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Preface

The digital age has brought both benefits and challenges for marketers and cus-
tomers. Marketers face the unique challenge of identifying the channels of con-
sumption, the customer’s first point of visit and the choice of purchase
destination. Customers, on the other hand, are empowered by the digital age to
make informed decisions about the product, the best pricing option and the
convenience of delivery and returns management. This book on Marketing
Intelligence addresses some of the issues customers face in the digital age through
a pragmatic selection of issues and challenges. The authors have highlighted the
issues concerning the customers and suggested ways to overcome the challenges.
Customer data management is crucial for increasing efficacy and for prescribing
the right combination of products that can satisfy future customer needs.
Omnichannel marketing is the new norm. Customers may visit the store and buy a
product online or vice versa or engage only in online purchasing. Al is assisting
customers to make informed decisions about their choices. However, trust
remains a crucial factor in online purchasing. The book highlights the importance
of trust and how businesses can build and maintain it in the digital age. The book
addresses underlying theories of Al and how it can be used effectively for
engaging with customers. The book is a unique effort to synthesize the learnings
of new-age intelligence techniques and their utility for future marketing
applications.
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Chapter 1

Unlocking the Power of Artificial
Intelligence for Customer Engagement:
A Bibliometric Analysis

Chand Prakash?®, Ritu Yadav®, Amit Dangi® and Manisha Yaday*

#The North Cap University, India
®Gurugram University, India
¢Kishan Lal Public College, India

Abstract

Marketers are increasingly focussed on artificial intelligence (AI) as a
disruptive technology with transformative potential for current and future
marketing strategies. The purpose of this study is to conduct a comprehen-
sive bibliometric analysis of the present research landscape in artificial
intelligence for customer engagement in the context of online purchasing. To
attain the goal of the study, researchers referred to the Scopus database up to
30 November 2023, using ‘artificial intelligence’, ‘online shopping’, and
‘customer engagement’ search terms. A total of 621 records in the English
language were considered appropriate for bibliometric analysis. Microsoft
Excel, Scopus Analytics, R Studio, and Vos Viewer software were used to
synthesize data on the basis of publication year, origin, authors, keywords,
citations, etc. The findings of the research showed the diverse and impactful
role of artificial intelligence in fostering customer engagement. Bibliometric
analysis of previous voluminous research highlights the significance of arti-
ficial intelligence for customers in terms of personalized experiences,
recommendation systems, advanced analytics, and adaptive learning models,
all of which boost the overall competitiveness of businesses in today’s digital
landscape. This bibliometric analysis can contribute to the existing knowl-
edge base by identifying trends, gaps, and emerging themes within the realm
of Al in customer engagement. It helps organizations assess the effectiveness
of Al technologies for customer interaction and guides their strategic
adoption for improved engagement.
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1. Introduction

Disruptions from technology and fierce competition are causing frequent trans-
formations in the way firms’ function (Gans, 2016). A customer-oriented
approach is replacing a business-centric one as the primary emphasis of busi-
ness. With the rapid growth in demand for online services and their potential of
offering any organization leading edge, an increasing number of organizations are
looking towards e-commerce (Gielens & Steenkamp, 2019; Hamad et al., 2018).
Technological advancement successfully integrated online services with business
(Yadav et al., 2022). Artificial intelligence is a technical development that may
make it possible for machines to accurately comprehend and learn from input
from the outside and deploy that knowledge to achieve the desired outcome
(Kaplan & Haenlein, 2019).

Artificial intelligence, which refers to machine intelligence, is akin to human
intelligence. An artificial intelligence system consists of intelligent agent machines
that are able to understand their environment and achieve a goal. Artificial
Intelligence (Al) is the term for gadgets or computers that simulate human
emotional and mental abilities (Russell & Norvig, 2016). Al performs the task
repetitively and continuously that a human finds boring and monotonous. All
machines that need to think like humans can now solve problems and learn new
things continuously. A method, strategy, tool, or algorithm for finding business
opportunities and taking them by using huge amounts of data to offer person-
alized services is what artificial intelligence is (Bawack et al., 2022; Deng et al.,
2019; Kumar et al., 2019).

A popular cutting-edge technology that aids businesses in monitoring data in
real time to analyze and react quickly to customer specifications is artificial
intelligence (Verma et al., 2021). The future of our civilization, according to
experts and practitioners, lies in artificial intelligence. It is not restricted to
marketing practices but is being spread extensively across all industries like
education, hospitals, law, manufacturing, e-commerce, etc. (Verma et al., 2021).
Businesses can develop marketing insight through big data analytics by investing
in artificial intelligence. Users perceive artificial intelligence as being present in
many aspects of their lives, such as automatic email filtering, assistance in driving
a new vehicle, taking insights from past data, leveraging historical data to
generate customer and market insights using programme-based algorithms, and
automating business procedures (Davenport et al., 2020).

