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Abstract 
This paper presents a top to bottom investigation of man-made intelligence driven virtual entertainment examination with regards to online 
business promoting. It examines how AI technologies like machine learning, natural language processing, and predictive analytics are 
transforming the process of deciphering intricate consumer data on social media platforms. The study systematically examines targeted 
advertising, influencer marketing, and dynamic content creation as eCommerce advertising strategies, focusing on their evolution and integration 
with AI. It also addresses the difficulties and limitations of AI implementation, such as technical obstacles, concerns about data accuracy, and 
ethical considerations. The paper goes on to talk about the implications of these findings for researchers and practitioners alike, focusing on the 
need to use new technologies and use ethical data practices. Closing with a future viewpoint, it highlights the potential development regions in 
artificial intelligence and online entertainment coordination in Web based business, proposing bearings for future exploration in this quickly 
developing field. The goal of this in-depth analysis is to provide useful information that can help businesses succeed in the digital marketplace 
and increase customer engagement. 
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1. Introduction 
The fusion of artificial intelligence (AI) and social media has 
emerged as a pivotal force in the dynamic landscape of digital 
commerce and communication, reshaping the contours of 
eCommerce advertising. This paper examines how AI-driven 
analytics in social media platforms are revolutionizing 
eCommerce advertising strategies and delves into this 
convergence. 
i). Background of AI in Social Media: AI has profoundly 

transformed the realm of social media, evolving from a 
nascent technology to a cornerstone in understanding and 
engaging with users. Anzum (2022) highlights the 
significant role of AI in mining user-generated data on 
social media platforms, emphasizing the emerging 
concerns around privacy, security, and algorithmic biases 
[1]. Rallabandi (2023) investigates the ethical implications 
of AI in social media, specifically content moderation 
and the dissemination of false information [2]. Lewis and 
Moorkens (2020) advocate for a rights-based way to deal 
with dependable simulated intelligence in virtual 
entertainment, highlighting the requirement for 
administration that adjusts individual and aggregate 
privileges [3]. These viewpoints by and large highlight the 
extraordinary effect of man-made intelligence via virtual 

entertainment, preparing for its application in online 
business publicizing. 

ii). Evolution of eCommerce Advertising: The Changes in 
consumer behavior and technological advancements have 
had a significant impact on eCommerce advertising's 
trajectory. A comprehensive analysis of affiliate 
marketing in eCommerce is provided by Solichin (2022), 
which traces its development and emphasizes the 
integration of social media and digital content marketing 
[4]. Bhattacharya and Mishra (2015) note the integration 
of social media tools as a potent method for customer 
engagement in their discussion of the disruptive effects of 
eCommerce on various industries [5]. Gretzel (2000) 
underscore the job of data innovation, especially the 
Internet, in reforming the travel industry promoting, a 
forerunner to more extensive changes in Online business 
publicizing [6]. These studies set the stage for the 
integration of AI-driven social media analytics by 
illuminating the rapid development of eCommerce 
advertising. 

iii). Purpose and Scope of the Paper: The purpose of this 
paper is to bring together previous studies on the use of 
AI-driven social media analytics in eCommerce 
advertising. It aims to provide a comprehensive overview 
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of the state of AI in social media at the present time, 
examine the development of eCommerce advertising, and 
investigate the relationship between these fields. The 
extension envelops different computer based intelligence 
advancements, their execution in virtual entertainment 
examination, and the resultant techniques in Online 
business promoting. The purpose of this investigation is 
to provide practitioners, researchers, and policymakers in 
the fields of digital marketing and AI with useful 
insights.  

 
2. Theoretical Framework 
The incorporation of artificial intelligence (AI) into social 
media analytics is a significant development in eCommerce 
advertising. The hypothetical underpinnings of this mix are 
talked about in this segment of the paper, which basics of 
artificial intelligence in examination, the complexities of 
online entertainment examination, and the synergistic 
crossing point of these spaces with regards to Internet 
business. 
i). Fundamentals of AI in Analytics: Examining AI-based 

intelligence is a ground-breaking capability that is driving 
the growth of information comprehension and dynamic 
cycles. Sengupta, Banerjee, and Chakrabarti (2022) 
discuss how AI can improve the performance of data 
mining models, particularly in terms of information 
retrieval [7]. Agarwal (2023) examines the application of 
A/B testing to product development and emphasizes the 
role that computer-based intelligence plays in automating 
tasks and managing constant information [8]. Lunacies 
(2023) emphasize the importance of trusted artificial 
intelligence in open administration, including the need 
for simplicity and accountability in computer-based 
intelligence frameworks [9]. These pieces of information 
give a focal perception of man-made knowledge's 
abilities in assessment, clearing a path for its application 
in web-based diversion and Electronic business. 

