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ABSTRACT 

 

Businesses must ask themselves this question as we approach a revolutionary era: how will artificial intelligence (AI) 

change the customer journey landscapes? This capstone study explores and covers the journey of artificial intelligence 

(AI), it’s impact on the business, the new opportunities along with challenges and the future predictions following the 

literature reviews, case studies, and expert insights. The research unveils a wide variety of possibilities waiting to be 

unlocked. 

 

This research focuses on the transformative potential of artificial intelligence (AI) for businesses and customers alike. 

It serves as a valuable resource for business leaders, marketing and sales professionals, customer service teams to 

managing artificial intelligence (AI) adoption plans and optimizing customer journey opportunities. Using AI-powered 

tools for personalized engagement and data-driven decisions. Using AI to improve productivity and customize 

assistance. Includes key Findings like Personalized Experiences, Data-Driven Decisions Automation & Efficiency. AI-

powered chatbots offer seamless B2B customer service, while B2C brands use recommendation engines to provide 

hyper-personalized product suggestions. AI streamlines Business workflows, boosting productivity. 

Beyond these, the research identifies: Opportunities: How AI increases customer engagement to a greater extent, 

unlocking brand loyalty and advocacy. Areas to integration of AI in business regular process. Challenges: What could 

be the Ethical considerations and potential job displacement carefully. 

 

 

CHAPTER - 1 

INTRODUCTION 

 

Imagine a future in which businesses understand your requirements before you ever present them, where interactions 

seem personalized and easy, and where B2B and B2C experiences are seamlessly tuned to your preferences. This is the 

fascinating environment created by the growing capability of Artificial Intelligence (AI). As we approach a 

revolutionary era, the issue is not whether AI will have an influence on consumer journeys, but rather how it will 

reshape them. This capstone project explores into the importance of this study, revealing AI's profound impact on 

businesses, the exciting opportunities it brings, the challenges it will face, and the future predictions extracted from in-

depth research and compelling case studies. 
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          International Journal of Scientific Research in Engineering and Management (IJSREM) 
                            Volume: 08 Issue: 05 | May - 2024                     SJIF Rating: 8.448                                    ISSN: 2582-3930                                      

 

© 2024, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM33741              |        Page 2 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Why this topic is crucial? 

 

Market Expansion: The global AI industry is rapidly expanding and is expected to reach 

$1.57 trillion by 2025, demonstrating its extensive effect across industries. Various sources show that the AI market 

is expanding at an unprecedented rate. For example, Grand View Research predicts that the AI 

 sector would  be  worth $1.57  trillion by 2025 

(https://www.cnbc.com/2023/05/25/how-the-ai-explosion-could-save-the-market-and-maybe- the-economy.html). 

Bloomberg Intelligence's analysis predicts that the generative AI industry will expand to $1.3 trillion over the next 

decade, up from $40 billion in 2022, indicating a 42% CAGR (https://www.bloomberg.com/company/press/generative-

ai-to-become-a-1-3- trillion- market-by-2032-research-finds/) Furthermore, a McKinsey Global Survey confirms the 

explosive growth of generative AI, with one-third of the survey respondents stating that their organizations are

 using  gen AI regularly in  at  least  one business  function 

(https://www.mckinsey.com/capabilities/quantumblack/our-insights/the-state-of-ai-in-2023- generative-ais-breakout-

year) 

 

Customer expectations rise: According to PwC's Global Consumer Insights Pulse Survey, performed in June 2023 

and including 8,975 consumers from 25 countries and territories, it is critical for businesses to connect with customers 

earlier in the purchase process and address the point of decision. Customers today want personalized experiences that 

cater to their individual requirements and interests. 84% of people now expect brands to utilize technology to 

personalize their experiences (https://www.pwc.com/gx/en/industries/consumer- markets/consumer-insights-

survey.html). The McKinsey & Company report that states approximately 80% of the U.S. workforce could have at 

least 10% of their work tasks affected by the introduction of GPTs is found in the search results. 

(https://www.gartner.com/peer- community/post/given-statistic-recent-mckinsey-report- approximately-80-u-s-

workforce- have-at-least-10-work-tasks-affected-introduction-gpts) Ignoring this expectation might result in 

disgruntled consumers, turnover, and, eventually, lost income. 
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Beyond the hype, real results: AI is not only a theoretical concept; it is already showing itself in the actual world. 

