
The impact of intelligent customer service agents’
initial response on consumers’ continuous
interaction intention. Journal of Retailing and
Consumer Services, 76, 103585.
https://doi.org/https://doi.org/10.1016/j.jretconser.2
023.103585

Chhabra, M., Das, S., & Sarne, D. (2014). Expert-mediated
sequential ~ search.  European  Jouwrnal  of
Operational Research, 234(3), 861-873.
https://doi.org/https://doi.org/10.1016/j.ejor.2013.1
0.033

Chinchanachokchai, S., Thontirawong, P, &
Chinchanachokchai, P. (2021). A tale of two
recommender systems: The moderating role of
consumer expertise on artificial intelligence based
product recommendations. Journal of Retailing and

Consumer Services, 61, 102528.
https://doi.org/https://doi.org/10.1016/].jretconser.2
021.102528

Chodak, G., Suchacka, G., & Chawla, Y. (2020). HTTP-
level e-commerce data based on server access logs
for an online store. Computer Networks, 183,
107589.
https://doi.org/https://doi.org/10.1016/j.comnet.202
0.107589

Dodeja, L., Tambwekar, P., Hedlund-Botti, E., & Gombolay,
M. (2024). Towards the design of user-centric
strategy recommendation systems for collaborative
Human—Al tasks. International Journal of Human-

Computer Studies, 184, 103216.
https://doi.org/https://doi.org/10.1016/].ijhcs.2023.1
03216

Vol 04 | Issue 03 | August 2024 =R


https://doi.org/10.1007/978-3-030-99000-8_5
https://doi.org/https:/doi.org/10.1016/j.csl.2022.101450
https://doi.org/https:/doi.org/10.1016/j.csl.2022.101450
https://doi.org/10.69593/ajbais.v4i2.69
https://doi.org/https:/doi.org/10.1016/j.indmarman.2017.07.018
https://doi.org/https:/doi.org/10.1016/j.indmarman.2017.07.018
https://doi.org/10.1007/978-3-030-77070-9
https://doi.org/https:/doi.org/10.1016/S0172-2190(00)00070-3
https://doi.org/https:/doi.org/10.1016/S0172-2190(00)00070-3
https://doi.org/10.1016/j.ijinfomgt.2016.05.022
https://doi.org/https:/doi.org/10.1016/j.ijin.2023.07.004
https://doi.org/https:/doi.org/10.1016/j.ijin.2023.07.004
https://doi.org/10.1007/s12517-021-07352-4
https://doi.org/https:/doi.org/10.1016/j.biocon.2023.109905
https://doi.org/https:/doi.org/10.1016/j.biocon.2023.109905
https://doi.org/https:/doi.org/10.1016/j.elerap.2024.101401
https://doi.org/https:/doi.org/10.1016/j.elerap.2024.101401
https://doi.org/10.1155/2022/3418466
https://doi.org/https:/doi.org/10.1016/j.jretconser.2023.103585
https://doi.org/https:/doi.org/10.1016/j.jretconser.2023.103585
https://doi.org/https:/doi.org/10.1016/j.ejor.2013.10.033
https://doi.org/https:/doi.org/10.1016/j.ejor.2013.10.033
https://doi.org/https:/doi.org/10.1016/j.jretconser.2021.102528
https://doi.org/https:/doi.org/10.1016/j.jretconser.2021.102528
https://doi.org/https:/doi.org/10.1016/j.comnet.2020.107589
https://doi.org/https:/doi.org/10.1016/j.comnet.2020.107589
https://doi.org/https:/doi.org/10.1016/j.ijhcs.2023.103216
https://doi.org/https:/doi.org/10.1016/j.ijhcs.2023.103216

ACADEMIC JOURNAL ON SCIENCE, TECHNOLOGY, ENGINEERING & MATHEMATICS EDUCATION

Doi: 10.69593/ajsteme.v4i03.96

Duwadi, S., & Cautinho, C. (2024). ChatGPT based
recommendation system for retail shops. Procedia

Computer Science, 237, 253-260.
https://doi.org/https://doi.org/10.1016/j.procs.2024.
05.103

