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[bookmark: _Toc161877847]Chapter 1: Introduction
[bookmark: _Toc161877848]Introduction:
In today's direct-to-consumer landscape, online shopping is the foundation of today's business. This improvement, if not completely, has been achieved by the development in the level of development, with human knowledge (electronic logic) falling on the Internet to reduce the greatest force of online markets. Today, the integration of human intelligence in online businesses not only improves the way customers engage in these situations, but also encourages companies to change the way things are done from a more holistic perspective. . Focusing on the influence of human perception on the islands of online shopping has never been greater (Alvarez, 2020). This section provides a basic overview of this challenging research, which aims to develop and understand the complex field in which human cognitive leadership and methodology influences customers' online shopping experiences. The features that are the focus of this study are comprehensive assessment points for conducting large-scale research on the topic of computer-based knowledge in shopping decision-making. For this purpose two purposes. This section describes the specific situations in which advances in human cognition have modernized the shopping experience for shoppers. The experience includes human-based elements such as modified product concepts, virtual shopping partners and dynamic pricing. In addition, in this section, we want to explore the effect of computer accounting on the dynamic buyer cycle associated with online shopping (Bazi et al., 2020). Entering a fascinating array of cutting-edge perspectives, such as information processing, decision making, and post-purchase evaluation, this study explores how computer IT influences and enhances a strong customer orientation. Ask if the content has been approved for publication.
This section also attempts to analyse the fundamental impact of knowledge recombination on entities operating in the field of online business. This includes organizations engaging in deeper research into customer trends, predicting purchasing patterns and designing techniques to further develop and maintain customer engagement. This includes the study of how to manage a person's talent and presentation skills. In the process of achieving these goals, several important evaluation questions will be resolved. These studies demonstrate the suitability of knowledge-based personalization strategies for eliciting product value and usefulness and how customer trust and information recall information in online shopping courses. Consider the impact of workers and the challenges and opportunities facing the computer industry. The organization provides information about online activities (Sharma et al., 2020). The review also explored the impact of knowledge base on retention and retention, focusing on factors such as response time, accuracy of information provided and overall customer experience. Masu: By taking a broad look at this research, this review aims to provide important insights into the complex human thought processes that shape the potential success of online shopping. In this section, we systematically observe and focus on these research questions, paving the way for understanding the constructive collective causes associated with online shopping devices. It provides an overview of the importance of the region and industry Opposition (Khoa et al., 2020).

The conception of Artificial Intelligence (AI) has been around for just over six decades, it uses a set of theories, science and techniques incorporating statistics, mathematical reasoning, computer science and probabilities that works towards copying the cognitive strengths of a human being. This was formulated in era of the second world war with its developments closely linked to computing and has developed into computers to administer highly difficult tasks, originally only assigned to a human being (Europe, 2024).
The dual nature of the online business landscape has had a significant impact on the retail industry, changing the way people operate and shop online. This change is due to increased consistency, ease of access and wide selection of electronic sellers. Through the development movement, especially e-thinking (restructuring science), online geographic business has evolved into a complex field that responds to the different needs and tendencies of today's customers. At the forefront of this innovation is AI (Artificial Intelligence) an essential tool for achieving online shopping experiences. The proposed architecture addresses such developments and uses computational intelligence to explore large amounts of customer data and predict people's opinions with great accuracy (Matin et al., 2020). This system recognizes the benefits of taking into account browsing history, information’s and departmental shopping experiences to provide customers with personalized product ideas, creating a truly engaging and uniquely designed shopping experience. AI initiatives like, chatbots are ubiquitous in e-commerce sites, providing quick and efficient support throughout the customer-buyer cycle. These remote partners typically use computational language processing (NLP) to process customer orders, provide product information, or conduct ongoing business so customers can communicate with you online. Due to their ability to provide comprehensive and constant support, AI is expected to play an urgent role in increasing customer loyalty and expanding in the sphere of online business (Stephen, 2020).

In addition, chatbots provide routine services and increase operational efficiency by handling multiple customer requests at the same time. This flexibility not only reduces the burden on meetings, but also provides faster answers to customer questions and improves the overall customer experience. Similarly, chatbots collect important meeting points from organizations and, for example, constantly develop common key issues and pain points to help organizations get where they need to go, improve operations, and improve customer loyalty. For a quick overview of problems and trends. Similarly, the advances of human intelligence and algorithms have changed the way brands interact with their audiences, as individual campaigns shape individual trends and types of business (Castillo-Abdul et al., 2021). Through the continuous processing of customer data, we use this information to provide highly volatile solutions for various cross-cutting products, from electronic promotions and online conversion strategies to personalized web experiences. You can distribute the content for a specified period. Channel. For this reason, it not only increases the validity and validity of the ordering process, but also increases the conditions of delivery and payments for online sellers. In addition to new business, human-generated knowledge can help contextual shopping, which draws on different parts of the online experience to refine explorations and increase convenience. From dynamic assessments that recognize ever-changing customer and inventory costs to thorough research to validate business and customer inventory, human intelligence-based strategies can help organizations improve marketing efficiency and profitability  (Liu et al., 2021). 