Consider the following examples like Netflix that Uses AI to recommend movies tailored to individual preferences, 

boosting engagement and subscriptions. Amazon Leverages AI-powered chatbots for efficient customer service, 

reducing wait times and increasing satisfaction. Siemens that Employs AI-driven analytics to predict equipment 

failures, minimizing downtime and maximizing productivity. (https://magnimindacademy.com/blog/10- powerful-

examples-of-ai-applications-in-todays-world/). 

Shaping the Future of Customer Journeys: The impact of AI goes beyond individual applications. It's fundamentally 

reshaping customer journeys by Automating routine processes using AI accelerates workflows, freeing up human 

resources for more valuable interactions. 

Predicting consumer needs: AI enables organizations to predict client wants before they occur, enabling proactive 

involvement. Personalizing offers involves using AI to personalize products, services, and communication to individual 

tastes, hence exceeding expectations and increasing loyalty. The research explains how AI can improve the customer 

experience by analyzing consumer data, identifying patterns, and anticipating customer requirements and expectations. 

The article also discusses how AI might be used to automate specific jobs, such as chatbots and IVR systems, therefore 

reducing the stress on humans and increasing customer happiness. 

 

• McKinsey Global Institute reports that AI could boost global GDP by up to $13 trillion by 2030.( 

https://www.mckinsey.com/featured-insights/artificial-intelligence/global-ai- survey- ai-proves-its-worth-but-

few-scale-impact) 

 

• Accenture's "AI for the Real World" study highlights how AI can create $5.2 trillion in value across 12 

industries by 2025.( https://www.accenture.com/_acnmedia/PDF- 77/Accenture- Strategy-AI-In-Action-

POV.pdf) 

• A Salesforce study reveals that companies using AI see a 12% boost in customer satisfaction and a

 9% increase in revenue. (https://www.accenture.com/_acnmedia/PDF-

77/Accenture-Strategy-AI-In-Action- POV.pdf) 

 

Research Questions: 

 

This research will be conducted in order to answer the following question:- 

 

“How can Artificial Intelligence techniques aid companies in increasing the customer experience along the customer 

journey” 

In order to create a clear structure in discussing the research questions, the following sub-questions will be covered: 

 

a) How can the latest advances in AI technology efficiently used to improve the customer journey, assuring 

personalized and seamless interactions? 

b) What developing AI tools like (Generative AI and Explainable AI etc.) are likely to influence the future 

of customer experience, and how can organizations use them to increase customer engagement and loyalty? 

The use of cutting-edge AI technology to improve customer journeys and uncover potential future 
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tools that will revolutionize customer experiences will be analyzed by the means of a literature review. 

 

 

Academic Relevance: The academic value of this literature review lies from its exploration of the impact of AI on 

customer journeys, which provides a complete examination of how AI technologies are transforming consumer 

interactions. This study adds to the academic debate on the junction of AI and consumer engagement by integrating 

previous literature and emphasizing AI's potential to improve customer experiences. 

 

Business Relevance: This literature review is essential from a business standpoint since it explores the revolutionary 

potential of AI in transforming consumer journeys. Businesses can modify their tactics to satisfy changing client 

demands, increase satisfaction, and cultivate enduring loyalty by comprehending how AI will affect customer 

interactions. For companies looking to use AI to improve customer experiences and obtain a competitive edge in the 

market, this report offers insightful information. 

 

 

Research Goal: The major purpose of this literature study is to look at how AI technologies are changing consumer 

journeys and to identify future tools that will alter those experiences. This study seeks to provide a complete knowledge 

of the role of AI in increasing customer pleasure, loyalty, and business growth by assessing the present landscape of 

AI applications in customer interaction and anticipating future AI advancements. 

 

 

Research Gap: The majority of existing research is focused on AI applications such as chatbots and recommendation 

engines. This review goes deeper into the specific functions of Generative AI and Explainable AI, which are relatively 

new and hold immense potential for customer journey optimization. By concentrating on future AI tools and 

breakthroughs, the research will help organizations understand how to use cutting-edge AI solutions to provide 

personalized, efficient, and predictive consumer experiences. This literature review aims to add valuable new 

knowledge to the evolving field of AI-powered customer journey optimization. 

