
          International Research Journal of Engineering and Technology (IRJET)       e-ISSN: 2395-0056 

                Volume: 10 Issue: 12 | Dec  2023              www.irjet.net                                                                        p-ISSN: 2395-0072 

  

© 2023, IRJET       |       Impact Factor value: 8.226       |       ISO 9001:2008 Certified Journal       |     Page 509 
 

AI-Driven Social Media Analytics for eCommerce Advertising 

Navdeep Singh1, Daisy Adhikari2 

1NerdCuriosity.com 
2DataScienceNerd.com  

---------------------------------------------------------------------***---------------------------------------------------------------------
Abstract - This paper presents an in-depth exploration of 
AI-driven social media analytics in the context of eCommerce 
advertising. It delves into the transformative role of AI 
technologies, including machine learning, natural language 
processing, and predictive analytics, in deciphering complex 
consumer data on social media platforms. The study 
systematically examines various aspects of eCommerce 
advertising strategies, such as targeted advertising, influencer 
marketing, and dynamic content creation, highlighting their 
evolution and integration with AI. It also addresses the 
challenges and limitations inherent in AI implementation, 
including technical hurdles, data accuracy concerns, and 
ethical considerations. The paper further discusses the 
implications of these findings for both practitioners and 
researchers, emphasizing the need for ethical data practices 
and the adoption of emerging technologies. Concluding with a 
future outlook, it underscores the potential growth areas in AI 
and social media integration in eCommerce, suggesting 
directions for future research in this rapidly evolving field. This 
comprehensive analysis aims to provide valuable insights for 
enhancing customer engagement and driving business success 
in the digital marketplace. 
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1. INTRODUCTION 

In the dynamic landscape of digital commerce and 
communication, the fusion of artificial intelligence (AI) with 
social media has emerged as a pivotal force, reshaping the 
contours of eCommerce advertising. This paper delves into 
this confluence, exploring how AI-driven analytics in social 
media platforms are revolutionizing advertising strategies in 
the eCommerce sector. 

1.1 Background of AI in Social Media 

AI has profoundly transformed the realm of social media, 
evolving from a nascent technology to a cornerstone in 
understanding and engaging with users. Anzum (2022) 
highlights the significant role of AI in mining user-generated 
data on social media platforms, emphasizing the emerging 
concerns around privacy, security, and algorithmic biases [1]. 

Rallabandi (2023) further explore the ethical dimensions of 
AI in social media, particularly in content moderation and the 
spread of misinformation [2]. Lewis and Moorkens (2020) 
advocate for a rights-based approach to trustworthy AI in 
social media, underscoring the need for governance that 
balances individual and collective rights [3]. These 
perspectives collectively underscore the transformative 
impact of AI on social media, paving the way for its 
application in eCommerce advertising. 

1.2 Evolution of eCommerce Advertising 

The trajectory of eCommerce advertising has been marked 
by significant shifts, influenced by technological 
advancements, and changing consumer behaviours. Solichin 
(2022) provides a comprehensive review of affiliate 
marketing in eCommerce, tracing its evolution and 
highlighting the integration of digital content marketing and 
social media [4]. Bhattacharya and Mishra (2015) discuss the 
disruptive impact of eCommerce on various industries, 
noting the integration of social media tools as a potent 
method for customer engagement [5]. Gretzel (2000) 
emphasize the role of information technology, particularly 
the World Wide Web, in revolutionizing tourism advertising, 
a precursor to broader changes in eCommerce advertising 
[6]. These studies illustrate the dynamic evolution of 
eCommerce advertising, setting the stage for the integration 
of AI-driven social media analytics. 

1.3 Purpose and Scope of the Paper 

This paper aims to synthesize existing research on AI-
driven social media analytics and their application in 
eCommerce advertising. It seeks to provide a comprehensive 
overview of the current state of AI in social media, analyse 
the evolution of eCommerce advertising, and explore the 
intersection of these domains. The scope encompasses 
various AI technologies, their implementation in social 
media analytics, and the resultant strategies in eCommerce 
advertising. Through this exploration, the paper intends to 
offer valuable insights for practitioners, researchers, and 
policymakers in the fields of digital marketing and AI. 

