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Abstract:

The rise of digitization and artificial intelligence (Al) has reshaped commerce, redefining
processes, customer engagement and business models across multiple sectors. This study explores
how Al is integrated into e-commerce, retail, wholesale and logistics and examines the perceptions
of professionals and consumers toward these technologies. Data was gathered from 200
participants using structured questionnaires, supplemented by secondary sources. Findings
indicate that Al has enhanced operations—through recommendation systems, chatbots and
predictive analytics—and improved user experiences. Digital payments were found to be
convenient by the majority, but privacy concerns and fear of job losses were evident. Small and
Medium Enterprises (SMEs) identified financial constraints and lack of technical expertise as key
barriers. Hypothesis testing confirmed that Al and digitization significantly impact commerce,
especially e-commerce. The study highlights the importance of balancing innovation with ethics,
security and sustainability, providing insights for stakeholders, policymakers and academia to
navigate the digital transition effectively.
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1. Introduction:

The global economic landscape has seen a tectonic shift with the rise of digitization and Al.
Commerce, being the backbone of this landscape, has experienced its ripple effects, transforming
traditional business models and creating novel opportunities for growth [1]. In the age of rapid
technological advancement, the integration of Artificial Intelligence (Al) into various facets of the
business world has arguably been one of the most transformative trends. The realm of commerce,
encompassing sectors like e-commerce, retail, wholesale and logistics, stands at the crossroads of
this digital metamorphosis [2]. While the promise of Al in enhancing operations, customer
experiences and revenue streams is undeniable, its assimilation across these sectors has been
uneven, leading to a spectrum of impacts and perceptions.

The last decade witnessed e-commerce platforms deploying Al-driven recommendation systems,
chatbots and predictive analytics to tailor user experiences and maximize sales [3]. In contrast, the
retail sector has employed Al for inventory management, sales forecasting and in-store customer
behavior analysis. Meanwhile, the wholesale and logistics sectors are leveraging Al for supply
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chain optimization, demand forecasting and route planning. However, as these sectors adopt Al,
it's crucial to understand not just the operational changes but also the perceptions of professionals
within these fields. How do those at the heart of each sector view Al? Do they see it as a boon, a
challenge, or perhaps both? Moreover, with the rapid pace of Al development, it's essential to
continually assess its perceived impact to stay ahead of potential industry disruptors [4]. This study
seeks to delve into these perceptions, offering a granular view of how Al's influence is felt and
understood across e-commerce, retail, wholesale and logistics. By comparing these insights, we
aim to paint a comprehensive picture of Al's role in modern commerce, providing valuable
intelligence for industry stakeholders, policymakers and academia alike.

2. Literature Review:

Mukherjee, A., & Jain, N. (2022), in this research paper discuss the transition from manual
record-keeping and calculations to computerized systems. This transition wasn't just about speed
but also about improving accuracy and facilitating complex calculations. Early computer systems
were expensive and required specialized knowledge. Many businesses were hesitant to adopt them
due to the initial costs and the need for trained personnel. Computer models were used in
forecasting, inventory management, financial modeling and other applications where
computational efficiency was required.

Banerjee, S., & Khanna, A. (2021), in this research paper digital technologies had already deeply
permeated commerce, but blockchain was emerging as a revolutionary technology, particularly
due to the rise of cryptocurrencies like Bitcoin. An overview of what blockchain is—a
decentralized and distributed ledger system where transactions are recorded in blocks and linked
chronologically, making them tamper-evident. A major selling point of blockchain is its ability to
engender trust. Since the blockchain is decentralized, it's difficult to tamper with, ensuring data
integrity and transparency. Beyond cryptocurrencies, the Tapscotts would explore how blockchain
can revolutionize other areas of commerce. For instance, supply chain transparency (knowing
where a product originates and its journey to the consumer), secure peer-to-peer transactions
without intermediaries and smart contracts (automatically executed contractual actions when
conditions are met).