 

 

 

CONCEPTS 

Customer Journey & Customer Experience 

The complete process a customer goes through while engaging with a business or brand, from the first phases of 

awareness-building or discovery to the ultimate stages of purchase and after- purchase, is referred to as the customer 

journey. It includes all consumer encounters and touchpoints with a business, including correspondence conducted 

both offline and online. Businesses need to understand the customer journey in order to find ways to enhance client 

experiences, boost customer satisfaction, and foster loyalty. 

http://www.ijsrem.com/
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Katherine N. Lemon and Peter C. Verhoef's study article "Understanding Customer Experience Throughout the 

Customer Journey" emphasizes the importance of knowing the customer journey and experience in today's corporate 

environment. The authors contend that customer experience is a crucial driver of client loyalty, and that organizations 

must prioritize providing pleasant experiences at all stages of the customer journey in order to retain consumers and 

generate growth. (https://journals.sagepub.com/doi/abs/10.1509/jm.15.0420). 

 

Khushi Bansal's research paper "Customer Experience: Creating Value through Transforming Customer 

Journeys" emphasizes the significance of customer experience in the modern corporate landscape. The author 

contends that in order to retain customers and promote growth, organizations must prioritize providing great 

experiences at all stages of the customer journey. This literature review identifies the following major findings: 

Customer Journey Mapping, Multi-Channel Engagement, AI, and Customer Experience. 

(https://ijaem.net/issue_dcp/Customer%20Experience%20Creating%20Value%20through%20Tr 

ansforming%20Customer%20Journeys.pdf) 

 

Gundars Kokins, Anita Straujuma, and Inga Lapiņa's research paper "The Role of Consumer and Customer 

Journeys in Customer Experience Driven and Open Innovation" examines the link between customer experience, 

journeys, and open innovation. The authors suggest that knowing the customer journey is critical for firms looking to 

generate pleasant customer experiences and drive innovation. The following important findings emerge from the 

literature review: Customer Experience-Driven Innovation within the Goal and Journey Hierarchy. 

(https://www.mdpi.com/2199-8531/7/3/185) 

 

 

Generative AI and Explainable AI (XAI) 

Artificial intelligence (AI) that can produce new text, images, or music by learning from a vast dataset of examples is 

known as generative AI. It can produce language that is human-like, make unique visuals, and even write music. 

Customer service, content development, and education are just a few of the industries that generative AI has the 

potential to completely transform. 

 

Erik Brynjolfsson, Danielle Li, and Lindsey R. Raymond's research paper "Generative AI at Work" examines 

how generative AI affects the efficiency of customer service personnel. The study analyzes data from 5,179 customer 

care personnel and discovers that having access to a generative AI-based conversational assistant enhances productivity 

by 14% on average, as measured by issues resolved per hour. The technology has a particularly substantial impact 

on rookie and low-skilled workers, improving productivity by 34%. (https://www.nber.org/papers/w31161). 

Stefan Feuerriegel, Jochen Hartmann, Christian Janiesch, and Patrick Zschech's research paper "Generative 

AI" investigates generative AI's potential to alter domains and sectors that rely on creativity, innovation, and 

knowledge processing. The literature review focuses on the following main findings- The increasing adoption of this 

technology is currently transforming how we work and communicate with one another. Applications of Generative AI 

that Generative AI can alter domains and businesses based on creativity, innovation, and knowledge processing. The 

Impact of Generative AI such as Generative AI has the potential to alter areas andsectors that rely on creativity, 

innovation, and knowledge processing. The technology can be 
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utilized for both creative and utilitarian objectives, such as developing new writing that mimics writers or new music 

compositions, as well as generating tailored content for marketing campaigns or personalized product recommendations. 

(https://link.springer.com/article/10.1007/s12599-023-00834-7). 

 

Rudresh Dwivedi et al.'s research paper "Explainable AI (XAI): Core Ideas, Techniques, and Solutions" provides 

a comprehensive overview of the field of Explainable AI (XAI), which is becoming increasingly important as our 

reliance on intelligent machines grows and so does the demand for transparent and interpretable models. The paper 

highlights XAI's key ideas, which include providing a set of machine learning approaches that allow human users to 

comprehend, trust, and build more explainable models. The authors also provide an introduction of cutting-edge XAI 

programming methodologies, as well as the various stages of XAI in a typical machine learning development cycle. 

The paper categorizes several XAI methodologies and explores the fundamental differences between

 existing XAI strategies. 

