THE FUTURE OF GLOBAL BUSINESS AI-DRIVEN
SUSTAINABILITY AND MULTIDISCIPLINARY INNOVATIONS
IN COMMERCE, FINANCE, AND TRADE

ABOUT THE PUBLICATION

Stanzaleaf Publication is a premier academic publishing house dedicated to facilitating the
dissemination of scholarly knowledge across various disciplines. Our primary objective is to
provide a platform for researchers, educators, scholars, and professionals to share their
groundbreaking research, innovative ideas, and expert insights with a global audience. By
publishing high-quality academic books, journals, and conference proceedings, we aim to foster
intellectual discourse, promote interdisciplinary collaboration, and contribute to the
advancement of knowledge in various fields. Our publication portfolio encompasses a wide
range of subjects, including but not limited to science, technology, engineering, mathematics
(STEM), social sciences, humanities, arts, and management. We are committed to publishing
original research works, review articles, case studies, and book chapters that meet the highest
standards of academic rigor and scholarship. Our editorial team, comprising esteemed
academics and industry experts, ensures that every manuscript undergoes a rigorous peer-
review process to guarantee quality, validity, and relevance. At Stanzaleaf Publication, we
recognize the importance of accessibility and discoverability in academic publishing. Therefore,
we employ cutting-edge digital publishing technologies to ensure that our publications are
widely available in various formats, including print, electronic, and open access. Our
publications are indexed in major academic databases, repositories, and citation indexes,
enhancing their visibility and impact. Furthermore, we provide authors with a unique
opportunity to showcase their research through our global distribution networks, conferences,
and workshops. By choosing Stanzaleaf Publication, authors can benefit from our commitment
to excellence, quality, and integrity. We offer a range of services, including manuscript editing,
formatting, cover design, and marketing, to ensure that every publication meets the highest
standards of academic publishing. Our goal is to establish long-term partnerships with authors,
researchers, and institutions to foster a community of scholars dedicated to advancing
knowledge and promoting intellectual excellence.

T499
-996229-

©

ALL RIGHTS RESERVED

ISBN 978-81
STANZALEAF PUBLICATION “ ‘ ‘

3‘7
=~ © gtanzaleafpublication@gmail.com 9 788199 522937 >
www.stanzaleafpublication.in

THE FUTURE OF GLOBAL BUSINESS
AI-DRIVEN SUSTAINABILITY AND
MULTIDISCIPLINARY INNOVATIONS
IN COMMERCE, FINANCE, AND TRADE

“ EDITORS

Dr. R. Sivaramakrishnan
Dr Jitendra Sharma
-Dr. S. Poongavanam
Dr. T. Mohana Sundari

PUBLISHEDBY

STANZALEAF PUBLICATION




THE FUTURE OF GLOBAL BUSINESS AI-DRIVEN
SUSTAINABILITY AND MULTIDISCIPLINARY
INNOVATIONS IN COMMERCE, FINANCE, AND TRADE

Editors
Dr. R. Sivaramakrishnan
Dr Jitendra Sharma
Dr. S. Poongavanam
Dr. T. Mohana Sundari

Published by
STANZALEAF PUBLICATION



The Future of Global Business Al-Driven Sustainability and Multidisciplinary Innovations in

Commerce, Finance, and Trade
IWH H3H7
9"78 37

ISBN: 978-81-996229-3-7

978-81-996229

819976223

PUBLISHED BY: STANZALEAF PUBLICATION
PUBLISHED ON: 17-02-2026

PAGES: 152

PRICE: 499

Copyrights © 2026 All Rights Reserved

No part of this publication may be reproduced or transmitted in any form, by any
means electronic, mechanical, photocopying, recording, or otherwise without
prior written permission from the copyright holders.

Disclaimer

The authors are solely responsible for the contents of their chapters compiled in
this volume. The publishers and editors assume no responsibility for errors or
omissions. Any discrepancies noted may kindly be brought to the attention of the
editors for rectification in subsequent editions

Published by STANZALEAF PUBLICATION

Email: stanzaleafpublication@gmail.com [=]3:[=]
Website: www.stanzaleafpublication.in 8]



