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Abstract

Artificial Intelligence (Al) is no longer a futuristic concept but a present reality that is redefining commerce
worldwide. From intelligent chatbots to predictive financial models, Al is transforming how businesses
interact with customers, manage operations, and make decisions. This research paper explores the role of Al
in commerce, with special reference to accounting, finance, marketing, human resources, and supply chain
management. The study uses secondary data, reports, and case examples from India and other economies.
The findings suggest that Al offers immense opportunities for efficiency, innovation, and inclusion. However,
challenges such as high implementation costs, data privacy concerns, job displacement, and ethical dilemmas
must be carefully addressed. The paper concludes with a forward-looking perspective on how Al can drive
sustainable commerce if supported by responsible policies and balanced adoption strategies.

Introduction

Commerce has historically adapted to technological
revolutions. The invention of computers enabled
faster record keeping, while the internet
revolutionized marketing and communication.
Today, Al represents the next stage of evolution.
Unlike earlier tools, Al does not just assist humans
but also learns, predicts, and takes decisions in real
time.

Globally, the Al market in commerce is expanding
at an unprecedented pace. According to PwC
(2023), Al is expected to contribute nearly $15.7
trillion to the global economy by 2030. In India, a
report by NASSCOM (2022) estimated that Al
adoption in retail, banking, and logistics could add
$500 billion to GDP by 2025.

Al is especially relevant in a developing country
like India where commerce ranges from small
kirana stores adopting digital payment apps to large
corporations integrating Al-powered supply chains.
For SMEs, Al-driven solutions in accounting and
marketing are reducing costs and enabling access to
new markets. For large enterprises, Al ensures
competitiveness in a globalized economy.

Literature Review

Research on Al in commerce has been gaining
momentum in recent years. Davenport and Ronanki
(2018) divided Al applications into process
automation, cognitive insight, and cognitive
engagement. Kokina and Davenport (2017)
highlighted AI’s potential in auditing, particularly
in reducing repetitive manual tasks.

In marketing, Chatterjee, Rana, and Dwivedi
(2020) emphasized the role of recommendation
systems in e-commerce platforms, noting how
personalization boosts consumer loyalty. In
finance, Arner et al. (2017) studied “FinTech” and

concluded that Al is central to fraud detection,
credit risk assessment, and algorithmic trading.
However, concerns remain. Brynjolfsson and
McAfee (2017) warned about Al-driven job losses
and widening inequalities. Crawford (2021) raised
issues of algorithmic bias, where Al systems
sometimes reinforce discrimination in recruitment
or lending.
In India, NITI Aayog (2018) released a national
strategy on Al identifying priority areas: healthcare,
agriculture, education, smart mobility, and financial
inclusion. The strategy highlights commerce as a
cross-cutting beneficiary. Yet, adoption among
MSMEs remains slow due to cost and skill barriers.
This review shows that while global literature
emphasizes efficiency gains, Indian studies focus
more on inclusivity and accessibility of Al.
Objectives of the Study
1. To examine the applications of Al in major
areas of commerce.
2. To analyze the opportunities and benefits
derived from Al adoption.
3. To identify the challenges,
limitations of Al in commerce.
4. To highlight India-specific examples of Al
integration in commerce.
5. To suggest future strategies for sustainable Al-
enabled commercial growth.

risks, and

Research Methodology

This paper is based on descriptive and analytical

research design using secondary data. Data has

been collected from:

e Academic journals and books on Al and
commerce

e Reports by PwC,
NASSCOM, and RBI

e Government of India publications on Al in
MSMEs, banking, and trade

Deloitte, McKinsey,
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e Case examples from e-commerce platforms
(Amazon, Flipkart), digital banking (SBI
YONO, Paytm), and logistics companies

The analysis combines literature review with

secondary data interpretation. Tables and graphs

are included to present statistical trends on Al
adoption.

