
1. INTRODUCTION

 The digital transformation has had a 
significant impact on customer-business 
relationships in all spheres. Modern buyers 
discredit the concept of diffuse marketing 
communications that fails to address individual 
needs because the concept of relevance is 
becoming a determinant of attention across the 
digital market (Johnson,2022). They assume that 
brands will identify tastes by behavior tracks left 
in daily digital habit like searching and choosing. 
Marketing programs based on personal traits 
meet this expectation because they design 
messages that appeal to individual interests of a 

customer (Park,  2023). Personalized information 
reduces perplexity of decision-making, creates 
cognitive laziness and improves brand attitudes. 
Companies which recognize this change 
implement systems that track on-line decisions to 
screen out excessive messages thus saving the 
consumer time and improving on the quality of 
the relationship between brand and consumer. 
The success of modern marketing is thus more 
predetermined by the experiential factors than 
the informational content due to the higher 
qualities of the experience that lead to the 
development of the positive affect transforming 
into the loyalty (Green, 2021).
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ABSTRACT
The current research area will examine how artificial intelligence helps support the 
design of personalized marketing approaches and improves customer experience in 
Erode. Companies have integrated AI technologies and can now monitor consumer 
behaviour and provide a more relevant offer. Marketing communications are now 
demanded by consumers to conform to their personal preferences. In cases of 
successful personalization, the customers end up writing about experiencing value 
and continued interest in the service. The first goal is to evaluate the effectiveness of 
AI-assisted personalization with regard to customer satisfaction and loyalty. 
Research centers on customers that visit online platforms regularly in Erode. The 
structured questionnaire was used to gather primary data. Snowball was used so as 
to access respondents easily. The number of consumers who took part in the 
empirical survey was 213. Descriptive statistics and weighted experience index that 
summarizes important experiential variables into a score were used to analyze the 
responses. Correlation tests were conducted to establish relationships between 
personalized marketing activities and results of customer experience. According to 
the results, AI based personalization has a potent positive impact on customer 
experience. According to the respondents, their satisfaction increased when their 
aid was speeded and they were exposed to more relevant products. The level of trust 
did not decrease even though a low proportion of the respondents expressed privacy 
issues. The conclusion of the study is based on the principle that AI could be a helpful 
trigger of customer experience in Erode when companies handle customer data in a 
responsible manner. The retailers still capitalize on AI to support the personal 
relationships and develop long-term relationships.
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 Personalized marketing has been brought 
about by AI (AI). The AI systems consume large 
amounts of customer data and identify trends at a 
faster rate than traditional systems (Singh & 
Bronnen 2022). Through repetitive learning, AI 
tools make predictions which help marketers to 
make relevant propositions at the most 
opportune times. This makes it more convenient, 
because the consumers feel more comprehended 
and accompanied in their online exploration. 
Customer experience is a notion that describes 
the mood and satisfaction that will be developed 
after each interaction. Only a positive experience 
can make people trust which ultimately affects 
the loyalty, which is an essential element in a 
highly competitive market (Lewis, 2023).

The companies have started incorporating 
AI in their marketing process as the adoption of 
digital technologies in the region is on the rise in 
Erode. The issue lies in the fact that the adoption 
of such advanced systems depends on the 
perception of consumers during the process of 
using digital services based on personalized 
marketing. In the given work, the authors examine 
how AI-driven personalization affects customer 
experience in Erode. Active users will provide 
primary data that would help clarify the role of AI 
in determining relevance, quality of responses, 
comfort, and trust. The conclusions made based 
on the analysis are expected to help guide Erode-
based companies to use AI in a responsible way to 
increase the level of satisfaction and ensure 
sustainable development.

2. REVIEW OF CONCEPTS

 The tailor made marketing plans are 
meant to confirm the communication to the 
unique anticipations of the particular customers. 
The spread of consumer options in the field of 
digital settings increases the need to be perceived 
as personally relevant. The companies receive 
behavioural clues of consumers through search 
behavior, previous behaviours and product 
comparisons. These cues assist firms in 
customization of information which reduces 
confusion in the purchasing process. Delivery of 

personalised messages at the most convenient 
time makes customers assume that the company 
understands their needs thus leading to higher 
levels of satisfaction and the establishment of an 
emotional bond. Empirical evidence shows that 
personalisation brings increased clarity into the 
purchasing process which encourages the 
customers to continue with the relationship and 
have a positive attitude of value in the service 
(Carpenter, 2023). Moreover, personalisation is 
efficient as it avoids exposing customers to 
useless products. This phenomenon connotes 
paradigm shift in scholarly works of marketing 
whereby the issue of relevance beats frequency of 
message. High levels of personalisation 
strengthen loyalty since customers stick to those 
brands that recognise their individual needs 
(Mitchell, 2022).