(https://dl.acm.org/doi/abs/10.1145/3561048) 

 

Imran Ahmed, Gwanggil Jeon, and Francesco Piccialli's research paper "From Artificial Intelligence to 

Explainable Artificial Intelligence in Industry 4.0: A Survey on What, How, and Where" provides a 

comprehensive overview of the evolution of AI to XAI in Industry 4.0. The study emphasizes the role of XAI in solving 

AI concerns such as a lack of transparency and accountability, as well as the necessity for human-centered AI systems. 

The authors provide an assessment of the current state of XAI, covering methodology, tools, and applications, as well 

as a roadmap for its evolution in Industry 4.0. In order to guarantee confidence, transparency, and accountability in AI 

systems, the paper's literature analysis emphasizes the growing use of AI across a range of industries, including 

healthcare, banking, and manufacturing. It also emphasizes the necessity of XAI. In addition, the writers talk about the 

drawbacks and restrictions of XAI, including the necessity for regulation and standardization as well as the trade-off 

between explainability and accuracy. 

(https://ieeexplore.ieee.org/abstract/document/9695219?casa_token=41ZMhhaXsrkAAAAA:ML 

yPcd0W4JOa1UsX9kRD6vP3XzG5gPP-mEX7Zyre7QOTR_s67rZiThBr2yQgEpD5q51qS- lMoDIg). 

 

 

CHAPTER - 2 

REVIEW OF LITERATURE 

 

 

The main literature search conducted for this literature review includes search in following domains: 

 

The Evolution of AI in Reshaping Customer Journey. 

 

Title: “Artificial intelligence: a survey on evolution, models, applications, and future trends” (2019) 

Authors: Yang Lu's 

Yang Lu's paper "Artificial intelligence: a survey on evolution, models, applications, and future trends" offers a 

comprehensive overview of the topic of artificial intelligence (AI) up to 2018. It examines the history of AI research, 

from the beginnings of symbolic AI to recent developments in deep learning. The article also addresses AI's many uses, 

including healthcare, banking, and manufacturing. Finally, the article considers the future of AI and analyzes some of 

the problems and opportunities that await. 

(https://www.tandfonline.com/doi/abs/10.1080/23270012.2019.1570365) Artificial intelligence (AI) is a cornerstone 
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of industrial progress, playing a critical role in integrating emerging technologies such as the Internet of Things (IoT), 

cloud computing, and blockchain into the world of big data and Industry 4.0. This chapter examines the substantial 

literature on AI's evolution and transformative impact on customer experiences. By combining ideas from major works, 

including Yang Lu's thorough survey, this review seeks to provide a comprehensive grasp of AI's path from theoretical 

foundations to practical implementations in transforming user experiences. 

 

 

 

Title: Customer Journey: Applications of AI and Machine Learning in E-Commerce (2022) 

Authors: Alexandros I. Metsai, Irene-Maria Tabakis, Konstantinos Karamitsios, Konstantinos Kotrotsios, PeriklisChatzimisios, 

George Stalidis& Kostas Goulianas 

 

This brief overview examines the revolutionary role of Artificial Intelligence (AI) and Machine Learning (ML) in 

redefining the e-commerce customer experience. Metsai et al.'s research demonstrates how AI-powered 

recommendation engines provide individualized product recommendations, while chatbots promote seamless 

interactions and effectively resolve customer inquiries. Furthermore, predictive analytics models optimize pricing 

strategies and inventory management, resulting in increased revenue and customer happiness. Despite hurdles like as 

data privacy and infrastructure costs, continued advances in deep learning and interdisciplinary cooperation provide 

promising possibilities for overcoming these obstacles. Future research may look into novel applications of AI and ML 

to improve consumer experiences while also informing regulatory frameworks for responsible AI deployment in the e-

commerce sector. (https://link.springer.com/chapter/10.1007/978-3-030-96296-8_12) 

 

THE GROWTH OF ARTIFICIAL INTELLIGENCE 

 

Title: The Role of Data in AI Startup Growth (2022) 

Authors: James Bessen, Stephen Michael Impink, Lydia Reichensperger and Robert Seamans. 

AI-enabled products are projected to boost economic growth. Training data are critical for companies building AI-

enabled products; without it, they cannot develop or modify their algorithms. This is particularly true for AI startups 

building novel algorithms and products. However, there is little agreement in the research regarding which features of 

training data are most significant. Using unique survey data from AI firms, we discovered a significant association 

between proprietary training data and future venture capital financing. Furthermore, this association is higher for 

businesses in areas where data is a big advantage and for startups using more sophisticated algorithms such as neural 

networks. 