ABOUT THE PUBLICATION

Stanzaleaf Publication is a premier academic publishing house dedicated to facilitating the
dissemination of scholarly knowledge across various disciplines. Our primary objective is to
provide a platform for researchers, educators, scholars, and professionals to share their
groundbreaking research, innovative ideas, and expert insights with a global audience. By
publishing high-quality academic books, journals, and conference proceedings, we aim to foster
intellectual discourse, promote interdisciplinary collaboration, and contribute to the advancement
of knowledge in various fields. Our publication portfolio encompasses a wide range of subjects,
including but not limited to science, technology, engineering, mathematics (STEM), social
sciences, humanities, arts, and management. We are committed to publishing original research
works, review articles, case studies, and book chapters that meet the highest standards of academic
rigor and scholarship. Our editorial team, comprising esteemed academics and industry experts,
ensures that every manuscript undergoes a rigorous peer-review process to guarantee quality,
validity, and relevance. At Stanzaleaf Publication, we recognize the importance of accessibility and
discoverability in academic publishing. Therefore, we employ cutting-edge digital publishing
technologies to ensure that our publications are widely available in various formats, including print,
electronic, and open access. Our publications are indexed in major academic databases,
repositories, and citation indexes, enhancing their visibility and impact. Furthermore, we provide
authors with a unique opportunity to showcase their research through our global distribution
networks, conferences, and workshops. By choosing Stanzaleaf Publication, authors can benefit
from our commitment to excellence, quality, and integrity. We offer a range of services, including
manuscript editing, formatting, cover design, and marketing, to ensure that every publication meets
the highest standards of academic publishing. Our goal is to establish long-term partnerships with
authors, researchers, and institutions to foster a community of scholars dedicated to advancing

knowledge and promoting intellectual excellence.



CONTENTS

SILNO

PAPER TITLE

AUTHORS PAGE NO.

1 |Study On Impact Of Data Analytics And dr.S.Premkumar 1-18
Business Intelligence In Decision Making In
Marketing Industries

2 |Roll Of Big Data, Data Analytics And Business |*Mr C.Anbarasan, 19-52
Intelligence For Decision Making In Marketing |?Ms.K. Kalaivani, ®Dr.S.Premkumar

3 |Impact Of Artificial Intelligence On Fintech Ms.P.Mathivathana 53-59
Innovation: A Study Among Banks In Sivakasi

4 |A Study On Consumer Perception Towards Mrs.E.Kiruthika® 60-66
Organic Products Certification In Salem District |Mrs.A.Anjali?

5 |Impact Of Artificial Intelligence Text Generators |Dr. Saba Inamdar 67-76
(Aitgs) On Higher Education

6 |Commerce And Trade's Transformation From  |Dr A R Jayasudha?, 77-91
Physical To Digital Dr K Vigneshkumar?, K Vinotha®

7 |Atrtificial Intelligence In Human Resource Dr.D.Vijayasree 92-96
Management And The Future Of Work

8 |Marketing 5.0:Ai-Enabled Consumer Dr.G.Akilandeswari 97- 100
Engagement And Brand Management

.9 |Marketing 5.0: Ai-Enabled Consumer Mrs.R.Visalakshi; 101-107
Engagement And Brand Management 2Mrs.S.Chidambara Selvi

10 |Digital Trade, Platform Economies, And Rural |Dr.R.Amsaveni 108-116
Women’s Economic Empowerment: An
Empirical Assessment Of Welfare Schemes In
Coimbatore District

11 |Exploring The Link Between Influencer Dr.D.Divya 117-123
Marketing Exposure And Digital Dependency:
Attitudes And Health Outcomes Of Young
Adults In Coimbatore — A Conceptual Study

12 |Digital Transformation In Commerce And Trade |Dr. E. Renuga 124-129
Of Organic Food Products

13 |Fintech Innovations: Altruist Ai Reshaping The |Dr. B. Sheela 130-136

Indian Financial Services




14  |Impact Of Artificial Intelligence On Consumer | Mrs.A.Alagulakshmi 137-144
Buying Behavior In Decision-Making: A Study
Among Consumers In Sivakasi

15 |Delhi's Air Quality Crisis: A Persistent Chinnadurai K 145-152

Environmental And Health Challenge




The Future of Global Business Al-Driven Sustainability and Multidisciplinary Innovations in

Commerce, Finance, and Trade

9. MARKETING 5.0: AI-ENABLED CONSUMER ENGAGEMENT AND BRAND
MANAGEMENT
IMrs.R.Visalakshi; 2Mrs.S.Chidambara Selvi

! Assistant Professor, Department of Business Administration, Nallamthu Gounder Mahalingam
College, Pollach-642001 Mobile Number: 8825557923
Mail Id:visamuthu2015@gmail.com
2Assistant Professor, Department of Business Administration, Nallamthu Gounder
MahalingamCollege, Pollach-642001 Mobile Number: 9487792494
?Mail Id:selvimahivasu271960@gmail.com
Abstract