The field of AI has transformed the process 
of personalised marketing delivery. It is capable of 
tracking a large amount of customer behaviour 
data over short periods of time, something that is 
impossible with manual process. 
Recommendation engines and predictive 
analytics are AI applications that provide 
personalized recommendations with the ability to 
make decisions quickly. These systems also 
identify very minute patterns that may be a 
pointer of potential interests. The speed of 
response gives confidence in online 
communication since clients do not wait too long 
before they get relevant information. According 
to empirical studies, AI-led interactions are more 
likely to increase the level of satisfaction when 
users believe that the technology is being used in 
their interests (Lopez, 2023). AI enables 
computer-aided customer services which answer 
customer questions eliminating the need of 
human intervention. Better segmentation is also 
seen as an added advantage since AI outlines 
certain clusters of preferences but not broad 
segments that do not reflect behaviour in 
practice. Strong differentiation generates 
enhanced personalisation and that creates a 
sustained sense of value in the experience of the 
customer.
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Customer experience refers to the quality 
of interaction hasten by customers towards a 
business. It includes factors of ease of access, 
emotional comfort, trust, generation of effects as 
a result of using the service, and an understanding 
all through the shopping process. An excellent 
customer experience leads to consideration of 
repeat use since the brand has been viewed as a 

brand to rely on. On the contrary, a poor quality 
experience evokes frustration, which makes 
customers switch to other easily available 
substitutes. The increased competition on online 
marketplaces increases the importance of 
experience as an indicator of performance. 
According to the latest findings, experience 
translates to fairness, respect, and personal care, 

Table 1: Existing Studies and Insights

S.N. Studies Coverage  Methodology No. of  Focus of the study Gaps in the study
  Years  article    

1. Awalia  2014-2024 Narrative  20 To examine the  The discussion lacks
 et al.   Review  obstacles and insights into the
 (2025)    challenges faced by motivations of
     women entrepreneurs women entrepreneurs
     in MSMEs. in MSMEs and the
      impact of ICT adoption
      on their performance.

2. Cabrera  2010-2015 Narrative  25 To explore the key  The study does not
 and   Review  factors contributing to address MSMEs or the
 Mauricio    the success of women  integration of ICT.
 (2017)    -led ventures across
     different stages of
      entrepreneurship.

3. Ettl. and  2012 Qualitative 31 To analyze the success The aspects of MSMEs
 Welter   Analysis  of women entrepreneurs and ICT adoption have
 (2011)    in relation to their been overlooked.
     personal and business
     -driven motivations 
     and objectives.

4. Martins  2010-2023 Systematic  29 To explore the  The analysis is confined
 et. al.   Literature  connection between to the informal sector,
 (2024)  Review  female entrepreneurship without considering
     and the informal sector. MSMEs or ICT intervention.

5. Mohanty  2011-2019 Narrative  30 To gain insights into  The motivations driving 
 and  Review  the broader dynamics women entrepreneurs in
 Mishra    of ICT diffusion among MSMEs and the role of ICT
 (2020)    MSMEs and its gender- in enhancing their
     specific implications. performance remain
      unexplored.

6. Our 2008- 2025 Systematic  40 To perform a PRISMA  -------
 Study    based systematic review
     to assess the motivations
     driving women 
     entrepreneurs in MSMEs
     and the impact of ICT
     adoption in these
     enterprises.
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which results in long-time customer loyalty 
(Narayanan 2021). The customer experience also 
indicates the skill with which a given organisation 
responds to issues in problematic situations. This 
is supported by AI because it will track reactions 
and adjust the delivery of services on-the-fly. 
When the consumers feel appreciated due to 
proactive support they will repeat, thus leading to 
repeated engagement. The positive experience 
also creates another growth in the form of 
positive recommendations by the satisfied 
customers and spread their views (Hall, 2024).

The connection between AI-assisted 
personalisation and customer experience is solid 
and direct. When the messages are matched with 
the needs of the consumer, then customers find it 
easier to navigate the messages and the 
development of trust comes when response is 
accurate. Technology reduces delays and ensures 
consistency thus, instills trust on digital services. 
In industries where AI is gradually becoming the 
norm like the Erode market successful marketing 
depends on how well AIs can improve the 
emotional and functional aspects of the customer 
experience. To ensure the protection of 
customers' privacy organisations cannot use AI 
irresponsibly and this will increase confidence in 
the use of digital services. The development of 
business performance will hinge upon how much 
the customers feel comfortable and as well as 
relatable when using the AI-powered 
personalised marketing campaigns.