[bookmark: _Toc161877850]Rationale:
The influence of artificial intelligence (based on computer insights) in online shopping areas cannot be denied, but its consequences require further consideration. When you know about its existence, you need to look at the subtle behaviours of your online shopping program through artificial intelligence. This knowledge will highlight the connection to the system's ease of use as well as connecting researchers to really contribute to the field of specific solutions of the potential of artificial intelligence in online business. At the heart of this study is the argument that, while computer knowledge undoubtedly represents the shopping experience, its beneficial consequences are discouraged (Ozuem and Ranfagni, 2021). Considering these positive perspectives, this study tries to highlight how computer-based knowledge is already being used to further develop the shopping experience of both customers and organizations. One of the main areas where AI vision can make certain results for the market is the ability to recreate the shopping experience. Human-generated, science-driven recommendations structure the most of your customer data, including historical surveys, lead information, and segment data to inform you of handcrafted item ideas. This customization works reveals the right fit as well as the development of customer behaviour competition and satisfaction, long-term leadership arrangements and unwavering customer quality (Ozuem and Willis, 2021). Furthermore, AI personalization brings back the previous concept of changing offers and unique offers through personalized email campaigns and repeat ads. By aligning common communications to individual trends and job formats, organizations can better shape their time-to-work tasks and achieve higher turnaround rates.
Additionally, computer-based chatbots are expected to play a key role in converting the customer experience into e-commerce. These remote assistants leverage traditional language processing (NLP) metrics to provide unlimited and continuous customer services, ask questions, provide information, and process business without error. There is a tendency. While providing personalized and responsive support, chatbots further strengthen customer trust and retention and create long-lasting connections between customers and brands (Rienda et al., 2021). Despite the customization and customer support, man-made logical developments have modernized various aspects of the online business to further increase efficiency and convenience. A dynamic calculation calculates that costs changes more constantly according to the requirements and economic conditions, increasing the wages and obtaining the potential. Prudent assessment to assess customer interests, update inventory mix and reduce inventory and excess. The simulated knowledge-based game design not only helps the user, but also develops a deeper shopping experience, while the products are open, serious, and respectful. By evaluating the benefits of human cognition in marketing strategies, this research provides important insights for organizations that wish to harness the powers of AI to review their online business structures, and ways of teaching (Salem and Salem, 2021). 

[bookmark: _Toc161877851]Influential Role of AI in Online Marketing:
In an e-commerce landscape dominated, AI, (electronic systems) continues to be historically influential, reinventing the way consumers shop. The existing studies mainly highlight the ethical issues and shortcomings related to the integration of accounting in e-business, the literature on some effective anthropogenic knowledge in online shopping design research is growing. The door is open. Asking this question is critical because it promises an accurate understanding of how advances in computer science will change the online shopping experience for both shoppers and organizations (Yasa et al., 2021). One of the fundamental implications of constructive computer science for online shopping lies in the revised proposal. AI systems sift through vast amounts of customer data such as service history, direct purchases, and departmental information to provide personalized insights. Understanding human trends, past relationships and computer-based knowledge allows us to share better insights into online business listings, improving the overall shopping experience and increasing the availability of information. This revised methodology not only increases customer loyalty, but also boosts business and increases loyalty rewards. In addition, chatbots, light artificial intelligence and low-cost partners are expected to play a key role in generating more services and revenue for customers (Kumar et al., 2022). These superstructures provide proper customer-related support and provide assistance in carrying out business operations. Computer-based chatbots can modernize the efficiency of customer service by providing continuous support and order payment speed, ensuring shoppers get a reliable shopping experience. Organizations can therefore build partnerships with clients, build brand loyalty and long-term growth in the business environments that matter most.
The knowledge of the simulation combined with the dynamic evaluation process allows sellers to optimize their evaluations, taking into account the various activities that demand competitor evaluations and customer leadership (Nemati and Weber, 2022).  Domain enforcement systems based on computer recognition are expected to play a key role in ensuring online security and protecting customers from fraudulent activities (Babapour and Aghazadeh, 2023). These audits disrupt public business operations, detect anomalies and suspicious access behaviours, and prevent unauthorized access and malicious fraud. By replicating your actions for security and accountability, the human system gives your customers confidence and trust, as you will repay them for every aspect of your business. The limitations of visual information search also disrupt the cinematic experience, forcing customers to use images rather than searching for typed questions. Using advances in computer vision, Internet marketers can clearly see and recommend similar products to make product discovery easier and faster. This increases the customer's convenience and simplifies the way to shop, ultimately leading to higher prices and increases payments (Ghosh et al., 2023).