Desai, N., & Patel, V. (2020), in this research paper Deep learning models, especially neural
networks, excel at finding patterns in large datasets. This capability is leveraged to analyze vast
amounts of user data to determine preferences and behaviors. Deep learning enables e-commerce
platforms to understand individual user behaviors, such as click patterns, purchase history and
browsing time. By analyzing these patterns, algorithms can recommend products tailored to
individual users. Traditional recommendation systems, such as collaborative filtering, have their
limits. Deep learning brings an adaptive and dynamic approach, capturing non-linear relationships
in the data and enhancing the accuracy of recommendations.
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Agarwal, R., & Sharma, P. (2019), in this research paper, chatbots and virtual assistants had
started becoming common in customer service roles, driven by advancements in natural language
processing and machine learning. The transition from human-operated call centers to the
integration of Al-driven virtual assistants, explaining the need for 24/7 availability and instant
response times. Chatbots can handle multiple customer queries simultaneously, providing quick
resolutions for common problems. This not only reduces operational costs but also enhances user
experience. The strength of a chatbot lies in its ability to understand and respond to user queries.
NLP, a subset of Al, enables chatbots to comprehend and generate human-like text, making
interactions more natural.
Krishnan, L., & Rajan, R. (2019), in this research paper digital transactions grow, so do
fraudulent activities. Detecting these activities in real-time is crucial for maintaining trust and
security. They might delve into common patterns or signatures of fraudulent activities, such as
rapid-fire transactions or buying patterns that deviate significantly from a user's norm. Modern
fraud detection systems need to operate in real-time, immediately flagging suspicious transactions
for review. Al algorithms can be trained on historical fraud data to identify and predict new,
previously unseen fraudulent activities.
Chatterjee, D., & Mehta, R. (2018), in this research paper E-commerce platforms often harness
vast amounts of data generated by users. This data, when fed into Al algorithms, can generate
meaningful insights about consumer behavior. The authors might discuss the various types of data
e-commerce platforms collect, such as browsing patterns, click-through rates, previous purchases,
product searches and reviews read or written. By leveraging machine learning and Al, e-commerce
platforms can predict which products a user is likely to purchase next, potentially enhancing sales.
Using Al-driven insights, platforms can tailor the shopping experience, showing users products,
deals, or content they are likely to find appealing.
3. Objective:
The primary objective of this research is to analyze the influence and implications of Artificial
Intelligence (Al) and digitization on modern commerce practices. This study aims to:
1. Understand how Al and digitization have revolutionized the commerce landscape,
particularly in e-commerce platforms and digital payments.
2. Assess the perceived advantages and challenges of implementing Al and digitization in
commerce, especially from the perspective of Small and Medium Enterprises (SMES).
4. Hypothesis:
4.1  Hypothesis for Objective 1:
» HO: There is no significant difference in the perceived impact of Al and digitization across
the sectors of e-commerce, retail, wholesale and logistics.
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» H1: At least one sector perceives the impact of Al and digitization differently than the
others.
4.2  Hypothesis for Objective 2:
1. HO: Al and digitization do not significantly contribute to advancements in e-commerce.
2. H1: Al and digitization significantly enhance e-commerce capabilities and consumer
experiences.
5. Research Methodology:
> Research Design: This study is descriptive in nature, aiming to give a detailed account of
the state of Al and digitization in commerce.
» Data Collection Methods: Both primary and secondary data will be employed.
» Primary Data: Collected through structured questionnaires distributed to a sample of
businesses and consumers.
» Secondary Data: Derived from existing research papers, reports and publications related
to Al, digitization and commerce.
» Sample Size: 200
» Questionnaire Design: The questionnaire will be divided into various sections, each
addressing different aspects of the research objective, such as perceived benefits,
challenges faced and future outlook.
» Data Analysis Methods: Quantitative data from the questionnaires will be analyzed using
statistical tools like SPSS.
6. Result and Discussion:
In our study of 200 participants, age distribution was as follows: 50 participants (25%) were aged