3. RESEARCH METHODOLOGY

 The current study uses an empirical 
research design and seeks to explain the affective 
and behavioral tendencies among customers 
using naturalistic methods who apply AI 
technological-based personalized marketing in 
Erode. Customer experience is determined by a 
combination of emotional and functional factors 
that should be directly taken by a user. In this 
respect, primary data is inevitable since the 
impact of AI on tailored marketing could be 
properly grasped only when customers will 
express their own views. The research targets 
those customers who habitually use online 

shopping platforms to do regular purchases of 
various household items in Erode. The area boasts 
of a high activity with regard to online retail and 
services thus, it is an ideal place of study to 
explore the impact of personalization on 
experiential results. Such participants have been 
chosen due to their concrete contact with AI-
based systems as it makes their answers represent 
practical knowledge. This is addressed by the fact 
that regular users will be involved helping to 
reduce the occurrence of weak responses that 
might occur since the participants are not familiar 
with the technology which is used in service 
process. The structured questionnaire was used 
as the main data collection tool. The level of 
agreement on each of the experiential factors was 
used as closed-ended items which were based on 
a five-point Likert scale. The tool included key 
aspects of experience that encompassed 
relevance of contents, confidence in the 
automated help, speediness of the response, ease 
in navigation and attachment to the brand.

The sampling used in the research was 
snowball sampling and reason why this method 
was chosen is that the digital customers are 
integrated into social groups that have similar 
behaviors of using products. The snowball 
sampling technique was used by the researcher to 
identify the participants who are truly exposed to 
the concept of AI in marketing and not random 
people who might not possess the relevant 
experience. On passing the inclusion criteria, a 
respondent is able to suggest another active user 
of digital platform which creates a chain of 
participants. It is a repeated method of ensuring 
that time and effort used in finding appropriate 
respondents is minimized and the quality of 
information gathered is improved. Snowball 
sampling is also fitting to collect data in a market 
where the adoption of AI is still in constant change 
and respondent will guide the researcher towards 
individuals with a modern experience of using it.

The empirical survey was done on 213 
respondents and the sample size is relatively large 
which gives the article a more stable 
representation of digital customers in Erode. This 
was collected electronically through distribution 
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Construct Meaning in this study Mean SD Interpretation focus

Response  Quickness of system responses 4.05 0.72 Real time service timeliness
Speed during decision moments  

Comfort  Ease of digital movement  3.96 0.74 User ability to complete 
in Navigation without confusion   tasks smoothly

Trust in  Confidence in AI driven  3.88 0.77 User belief that technology 
Automated  support accuracy and data handling   works in their interest
Service

Satisfaction Emotional contentment toward   4.02 0.70 Positive emotional response
 digital experience    to digital use

Loyalty  Likelihood of returning and  3.94 0.76 Future behavioral alignment
Intention recommending the service to others   toward the brand
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Table  2: Descriptive Statistics for Core Customer Experience Variables

on social media and consumer networks that form 
users with active online buying behavior. All the 
responses were sifted out based on completeness 
and clearance before analysis in order to avoid 
errors that may distort the results. The data 
obtained were analyzed through the descriptive 
statistics to describe the perception of 
respondents towards each of the experiential 
factors. Descriptive findings help to establish 
whether the customers have positive, neutral or 
negative perceptions towards AI-based 
personalization. An experiential index was 
created such that a weighted sum of all the 
significant experiential variables is formed into a 
balanced measure. The approach allows 
determining the strength of the customer 
experience by adding together the strengths of 
customer experience elements without 
prioritizing with one factor over the other. The 
index indicates the impact of AI to real service 
settings in the context of customers. To determine 
the relationships between personalized 
marketing activities and customer experience 
results correlation analysis was used.

This methodological approach will make 
the findings accurate, useful and relevant to the 
existing business environment in Erode. The 
application of primary data related to informed 
digital customers and proper analysis methods is 
the foundation of significant recommendations to 
the firms that use AI-based personalization to 
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increase customer satisfaction and maintain long-
term relationships.