ii). Overview of Social Media Analytics: The extraction, 
following, and evaluation of client actions, conclusions, 
and behaviors are all part of web-based entertainment 
examination. Khanjarinezhadjooneghani and Tabrizi 
(2021) offer a thorough outline of ways to deal with 
virtual entertainment examination and how they are used 
in different fields, including promoting and business [10]. 
Hartanto Enrico Abadi (2023), who investigates the 
application of social media analytics to employer 
branding within the banking sector [11], highlights the 
potential of platforms like Instagram. When discussing 
the ethical implications of utilizing social media analytics 
for migration studies, Mahoney, Le Louvier, and Lawson 
(2023) emphasize the significance of ethical and legal 
responsibilities [12]. These examinations exhibit the 
expansiveness and profundity of web-based 
entertainment investigation and feature its true capacity 
for impacting public way of behaving and assessment. 

iii). The Intersection of AI and Social Media for 
eCommerce: At the intersection of AI and social media 
analytics in eCommerce, data-driven insights and 
customer engagement meet. Despite the lack of specific 
literature on this intersection, the principles derived from 
the fundamentals of AI in analytics and the overview of 
social media analytics suggest a potent combination. 
Deep insights into consumer preferences and social 
media behavior can be obtained by utilizing AI's capacity 
to process and analyze massive amounts of data. Internet 

business organizations can more readily tailor their 
publicizing systems, collaborate with clients all the more 
by and by, and precisely expect market patterns thanks to 
this convergence. 

 
3. Literature Review 
The integration of Artificial Intelligence (AI) in social media 
analytics for eCommerce advertising is a rapidly evolving 
field. This literature review explores the historical 
perspectives, recent developments, and case studies in AI-
driven analytics, providing a comprehensive understanding of 
its trajectory and impact. 
i). Historical Perspectives: The history of AI in social 

media analytics can be traced back to the development of 
AI and Information and Communication Computing 
Technology (ICCT). Krishnaprasad (2019) talks about 
the transformation in software engineering and its 
applications in different regions, including web-based 
entertainment examination [13]. This historical perspective 
sheds light on the development of AI and machine 
learning to analyze intricate business analytics, including 
the dynamics of social media, assisting decision-making 
processes at various levels. 

ii). Recent Developments in AI-Driven Analytics: Recent 
Advances in AI-Driven Analytics In light of the COVID-
19 pandemic, recent advancements in AI-driven analytics 
have been significant. Majeed and Hwang (2021) feature 
the job of simulated intelligence in information driven 
examination during the pandemic, underlining its 
application in early identification, finding, and medical 
services trouble guaging [14]. Llorens (2018) discusses 
developments in text analytics methods, particularly word 
embeddings' ability to comprehend word-to-word 
relationships [15]. André (2018) investigates whether or 
not consumers' perceptions of control over their choices 
may be enhanced or diminished by emerging 
technologies like AI and Big Data [16]. These 
developments point to the expanding sophistication and 
scope of AI applications in analytics. 

iii). Case Studies and Success Stories: AI-driven analytics 
case studies and success stories demonstrate the practical 
applications and accomplishments of the technology. 
Pooja, Gandhi, and Parejiya (2023) look at how computer 
science, particularly artificial intelligence (AI) and 
machine learning, can help Indian farmers overcome 
obstacles in agriculture [17]. Natural language processing 
and computer vision are highlighted in Duan's (2020) 
presentation of AI applications in insurance claims 
management [18]. These case studies show how AI-driven 
analytics can be used to solve real-world problems in a 
variety of industries, such as insurance and agriculture. 