[bookmark: _Toc161877852]Research Aim:
The aim of this research is to explore the positive impacts of AI on online shopping patterns.

[bookmark: _Toc161877853]Research Objectives:
To examine how AI-driven recommendation systems influence consumer purchasing behaviours.
To analyse the role of AI-powered personalization in enhancing the online shopping experience.
To investigate the effectiveness of AI-enabled chatbots in providing customer support and assistance during the online shopping process.

[bookmark: _Toc161877854]Research Questions:
How do AI-driven recommendation systems influence the purchasing decisions of online shoppers?
What are the effects of AI-powered personalization on enhancing the online shopping experience for consumers?
How effective are AI-enabled chatbots in providing customer support and assistance during the online shopping process?
What are the overarching positive impacts of AI on online shopping patterns, considering the integration of various AI technologies?

[bookmark: _Toc161877857]
Introduction:
The coming era of virtualization is changing the way customers work, especially in the luxury goods industry. This critical literature review focuses on the multifaceted evidence on the impact of CRM bypass tools, seeking to highlight the complex interactions between deployment tools and direct customers. In this review, it is important to evaluate the impact of simulating science-based presentation structures on customer engagement and purchase decision making in the Plan Plus area. These aggregated systems increase the online shopping experience and brand stability by analysing massive amounts of customer data and providing insight into product changes, but existing systems have limitations (Ibrahim et al., 2020). Moreover, this review highlights the central reliance on computer-based knowledge personalization in iterative CRM approaches and how unique content and personalized experiences can improve customer satisfactions and consider resigning your ways well. By leveraging advances in human cognition to predict and meet customer needs, luxury brands can build more relationships with customers, leading to trust and long-term growth. Mas brief also describes improvements to chatbots that leverage artificial intelligence to provide continuous customer service and support for shopping. These chatbots facilitate the purchase process by using regular verbal conversations with shoppers, fulfilling orders, and providing relevant information to develop a higher quality shopping experience. Make a connection between your brand and your customers (Muniesa and Giménez, 2020). This first critical literature review provides insight into the exceptional impact of EFT through a comprehensive evaluation of these areas and an iterative analysis of knowledge of CRM practices in the luxury design industry. That is the purpose. Let it happen. The company aims to clarify the bottom line, promote the promotion of luxury style and the evolution of customer loyalty, and reduc8e the complexity of the in-store and online customer engagement.

[bookmark: _Toc161877858]Impact of AI-driven Recommendation Systems on Consumer Purchasing Behaviours:
In the context of ever-evolving interventions, the combination of artificial intelligence (computational reasoning) and structural proposals is emerging as an area of strength for luxury design, especially in luxury spaces. Pramono & Aprilianty, (2020) do not focus on the main research that produces knowledge-based organizing systems and conducts behaviour in this area. These systems use advanced computers to analyse large amounts of customer data, providing unique and accurate information needed to further develop your shopping experience and promote your business. The ability to understand the complex patterns and tendencies that characterize the immediate actors is essential to the structure of propositions' appeal to human knowledge. By entering ratings, past purchase history, parts information, etc., you can find out about each trend. The new approach resonates with customers and ensures that products are chosen with great style and trend. Automated recommendation systems based on heuristics are certainly a great tool for improving customer satisfaction and increasing brand loyalty. Wang and Lee, (2020) these structures provide the ability to adapt to changes and repeat purchases, considering specific customer needs and trends. Recommender systems can also adapt to changing customer trends, ensure that information is relevant to the business, and provide accurate ratings that are continually improved with the analysis in mind.
However, in addition to the obvious benefits, rational thinking about streamlining raises similar concerns about potential downsides and ethical implications. Zollo et al. (2020) warn of algorithmic risks that can manifest in a small number of recommendation types. Even if not properly monitored, such trends can propagate existing anomalies, create speculation, and ultimately undermine the consistency and quality of the shopping experience. Algorithmic bias arises from a variety of sources, including uneven data preparation, poor assumptions, and lack of knowledge. For example, if we hope to have some data to form opinions about the ideas available, trends can be thought of in a particular package, the structure of which can be affected by various social events. They wrongly focus on statements about the trends of this social phenomenon, ignoring the causes. The inclinations of others. This does not consider the richness and diversity of consumer preferences and can lead to a homogenous choice of products (Chen, 2021). The analogy of algorithms in a proposed system can have wider social implications, especially in large-scale technical design, where issues of privacy and status are regularly incorporated. Adhering to minimum standards of excellence and design, these asymmetric screens create harmful principles that can further reduce non-accidental collisions. Tracking algorithmic trends in heuristic-based e-decision-making requires a multifaceted methodology. First, data must be carefully prepared to ensure the diversity and representation of different groups. Additionally, continuous monitoring and evaluation is key to identifying and addressing emerging trends. Articulating strong principles and clearly communicating with clients how the idea will be implemented also builds trust and commitment (Mekonnen and Larner, 2021).