2. THEORETICAL FRAMEWORK 

The integration of artificial intelligence (AI) in social media 
analytics represents a significant leap forward in the realm of 
eCommerce advertising. This section of the paper lays out the 
theoretical underpinnings of this integration, exploring the 
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fundamentals of AI in analytics, the intricacies of social media 
analytics, and the synergistic intersection of these domains in 
the context of eCommerce. 

2.1 Fundamentals of AI in Analytics 

AI in analytics is a transformative force, driving the 
evolution of data interpretation and decision-making 
processes. Sengupta, Banerjee, and Chakrabarti (2022) 
discuss the role of AI in enhancing the efficiency of data 
mining models, particularly in the context of information 
retrieval [7]. Agarwal (2023) delves into the application of 
A/B testing in product optimization, underscoring the role of 
AI in automating tasks and processing real-time data [8]. 
Manias (2023) emphasize the importance of trusted AI in 
public governance, highlighting the need for transparency 
and accountability in AI systems [9]. These insights provide a 
foundational understanding of AI's capabilities in analytics, 
setting the stage for its application in social media and 
eCommerce. 

2.2 Overview of Social Media Analytics 

Social media analytics involves the extraction, tracking, 
and evaluation of user activities, opinions, and behaviours. 
Khanjarinezhadjooneghani and Tabrizi (2021) provide a 
comprehensive review of social media analysis approaches 
and their application in various domains, including business 
and marketing [10]. Hartanto Enrico Abadi (2023) explore 
the use of social media analytics in employer branding 
within the banking industry, highlighting the potential of 
platforms like Instagram [11]. Mahoney, Le Louvier, and 
Lawson (2023) discuss the ethical considerations in using 
social media analytics for migration studies, emphasizing the 
importance of ethical and legal responsibilities [12]. These 
studies illustrate the depth and breadth of social media 
analytics, revealing its potential in understanding and 
influencing public opinion and behaviour. 

2.3 The Intersection of AI and Social Media for 
eCommerce 

The intersection of AI and social media analytics in 
eCommerce represents a confluence of data-driven insights 
and consumer engagement. While specific literature on this 
intersection is scarce, the principles derived from the 
fundamentals of AI in analytics and the overview of social 
media analytics suggest a potent combination. AI's ability to 
process and analyse vast amounts of data can be leveraged 
to gain deep insights into consumer behaviour and 
preferences on social media platforms. This intersection 
enables eCommerce businesses to tailor their advertising 
strategies more effectively, engage with consumers more 
personally, and predict market trends with greater accuracy. 

 

 

3. LITERATURE REVIEW 

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

3.1 Historical Perspectives 

The historical development of AI in social media analytics 
is rooted in the advancement of Information and 
Communication Computing Technology (ICCT) and AI. 
Krishnaprasad (2019) discusses the revolution in computer 
science and its applications in various areas, including social 
media analytics [13]. This historical perspective provides 
insights into how AI and machine learning have evolved to 
analyze complex business analytics, including social media 
dynamics, thereby aiding decision-making processes at 
various levels. 

3.2 Recent Developments in AI-Driven Analytics 

Recent developments in AI-driven analytics have been 
significant, especially in the context of the COVID-19 
pandemic. Majeed and Hwang (2021) highlight the role of AI 
in data-driven analytics during the pandemic, emphasizing 
its application in early detection, diagnosis, and healthcare 
burden forecasting [14]. Llorens (2018) discusses the 
advancements in text analytics techniques, particularly in 
understanding relationships between words through word 
embeddings [15]. André (2018) explore how new 
technologies like AI and Big Data may enhance or diminish 
consumer perceptions of control over their choices [16]. 
These developments indicate the growing sophistication and 
application scope of AI in analytics. 

3.3 Case Studies and Success Stories 

Case studies and success stories in AI-driven analytics 
demonstrate its practical applications and successes. Pooja, 
Gandhi, and Parejiya (2023) analyze the role of computer 
science, particularly AI and machine learning, in addressing 
challenges faced by Indian farmers in agriculture [17]. Duan 
(2020) presents applications of AI in insurance claims 
management, highlighting the use of natural language 
processing and computer vision [18]. These case studies 
exemplify the diverse applications of AI-driven analytics in 
various sectors, including agriculture and insurance, 
showcasing its potential to solve real-world problems. 