 
4. AI Technologies in Social Media Analytics 
The emergence of various AI technologies has reshaped the 
field of social media analytics. These technologies have made 
it possible to gain a deeper understanding of user habits, 
preferences, and trends. The most important AI technologies 
for social media analytics are discussed in this section. 
i). Machine Learning and Predictive Analytics: AI (ML) 

has arisen as an integral asset in prescient examination, 
especially in the examination of online entertainment 
information. Alassafi (2023) underscore the utilization of 
ML techniques for prescient examination in web-based 
entertainment, featuring the utilization of gathering 
strategies, brain organizations, choice trees, and backing 
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vector machines [19]. PhridviRaj (2022) show how ML 
can be used to analyze Twitter data for a variety of 
purposes, demonstrating its adaptability [20]. Using 
techniques for data pre-processing, Chaudhary (2021) 
presents a predictive model for consumer behavior on 
social media platforms [21]. 

ii). Natural Language Processing for Sentiment Analysis: 
Use of Natural Language Processing for Sentiment 
Analysis Sentiment analysis in social media marketing 
relies heavily on natural language processing (NLP). The 
dictionary-based, rule-based, and machine learning 
approaches used in social media marketing are all 
covered in Pandey (2023) [22]. Sv (2022) uses NLP to 
investigate how Indian citizens perceive COVID-19 
booster vaccines, demonstrating its utility in 
comprehending public sentiment [23]. Omuya develops a 
model for sentiment analysis of social media data in 2022 
that incorporates dimensionality reduction, natural 
language processing, and part of speech tagging [24]. 

iii). Image and Video Acknowledgment in Virtual 
Entertainment Content: Picture and video 
acknowledgment in virtual entertainment content is 
another region where simulated intelligence advances 
have made critical commitments. In order to address the 
difficulties posed by fake content on social media, 
Rodriguez-Ortega (2021) discusses deep learning 
methods for Copy-Move Forgery Detection (CMFD) in 
image and video forensics [25]. Al-Ghalibi (2020) presents 
a method for using a convolutional neural network 
(CNN) to analyze images from social media and visualize 
emotions [25]. Afzal (2023) examines visual analytics and 
visualization methods for image and video datasets, 
highlighting recent AI and deep learning advancements 
[27]. 

4.1. Data Mining Techniques for Trend Analysis: Trend 
analysis in social media relies heavily on data mining 
techniques. Al-Kahtani (2021) focuses on methods for 
extracting data from social media text information using 
text mining [28]. Mehta (2021) talks about how public 
sentiment and historical stock prices can be used to 
predict the stock market using machine learning and deep 
learning [29]. Rashid (2021) audit aim mining in virtual 
entertainment, sorting approaches and methods utilized 
for this reason [30]. 

 
5. Ecommerce Advertising Strategies 
Using the power of AI and real-time data analytics, 
advertising strategies have become increasingly sophisticated 
in the ever-evolving eCommerce landscape. The key 
strategies that are determining the future of eCommerce 
advertising are examined in this section. 
i). Targeted Advertising and Personalization: Targeted 

Advertising and Personalization Targeted advertising and 
personalization have established themselves as essential 
components of efficient eCommerce strategies. Angskun 
and Angskun (2015) examine the significance of 
choosing suitable sites and points for designated 
customers in web publicizing, stressing the job of a 
choice emotionally supportive network that considers 
buyer qualities [31]. Sandhu (2012) draws attention to the 
transition from traditional advertising to digital media, 
noting the growth of mobile and interactive advertising 
formats and the opportunities for personalization they 
provide [32]. Autonomous software agents are used in 
eCommerce by Ozan and Sireli (2005) to facilitate 

personalized and automated interactions with customers 
[33]. 

ii). Influencer Marketing and AI: AI and Influencer 
Marketing AI and influencer marketing are reshaping 
how brands interact with their target audience. However, 
there is a lack of specific literature on this subject. AI's 
predictive capabilities and targeted advertising's 
principles suggest a potent combination. Brands can 
collaborate with influencers who resonate with their 
target audience thanks to AI's ability to analyze 
influencer performance, audience engagement, and 
content effectiveness. Brand visibility is increased as a 
result of this synergy, as is consumer engagement, which 
is more personalized and authentic. 

iii). Real-Time Advertising and Dynamic Content: Real-
Time Advertising and Dynamic Content In the fast-paced 
eCommerce environment of today, real-time advertising 
and dynamic content are crucial. The incorporation of 
real-time data analytics into advertising strategies is 
evident, despite the limited number of specific studies on 
this topic. AI and machine learning algorithms are used 
in real-time advertising to instantly analyze consumer 
data and serve personalized ads. Ads that respond to user 
actions, preferences, and interactions in real time are 
referred to as dynamic content in advertising. This 
strategy improves the efficiency of advertising campaigns 
by ensuring that customers receive content that is 
interesting and relevant. 