[bookmark: _Toc161877859]Role of AI-powered Personalization in Enhancing the Online Shopping Experience:
In today's electronic shopping environment, new ways of thinking (reconstructed cognition) are changing the way shoppers interact with brands and make purchasing decisions. At the forefront of this change is computer-based personalization. This is a cutting-edge development that tailors the online shopping experience to the unique trends of each customer. Scholars, for example, Tariq, (2021) have shown that knowledge-based personalization in customer relationship management (CRM) has a significant impact and makes the shopping experience more convenient for shoppers. I know how to emphasize this. The appeal of intuitive personalization is based on its ability to transcend the idiosyncratic patterns and natural tendencies of your target customers. AI can provide assessment and insights into trends and trends by analysing vast amounts of data in detail, from purchase and search history to entertainment and information services. Through this data, luxury design brands can offer a variety of exciting shopping experiences that meet the needs and desires of their customers. We support improvements by providing customization in computer science and strive to improve accountability, satisfaction, and reliability. By sharing core concepts, optimized development and differentiated content, brands can deliver a unique and predictable shopping experience that engages shoppers and creates meaningful brand relationships (Wang and Chen, 2021). Additionally, by leveraging computer-based insights to predict customer needs and trends, brands can influence the shopping experience, reduce interactions, and improve customer satisfaction.
Furthermore, ethical concerns represent a potential risk in the practice of personalization based on scientific creativity. Beig and Khan, (2022) raises strong questions about the profound impact that precise personalization has on consumer health and freedom. If the redesigned knowledge system is content with the characters and behaviour of people, it can ignore the constraints and settle for people who do a better job of security. In addition, constant pressure on privacy can increase anxiety about security and loss, leaving shoppers powerless to combat fraud and misuse of personal information. Additionally, as the adaptation to computer-based knowledge becomes inevitable, there is a need for organizational and industry standards to support worker safety and to increase the accuracy of data processing in redundant design areas. Ethical issues related to the benefits of redesigning the knowledge-base of the supplier in a detailed impact package on the development of the core supplier relationship management style (Castillo-Abdul et al., 2022). On the other hand, transformative experiences can foster strong relationships between brands and customers, increasing customer loyalty and life expectancy. By understanding each customer's individual trends and goals, luxury brands can enhance the shopping experience and position themselves as trusted experts and key tasters. On the other hand, the office must control excessive customs to maintain ethical standards and respect for customers. Integrity and consent are key to ensuring customers are in control and their data is secure. Brands with redundant software must adhere to strict data protection and security standards and have full security in place to reduce the risk of data breaches and misuse (Madhura and Panakaje, 2022).

[bookmark: _Toc161877860]Effectiveness of AI-enabled Chatbots in Providing Customer Support and Assistance:
In the evolving landscape of luxury retail trust, the combination of modern systems (computer systems) has enabled artificial devices to provide continuous services to the customer in the context of shopping. These chatbots are equipped with modern modelling languages to offer processing and enhanced security tools as a key tool to reduce customer service and customer satisfaction. Molina-Prados et al. (2022) included the functionality of a computer-based chatbot to facilitate service intelligence and provide quick and frequent customer service. The magic focus of the revamped car's scientific communication is its ability to provide instant messaging anytime, anywhere. Today, these chatbots use creative human cognitive systems to converse with customers in native language, ask questions, generate ideas, and manage business processes. This continuous approach resonates with existing shoppers looking for second-hand fulfilment and personal changes, rewarding their overall shopping experience. Proponents argue that disaster recovery has many advantages over traditional service channels. Even better, you can manage many RFPs at once, so your clients don't have to wait in long lines or struggle with extended response times (Prameswari, 2022). This benefit not only increases consumer confidence, but also reduces real costs for luxury brands. In addition, Cognitive uses a PC-based chatbot around the clock to provide continuous support to customers in different time zones, increasing transparency and convenience. In addition, attendance schools can provide highly personalized support, tailored to each client's preferences and needs. By analysing customer data and purchase history, these chatbots can replicate the skills of in-store beauty experts to provide helpful suggestions, tips and style tweaks. This level of personalization not only establishes the shopping experience, but also reshapes the brand's relationship with its customers, leading to increased loyalty and repeat business.
However, pessimists such as Santana, (2022) believe that human innovation raises concerns about the importance of sentient chatbots. Unlike human customer service agents who can provide empathy, creativity, and expert guidance, chatbots provide the necessary customer intelligence, can quickly adapt to evolving trends and are cost effective. It is difficult to prepare recommendations. Similarly, sceptics have raised concerns that AI chatbots could cause customer frustration and dissatisfaction if they don't correctly understand customer or member questions or emails. Especially when customers seek and provide information about materials and industrial structures, the lack of automated responses creates an inherent risk of errors. In addition, simulated cognitive stories have limitations when handling demanding requests and require constant interaction with an expert human agent. By creating a hybrid model that combines replicable knowledge development and human expertise, luxury brands can achieve a more fulfilling and rewarding experience in managing their customers (Thomas et al., 2022). This more efficient approach allows the carts to manage routine inquiries efficiently, while expert people can step in and provide a variety of support when needed.