4. DATA ANALYSIS AND FINDINGS

�  This part presents the results of the 
answers received from 213 customers sampled in 
Erode. The analysis is based on the accepted 
protocol which involves the descriptive statistics 
used to explain the central tendency of the 
experiential factors. Core factors are combined 
into one composite score in a weighted 
experience index. The level of correlation is 
determined in correlation analyses assessing the 
extent of connection between the result of 
artificial-intelligence-based personalization and 
customer experience.
 The mean of relevance of information is 
the highest (4.12). This shows that the customers 
in Erode believe that the personalization 
supported by AI is appropriate and offers 
appropriate products in the appropriate time. The 
next designers that respond quickly and are AI 
personalized are close behind with means above 
four that implies the services are steady and fast 
in providing its services during moments of choice 
among customers. The positive trend in comfort 
in navigation is not quite as high as the relevant 
and speed, which indicates that there are minor 
problems with usability that can arise as the traffic 
grows or the pages are complicated. Automated 
service has the least mean (3.88) but this remains 

Source: Primary Data
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higher than the level of satisfaction of four. This is 
a sign of being cautiously accepted with the 
customers valuing convenience and yet being 
doubtful of how the data is processed and how 
the automated decision would be accurate. The 
value of 4.02 in overall satisfaction level confirms 
that the digital customer in Erode has a pleasant 
emotional appeal with the regard to the 
personalized advertising experiences. The score 
of 3.94 level of loyalty intention implies that 
satisfaction must have resulted in future 
commitment even though the strengthening of 
trust may increase the loyalty even more. In 
general descriptive findings corroborate 
uniformly positive responses to AI based 
personalization in the area.

5. WEIGHTED EXPERIENCE INDEX (WEI)
 ANALYSIS

  Experience with the customers is a multi-
dimensional construct. One score would enable 
the management assess the integrated impact of 
personalization that is propelled by AI on all key 
experience drivers. Equal weight is given since 
each factor plays its contribution towards the 
journey without one other outcome prevailing.
 The correlation between AI personalization and 
Waited Index of experience is 0.62 that affirm the 
positive and strong relationship. This indicates 
that the more people are exposed to the well 

designed customized services, the better 
experience they acquire in a perceivable measure. 
Digital interactions become more persuasive and 
satisfactory to the customers in Erode when the 
application of AI features is efficient. The 
correlation of WEI and satisfaction is greater at 
0.71 that indicates that the entire experience 
structure effectively influences emotional 
positivity. Customer satisfaction is therefore 
directly to the extent to which customers assess 
personalization-relevance comfort and trust 
combined benefits.

It also has a strong correlation with the 
dependency of WEI and loyalty intention of 0.66 
that indicates that positive results of experience 
cause customers to remain loyal and recommend 
the service to other users. Loyalty intention relies 
on the continuous satisfaction and faith on the 
worth of the experience that is reinforced by AI 
personalization. The last 0.55 relationship 
between AI personalization and the loyalty 
intention also justifies further the strategic 
business value of personalization. Companies, 
which enhance accuracy and support in the AI 
systems, are able to develop repeat behavior and 
word of mouth advantages in Erode.

The overall relationship between the 
variables shows that the conceptual assumption 
of the study is valid. The use of artificial 
intelligence to facilitate personalization is a 
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Experience Driver Mean Score Weight Weighted Value

Relevance of Information 4.12 0.20 0.824
Response Speed 4.05 0.20 0.810
Comfort in Navigation 3.96 0.20 0.792
Trust in Automated Service 3.88 0.20 0.776
Satisfaction 4.02 0.20 0.804

Variables AI Personalization WEI Satisfaction  Loyalty Intention

AI Personalization 1.00 - - -
WEI 0.62*** 1.00 - -
Satisfaction 0.58*** 0.71*** 1.00 -
Loyalty Intention 0.55*** 0.66*** 0.64*** 1.00

Note: Weighted Experience Index (WEI) = Σ(weighted value) = 4.01; Standard deviation of WEI = 0.58

Note: Significance Level: p<0.001

Table 3: Weighted Experience Index Components

Table 4: Correlation Analysis
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powerful motivating factor of customer 
experience that subsequently influences choices 
on satisfaction and loyalty within the region.