4. AI TECHNOLOGIES IN SOCIAL MEDIA ANALYTICS 

The realm of social media analytics has been revolutionized 
by the advent of various AI technologies. These technologies 
have enabled deeper insights into user behaviour, 
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preferences, and trends. This section explores the key AI 
technologies that are pivotal in social media analytics. 

4.1 Machine Learning and Predictive Analytics 

Machine learning (ML) has emerged as a powerful tool in 
predictive analytics, particularly in the analysis of social 
media data. Alassafi (2023) emphasize the use of ML methods 
for predictive analytics in social media, highlighting the use of 
ensemble methods, neural networks, decision trees, and 
support vector machines [19]. PhridviRaj (2022) discuss the 
application of ML in analyzing Twitter data for various 
applications, demonstrating its versatility [20]. Chaudhary 
(2021) present a predictive model for consumer behavior on 
social media platforms, utilizing data pre-processing 
techniques to enhance the quality of results [21]. 

4.2 Natural Language Processing for Sentiment 
Analysis 

Natural Language Processing (NLP) is crucial for 
sentiment analysis in social media marketing. Pandey (2023) 
provide an overview of NLP techniques used in social media 
marketing, including dictionary-based, rule-based, and 
machine learning approaches [22].  Sv (2022) analyse Indian 
citizens' perceptions of COVID-19 booster vaccines using 
NLP, demonstrating its application in understanding public 
sentiment [23]. Omuya (2022) develop a model for 
sentiment analysis of social media data, incorporating 
dimensionality reduction and NLP with part of speech 
tagging [24]. 

4.3 Image and Video Recognition in Social Media 
Content 

Image and video recognition in social media content is 
another area where AI technologies have made significant 
contributions. Rodríguez-Ortega (2021) discuss deep 
learning methods for Copy-Move Forgery Detection (CMFD) 
in image and video forensics, addressing the challenges of 
fake content in social media [25]. Al-Ghalibi (2020) present a 
system for analysing social media images and visualizing 
emotions, using a convolutional neural network (CNN) [25]. 
Afzal (2023) survey visualization and visual analytics 
approaches for image and video datasets, highlighting recent 
advances in AI and deep learning [27]. 

4.4 Data Mining Techniques for Trend Analysis 

Data mining techniques are essential for trend analysis in 
social media. Al-Kahtani (2021) focuses on text mining 
methodologies to extract data from social media text 
information [28]. Mehta (2021) discuss the use of machine 
learning and deep learning methods for stock market 
prediction, considering public sentiment and historical stock 
prices [29]. Rashid (2021) review intention mining in social 
media, categorizing approaches and techniques used for this 
purpose [30]. 

5. ECOMMERCE ADVERTISING STRATEGIES 

In the ever-evolving landscape of eCommerce, advertising 
strategies have become increasingly sophisticated, 
leveraging the power of AI and real-time data analytics. This 
section explores the key strategies that are shaping the 
future of eCommerce advertising. 

5.1 Targeted Advertising and Personalization 

Targeted advertising and personalization have become 
cornerstones of effective eCommerce strategies. Angskun and 
Angskun (2015) discuss the importance of selecting 
appropriate websites and topics for targeted consumers in 
web advertising, emphasizing the role of a decision support 
system that considers consumer characteristics [31]. Sandhu 
(2012) highlights the shift from traditional advertising to 
digital media, noting the growth in mobile and interactive 
advertising formats and the personalization opportunities 
they offer [32]. Ozan and Sireli (2005) delve into the use of 
autonomous software agents in eCommerce, which enable 
personalized and automated interactions with consumers 
[33]. 

5.2 Influencer Marketing and AI 

Influencer marketing, combined with AI, is reshaping how 
brands engage with their audience. However, specific 
literature on this topic is scarce. The principles derived from 
targeted advertising and AI's predictive capabilities suggest 
a potent combination. AI can analyse influencer 
performance, audience engagement, and content 
effectiveness, enabling brands to collaborate with 
influencers who resonate with their target audience. This 
synergy enhances brand visibility and drives consumer 
engagement in a more personalized and authentic manner. 