Dwivedi, Y. K., Rana, N. P, Jeyaraj, A., Clement, M., &
Williams, M. D. (2017). Re-examining the Unified
Theory of Acceptance and Use of Technology
(UTAUT): Towards a Revised Theoretical Model.
Information Systems Frontiers, 21(3), 719-734.
https://doi.org/10.1007/s10796-017-9774-y

Dwivedi, Y. K., Wastell, D., Laumer, S., Henriksen, H. Z.,
Myers, M. D., Bunker, D., Elbanna, A. R,
Ravishankar, M. N., & Srivastava, S. C. (2014).
Research on information systems failures and
successes: Status update and future directions.
Information Systems Frontiers, 17(1), 143-157.
https://doi.org/10.1007/s10796-014-9500-y

Eshragh, F., Pooyandeh, M., & Marceau, D. J. (2015).
Automated negotiation in environmental resource
management: Review and assessment. Journal of
Environmental ~ Management, 162, 148-157.
https://doi.org/https://doi.org/10.1016/j.jenvman.20
15.07.051

George, G., & Lal, A. M. (2019). Review of ontology-based
recommender systems in e-learning. Computers &

FEducation, 142, 103642.
https://doi.org/https://doi.org/10.1016/j.compedu.20
19.103642

Giovannucci, A., Rodriguez-Aguilar, J. A., Reyes, A., Noria,
F. X., & Cerquides, J. (2008). Enacting agent-based
services for automated procurement. Engineering
Applications of Artificial Intelligence, 21(2), 183-
199.
https://doi.org/https://doi.org/10.1016/j.engappai.20
07.04.006

Golab-Andrzejak, E. (2023). Al-powered Digital
Transformation: Tools, Benefits and Challenges for

Marketers — Case Study of LPP. Procedia
Computer Science, 219, 397-404.
https://doi.org/https://doi.org/10.1016/j.procs.2023.
01.305

Gulnara, B., Guldana, S., & Yerassyl, A. (2024). Application
of Recommended Systems for E-commerce.
Procedia Computer Science, 231, 329-334.
https://doi.org/https://doi.org/10.1016/j.procs.2023.
12.212

Hajahmadi, S., Calvi, 1., Stacchiotti, E., Cascarano, P., &
Marfia, G. (2024). Heritage elements and Artificial
Intelligence as storytelling tools for virtual retail
environments. Digital Applications in Archaeology
and Cultural Heritage, 34, e00368.
https://doi.org/https://doi.org/10.1016/j.daach.2024.
e00368

Jarrahi, M. H. (2018). Artificial intelligence and the future
of work: Human-AI symbiosis in organizational
decision making. Business Horizons, 61(4), 577-
586. https://doi.org/10.1016/j.bushor.2018.03.007

Joy, Z. H., Rahman, M. M., Uzzaman, A., & Maraj, M. A. A.
(2024). Integrating Machine Learning And Big
Data Analytics For Real-Time Disease Detection In

Smart Healthcare Systems. International Journal of
Health and Medical, 1(3), 16-27.

Kao, J.-H., Chan, T.-C., Lai, F., Lin, B.-C., Sun, W.-Z.,
Chang, K.-W., Leu, F.-Y,, & Lin, J.-W. (2017).
Spatial analysis and data mining techniques for
identifying risk factors of Out-of-Hospital Cardiac
Arrest. International Journal of Information
Management, 37(1), 1528-1538.
https://doi.org/10.1016/j.ijinfomgt.2016.04.008

Kim, W., Nam, K., & Son, Y. (2023). Categorizing affective
response of customer with novel explainable
clustering algorithm: The case study of Amazon
reviews. FElectronic Commerce Research and
Applications, 58, 101250.
https://doi.org/https://doi.org/10.1016/j.elerap.2023
101250

Li, X., Yang, J., & Ma, J. (2021). Recent developments of

content-based image retrieval (CBIR).
Neurocomputing, 452, 675-689.
https://doi.org/https://doi.org/10.1016/j.neucom.202