(https://www.sciencedirect.com/science/article/abs/pii/S0048733322000415) 

 

 

Title: Has the Future Started? The Current Growth of Artificial Intelligence, Machine Learning, and Deep 

Learning. (2022) 

 

Authors: Karan Aggarwal Maad M 

 

This article's literature review covers three topics: artificial intelligence (AI), machine learning (ML), and deep 
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learning. It examines these scientific advances and their applications in a variety of industries. According to the authors, 

artificial intelligence is a core computer science field. AI is classified into two types: applied and generic. The most 

frequent type is applied AI, which involves intelligent systems that can perform a single task. Generalized AI is less 

prevalent, involving computers that can handle any task. Machine learning is a subfield of artificial intelligence. Machine 

learning enables computers to learn and improve based on data without explicit programming. Deep learning is a subset 

of machine learning that employs artificial neural networks. (https://www.iasj.net/iasj/download/cefbfd60eb11898a) 

 

 

Title: Artificial Intelligence’s Use and Rapid Growth Highlight Its Possibilities and Perils 

 

Authors: GAO US Officials  

 

This is a government article on artificial intelligence (AI). It discusses both the good and bad aspects of AI. On the plus 

side, AI may be useful in diagnosing diseases, detecting national security concerns, and solving crimes. However, there 

are concerns regarding AI's usage in education, intellectual property, and privacy. The article also describes the 

government's aim to ensure that AI is used responsibly. As AI use grows rapidly, how can we reduce the risks and 

ensure that these systems perform properly for everyone? 

 

Appropriate governance will be important to guaranteeing the continued effectiveness of AI technologies and the 

security of our data. We created an AI Accountability Framework to assist Congress in addressing the complexities, 

hazards, and societal implications of emerging AI technologies. Our framework outlines important practices for 

ensuring accountability and responsible AI use by government agencies and other entities involved in AI system design, 

development, deployment, and continuous monitoring. It is based on four principles: governance, data, performance, 

and monitoring, which provide structures and processes for managing, operating, and overseeing the adoption of AI 

systems. (https://www.gao.gov/blog/artificial- intelligences-use- and-rapid-growth-highlight-its-possibilities-and-

perils) 

 

 

CONSUMER EXPECTATION AND AI ADOPTION 

 

Title: In companies we trust: consumer adoption of artificial intelligence services and the role of trust in companies 

and AI autonomy. (2022) 

Authors: Darius-Aurel Frank, Lina Fogt Jacobsen, Helle Alsted Søndergaard 

 

This research report examines customer acceptance of artificial intelligence (AI) services. It addresses the relationship 

between trust in a corporation and consumers' willingness to use its AI services. The article also looks at how AI 

autonomy influences this relationship. Consumers are more likely to use AI services from companies they trust. 

However, increasing levels of AI autonomy can reduce this effect. The authors evaluate previous research on the 

elements that influence AI adoption. They suggest that trust in businesses is a crucial component that has not received 

adequate attention. (https://www.emerald.com/insight/content/doi/10.1108/ITP-09-2022- 0721/full/html) 

 

Title: Investigating consumers’ adoption of AI chatbots for apparel shopping. (2022) 

 

Authors: Mon Thu Myin, Kittichai Watchravesringkan 

 

http://www.ijsrem.com/
https://www.iasj.net/iasj/download/cefbfd60eb11898a
https://www.gao.gov/blog/artificial-intelligences-use-and-rapid-growth-highlight-its-possibilities-and-perils
https://www.gao.gov/blog/artificial-intelligences-use-and-rapid-growth-highlight-its-possibilities-and-perils
https://www.gao.gov/blog/artificial-intelligences-use-and-rapid-growth-highlight-its-possibilities-and-perils
https://www.gao.gov/blog/artificial-intelligences-use-and-rapid-growth-highlight-its-possibilities-and-perils
https://www.emerald.com/insight/content/doi/10.1108/ITP-09-2022-0721/full/html
https://www.emerald.com/insight/content/doi/10.1108/ITP-09-2022-0721/full/html
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This study builds on Davis's (1989) TAM (Technology Acceptance Model) and Westaby's (2005) BRT (Behavioral 