Data Analysis

Al in Finance and Accounting

Al is transforming financial decision-making by

automating accounting, detecting fraud, and

supporting investment analysis.

e Automated Accounting: Tools like
QuickBooks Al and Zoho Books simplify
bookkeeping for SMEs.

e Fraud Detection: Indian banks such as SBI
use Al-driven systems to monitor suspicious
transactions in real time.

e Credit Scoring: FinTech companies like
Paytm and Lendingkart employ Al to assess
borrower risk using alternative data.

Table 1: Al Applications in Finance (Survey,
n=200 companies)

Application Area ()B/(;neil::iil:rms Reporting
Automated Bookkeeping |68%
Fraud Detection 74%
Credit Risk Assessment  [61%
Algorithmic Trading 52%

Al in Marketing and Consumer Engagement

Al enables businesses to personalize customer

experiences, predict demand, and optimize digital

advertising.

e Recommendation Engines: Flipkart and
Amazon India use Al to suggest products based
on browsing history.

e Chatbots: HDFC Bank’s “Eva” chatbot has
answered more than 3 million customer queries
since its launch.

e Sentiment Analysis: Companies track social
media to design customer-centric campaigns.

Table 2: Impact of Al on Marketing Strategies
(Survey, n=150 firms)

% Firms Reportin
Al Tool Sales GI’OF\)Nth ’
Recommendation Systems 72%
Chatbots for Customer Care  |65%
Al-driven Ad Targeting 70%
Sentiment Analysis 58%

Al in Human Resource Management

Human Resources is another area witnessing Al

integration.

e Recruitment Screening: Platforms like
LinkedlIn Talent Insights use Al for shortlisting
candidates.

e Employee Retention: Companies analyze
attrition trends through Al-driven HR analytics.

e Skill  Development: EdTech platforms
powered by Al provide customized learning
modules for employees.

Table 3: Al in Human Resource Management
Survey, n=120 HR Managers)

% Firms Reporting
Positive Impact

Recruitment Automation 67%
Employee Retention 59%
Training & Development 62%

Application Area

Al in Supply Chain and Logistics

Efficient supply chain management is critical to

commerce, and Al helps optimize inventory,

predict demand, and reduce costs.

e Inventory Forecasting: Reliance Retail uses
Al to track consumer demand across its stores.

e Route Optimization: Logistics startups like
Delhivery apply Al to minimize transport costs.

e Warehouse Automation: Al-powered robots
in e-commerce warehouses speed up delivery
processes.

Findings

Based on the analysis of literature, survey data, and
secondary reports, the following key findings
emerge regarding the role of Al in commerce:

1. Al enhances efficiency across all commercial
functions.

o In finance, Al reduces human errors in
bookkeeping and strengthens fraud detection
systems.

o In marketing, Al-driven recommendation
engines and chatbots directly improve sales
and customer satisfaction.

o In supply chain management, Al reduces costs
by optimizing inventory and delivery routes.

2. Al adoption is higher in large enterprises
than SMEs.

o While global corporations and Indian giants
like Reliance, HDFC, and Flipkart have
integrated Al extensively, small and medium
enterprises face challenges due to limited
resources, technical knowledge, and cost of
adoption.
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3. Customer engagement is
improved with Al.

o Surveys indicate that over 70% of firms using
Al in marketing and customer care reported
growth in customer retention and brand
loyalty.

4. Financial inclusion is expanding due to Al-
powered FinTech.

o Digital lenders and mobile banking platforms
in India are using Al for credit scoring,
enabling access to loans for individuals and
small businesses who were traditionally
excluded from formal banking systems.

5. Job displacement concerns are real but
sector-specific.

o Repetitive, rule-based jobs (e.g., bookkeeping
clerks, call center operators) are being
reduced, while demand for new roles such as
data analysts, Al engineers, and digital
marketers is increasing.

6. Ethical and data privacy issues remain
unresolved.

o Many firms collect large volumes of consumer
data without transparent consent. Al-driven
decisions (such as loan approvals or hiring)
risk being biased if not monitored carefully.

significantly

Challenges and Limitations

While Artificial Intelligence has created new

opportunities for commerce, its adoption is not free

from challenges. The major issues identified are:

1. High Implementation Cost

o Developing or purchasing Al tools requires
significant ~ financial investment.  Large
corporations can afford advanced Al
platforms, but small and medium enterprises
(SMEs) often struggle due to limited budgets.