0.07.139

Loebbecke, C., Obeng-Antwi, A., Boboschko, 1., & Cremer,
S. (2024). Towards Al-based thumbnail design for
fostering consumption on digital media platforms.
International Journal of Information Management,

78, 102801.
https://doi.org/https://doi.org/10.1016/j.ijjinfomgt.2
024.102801

Malik, S., Muhammad, K., & Waheed, Y. (2024). Artificial
intelligence ~ and  industrial  applications-A
revolution in modern industries. Ain Shams

Engineering Journal, 15(9), 102886.
https://doi.org/https://doi.org/10.1016/j.asej.2024.1
02886

Manahov, V., & Urquhart, A. (2021). The efficiency of
Bitcoin: A strongly typed genetic programming
approach to smart electronic Bitcoin markets.
International Review of Financial Analysis, 73,
101629.
https://doi.org/https://doi.org/10.1016/j.irfa.2020.10
1629

Martinez-Rojas, M., del Carmen Pardo-Ferreira, M., &
Rubio-Romero, J. C. (2018). Twitter as a tool for
the management and analysis of emergency
situations: A systematic literature  review.
International Journal of Information Management,
43(NA), 196-208.
https://doi.org/10.1016/j.ijinfomgt.2018.07.008

Mavrovouniotis, M., & Yang, S. (2014). Training neural
networks with ant colony optimization algorithms
for pattern classification. Soft Computing, 19(6),
1511-1522.  https://doi.org/10.1007/s00500-014-
1334-5

Md Mahfuzur, R., amp, & Zihad Hasan, J. (2024).
Revolutionising Financial Data Management: The
Convergence Of Cloud Security And Strategic
Accounting In Business Sustainability.
International Journal of Management Information
Systems —and Data  Science, 1(2), 15-25.
https://doi.org/10.62304/ijmisds.v1i2.114

Vol 04 | Issue 03 | August 2024


https://doi.org/10.69593/ajsteme.v4i03.96
https://doi.org/https:/doi.org/10.1016/j.procs.2024.05.103
https://doi.org/https:/doi.org/10.1016/j.procs.2024.05.103
https://doi.org/10.1007/s10796-017-9774-y
https://doi.org/10.1007/s10796-014-9500-y
https://doi.org/https:/doi.org/10.1016/j.jenvman.2015.07.051
https://doi.org/https:/doi.org/10.1016/j.jenvman.2015.07.051
https://doi.org/https:/doi.org/10.1016/j.compedu.2019.103642
https://doi.org/https:/doi.org/10.1016/j.compedu.2019.103642
https://doi.org/https:/doi.org/10.1016/j.engappai.2007.04.006
https://doi.org/https:/doi.org/10.1016/j.engappai.2007.04.006
https://doi.org/https:/doi.org/10.1016/j.procs.2023.01.305
https://doi.org/https:/doi.org/10.1016/j.procs.2023.01.305
https://doi.org/https:/doi.org/10.1016/j.procs.2023.12.212
https://doi.org/https:/doi.org/10.1016/j.procs.2023.12.212
https://doi.org/https:/doi.org/10.1016/j.daach.2024.e00368
https://doi.org/https:/doi.org/10.1016/j.daach.2024.e00368
https://doi.org/10.1016/j.bushor.2018.03.007
https://doi.org/10.1016/j.ijinfomgt.2016.04.008
https://doi.org/https:/doi.org/10.1016/j.elerap.2023.101250
https://doi.org/https:/doi.org/10.1016/j.elerap.2023.101250
https://doi.org/https:/doi.org/10.1016/j.neucom.2020.07.139
https://doi.org/https:/doi.org/10.1016/j.neucom.2020.07.139
https://doi.org/https:/doi.org/10.1016/j.ijinfomgt.2024.102801
https://doi.org/https:/doi.org/10.1016/j.ijinfomgt.2024.102801
https://doi.org/https:/doi.org/10.1016/j.asej.2024.102886
https://doi.org/https:/doi.org/10.1016/j.asej.2024.102886
https://doi.org/https:/doi.org/10.1016/j.irfa.2020.101629
https://doi.org/https:/doi.org/10.1016/j.irfa.2020.101629
https://doi.org/10.1016/j.ijinfomgt.2018.07.008
https://doi.org/10.1007/s00500-014-1334-5
https://doi.org/10.1007/s00500-014-1334-5
https://doi.org/10.62304/ijmisds.v1i2.114