In the modern, technologically advanced world, customers choose the format,
timing, and content. Al allows messages to be customized and personalized based
on the preferences and profile of the user (Huang & Rust, 2020). Artificial
intelligence, through Al-driven chatbots with natural language processing (NLP),
improved the customer experience during online shopping (Nguyen & Sidorova,
2018). Through the use of Al traditional retail stores are converted into smart
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retail stores that elevate the customer experience and facilitate effortless shopping
(Sujata et al., 2019). Efficient data processing using Al allows a customer to
articulate the right decision (Maxwell et al., 2011). Identifying customers’ likes,
dislikes, habits, purchases, etc., becomes easy with the application of artificial
intelligence (Chatterjee et al., 2019).

Huang and Rust (2018) have pointed out various abilities of Al in marketing,
stressing out its contribution to customer satisfaction enhancement through
personalized conversations as well as forecasting analytics. Grewal et al. (2020)
have perceived Al as part of their marketing policies; they have mentioned
particular directions and obstacles. Kumar et al. (2019) also highlighted the Al
notable role for improved customer experience through touch points such as
chatbots and personalized marketing campaigns. Still, there is a deficit of
knowledge in an all and a comprehensive bibliometric analysis required to chart
the larger research landscape, indicate new trends, and lead the way forward in
the field of marketing intelligence. As per Cram et al. (2020), a proper synthe-
sizing is required to identify existing literature gaps and propound new theories
and framing strategies in this area. So, this study visually displays the existing
literature that spans the years 2013-2023 using bibliometric analysis, as this
method is considered efficient, reproductive, and scientifically reliable. Based on
the study’s research outcomes, theoretical and practical suggestions were
proposed.

2. Materials and Methods

This research attempts to visually synthesize the literature available on artificial
intelligence and customer engagement in the case of online shopping. To attain
the goal of the study, the researcher conducted bibliometric analysis through a
comprehensive search of the Scopus database on 30 November 2023. The first
record identified from the Scopus database was in 2013. So, the time frame for
bibliometric analysis was from 2013 to November 2023. Scopus is one of the most
useful and comprehensive resources for peer-reviewed research; because of its
database quality, the research community prefers the Scopus repository to do
bibliometric analysis (Baas et al., 2020). 621 records were identified for biblio-
metric analysis using the search terms ‘Artificial Intelligence’, AND ‘Online
Shopping’, AND ‘Customer Engagement’. Identified records covered articles,
book chapters, and conference papers in English only.

Through bibliometric analysis, a wide-ranging understanding of artificial
intelligence in the area of online shopping for engaging customers has been
developed using multiple software programmes. Microsoft Excel was used to
generate frequency tables to organize and analyze the data. Scopus Analytics was
referred to for the purpose of creating graphs by year, country, and subject area.
Vosviewer was employed to generate social network maps, enabling a deeper
understanding of research communities and their interconnections. The bib-
lioshiny package was installed under R Studio for creating three field plots, sci-
entific country production, word cloud, and network creation.



4  Chand Prakash et al.

3. Results and Discussion

621 records were found in the Scopus database for bibliometric analysis from 2013 to
2023. A brief description of the data in terms of main information, document types,
document content, and author collaboration is displayed in Table 1.1.

As per Scopus database analytics, there has been an increasing trend of publi-
cations related to artificial intelligence and customer engagement over some time
(Fig. 1.1).

The first study was released in 2013. After 2018, a discernible rise was observed
in the number of publications. There was a maximum of 264 records published in
2023. Significant publications were also recorded in the years 2022 and 2021, with

Table 1.1. Basic Data Description.

Description Results

Main Information About Data

Time 2013-2023
Sources (journals, books chapters, etc.) 298
Records 621
Average years from publication 1.28
Citations on average for each document 17.13
Annual average of citations for each document 5.648
References 1
Document Types

Article 535
Book chapter 45
Conference paper 41
Contents

Keywords plus (ID) 1,583
Author’s keywords (DE) 1,990
Authors 1,719
The appearances of authors 2,048
Single-authored document authors 53
Authors of documents with multiple authors 1,666
Authors Worked Together

Single-authored documents 54
Documents per author 0.361
Authors per document 2.77
Co-authors per documents 33
Collaboration index 2.95

Source: Biblioshiny output.
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Fig. 1.1. Number of Publications per Year. Source: Scopus
Analytics.