Marketing has undergone a significant transformation, evolving from product-centric approaches
to holistic consumer-centred ecosystems enhanced by digital technologies. Marketing 5.0
represents the intersection of human-centric values and advanced artificial intelligence (Al),
enabling organizations to deliver hyper-personalized experiences, develop emotionally resonant
brand identities, and engage consumers across dynamic digital touchpoints. This paper examines
how Marketing 5.0 integrates artificial intelligence, machine learning, predictive analytics, and
cognitive automation to reshape consumer engagement and brand management. Through a
comprehensive literature review and conceptual analysis, the paper highlights Al’s role in
advancing customer experience, sentiment analysis, product recommendation engines, social
listening, and brand authenticity. It also discusses practical applications across industries, ethical
challenges, and future implications for marketers. The findings suggest that Al-enabled Marketing
5.0 enables deeper customer insights, enhances brand loyalty, and supports purposeful branding,
but requires strong governance structures to ensure responsible use. The paper concludes that the
strategic synergy of Al and human creativity forms the foundation for next-generation marketing
practices.
Key words: Marketing 5.0, Chatbots and voice assistants, customer experience, sentiment analysis
1. Introduction

The rapid proliferation of digital technologies has reshaped consumer expectations,
behaviours, and interactions with brands. Traditional marketing, which relied heavily on mass

communication, has shifted toward data-driven and technology-enabled approaches. Marketing
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5.0—popularized by Kotler, Kartajaya, and Setiawan—represents the integration of human-centred
philosophy with advanced technological tools such as artificial intelligence, big data, natural
language processing (NLP), and robotic process automation (RPA) (Kotler et al. 3). This new
paradigm aims to deliver personalized, predictive, and contextual consumer experiences while
maintaining human empathy and authenticity.

In a world where consumers navigate complex digital ecosystems, Marketing 5.0 helps
marketers make sense of vast amounts of behavioral data, predict consumer needs, and deliver
value-driven interactions. Al-enabled marketing offers opportunities to improve customer
understanding, streamline decision making, and build meaningful brand-consumer relationships.
At the same time, it raises questions related to ethics, privacy, data bias, and the preservation of
human touch. This paper explores these dualities through an analytical lens.

2. Conceptual Foundations of Marketing 5.0

Marketing 5.0 builds upon earlier stages of marketing evolution: Marketing 1.0 (product-
centric), 2.0 (customer-centric), 3.0 (values-driven), and 4.0 (digital and social technologies).
Marketing 5.0 extends these frameworks by merging human values with emerging technologies,
emphasizing “technology for humanity” (Kotler et al. 7).

The core pillars of Marketing 5.0 include:
1. Data-Driven Insights — Leveraging big data and analytics for deep consumer understanding.
2. Predictive Modeling — Using machine learning to anticipate consumer behaviour.
3. Personalization at Scale — Delivering tailored experiences across customer journeys.
4. Human-Machine Collaboration — Combining Al efficiency with human creativity and
empathy.
5. Purposeful Brand Engagement — Aligning technological efficiency with societal well-
being.
These foundations highlight the dual focus of Marketing 5.0: advanced digital technologies and
human-centric engagement.
3. Literature Review
The literature on Marketing 5.0, consumer engagement, and Al-driven brand management

is vast and evolving. This section synthesizes scholarly contributions across key themes.
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3.1 Evolution of Marketing in the Digital Era

Kotler et al. argue that Marketing 5.0 reflects the convergence of human values with
technology, asserting that technological progress should enhance—not replace—human
capabilities (2). Similarly, Kumar and Reinartz highlight that modern marketing requires data-
driven approaches to deliver superior customer value (Kumar and Reinartz 11). Scholars widely
agree that digital transformation has accelerated the shift toward consumer empowerment and
personalized experiences (Lemon and Verhoef 71).
3.2 Al and Consumer Behaviour

Al-enabled systems help marketers interpret complex behavioural data, identify patterns,
and make evidence-based decisions. Davenport and Ronanki emphasize that Al enhances
operational efficiency and customer engagement through automation and intelligent systems
(Davenport and Ronanki 110). Meanwhile, Wedel and Kannan explain that Al supports micro-
segmentation, recommendation systems, and predictive modelling (345). These technologies
fundamentally alter how brands understand and interact with consumers.
3.3 Personalization and Customer Experience

Personalization is a central theme in Marketing 5.0. Research shows that Al-driven
personalization enhances satisfaction, loyalty, and purchase intention (Tam and Ho 228). Grewal
et al. argue that Al agents create seamless omnichannel experiences, enabling dynamic
personalization in real time (3). As a result, consumers perceive brands as more responsive and
relevant.
3.4 Chatbots, Virtual Assistants, and Conversational Commerce