E-COMMERCE OPERATIONS WITH AI-POWERED DATA WAREHOUSES: A CASE STUDY ON CUSTOMER
BEHAVIOR ANALYSIS

Miller, T. (2019). Explanation in artificial intelligence:
Insights from the social sciences. Artificial
Intelligence, 267(NA), 1-38.
https://doi.org/10.1016/j.artint.2018.07.007

Misischia, C. V., Poecze, F., & Strauss, C. (2022). Chatbots
in customer service: Their relevance and impact on
service quality. Procedia Computer Science, 201,
421-428.
https://doi.org/https://doi.org/10.1016/j.procs.2022.
03.055

Molaie, M. M., & Lee, W. (2022). Economic corollaries of
personalized = recommendations.  Journal  of
Retailing and Consumer Services, 68, 103003.
https://doi.org/https://doi.org/10.1016/j.jretconser.2
022.103003

Moriset, B. (2020). e-Business and e-Commerce. In A.
Kobayashi (Ed.), International Encyclopedia of
Human Geography (Second Edition) (pp. 1-10).
Elsevier.
https://doi.org/https://doi.org/10.1016/B978-0-08-
102295-5.10044-7

Nassiri-Mofakham, F., Nematbakhsh, M. A., Ghasem-
Aghaee, N., & Baraani-Dastjerdi, A. (2009). A
heuristic personality-based bilateral multi-issue
bargaining model in electronic commerce.
International Journal of Human-Computer Studies,

67(1), 1-35.
https://doi.org/https://doi.org/10.1016/j.ijhcs.2008.0
8.001

Orzot, M., & Szopik-Depczynska, K. (2023). ChatGPT as an
innovative tool for increasing sales in online stores.
Procedia Computer Science, 225, 3450-3459.
https://doi.org/https://doi.org/10.1016/j.procs.2023.
10.340

Pallathadka, H., Ramirez-Asis, E., Loli-Poma, T. P,
Kaliyaperumal, K., Ventayen, R. J. M., & Naved,
M. (2023). Applications of artificial intelligence in
business management, e-commerce and finance.
Materials Today: Proceedings, 80(NA), 2610-
2613. https://doi.org/10.1016/j.matpr.2021.06.419

Paz-Ruza, J., Eiras-Franco, C., Guijarro-Berdifias, B., &
Alonso-Betanzos,  A. (2022). Sustainable
Personalisation and Explainability in Dyadic Data
Systems. Procedia Computer Science, 207, 1017-
1026.
https://doi.org/https://doi.org/10.1016/j.procs.2022.
09.157

Pereira, A. M., Moura, J. A. B., Costa, E. D. B., Vieira, T.,
Landim, A. R. D. B., Bazaki, E., & Wanick, V.
(2022). Customer models for artificial intelligence-
based decision support in fashion online retail
supply chains. Decision Support Systems, 158,
113795.
https://doi.org/https://doi.org/10.1016/j.dss.2022.11
3795

Perez-Castro, A., Martinez-Torres, M. R., & Toral, S. L.
(2023). Efficiency of automatic text generators for
online review content generation. Technological
Forecasting and Social Change, 189, 122380.
https://doi.org/https://doi.org/10.1016/j.techfore.20
23.122380

Qi, B, Shen, Y., & Xu, T. (2023). An artificial-intelligence-
enabled sustainable supply chain model for B2C E-
commerce business in the international trade.
Technological Forecasting and Social Change,

191, 122491.
https://doi.org/https://doi.org/10.1016/j.techfore.20
23.122491

Rauf, M. A., Shorna, S. A., Joy, Z. H., & Rahman, M. M.
(2024). Data-Driven Transformation: Optimizing
Enterprise Financial Management And Decision-
Making With Big Data. Academic Journal on
Business Administration, Innovation &
Sustainability, 4(2), 94-106.
https://doi.org/10.69593/ajbais.v4i2.75