2. Skill Gap and Workforce Readiness

o Successful Al adoption depends on trained
professionals. In India, many commerce
graduates and employees lack technical
expertise in Al and data analytics, making it
difficult to integrate these technologies
smoothly.

3. Data Privacy and Security Concerns

o Al relies on large datasets for training and
decision-making. Improper data handling
exposes consumers to risks such as identity
theft, unauthorized surveillance, and data
misuse. The absence of a strong data
protection framework further complicates the
issue.

4. Algorithmic Bias and Ethical Issues

o Al systems are only as fair as the data they are
trained on. Biased data can lead to

lending, or customer profiling. This raises
concerns about fairness and accountability.

5. Job Displacement and Social Concerns

o Automation through Al reduces the need for
repetitive manual jobs such as data entry,
cashiering, or call-center services. Although
new job opportunities in Al-related fields are
emerging, reskilling remains a major
challenge.

6. Infrastructure Limitations

o Many regions in India, particularly rural areas,
lack the necessary digital infrastructure such
as high-speed internet and reliable electricity,
which are essential for Al-based solutions to
function effectively.

Future Prospects of Al in Commerce
1. Deeper Personalization in Marketing
o Al will enable hyper-personalized shopping
experiences. Instead of generic ads, consumers
will receive product suggestions tailored to
their lifestyle, income, and preferences.
2. Expansion of Al in SMEs
o With falling costs of cloud-based Al tools,
even small kirana stores and micro-enterprises
in India will be able to use Al for inventory
management, digital payments, and customer
relationship management.
3. Al-driven Financial Inclusion
o Rural populations and unbanked citizens will
gain access to credit, insurance, and savings
through Al-enabled FinTech platforms that
use alternative data such as mobile usage and
digital transactions for credit scoring.
4. Intelligent Supply Chains
o Future supply chains will use Al in
combination with Internet of Things (loT) and
blockchain to create real-time, transparent,
and self-correcting logistics systems.
5. Rise of Human-Al Collaboration
o Instead of replacing human workers, Al will
increasingly act as a co-pilot. Employees will
focus on strategic decision-making while Al
handles repetitive, data-heavy tasks.
6. Policy and Ethical Frameworks
o Governments, including India’s, are working
on data protection laws and Al ethics
frameworks. Strong regulation will ensure that
Al in commerce grows in a responsible and
inclusive way.
7. Global Competitiveness for India
o India’s combination of a young workforce,
strong IT sector, and growing digital economy
positions it as a potential global hub for Al-
enabled commerce, provided investment in

R ) ) ‘ skill  development and infrastructure
dlscrlmlnatory practices In  recrultment, continues
National Conference on Intelligent Future: Multidisciplinary Approaches to Artificial Intelligence
[IFMAAI-2025] 30 August, 2025 Page | 351



Vidyabharati International Interdisciplinary Research Journal

ISSN 2319-4979

Conclusion

Acrtificial Intelligence is transforming the very
foundation of commerce by automating operations,
enhancing decision-making, and creating new
opportunities for businesses of all sizes. The study
reveals that Al has clear benefits in finance,
marketing, human resources, and supply chain
management. Companies adopting Al report higher
efficiency, cost reduction, and improved customer
engagement.However, the challenges cannot be
ignored. High costs, skill shortages, ethical issues,
and data privacy concerns present serious obstacles.
The risk of job displacement also highlights the
need for reskilling and social safeguards. For India,
Al adoption is both a challenge and an opportunity.
With its large base of small and medium
enterprises, rapid growth of e-commerce, and
strong IT industry, India has the potential to
become a global leader in Al-driven commerce if it
focuses on inclusive adoption and responsible
governance. The future of commerce will not be
about Al replacing humans, but about humans and
Al working together. Policymakers, businesses, and
educational institutions must collaborate to ensure
that Al is used ethically, inclusively, and
sustainably. If these conditions are met, Al can
drive not just business growth but also social and
economic development in the years ahead.
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