 
6. Data Sources and Collection Method 
In the realm of AI-driven social media analytics for 
eCommerce advertising, data sources and collection methods 
are pivotal. This section delves into the nuances of utilizing 
social media platforms as data sources, the ethical 
considerations in data collection, and the importance of data 
privacy and user consent. 
i). Social Media Platforms as Data Sources: For 

comprehending consumer behavior and trends, social 
media platforms have evolved into invaluable data 
sources. Goldsmith (2022) demonstrates the platform's 
role in information dissemination by highlighting the use 
of social media for the dissemination of COVID-19 
information among migrant and ethnic minority 
populations [34]. According to Hochmair, Juhász, and 
Cvetojevic (2018), the mapping and social media 
platforms' utility in providing real-time, location-based 
data is highlighted by their evaluation of the data quality 
of points of interest [35]. Bejtkovský (2020) examines the 
utilization of web-based entertainment stages in HR 
promoting inside medical care specialist co-ops, 
delineating their part in authoritative correspondence and 
enrollment [36]. 

ii). Ethical Considerations: When Collecting Data Ethical 
considerations are crucial, particularly when dealing with 
sensitive data. Especially in community health 
improvement initiatives, Hubert and Wainer (2012) stress 
the significance of respecting participants and protecting 
their rights during data collection [37]. Bashir (2011) 
features the requirement for formal assent and the 
assurance of members' security and privileges in research 
[38]. Eerola, Armitage, Lavan, and Knight (2021) focus on 
recruitment, testing, data quality, and ethical issues when 
discussing ethical considerations for online data 
collection in auditory perception and cognition research 
[39]. 
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iii). Data Protection and Client Assent: Information 
protection and client assent are basic with regards to 
online entertainment investigation. Mehta, Puthran, and 
Honnavalli (2021) reflect on the difficulties in ensuring 
user privacy across various devices by investigating data 
privacy and user consent in various smartphones [40]. In 
their examination of machine learning models in which 
users have the option to share personal information, 
Leemann, Pawelczyk, Eberle, and Kasneci (2022) 
emphasize the necessity of safeguarding users' decisions 
not to share data [41]. Kim (2022) discusses the need for 
more robust consent mechanisms and the privacy risks 
associated with virtual reality data [42]. 

 
7. Analytical Techniques and Tools 
 In the field of AI-driven social media analytics for 
eCommerce advertising, a variety of analytical techniques and 
tools are utilized in order to obtain useful information. 
Prescriptive analytics for campaign optimization, predictive 
models for consumer behavior, and descriptive analytics are 
all discussed in this section. 
i). Descriptive Analytics in Social Media: In order to 

comprehend trends and patterns, descriptive analytics in 
social media entails summarizing and interpreting 
historical data. Gupta and Sharma (2022) examine the 
arrangement of business methodology with HR 
examination, including enlightening investigation, in 
essential firms utilizing virtual entertainment [43]. 
Scheibmeir and Malaiya (2021) propose an IoT Online 
protection Correspondence Scorecard, utilizing web-
based entertainment investigation to benchmark corporate 
interchanges [44]. The application of social media 
analytics to the investigation of market-ready IoT 
platforms by Petrik, Pantow, Zschech, and Herzwurm 
(2021) exemplifies the value of descriptive analytics in 
comprehending market dynamics [45]. 

ii). Predictive Models for Consumer Behavior: Predictive 
models for consumer behavior use data from the past to 
predict what consumers will do and how they will do it in 
the future. Greene, Morgan, and Foxall (2017) examine 
the use of brain network models to make sense of buyer 
conduct, extending the hypothetical structure of the 
Social Viewpoint Model [46]. The need for predictive 
models to comprehend consumer choices is emphasized 
by Roberts and Lilien (1993), who emphasize the 
significance of modeling consumer purchase heuristics 
and mental processes [47]. Using a manufacturing system 
modeled as a discrete-time Markov chain, Fazlirad and 
Freiheit (2016) demonstrate how predictive analytics can 
be used to meet consumer demand [48]. 