Reasoning Theory). TAM emphasizes perceived ease of use (PEU) and perceived usefulness (PUF) in technology 

adoption. BRT investigates the reasons for and against adopting a new technology. The study looks on customer 

acceptance of AI chatbots for clothes buying. They conducted a poll with 353 individuals from the United States. Their 

findings indicate that optimism, innovativeness, and the perceived benefits (relative advantage) of employing AI 

chatbots all have a beneficial impact on both PEU and PUF. Interestingly, complexity hinders perceived ease of use 

rather than usefulness. Finally, both PEU and PUF promote positive sentiments regarding AI chatbots, resulting in a 

stronger propensity to employ them for buying. 

(https://www.emerald.com/insight/content/doi/10.1108/JCM-03-2022-5234/full/html) 

 

FUTURE PREDICTION OF AI TOOLS: 

 

Title: Future artificial intelligence tools and perspectives in medicine. (2023) 

 

Authors: Chaddad, Ahmada; Katib, Yousefb; Hassan, Lamaa 

 

The literature study on future artificial intelligence (AI) technologies and views in medicine provides a complete 

understanding of AI's revolutionary role in healthcare. It discusses the use of AI in numerous areas of healthcare, 

including medical imaging and diagnostics, virtual patient care, medical research, patient engagement, compliance, 

rehabilitation, and administrative applications. The paper underlines AI's crucial role in diagnosing clinical problems, 

preventing disease outbreaks, managing electronic health data, and driving medical research and drug development. 

Furthermore, it discusses the obstacles and governance issues associated with incorporating AI into healthcare, including 

patient safety, privacy, and ethical implications. The paper emphasizes the necessity for good governance to ensure 

the alignment of AI with patient interests and the consideration of technical. The ethical and social elements. The paper 

also identifies future research areas, emphasizing the relevance of value-added healthcare services, patient data 

security and privacy, and innovative IT service delivery models utilizing artificial intelligence. Overall, the 

literature analysis gives useful insights into the changing landscape of artificial intelligence in healthcare, as well 

as the problems and opportunities it presents. 

(https://journals.lww.com/courology/abstract/2021/07000/future_artificial_intelligence_tools_and. 14.aspx ) 

 

 

 

Title: Using Generative AI to investigate medical imagery models and datasets 

Authors: Oran Lang, Doron Yaya-Stupp, Ilana Traynis, Heather Cole-Lewis, Chloe R. Bennett 

The literature review "Using generative AI to investigate medical imagery models and datasets" by Oran Lang and 

colleagues proposes a novel approach to explainability in AI models for medical imaging applications. The article 

discusses a complete methodology that uses generative AI to automatically detect, visualize, and develop hypotheses 

regarding visual signals in medical images based on classification models' predictions. The paper demonstrates the 

applicability of this technique across several medical imaging modalities and prediction tasks, emphasizing the 

possibility for producing clinically established characteristics, confounders, and physiologically plausible new 

properties. Notably, the interdisciplinary expert panel's role in evaluating the qualities emphasizes the importance of 

interdisciplinary perspectives in deciphering complex medical data. 

(https://www.thelancet.com/journals/ebiom/article/PIIS2352-3964(24)00110-5/fulltext) 

http://www.ijsrem.com/
https://www.emerald.com/insight/content/doi/10.1108/JCM-03-2022-5234/full/html
https://journals.lww.com/courology/abstract/2021/07000/future_artificial_intelligence_tools_and.14.aspx
https://journals.lww.com/courology/abstract/2021/07000/future_artificial_intelligence_tools_and.14.aspx
https://www.thelancet.com/journals/ebiom/article/PIIS2352-3964(24)00110-5/fulltext
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CHAPTER - 3 

RESEARCH METHODOLOGY 

 

METHODOLOGY 

The amount of research that has been conducted on the topic “Future of Artificial Intelligence in Customer Journey”. 

Since artificial intelligence is still a quiet recent topic, most research in this area is either still in progress or has not 

been conducted yet. However, research in artificial intelligence in other areas is available and contributes to our 

understanding of AI in business. In this, the research I conducted is focused on the area of new technologies and tools 

of AI as it is still in initial stage and there is more to come, so this is focus towards the present and as well as future of 

Artificial intelligence in customer journey and business. 

 

I have conducted a literature review, which combines existing research related to this topic. The aim of a literature 

review is “to evaluate existing knowledge, and identify gaps to explore further through new research questions”. 