161 and 88 publications, respectively. The information sheds light on publication
patterns from 2008 to 2023.

Fig. 1.2 demonstrates the list of researchers who have produced a maximum
number of publications in the fields of ‘Artificial Intelligence’, And ‘Online
Shopping” AND ‘Customer Engagement’.

Dwivedi, Y.K.
Zhou, S.

Chen, Y.

Yang, S.
Akram, U.
Alshurideh, M.
Cheabh, J.H.
Iranmanesh, M.

Lim, X.).

Masukujjaman, M.

o

2

B

6 8

Fig. 1.2.  Most Prominent Authors. Source: Scopus Data Analytics.
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It is evident from the above chart that authors Dwivedi, Y.K., in 2013, 2022,
2023, and Zhou, S. in 2022, 2023, were both at the top of the list with a maximum
number of publications — six publications. Chen, Y. and Yang, S., who were each
credited with five articles in the same field, are next in line.

The pie chart shown in Fig. 1.3, retrieved from Scopus Analytics, provided a
visual representation of the distribution of subject areas within international
publications on ‘Artificial Intelligence’ AND ‘Online Shopping’, AND ‘Customer
Engagement’.

Among these subject areas, business, management, and commerce emerged as
the most prominent, with 30.2% of publications in this category. Computer sci-
ence emerged second on the list with 20.3% of publications. Social Science was
next in this category, accounting for 12.4% of the documents, and economics and
Econometrics held 7.2%. Additional subject areas include psychology (6.8%),
engineering (5.7%), decision science (5.2%), arts and humanities (2.4%), mathe-
matics (2.1%), and environmental science (2.1%). Other subject areas collectively
constitute 5.6% of the publications in this field. This distribution provided valu-
able insights into the diverse disciplines that intersect with artificial intelligence,
customer engagement, and online shopping.

Fig. 1.4 shows the three fields plot map or Sankey diagram of author names,
author’s country name, and keywords by using the Biblioshiny package in R
Studio.

All of the 20 most frequently used keywords by the most productive 20 authors
are based on their countries. Rectangular shape diagrams are used to depict
relevant elements. The association between many elements, including countries,

Other (5.6%) \

Environmental §... (2.1%)/—————
Business, Manag,.. (30.2%)
Mathematics (2.1%) '
Arts and Humani... (2.4%)

Decision Scienc... (5.2%)
Engineering (5.7%)

Psychology (6.8%) (

Economics, Econ... (7.2%)

Computer Scienc... (20.3%)
)

Social Sciences... (12.4%

Fig. 1.3.  Documents by Subject Area. Source: Scopus Analytics.
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Fig. 1.4. Three Field Plot Based on Author Name, Author’s
Country, and Author’s Keywords. Source: Biblioshiny Output.

well-known authors, keywords, etc., was shown by the height of the rectangle.
More relationships between different components are depicted by the larger size
of the rectangle. This three-field diagram shown in Fig. 1.4 establishes the rela-
tionship between the author (left), the author’s country (middle), and the author’s
keywords (right). The relation of the prominent authors, authors’ countries, and
keywords indicated that there are authors Dwivedi, Zhou, Chen, Wang, and Sun
and countries China, India, USA, United Kingdom, and Malaysia widely used
the key terms ‘Artificial Intelligence’, ‘Trust’, ‘Social Media’, ‘Customer
Engagement’, ‘E-commerce’.

Fig. 1.5, generated from R Studio (Biblioshiny), exhibited the most prolific
journals published by various publishers in the field of customer engagement.

With 40 publications during the specified period, ‘Journal of Retailing and
Consumer Services” stood out as the most significant journal, and ‘Frontier in
Psychology’ came in second with 18 complete publications. Following the
‘Journal of Business Research’ with 14 articles, ‘Sustainability (Switzerland)’
contributed next in this category with records. ‘International Journal of Infor-
mation Management’ and ‘Computers in Human Behaviour’ closely followed it
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Fig. 1.5. Most Relevant Journals. Source: Biblioshiny Output.

with 14 and 13 publications, respectively. The least number of records were
published in the journals ‘Electronic Commerce Research’ and ‘Behaviour and
Information Technology’ with five articles.

Fig. 1.6 shows the country’s scientific contribution in the cases of ‘Artificial
Intelligence’, ‘Online Shopping’, AND ‘Customer Engagement’. More publica-
tions from that particular nation are reflected in the darker tint, and vice versa.
With the most articles — 456 — among all the countries, China topped the list in

Fig. 1.6. Countries Scientific Production. Source: Biblioshiny Output.
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