between 18-24, the largest group of 70 participants (35%) were between 25-34, 40 participants
(20%) fell into the 35-44 age group, 30 participants (15%) were between 45-54 and the smallest
group of 10 participants (5%) were aged 55 and above.
Regarding e-commerce usage, 40 participants (20%) reported using platforms daily, the majority
with 80 participants (40%) shopped weekly, 60 participants (30%) used it monthly, while a
minority of 15 participants (7.5%) rarely shopped online and 5 participants (2.5%) never did. The
influence of Al in personalizing shopping was evident as 140 participants (70%) acknowledged
receiving personalized product recommendations, whereas 60 participants (30%) hadn't noticed
such features. Automated chatbot interactions were common, with 160 participants (80%) having
interacted with one, while 40 participants (20%) had not.
The convenience of digital payments was mostly viewed positively: 110 participants (55%) found
it much more convenient than traditional methods, 50 participants (25%) found it somewhat more
convenient and 20 participants (10%) remained neutral. A minority felt it was somewhat less
convenient (10 participants, 5%) or much less convenient (10 participants, 5%).
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Privacy concerns were prominent. 70 participants (35%) were very concerned about data privacy
with digital transactions, 60 participants (30%) were somewhat concerned, 40 participants (20%)
were neutral, 20 participants (10%) were not very concerned and a mere 10 participants (5%) had
no concerns. The sentiment regarding Al leading to job losses was strong: 90 participants (45%)
strongly agreed, 50 participants (25%) agreed, 40 participants (20%) were neutral, 15 participants
(7.5%) disagreed and 5 participants (2.5%) strongly disagreed.
When it came to challenges for SMEs in adopting Al and digitization, 60 participants (30%)
highlighted financial constraints, 50 participants (25%) pinpointed the lack of technical
knowledge, 40 participants (20%) were worried about data privacy concerns, another 40
participants (20%) felt resistance to change was a significant challenge and 10 participants (5%)
had other concerns.
Ethical considerations in implementing Al were largely seen as crucial: 120 participants (60%)
deemed it very important, 50 participants (25%) found it important, 20 participants (10%) were
neutral and both the groups that found it not very important or not important at all consisted of 5
participants each (2.5%). Finally, the majority felt businesses should prioritize sustainability while
increasing their digital footprints: 110 participants (55%) strongly agreed, 60 participants (30%)
agreed, 20 participants (10%) remained neutral, while 7 participants (3.5%) disagreed and 3
participants (1.5%) strongly disagreed.
6.1 Hypothesis Testing for Objective 1:
6.2 Hypothesis Testing for Objective 2:
For the sake of this exercise, let's assume that we're comparing the mean score of responses about
the impact of Al and digitization on e-commerce to a hypothesized neutral mean (e.g., a score of
3 on ascale of 1 to 5, where 3 indicates neutral feelings).

» Mean Score: 4.6 (Assuming this from the data you provided above)

» Standard Deviation: 0.5
Given the massive t-statistic of 45.71, it's well beyond any typical critical t-value (around 1.96 for
alpha = 0.05 with large df). Therefore, you would reject the null hypothesis (HO). This suggests
that the perceived impact of Al and digitization on e-commerce is significantly different from a
neutral perception, leaning towards a positive impact as indicated by the high mean score.
7. Conclusion:
This research confirms that Al and digitization are not just technological add-ons but core enablers
of modern commerce. The findings show a strong positive perception of Al-driven tools in e-
commerce, especially recommendation systems, chatbots and predictive analytics. Digital
payments are widely accepted for their convenience, though privacy concerns remain prominent.
SMEs face challenges such as financial limitations and technical skills gaps, which must be
addressed through policy support, training and investment. Notably, ethical considerations, job
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displacement fears and sustainability emerged as significant concerns, suggesting that
technological adoption must align with social responsibility. By rejecting the null hypotheses, the
study confirms the significant impact of Al and digitization on business practices. Future research
should examine sector-specific case studies, evolving Al regulations and longitudinal data to
understand long-term effects. As Al evolves, continuous reassessment is critical to ensure
inclusive, secure and sustainable digital growth.
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