[bookmark: _Toc161877861]Theoretical Framework:
In the field of luxury design, CRMs are based on computer logic based on customized relationships that serve as the main intersection of delivery, driver and product development. Basic research on these factors involves a multidisciplinary approach that allows standards from different fields to fully account for the CRM processes and conditions that spill over into knowledge-intensive ways. We need a reflective structure. This framework incorporates theoretical insights from promotion theory and how promotions are used by brands to design luxury products, attract customers, and raise funds through organizations (Liegeois, 2023). How it works Brands use overlapping CRM tools for consistency and the development of an iterative vision to align companies, anticipate customer needs, and further develop the customer experience. From a higher-level perspective, expert details how science-based CRM technology aligns with the core goals of luxury brands and adds personality and excellence to the brand. In addition, the theoretical perspective of the customer guide provides an important perspective on how a person in a luxury travel destination thinks and responds to their heuristic-based online CRM program. For example, TPB uses its AI-based CRM system to show perspective, accounting principles, and social forces to customer intentions (Sanil, 2023). By investigating such psychological factors, researchers can uncover the reasons and limitations behind the development of ideas about the development of artificial intelligence within a step-by-step approach.
In addition, the development of a set of assumptions, such as the model of increased (head) confirmation, provides a retrospective point for defining customer requirements and using a CRM computer system. Mr. Kapp understands that apparent comfort is one of the main factors that determine a person's ability to achieve further growth. Experts apply extreme ecology to the luxury environment to understand how customers see the utility and importance of artificial intelligence machines that support their CRM and the ability to attract such machines. We investigate what these experiences mean to people (Setiadi, 2023). An expert in systematically generating these useful elements brings a hypercritical perspective to reflect the human vision and impact of CRM. They investigate factors such as the development of computer knowledge, personalization, behaviour towards insurance, and the impact of vision-based customer relationship management of brands and their advocates. Through detailed and abstract evaluations, our experts strive to understand the best combination of advanced manufacturing, direct the customer's components, and design the very development plan in the luxury space. Similarly, in their training sessions, experts can uncover data gaps and identify areas that require additional evaluation (Khasawneh et al., 2024). For example, we look at the importance of social factors in the influence of customer relationship management (CRM), increasing human intelligence in various business-related areas, and define strategies for the well-being of customer advocacy. This allows you to analyse your profession with confidence and honesty. Experts leverage various factors, such as age, trends, economic status, etc., to deepen their understanding of human-centric CRM strategies. To understand what these participants understand about personalization, security, and trust in the development of human knowledge, it is possible to develop personalized marketing strategies and increase the number of quality customers. Can. We will offer you a meaningful experience (Ibrahim et al., 2020). Concerned about several different trade-offs between friendly, detailed, and psychosocial factors, the practitioner can promote a more or less customer-driven model for the main reason for CRM.

[bookmark: _Toc161877862]Research Gap:
The combination of online conversion, e-thinking (producible science) and customer relationship management (CRM) has become central to defining customer responsibility and leading brands in the luxury industry. Although extensive scientific thinking is encouraged in this field, significant research opportunities remain, including the need for further evaluation and consideration. One of the findings of recent work is that observational evaluations have observed long-term effects of AI-based CRM activities on consumer retention and brand performance in a field of incremental shortage targeting. Several evaluations have explored the short-term impact of computer-based knowledge development, including change suggestions and electronic charts that collect data on trust and purchase intentions (Muniesa and Giménez, 2020). This is also confirmed by the lack of research investigating its effects. He hasn't been around long. For luxury brands looking to build long-term loyalty and brand respect, understanding what an online CRM system means to long-term customer relationships, repeat purchases and brand retention is essential let it be. Furthermore, the ethical implications of replication in AI-based personalization and CRM initiatives lead to other basic research that requires further evaluation. As attacks on human consciousness are dynamically integrated into customer relationship management (CRM) approaches, security, reliability, and algorithmic concerns arise. New ideas and AI chatbots offer the potential to modernize the shopping experience, but the ethics of these developments remain uncertain, especially in layoff strategies where customer loyalty and brand reputation are most likely to increase (Pramono and Aprilianty, 2020). It is therefore necessary to consider the immediate effect.