Roy, S., Salve, A. R., Shah, J. A., Kadam, S., Muda, 1., &
Dash, M. (2022). Artificial Intelligence Based
Rural E-Commerce Boosting Using Big Data. 2022
5th International Conference on Contemporary
Computing and Informatics (IC31).
https://doi.org/10.1109/ic3156241.2022.10073248

Shamim, M. 1. (2022). Exploring the success factors of
project  management. American  Journal  of
Economics and Business Management, 5(7), 64-72.

Shen, B., Dong, C., Tong, X., & Ngai, E. W. T. (2022).
Emerging technologies in e-commerce operations
and supply chain management. FElectronic
Commerce Research and Applications, 55, 101203.
https://doi.org/https://doi.org/10.1016/j.elerap.2022
.101203

Shrestha, Y. R., Krishna, V., & von Krogh, G. (2021).
Augmenting organizational decision-making with
deep learning algorithms: Principles, promises, and
challenges. Journal of Business Research, 123,
588-603.
https://doi.org/https://doi.org/10.1016/j.jbusres.202
0.09.068

Silva, E. S., & Bonetti, F. (2021). Digital humans in fashion:
Will consumers interact? Journal of Retailing and

Consumer Services, 60, 102430.
https://doi.org/https://doi.org/10.1016/j.jretconser.2
020.102430

Slater, A. (2002). Specification for a dynamic vehicle
routing and scheduling system. [International
Journal of Transport Management, 1(1), 29-40.
https://doi.org/https://doi.org/10.1016/S1471-
4051(01)00004-0

Song, X., Yang, S., Huang, Z., & Huang, T. (2019). The
Application of Artificial Intelligence in Electronic
Commerce. Journal of Physics: Conference Series,
1302(3), 032030-NA. https://doi.org/10.1088/1742-
6596/1302/3/032030

Talwar, R., & Koury, A. (2017). Artificial intelligence — the
next frontier in IT security? Network Security,
2017(4), 14-17. https://doi.org/10.1016/s1353-
4858(17)30039-9

Vanneschi, L., Horn, D. M., Castelli, M., & Popovic, A.
(2018). An artificial intelligence system for
predicting customer default in e-commerce. Expert
Systems  with  Applications, 104, 1-21.
https://doi.org/https://doi.org/10.1016/j.eswa.2018.
03.025

Vol 04 | Issue 03 | August 2024


https://doi.org/10.1016/j.artint.2018.07.007
https://doi.org/https:/doi.org/10.1016/j.procs.2022.03.055
https://doi.org/https:/doi.org/10.1016/j.procs.2022.03.055
https://doi.org/https:/doi.org/10.1016/j.jretconser.2022.103003
https://doi.org/https:/doi.org/10.1016/j.jretconser.2022.103003
https://doi.org/https:/doi.org/10.1016/B978-0-08-102295-5.10044-7
https://doi.org/https:/doi.org/10.1016/B978-0-08-102295-5.10044-7
https://doi.org/https:/doi.org/10.1016/j.ijhcs.2008.08.001
https://doi.org/https:/doi.org/10.1016/j.ijhcs.2008.08.001
https://doi.org/https:/doi.org/10.1016/j.procs.2023.10.340
https://doi.org/https:/doi.org/10.1016/j.procs.2023.10.340
https://doi.org/10.1016/j.matpr.2021.06.419
https://doi.org/https:/doi.org/10.1016/j.procs.2022.09.157
https://doi.org/https:/doi.org/10.1016/j.procs.2022.09.157
https://doi.org/https:/doi.org/10.1016/j.dss.2022.113795
https://doi.org/https:/doi.org/10.1016/j.dss.2022.113795
https://doi.org/https:/doi.org/10.1016/j.techfore.2023.122380
https://doi.org/https:/doi.org/10.1016/j.techfore.2023.122380
https://doi.org/https:/doi.org/10.1016/j.techfore.2023.122491
https://doi.org/https:/doi.org/10.1016/j.techfore.2023.122491
https://doi.org/10.69593/ajbais.v4i2.75
https://doi.org/10.1109/ic3i56241.2022.10073248
https://doi.org/https:/doi.org/10.1016/j.elerap.2022.101203
https://doi.org/https:/doi.org/10.1016/j.elerap.2022.101203
https://doi.org/https:/doi.org/10.1016/j.jbusres.2020.09.068
https://doi.org/https:/doi.org/10.1016/j.jbusres.2020.09.068
https://doi.org/https:/doi.org/10.1016/j.jretconser.2020.102430
https://doi.org/https:/doi.org/10.1016/j.jretconser.2020.102430
https://doi.org/https:/doi.org/10.1016/S1471-4051(01)00004-0
https://doi.org/https:/doi.org/10.1016/S1471-4051(01)00004-0
https://doi.org/10.1088/1742-6596/1302/3/032030
https://doi.org/10.1088/1742-6596/1302/3/032030
https://doi.org/10.1016/s1353-4858(17)30039-9
https://doi.org/10.1016/s1353-4858(17)30039-9
https://doi.org/https:/doi.org/10.1016/j.eswa.2018.03.025
https://doi.org/https:/doi.org/10.1016/j.eswa.2018.03.025