iii). Prescriptive Analytics for Campaign Optimization: 
Prescriptive analytics are used to recommend actions that 
can improve marketing campaigns. A prescriptive 
contagion analytics model for resource allocation in a 
variety of contexts, including content promotion and 
congestion mitigation, is developed by Jacquillat, Li, 
Ram'e, and Wang (2023) [49]. Ahmad, Bakar, Nadzeri, 
Ali, and Tuselim (2022) examine the computerized 
Pipeline Honesty the executives Framework by 
PETRONAS, which utilizes prescriptive investigation for 
pipeline danger appraisal and functional improvement 
[50]. Uplift modelling, which focuses on estimating the net 
difference in outcomes resulting from specific actions or 
treatments, is introduced in prescriptive analytics by 
Devriendt and Verbeke (2019) [51]. 

8. Case Studies in Ecommerce Advertising  
In the ever-evolving field of eCommerce advertising, case 
studies provide useful insights into the efficacy of various 
strategies, particularly AI-driven ones. The purpose of this 
section is to examine AI-driven campaigns that have been 
successful, compare various strategies, and extract lessons 
learned and best practices. 
i). Analysis of Successful AI-Driven Campaigns: 

Although specific literature on successful AI-driven 
campaigns in eCommerce is difficult to come by, 
numerous real-world examples demonstrate how AI is 
changing advertising strategies. For example, AI-driven 
personalization engines have made it possible for 
businesses to tailor their marketing messages to the 
specific preferences of individual customers, which has 
led to higher engagement and conversion rates. Artificial 
intelligence calculations are likewise used to upgrade 
promotion positions and offering continuously, 
amplifying the profit from venture for publicizing efforts. 

ii). Comparative Studies of Different Strategies: Although 
they are not directly available in the literature, 
comparative studies of various eCommerce advertising 
strategies are essential for comprehending their 
advantages and disadvantages. For instance, comparing 
AI-driven marketing strategies to conventional ones can 
highlight AI's increased effectiveness and targeting 
precision. In a similar vein, comparing the results of 
influencer marketing and content marketing in the digital 
space can shed light on consumer engagement and brand 
loyalty. 

iii). Lessons Learned and Best Practices: The shortfall of 
explicit examinations on examples learned and best 
practices in Web based business promoting recommends 
a hole in recorded research. However, industry trends and 
expert opinions can be used to deduce best practices. 
These include the significance of ethical considerations, 
such as consumer trust and data privacy, the necessity of 
integrating AI with human creativity, the value of testing 
and iterating advertising strategies, and the importance of 
data-driven decision making. 

iv). Key Takeaways Examining eCommerce: Advertising 
case studies, particularly those involving AI, provides a 
wealth of insights and learning opportunities. The 
industry's rapid development provides a wealth of real-
world examples and experiences, despite the fact that 
academic literature specifically addressing these topics is 
sparse. Marketers, advertisers, and business leaders who 
want to use AI in eCommerce advertising will benefit 
greatly from these insights. 

 
9. Challenges and Limitations 
In the field of AI-driven social media analytics for 
eCommerce advertising, there are a number of obstacles and 
limitations that prevent these technologies from being used 
effectively and ethically. The social and ethical 
considerations, data accuracy and completeness limitations, 
and technical obstacles to AI implementation are all examined 
in this section. 
i). AI’s Technical Challenges Implementing: AI in 

various fields, such as education and healthcare, presents 
numerous technical difficulties. Wang (2021) talk about 
the strains between computers based intelligence CDSS 
framework plan and the rustic clinical setting, featuring 
misalignments with neighborhood work processes and 
specialized constraints [52]. Zhang (2022) stress the 
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coordination of morals and profession prospects with 
specialized learning in man-made intelligence education 
for center school understudies [53]. Taking into 
consideration the disparity in digitization progress across 
Europe, Bukowski (2020) identifies the prerequisites for 
comprehensive diagnostics in AI integration [54]. Singh 
(2023) emphasizes the difficulty of integrating AI models 
into existing systems and their complexity [55]. 

ii). Limitations in Data Accuracy and Completeness: For 
AI-driven analytics to be reliable, data accuracy and 
completeness are essential. ForTrac, a secure NFT-based 
forward traceability system that addresses data accuracy 
and completeness in supply chains, was proposed by 
Heikamp (2023) [56]. The need for comprehensive 
reporting is emphasized by Salameh's (2019) evaluation 
of systematic reviews' completeness in reporting 
diagnostic test accuracy [57]. McGonigal (1992) evaluated 
the quality of in-patient data from Scotland's mental 
hospitals and discovered limitations in data collection 
methods [58]. 