6. REGRESSION ANALYSIS

This study tested the data with regression 
analysis to find out the level of personalization 
that is positively supported by AI has on the 
overall customer experience in Erode. It 
determines the extent of customer experience 
enhancement that can be projected when the 
process of personalization is reinforced. This 
approach helps emphasize the purpose of the 
research as the study will demonstrate how AI is 
practically relevant in delivering such outcomes of 
the experience as trust satisfaction and loyalty. 
Regression can assist a business manager to 
discern the actual impact of personalization on 
experience in such a way that will be useful in the 
decision making process of service design 
enhancement. The dependent variable of the 
analysis is the Weighted Experience Index since it 
will amalgamate all the major experience drivers 
into one significant score. The model will be used 
to determine whether personalization exposure 
changes will result in any positive experience level 
being quantified across the digital customers in 
Erode.

7. MODEL

· WEI as the dependent variable

· AI Personalization as the independent 
variable

  The results of regression indicate that the 
personalization of AI is the only feature that 
explains the 38 percent of customer experience 
variation in Erode. The standardized value of beta 
0.62 ensures the fact that the enhancement in the 

area of personalization results in an apparent rise 
in experience quality. The value of 0.62 of the 
coefficient means that when exposure to 
personalization increases by a unit, the overall 
experience index increases on average by 0.62. 
 The constant of 1.47 indicates the level of 
base experience when the level is not 
personalized. It implies that personalization that 
will be propelled by an AI will transform 
experience to the next step beyond the 
foundation levels in Erode which is the digital 
environment. This discussion has clearly revealed 
that a large part of desirable customer experience 
results is brought about by personalization 
enabled by AI. The satisfaction and trust will 
increase directly as a result of any kind of 
managerial improvement in the personalization 
design and will consequently impact loyalty 
decisions.

8. FINDINGS 

� The study informs the researcher of the 
importance of AI -influenced personalization in 
the customer experience design of the digital 
environment in Erode. According to the 
descriptive analysis, customers have always 
positive feelings on the relevance of content and 
speed of response. The two drivers have the 
highest mean scores that show the customers are 
pleased with the prompt and appropriate 
assistance they get as part of their digital 
experience. This is in line with previous research 
that finds convenience and relevancy to be 
significant experience causes in technology 
mediated services. 
 The users also value personalized 
suggestions after receiving a recommendation 
since the recommendations save time and enable 
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Model R R Square Adjusted R Square Standard Error of Estimate

1 0.62 0.38 0.37 0.46

    Sig<0.001**

Predictor Unstandardized B Std. Error Standardized Beta t value Sig.(p)

Constant 1.47 0.15 — 9.80 0.000***
AI Personalization 0.62 0.06 0.62 10.57 0.000***

Table 5: Correlation Analysis
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people to make decisions more clearly.
The confidence with automated systems 

demonstrates lower mean in comparison with 
relevance and speed but still the value is above 
the satisfaction level. AI based interaction is 
received with reservations by customers in Erode. 
They value the smart support though they still 
have qualms about the accuracy and the related 
use of data. It is in line with the prevailing 
perspective that trust builds gradually as 
technology demonstrates reliability by way of 
contact repetition and apparent control points. 
The managers thus need to make sure that a sense 
of transparency regarding the reasons why a 
suggestion is given is a part of the system design to 
boost customer confidence.

The outcome of this study is presented by 
the Weighted Experience Index. The result of 4.01 
confirms the high level of overall experience that 
proves the fact that AI-based personalization 
leads to the significant emotional and practical 
gain. The index has put it easy that the experience 
cannot be determined by just one factor since the 
convenience satisfaction is mutual with relevancy 
in creating the journey. The equal contribution of 
these drivers demonstrates that the 
enhancement of one of the aspects can have an 
uplifting effect on the experience of the 
significant number of customers. The correlation 
analysis helps to extend the conclusion that 
personalization is one of the key sources of 
experience. The AI personalization has strong 
relationships with outcomes of customer 
experience in terms of satisfaction and loyalty 
intention. The customers that perceive more 
personalization will be willing to persist with the 
service and be ready to refer to others to use the 
platform. This observation is consistent with 
previous findings that a customer experience 
enhances their long term relationships within 
digital markets in which there is a great variety of 
choice.

The regression analysis offers a direction 
line of prediction that cuts across the rudimentary 
connection. The model confirms the hypothesis 
as having AI induced personalization as the 
notable portion of the variance in experience 

levels between the customers in Erode. The 
prediction coefficient also demonstrates that 
additional increase in quality of personalization 
will result in significant increase in total 
experience. This renders personalization as a 
practical instrument to managers since they will 
realize quantifiable satisfactory and loyalty 
increase when they enhance the precision of 
customization. The overall findings confirm that 
the personalization with the help of AI is not 
merely a technical property. It is a strategic 
customer experience impact that has high power 
concerning customer emotional and behavioral 
intentions of the customers in Erode. Companies 
that view the use of a more articulate and 
smoothly designed method in ethical 
personalization have a higher chance to ensure 
long term expansion in the digital markets.