Security concerns are a central ethical issue surrounding computer-based knowledge-based personalization in high-tech CRM. Collecting and using a large amount of customer-generated knowledge and feeding it with human-generated data raises questions about data security and integrity. Customers may be concerned about the volume of information associated with buying and using luxury brands, especially with higher levels of information destruction and a higher impact on their behavior. The perspective of data security and whether personal data can be provided in an AI-based CRM structure is key to trust and compliance with ethical standards in mainstream publishing practices. This is done (Wang and Lee, 2020). Furthermore, the apparent algorithmic trend in the development of reproducible knowledge presents ethical challenges that require conscious consideration in educational design. Computers can unexpectedly extend and transform human brain-generated thinking, leading to inconsistent thoughts and inconsistent interactions with customers. Luxury brands must address these algorithmic trends so that products are treated equally and equally, regardless of demographics or purchase history. Brand design can drive algorithmic trends by integrating and processing data and doing wonders to increase knowledge. This combines data classification software to visualize the division in different social events and monitoring to assess trends and indicators of the vague division. Additionally, increasing the level of diversity and inclusion in responsible teams and disseminating inclusive awareness campaigns will help drive trends and achieve better results (Zollo et al. 2020). The sensitivity and integrity of the knowledge base of the CRM system enables well-designed brands to maintain ethical standards and cultivate trust among a diverse customer base.

Research Methodology:
Research methodology in simple terms is the practical “How” of how a research study is conducted. The methods a researcher uses systematically to implores and execute a study and gain valuable results that will tackles the research aims, research questions, and objectives. Ultimately, the way a researcher validates:
· What information to collect, examples, quantitative or qualitative data.
· Who to get the data from, example; (Sampling Strategy).
· Ways to collect the data, example; (Data Collecting Method).
· Ways to analyse the data (Data analysis Method). (Ghonyan, 2024).
Saunders, Lewis, and Thornhill outlines in their book a method called research onion titled Research Methods for Business Students. The purpose was to explain the objectives in stages to assist deciphering the different layers involved in creating an efficient methodology (Saunders, 2016). The graph below illustrates ways that different elements connected in the research can be tested to create the final research design.
 
[image: Research Onion]
Figure1: Research Onion (Saunders et al., 2016)

Qualitative Data Process:
Surveys and interviews will be carried out with prospective shoppers to gauge predictive shopping patterns using AI marketing analytic strategies.



Quantitative Data Process:
These data’s will be sourced using a myriad of online avenues, and shopping patterns like grocery shopping online, clothes shopping online, electronic gadgets online, etc. The use of CRM to predict consumer shopping behaviours metrics, and projected conversion rates. 

Research Design:
A dual approach of qualitative surveys from consumers and quantitative data marketing analysis will be used in the research processes.

Estimated Sampling:
Interviews and Surveys will be used for sampling using an easy chosen approach to decipher projected demographic patterns globally.



Sample Size and Type:
Sample size between 40-80 participants, using a variety of sampling methods diversity patterns, whilst ensuring a balanced representation across a wide section of consumer behaviours and styles are projected in the studies.


Analyzation of Data:
To validate, visualise, organise, and analyse the data gathered, (Microsoft Excel) will be used in this process.





Results and Discussions:
This section will provide analysis, trends, and patterns to present its findings and marry them with already available literature, dissert their implications, and provide novel ways of exploration in future research to attain positive outcomes.


Ethical Considerations:
Ethical considerations are a fundamental part of any research, and this will be followed in the entirety of this process. Where there are needs for any consents, this will be fully obtained from any participants of all surveys, and interviews conducted to safeguard confidentiality and data protection measures will be strictly adhered to. The cornerstone of any reliable research/survey is the upholding of moral integrity, transparency, honesty in the collating of data to eliminate any misrepresentations or biases in its final findings. 