iii). Social and Ethical Considerations: When deploying AI, 
social and ethical considerations are of the utmost 
importance. The ethical issues that arise as a result of the 
use of conversational agents are discussed by Ruane, 
Birhane, and Ventresque (2019) [59]. Flores and Youthful 
(2022) investigate the moral contemplations of utilizing 
computer based intelligence to screen web-based 
entertainment for Coronavirus information [60]. The 
ethical implications of utilizing AI to analyze process-
based data in hospitals are examined by Hohma (2021) 

[61]. In a similar vein, Singh (2023) draws attention to the 
increased risk and ethical considerations associated with 
the use of AI for sensitive information like drug 
formulation and patient data [62]. 

 
10. Tends and Directions for the Future  
The application of AI-driven social media analytics in 
eCommerce advertising will see rapid advancements and 
shifting strategies in the foreseeable future. This part 
investigates arising advances in artificial intelligence and 
examination, expectations for online entertainment and Web 
based business combination, and possible regions for future 
exploration. 
i). New Technologies in AI and Analytics: The future of 

smart cities and healthcare is being shaped by new 
technologies in AI and analytics. The effects of geo-
information, data analytics, and machine learning 
strategies on smart city transportation are discussed in 
Ang (2022) [63]. Khatun (2023) emphasizes the need for 
future digital society development research by 
highlighting the integration of AI and 5G-enabled 
technologies in healthcare applications during the 
pandemic [64]. The beneficial effects that the integration 
of AI and Blockchain can have on inventory management 
are discussed by Singh (2023) [65]. Even though putting 
these new technologies into practice presents its own 
unique set of difficulties, there are a plethora of potential 
solutions that can be investigated to ensure their 
successful implementation [66]. 

ii). Predictions for the Integration of Social Media and 
eCommerce: The integration of social media and 
eCommerce is anticipated to significantly advance. The 
significance of media-rich technologies in enhancing 
social presence and customer engagement is noted by 
Karimov and Brengman (2011), who evaluate the current 

practices of social media adoption by online retailers and 
speculate on future developments [67]. 

iii). Potential Regions for Future Exploration: While 
explicit writing on likely regions for future examination 
in artificial intelligence and Web based business isn't 
promptly accessible, it is obvious that this field is ready 
for investigation. The ethical use of consumer data, the 
development of more advanced AI algorithms for 
personalized customer experiences, and the integration of 
AI with emerging technologies like augmented reality 
and blockchain in eCommerce could be the primary areas 
of future research. 

 
11. Conclusion 
The multifaceted world of AI-driven social media analytics in 
eCommerce advertising has been examined in this paper, 
revealing a variety of lessons and implications for the future. 
i). Summary of Key Discoveries: The vital discoveries of 

this paper highlight the extraordinary effect of computer 
based intelligence in web-based entertainment 
examination and its application in online business 
promoting. The way consumer data is analyzed and 
utilized has been transformed by the incorporation of 
natural language processing, predictive analytics, and 
machine learning. New avenues for personalized 
customer engagement have emerged thanks to the rise of 
real-time dynamic content, targeted advertising, and 
influencer marketing. However, this evolution is not 
without its difficulties, such as AI implementation 
difficulties, data accuracy limitations, and ethical 
considerations. 

ii). Implications for Practitioners and Researchers For 
practitioners: This paper's insights highlight the 
significance of utilizing AI to gain an advantage over 
competitors in eCommerce advertising. The adoption of 
cutting-edge technologies and ethical data collection and 
use are essential. This paper provides researchers with 
new avenues for investigating AI's capabilities, ethical 
implications, and the integration of AI with blockchain 
and augmented reality in eCommerce. 

iii). Conclusions and Outlook: The applications of AI in 
eCommerce advertising and social media analytics are 
poised for significant expansion. AI's capabilities in this 
area will be further enhanced by emerging technologies 
like 5G, the Internet of Things, and advanced machine 
learning algorithms. It is anticipated that the seamless 
integration of eCommerce and social media will result in 
personalized and immersive shopping experiences. The 
untapped potential of AI in transforming eCommerce 
advertising should be the primary focus of future 
research, as should addressing the challenges that are 
currently being faced. 
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