 

 

 

Search strategy: 

• Databases: Scholarly databases like Google Scholar, ScienceDirect, EBSCOhost, Scopus, and 

JSTOR were used for research. 

 

• Keywords: A combination of keywords was employed to identify relevant studies. These included: 

“Artificial Intelligence,” “Customer Journey,” “Customer Experience,” “Future Trends,” “AI applications,” 

“Personalization,” “Automation,” “Machine learning,” and “Customer Satisfaction.” Boolean operators (AND, OR, 

NOT) were used to refine the search and ensure accuracy. 

 

Selection criteria: 

• Publication Date: The search focused on articles published within the last five years (2019-2024) to 

capture the latest advancements in AI and its impact on customer journeys. 

 

• Peer- Reviewed Sources: Priority was given to peer-reviewed academic journals, research reports 

from credible institutions, industry publications with a strong reputation. 

 

• Relevance: Articles were carefully screened to ensure they directly addressed the influence of AI on 

various stages of the customer journey (awareness, consideration, decision, purchase, post-purchase) and explored its 

future implications. 

http://www.ijsrem.com/
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Data Extraction: 

• Data points: From each selected study, key information was extracted. This included: research 

methodology, findings on AI’s impact on customer experiences, potential benefits and challenges identified, and future 

predictions regarding AI in the customer journey. 

 

• Data Organization: A systematic approach was used to organize the extracted data. A reference 

management tools and spreadsheet used to categorize and summarized the findings of each study for easy reference 

and analysis. 

 

 

 

RESEARCH OBJECTIVES 

 

 

• Examine the current state of AI technology and its use in the customer journey. This involves 

determining how AI is utilized to personalize experiences, automate processes, and anticipate customer demands at 

various phases of the journey (awareness, consideration, decision, purchase, and post-purchase). 

•  

Consider the possible benefits of AI for businesses. This includes looking into how AI may boost customer 

satisfaction, loyalty, operational efficiency, and revenue growth. 

•  

Investigate the problems and limitations of implementing AI in customer journeys. This involves looking into 

ethical issues, data privacy concerns, potential employment displacement, and the necessity for human-AI 

collaboration. 

•  

Identify future trends and projections for the evolution of AI in consumer encounters. This requires understanding 

how AI capabilities are projected to evolve and how this will affect customer interactions and expectations. 

•  

Integrate the findings of the literature review to provide useful insights to businesses. This includes practical ideas 

for how businesses may effectively use AI to build smooth and tailored client journeys that drive success in the 

competitive marketplace. 

http://www.ijsrem.com/
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SCOPE OF THE STUDY 

 

This literature review will focus on the impact of AI on the full customer journey, which includes the following stages. 

• Awareness: How AI can be used to discover potential customers and provide them appropriate messages. 

• Consider how AI might personalize information and recommendations during the research and assessment 

process. 

• Decision: How AI can help you make educated decisions via chatbots, virtual assistants, and data-driven 

insights. 

• Purchase: How AI can simplify the purchasing experience with secure payment alternatives and targeted 

offers. 

• Post-purchase: How AI may improve customer loyalty by providing proactive support, analyzing 

comments, and making personalized recommendations for future purchases. 

This study will not get into the technical specifics of AI algorithms or the specific features of individual AI tools. 

Instead, it will consider the broader implications for customer experience design and corporate strategy. 

This research will be limited to papers published within the last five years (2019-2024) to guarantee that the findings 

represent the most recent breakthroughs in AI technology. To guarantee that the material acquired is authentic and 

reliable, the review will emphasize peer-reviewed academic journals, trustworthy research reports, and renowned 

industry publications. 

 

CHAPTER - 4 

 

Chapter 4 - Results and Discussion. 

This chapter summarizes the important findings from a literature review on the impact of artificial intelligence (AI) on 

customer journeys. The chapter explores how AI is affecting key stages of the customer journey, the possible benefits 

and obstacles of AI adoption, and future forecasts for AI in customer experience (CX). 

 

AI and the Customer Journey  

The literature review discovered many ways AI is being utilized to transform the consumer journey across several 

touchpoints: 

 

• Awareness Stage: AI-powered marketing tools use customer data to tailor advertisements and content 

recommendations. Social media networks use AI algorithms to present users with adverts that are most relevant to their 

interests. 