ACADEMIC JOURNAL ON SCIENCE, TECHNOLOGY, ENGINEERING & MATHEMATICS EDUCATION
Doi: 10.69593/ajsteme.v4i03.96

Wanda, P., & Stian, S. (2015). The Secret of my Success: An

exploratory study of Business Intelligence
management in the Norwegian Industry. Procedia
Computer Science, 64(NA), 240-247.
https://doi.org/10.1016/j.procs.2015.08.486

Younus, M., Hossen, S., & Islam, M. M. (2024). Advanced

Business Analytics In Textile & Fashion Industries:
Driving Innovation And Sustainable Growth.
International Journal of Management Information
Systems and Data Science, 1(2), 37-47.
https://doi.org/10.62304/ijmisds.v1i2.143

Younus, M., Pathan, S. H.,, Amin, M. R., Tania, 1., &

Ouboucetta, R. (2024). Sustainable fashion
analytics: predicting the future of eco-friendly
textile. Global Mainstream Journal of Business,
Economics, Development & Project Management,
3(03), 13-26.
https://doi.org/10.62304/jbedpm.v3i03.85

Zeng, L., Da Xu, L., Shi, Z., Wang, M., & Wu, W. (2006).

Zhang,

SMC - Techniques, Process, and Enterprise
Solutions of Business Intelligence. 2006 [EEE
International Conference on Systems, Man and
Cybernetics, 6(NA), 4722-4726.
https://doi.org/10.1109/icsmc.2006.385050

D., Pee, L. G.,, & Cui, L. (2021). Artificial
intelligence in E-commerce fulfillment: A case
study of resource orchestration at Alibaba’s Smart
Warehouse. International Journal of Information
Management, 57, 102304.
https://doi.org/https://doi.org/10.1016/j.ijinfomgt.2
020.102304

Zhao, L., Pan, S. J, & Yang, Q. (2017). A unified

framework of active transfer learning for cross-
system recommendation. Artificial Intelligence,
245, 38-55.
https://doi.org/https://doi.org/10.1016/j.artint.2016.
12.004

Vol 04 | Issue 03 | August 2024


https://doi.org/10.69593/ajsteme.v4i03.96
https://doi.org/10.1016/j.procs.2015.08.486
https://doi.org/10.62304/ijmisds.v1i2.143
https://doi.org/10.62304/jbedpm.v3i03.85
https://doi.org/10.1109/icsmc.2006.385050
https://doi.org/https:/doi.org/10.1016/j.ijinfomgt.2020.102304
https://doi.org/https:/doi.org/10.1016/j.ijinfomgt.2020.102304
https://doi.org/https:/doi.org/10.1016/j.artint.2016.12.004
https://doi.org/https:/doi.org/10.1016/j.artint.2016.12.004