Gantt Chart of Dissertation Project:

	Chapter


Proposal
Introduction
Background
Methodology
Literature Review
Survey/Interview Questions
Data Collection
Analysis/Discussion
Conclusion
Limitation
Review/Update
Reference

	Estimated Start

20/03/2024
06/04/2024
11/04/2024
18/04/2024
25/04/2024
02/05/2024

09/05/2024
15/05/2024
20/05/2024
23/05/2024
25/05/2024
30/05/2024


	Estimated Finish

30/03/2024
10/04/2024
17/04/2024
24/04/2024
30/04/2024
07/05/2024

14/05/2024
19/05/2024
22/05/2024
24/05/2024
28/05/2024
02/06/2024
	Estimated Duration

10 days
4 days
6 days
6 days
5 days
5 days

5 days
4 days
2 days 
1 day
3 days
3 days
	Notes



Limitations:
There are certain limitations that might arise in the process of this research outcome, like access to a variety of sections of different demographics, independent data, and technological advances, these may influence the efficacies of the implementations of some of the results over time. I will endeavours to allay these limitations and highlight their likely impact on the conclusions of the research.


References:
I have employed the use of credible and a wide range of informative references to add credibility to this research.


[bookmark: _Toc161877864]References
Alvarez, D. (2020) Measuring the Moderating Effect of Social Media Use on Relational Information Processes and Customer Relationship Performance in the Fashion Industry. PhD Thesis. Capella University. 
Babapour, H. and Aghazadeh, H. (2023) ‘The Effect of Social Media Marketing Activities on Brand Equity in The Luxury Products’, Journal of Positive School Psychology, pp. 2229–2239.
Bazi, S., Filieri, R. and Gorton, M. (2020) ‘Customers’ motivation to engage with luxury brands on social media’, Journal of Business Research, 112, pp. 223–235.
Castillo-Abdul, B., Bonilla-del-Río, M. and Núñez-Barriopedro, E. (2021) ‘Influence and relationship between branded content and the social media consumer interactions of the luxury fashion brand Manolo Blahnik’, Publications, 9(1), p. 10.
Ghosh, T. et al. (2023) ‘How Value Consciousness, Customer Engagement and Trust Create Brand Loyalty: Luxury Brand and Social Media Marketing Perspective’, Academy of Marketing Studies Journal, 27(S6). 
Khoa, B.T., NGUYEN, T.D. and NGUYEN, V.T.-T. (2020) ‘Factors affecting customer relationship and the repurchase intention of designed fashion products’, Journal of Distribution Science, 18(2), pp. 17–28.
Kumar, V. et al. (2022) ‘Engaging luxury brand consumers on social media’, Journal of consumer marketing, 39(1), pp. 121–132.
Liu, X., Shin, H., and Burns, A.C. (2021) ‘Examining the impact of luxury brand’s social media marketing on customer engagement​: Using big data analytics and natural language processing’, Journal of Business research, 125, pp. 815–826.
Matin, A., Khoshtaria, T. and Tutberidze, G. (2020) ‘The impact of social media engagement on consumers’ trust and purchase intention’, International Journal of Technology Marketing, 14(3), p. 305. 
Nemati, M. and Weber, G. (2022) ‘Social media marketing strategies based on CRM value chain model’, International Journal of Innovation in Marketing Elements, 2(1), pp. 12–24.
Ozuem, W. and Ranfagni, S. (eds) (2021) The Art of Digital Marketing for Fashion and Luxury Brands: Marketspaces and Marketplaces. Cham: Springer International Publishing. 
Ozuem, W. and Willis, M. (2021) ‘Online Brand Communities, Customer Participation and Loyalty in the Luxury Fashion Industry: Strategic Insights’, in W. Ozuem and S. Ranfagni (eds) The Art of Digital Marketing for Fashion and Luxury Brands. Cham: Springer International Publishing, pp. 107–129. 
Rienda, L., Ruiz-Fernandez, L. and Carey, L. (2021) ‘Analysing trademark and social media in the fashion industry: tools that impact performance and internationalization for SMEs’, Journal of Fashion Marketing and Management: An International Journal, 25(1), pp. 117–132.
Salem, S.F., and Salem, S.O. (2021) ‘Effects of Social Media Marketing and Selected Marketing Constructs on Stages of Brand Loyalty’, Global Business Review, 22(3), pp. 650–673. 
Sharma, S. et al. (2020) ‘Social media activities and its influence on customer-brand relationship: an empirical study of apparel retailers’ activity in India’, Journal of Theoretical and Applied Electronic Commerce Research, 16(4), pp. 602–617.
Stephen, A.T. (2020) ‘Social media and luxury’, in Research handbook on luxury branding. Edward Elgar Publishing, pp. 248–263. 
Yasa, N. et al. (2021) ‘The role of relational and informational capabilities in mediating the effect of social media adoption on business performance in fashion industry’, International Journal of Data and Network Science, 5(4), pp. 569–578.