Al-powered chatbots and voice assistants are increasingly utilized for customer service and
engagement. Gnewuch et al. state that conversational agents enhance efficiency by providing rapid,
contextual assistance (528). Scholars highlight their role in reducing service costs while improving
accessibility and customer satisfaction.
3.5 Al in Brand Management and Sentiment Analysis

Brand management increasingly relies on digital data and algorithmic insights. Lee and
Bradlow argue that Al-powered text and image analytics help marketers monitor brand reputation
in real time (164). Gensler et al. emphasize that social media has intensified brand co-creation,
making sentiment analysis crucial for understanding consumer perceptions (242). Al enables

brands to track emotions, identify emerging trends, and adapt communication strategies.
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3.6 Ethical and Privacy Concerns
Despite its benefits, Al raises critical ethical concerns. Martin and Murphy highlight issues
related to consumer privacy, algorithmic bias, and transparency (531). Floridi and Taddeo argue
that ethical Al governance is essential for responsible marketing practices (7). Without appropriate
safeguards, Al-enabled marketing may erode trust and damage brand reputation.
4. Al-Enabled Consumer Engagement
Al transforms consumer engagement by enabling targeted, timely, and relevant interactions
across various touch points.
4.1 Hyper-Personalization
Al analyzes behavioural, contextual, and transactional data to deliver highly customized
marketing messages. Recommendation algorithms, such as those used by Netflix and Amazon,
tailor content to individual users, thereby strengthening engagement and increasing consumption
(GOmez-Uribe and Hunt 19).
4.2 Customer Journey Optimization
Machine learning models predict future behaviours and guide customers through optimized
pathways. Predictive analytics identifies when customers might consider switching, enabling
timely interventions.
4.3 Conversational Al
Chatbots and voice assistants simulate human-like conversations, providing instant assistance:
e Guiding product choices
e Answering queries
e Offering personalized recommendations.
These tools lessen human workload and increase consumer convenience.
4.4 Emotional Al
Emotional Al interprets facial expressions, voice tones, and text sentiment to gauge
consumer emotions. Brands use emotional insights to refine messaging and develop empathetic

communication strategies.

5. Al in Brand Management

Al plays an essential role in building, monitoring, and enhancing brand identity.
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5.1 Brand Positioning and Insight Generation
Al tools identify emerging market trends, competitor strategies, and consumer
expectations. NLP and machine-learning models analyze large volumes of online data to inform
brand positioning.
5.2 Social Listening and Reputational Monitoring
Brands use social listening platforms powered by Al to monitor mentions, hashtags,
reviews, and customer feedback. Real-time insights allow marketers to address negative sentiment
quickly and capitalize on positive engagement.
5.3 Al-Driven Content Creation
Generative Al assists in producing marketing content, including personalized emails, social
media posts, and creative advertisements. When combined with human oversight, Al enhances
creativity and relevance.
5.4 Maintaining Authenticity
Although Al enhances efficiency, authenticity remains crucial. Human oversight ensures
that brand values, tone, and ethics align with consumer expectations.
6. Opportunities and Challenges
6.1 Opportunities
e Improved Customer Understanding through real-time analytics
e Personalized Experiences that enhance loyalty
e Cost Efficiency via automation
e Consistent Brand Monitoring using Al tools
e Enhanced Creativity through generative Al
6.2 Challenges
e Data Privacy and Ethical Concerns
e Algorithmic Bias that influences targeting
e High Implementation Costs
e Loss of Human Touch if automation is excessive
e Trust Issues when transparency is lacking

Balancing technology with human values is essential for sustainable Al-driven marketing
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7. Future Directions of Marketing 5.0
Advancements that will shape the next decade include:

e Al + AR/VR for immersive brand experiences

e Digital twins for consumer behaviour simulation

e Autonomous marketing systems

e Al-driven influencers and virtual brand ambassadors

e Metaverse-based brand engagement
These innovations will redefine how consumers interact with brands.
8. Conclusion

Marketing 5.0 represents a transformative paradigm that combines advanced technological
capabilities with human-centric values. Al is at the heart of this transformation, enabling deeper
consumer insights, personalized interactions, intelligent automation, and dynamic brand
management. However, ethical considerations, transparency, and responsible governance must
guide Al deployment to maintain consumer trust and authenticity. As brands navigate increasingly
complex environments, the synergy between human creativity and machine intelligence will

determine their ability to build long-lasting relationships and deliver meaningful consumer value.
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