9. RECOMMENDATIONS
� The findings of the present research 
indicate that personalization with the use of AI 
enhances the customer experience in Erode 
remarkably. The strategic recommendations are 
offered to maintain and improve this positive 
trend of the digital service providers and the retail 
business considered in the region. Firms need to 
work on enhancing the AI systems transparency. 
The issue concerning the use of customer data 
continues to be a matter of concern among the 
customers in Erode. Trust will increase when the 
system explains the undeniably clear reasons why 
a recommendation is provided or how the 
automated support can be created. Companies 
must offer the visible controls through which the 
customers can select the type of data they want to 
be sharing. The resulting trust that will be 
achieved through openness will allow acceptance 
of personalization and the minimization of 
reluctance concerning automated 
communication.

The recommendation of strengthening 
comfort in navigation is another important one. 
Despite the positive feedback provided by clients, 
some uneasiness can still be observed when 
working at the peak or when a customer lacks the 
guide on interface changes. A clear layout based 
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on step by step guidance boosts confidence. A 
machine can identify confusion and provide 
prompt advice by providing subtle prompts. This 
will increase the experience index of the weighted 
and moderate users will be incorporated into high 
experience category. Service speed should be one 
of the key factors. The response time with high 
traffic should be prevented as fast reply is one of 
the most effective motivators of positive 
experience. Stable digital infrastructure 
investment that relies on optimally processed AI 
will guarantee that business organizations do not 
lose client attention during critical times.

 Due to the new trends in purchasing 
behavior, businesses need to constantly revise the 
algorithm. Enhanced relevance will mean the 
reduction of the redundant information and 
retain the customer faith that the service knows 
what he/she personally needs. Feedback 
indicators to evaluate the accuracy of 
personalization on a regular basis will serve as a 
way to avoid some negative response to ill-placed 
suggestions. AI applications should be integrated 
by training employees on the applications. The 
human teams need to know how marketing and 
service functions are assisted by automated tools. 
Customer confidence is bolstered when 
employees are able to clarify decisions about the 
systems and resolve misunderstanding at the 
physical or online contact points. AI knowledge is 
also useful in making employees rectify systems 
mistakes prior to gaining experience on them.

Lastly, proper ethical management of 
information must be a lasting concern. Being a 
responsible data practitioner enhances loyalty 
since the customers promote businesses that 
prioritize their privacy and provide them with 
helpful technology. Good and clear policies, safe 
storage policies and the display of consent will 
result in increased confidence and enhanced long 
term relationships. The recommendations outline 
the realistic areas of improvement which 
correlate with the results of this paper. The 
businesses in Erode would be in a position to 
further improve customer experience and 
maintain competitive edge in online markets as a 
result of emphasis in trust, infrastructure quality, 

interfaces design, human support and ethical 
personalization.

10. CONCLUSION

  AI is now a crucial driver of personalized 
marketing in the online realm. Internet-based 
businesses and dealers have to be able to know 
the personal needs precisely and provide 
corresponding support to their customers at each 
level of communication. Personalization 
transforms the aspect of marketing as a general 
communication strategy to personal preferences. 
When the customers end up experiencing their 
emotions as comprehended and nurtured 
through easy and easy routes, they create a 
stronger connection with the business. The usage 
of digital has been gaining progressively in Erode 
that forms a viable conditions of AI enabled 
personalization. Customers deal with automated 
service systems and other think smart features 
which ease the decision making process. 
Marketing using these technologies becomes 
more service oriented as opposed to being 
persuasive. The process becomes hustle free as 
the clients get the content that is worth their 
expectations without spending unnecessarily. 
This change reinforces the fact that customer 
experience nowadays became a key component 
of marketing strategy. AI will keep having an effect 
on how clients judge online platforms. To ensure 
that transparency is achieved in the long term, 
businesses are required to come up with systems 
that ensure there is speed accuracy and 
transparency. Companies in Erode can establish 
good market positions by working with 
personalized marketing strategies, matched with 
comfort and respect to the personal information 
of the customers. The key finding on the whole is 
that individualized by AI works as a strategic 
instrument in enhancing deeper involvement and 
purposeful service. Companies that apply it in 
good faith will be in a position to achieve greater 
quality experiences that promote stable relations 
within the online market.
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