Beig, F.A. and Khan, M.F. (2022) ‘Romancing the Brands on Social Media’, Global Business Review, 23(3), pp. 841–862. Available at: https://doi.org/10.1177/0972150919866082.
Castillo-Abdul, B., Pérez-Escoda, A. and Civila, S. (2022) ‘Social media fostering happiness management: Three luxury brands case study on Instagram’, Corporate Governance: The International Journal of Business in Society, 22(3), pp. 491–505.
Chen, Y. (2021) ‘A social media mining and ensemble learning model: Application to luxury and fast fashion brands’, Information, 12(4), p. 149.
Ibrahim, B., Aljarah, A. and Ababneh, B. (2020) ‘Do Social Media Marketing Activities Enhance Consumer Perception of Brands? A Meta-Analytic Examination’, Journal of Promotion Management, 26(4), pp. 544–568. 
Khasawneh, M.H.A. et al. (2024) ‘Investigating the impact of social media marketing on research online and purchase offline for fashion luxury brands’, International Journal of Business Excellence, 32(1), pp. 25–49. 
Liegeois, J. (2023) ‘The impact of social media marketing activities on customer experience: The case of luxury brands. 
Madhura, K. and Panakaje, N. (2022) ‘Social Media as a Promotional Tool in the Fashion Industry: A Case Study on Meta Platforms Inc.’, International Journal of Case Studies in Business, IT and Education (IJCSBE), 6(1), pp. 351–365.
Mekonnen, A. and Larner, L. (2021) ‘Digital Marketing in Luxury Fashion: From Crisis to Strength’, in W. Ozuem and S. Ranfagni (eds) The Art of Digital Marketing for Fashion and Luxury Brands. Cham: Springer International Publishing, pp. 199–219.
Molina-Prados, A., Munoz-Leiva, F. and Prados-Peña, M.B. (2022) ‘The role of customer brand engagement in the use of Instagram as a “shop window” for fashion-industry social commerce’, Journal of Fashion Marketing and Management: An International Journal, 26(3), pp. 495–515.
Muniesa, R.L. and Giménez, C.G. (2020) ‘The importance of the loyalty of fashion brands through digital marketing’, Journal of Spatial and Organizational Dynamics, 8(3), pp. 230–243.
Prameswari, C. (2022) ‘The Influence of Social Media Marketing Towards Fast Fashion Brands’, Jurnal Entrepreneur dan Entrepreneurship, 11(2), pp. 125–138.
Pramono, A.A. and Aprilianty, F. (2020) ‘Social media and luxury brand: what luxury watch brands need to know when on Instagram’, International Journal of Technology Transfer and Commercialisation, 17(4), p. 316.
Sanil, N. (2023) ‘The Impact of Social Media Marketing on Brand Loyalty in Indian Banking Industry’, International Journal of Research Publication and Reviews, 4(3). 
Santana, C.L. (2022) Social media marketing on Instagram: influences on female millennials’ purchase intentions. PhD Thesis. University of Johannesburg. 
Setiadi, R. (2023) ‘Social Media Marketing and Customized Customer Relationship Management: The Implication for Marketing Performance of Budget Hotel Industry’, Indonesian Journal of Business and Entrepreneurship (IJBE), 9(3), pp. 478–478.
Tariq, M.H. (2021) ‘The Necessity of a New Consumer Buying Business Model in the Social Media Platform’, Educational Research (IJMCER), 3(1), pp. 82–92.
Thomas, S., Bhatt, V. and Patel, R. (2022) ‘Impact of skepticism on CRM luxury campaign participation intention of Generation Z’, International Journal of Emerging Markets [Preprint]. 
Wang, T. and Lee, F.-Y. (2020) ‘Examining customer engagement and brand intimacy in social media context’, Journal of retailing and consumer services, 54, p. 102035.
Wang, Y. and Chen, H. (2021) ‘Self-presentation and interactivity: luxury branding on social media’, Journal of Product & Brand Management, 30(5), pp. 656–670.
Zollo, L. et al. (2020) ‘Unpacking the relationship between social media marketing and brand equity: The mediating role of consumers’ benefits and experience’, Journal of Business research, 117, pp. 256–267.
Europe, C. o., 2024. Artificial Intelligence. [Online] 
Available at: https://www.coe.int/en/web/artificial-intelligence/history-of-ai
[Accessed 15 January 2024].
Ghonyan, A., 2024. Grad coach. [Online] 
Available at: https://gradcoach.com/what-is-research-methodology.
[Accessed 10 february 2024].
Saunders, M. L. P. T. A. (., 2016. Research Methodology: Adapting Research Onion Model for Future Studies. [Online] 
Available at: https://www.researchgate.net/figure/Research-onion-Saunders-et-al-2019-p-108_fig1_349083776
[Accessed 10 January 2024].




;;;;;;;;;;;;; ;;;;;; 
image1.jpeg
Philosophies

Experiment
Approaches
Mono method o
Cross-sectional
Strategies
Data
collection
and data
s Choices
Longitudinal
Time
horizons

Archival research

Techniques and
procedures