• Consideration Stage: AI-powered chatbots provide 24/7 customer service, answer product inquiries, and 

help users through the consideration process. AI-powered product recommendation engines suggest appropriate things 

based on previous purchases and browsing history. 

 

http://www.ijsrem.com/
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• Decision Stage: AI can tailor product pricing and marketing to individual customer profiles and real-time 

market conditions. Virtual assistants with AI skills can assist customers in comparing items, understanding features, 

and making informed purchasing decisions. 

• Purchase Stage: Artificial intelligence simplifies the checkout process by providing secure and frictionless 

transactions. Chatbots can help with order confirmations and answer purchase-related questions. 

• Post-Purchase Stage: AI-powered sentiment analysis tools monitor customer reviews and social media 

conversations to discover levels of satisfaction and opportunities for improvement. AI may tailor post-purchase 

communication, suggest complementary products, and provide loyalty. 

 

 

 

Benefits of AI for Businesses 

The literature research identifies three potential benefits of incorporating AI in customer journeys: 

 

• Enhanced Customer happiness: AI personalizes interactions, predicts needs, and resolves difficulties more 

effectively, resulting in increased customer happiness. 

• Increased Customer Loyalty: Personalized experiences and proactive customer service lead to greater 

customer connections and brand loyalty. 

• AI improves operational efficiency by automating monotonous processes, freeing up human resources for 

higher-value activities, and optimizing workflows. 

• AI analytics provide important insights into customer behavior, preferences, and purchasing habits, allowing 

for data-driven decision making in marketing, product development, and customer service strategies. 

• Revenue Growth: Improved customer satisfaction, loyalty, and operational efficiency can lead to greater 

sales and revenue. 

 

 

The Future of AI in Customer Journeys. 

 

The literature review predicts a few patterns for the future of AI in customer journeys: 

 

• Generative AI will play an increasingly important role in the creation of tailored content, marketing 

materials, and product recommendations. 

 

• Conversational AI: Chatbots with increased conversational capabilities will offer more natural and engaging 

customer experiences. 

 

• Emotion AI: AI will learn to recognize and understand client emotions, allowing for more empathic customer 

service encounters. 

http://www.ijsrem.com/
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• Hyper-Personalization: Artificial intelligence will further personalize client experiences, according to 

individual preferences and demands in real time. 

 

• Focus on Explainability and Transparency: Businesses will prioritize XAI to establish customer trust and 

ensure ethical AI deployment. 

 

The results of the review of the literature provide a convincing image of how AI can revolutionize customer journeys. 

Effective use of AI by organizations allows them to anticipate consumer demands, personalize interactions, and create 

seamless experiences that increase customer satisfaction, loyalty, and profitability. Businesses that strategically 

embrace AI and manage the related problems will be well-positioned to flourish in the competitive landscape as AI 

capabilities continue to advance. To provide outstanding customer experiences, the future of customer journeys will 

involve achieving a harmonic balance between human empathy and AI intelligence. 

 

CHAPTER – 5 

Chapter 5 - Conclusion and Future Scope 

 

Conclusion: 

 

The purpose of this study was to examine how artificial intelligence (AI) affects customer journeys. According to the 

literature review, artificial intelligence (AI) is changing several touchpoints in the consumer journey, from first 

awareness to interactions after a purchase. Artificial intelligence(AI)- driven solutions personalize interactions, 

anticipate client needs, and expedite procedures, thereby yielding gains in client  satisfaction, customer  loyalty, 

and  revenue. The study did, however, also note some important obstacles to the adoption of AI. Ethical concernslike 

algorithmic prejudice, data privacy, and employment displacement demand ethical development and implementation 

procedures. Risks to data security emphasize the necessity of strong security measures to safeguard client data. To 

ensure ethical AI use and foster customer trust, transparency and Explainable AI (XAI) are essential. It can be difficult 

and expensive to integrate AI with current systems. Finally, establishing a balance between AI automation and human 

interaction is essential for a seamless customer experience. 

 

Future Scope: 

The future of AI in customer journeys is bright, with promising areas of investigation including the impact of generative 

AI on personalized content, advances in conversational AI for natural interactions, leveraging emotion AI for 

empathetic customer service, hyper-personalization to cater to individual needs in real-time, and the continued 

development of XAI to build customer trust in AI decision-making. 

http://www.ijsrem.com/
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