5.3 Real-Time Advertising and Dynamic Content 

Real-time advertising and dynamic content are pivotal in 
today's fast-paced eCommerce environment. While specific 
studies on this topic are limited, the integration of real-time 
data analytics in advertising strategies is evident. Real-time 
advertising involves using AI and machine learning 
algorithms to analyse consumer data instantly and serve 
personalized ads. Dynamic content in advertising refers to 
ads that adapt in real-time based on user interactions, 
preferences, and behaviours. This approach ensures that 
consumers receive relevant and engaging content, enhancing 
the effectiveness of advertising campaigns. 

6. DATA SOURCES AND COLLECTION METHOD 

In the realm of AI-driven social media analytics for 
eCommerce advertising, data sources and collection methods 
are pivotal. This section delves into the nuances of utilizing 
social media platforms as data sources, the ethical 
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considerations in data collection, and the importance of data 
privacy and user consent. 

6.1 Social Media Platforms as Data Sources 

Social media platforms have become invaluable data 
sources for understanding consumer behavior and trends. 
Goldsmith (2022) highlights the use of social media for 
disseminating COVID-19 information among migrant and 
ethnic minority populations, demonstrating the platforms' 
role in information dissemination [34]. Hochmair, Juhász, and 
Cvetojevic (2018) assess the data quality of points of interest 
in mapping and social media platforms, underscoring the 
platforms' utility in providing real-time, location-based data 
[35]. Bejtkovský (2020) discusses the use of social media 
platforms in HR marketing within healthcare service 
providers, illustrating their role in organizational 
communication and recruitment [36]. 

6.2 Ethical Considerations in Data Collection 

Ethical considerations in data collection are paramount, 
especially when dealing with sensitive information. Hubert 
and Wainer (2012) emphasize the importance of respecting 
participants and ensuring their rights during data collection, 
particularly in community health improvement efforts [37]. 
Bashir (2011) highlights the need for formal consent and the 
protection of participants' privacy and rights in research 
[38]. Eerola, Armitage, Lavan, Knight (2021) discuss ethical 
considerations in online data collection in auditory 
perception and cognition research, focusing on recruitment, 
testing, data quality, and ethical issues [39]. 

6.3 Data Privacy and User Consent 

Data privacy and user consent are critical in the context of 
social media analytics. Mehta, Puthran, and Honnavalli 
(2021) explore data privacy and user consent in various 
smartphones, reflecting on the challenges in ensuring user 
privacy across different devices [40]. Leemann, Pawelczyk, 
Eberle, and Kasneci (2022) examine machine learning 
models where users have the choice to share personal 
information, emphasizing the need to protect users' 
decisions not to share data [41]. Kim (2022) discusses the 
privacy risks associated with virtual reality data and the 
need for more robust consent mechanisms [42]. 

7. ANALYTICAL TECHNIQUES AND TOOLS 

In the domain of AI-driven social media analytics for 
eCommerce advertising, various analytical techniques and 
tools are employed to extract meaningful insights. This 
section explores the application of descriptive analytics, 
predictive models for consumer behaviour, and prescriptive 
analytics for campaign optimization. 

 

7.1 Descriptive Analytics in Social Media 

Descriptive analytics in social media involves 
summarizing and interpreting historical data to understand 
trends and patterns. Gupta and Sharma (2022) discuss the 
alignment of business strategy with HR analytics, including 
descriptive analytics, in strategic firms using social media 
[43]. Scheibmeir and Malaiya (2021) propose an IoT 
Cybersecurity Communication Scorecard, leveraging social 
media analytics to benchmark corporate communications 
[44]. Petrik, Pantow, Zschech, and Herzwurm (2021) apply 
social media analytics to explore market ready IoT platforms, 
demonstrating the utility of descriptive analytics in 
understanding market dynamics [45]. 

7.2 Predictive Models for Consumer Behavior 

Predictive models for consumer behaviour utilize 
historical data to forecast future trends and behaviours. 
Greene, Morgan, and Foxall (2017) investigate the 
application of neural network models to explain consumer 
behaviour, expanding the theoretical framework of the 
Behavioural Perspective Model [46]. Roberts and Lilien 
(1993) highlight the importance of modelling consumer 
purchase heuristics and mental processes, emphasising the 
need for predictive models in understanding consumer 
choices [47]. Fazlirad and Freiheit (2016) apply model 
predictive control to a manufacturing system modelled as a 
discrete-time Markov chain, demonstrating the use of 
predictive analytics in satisfying consumer demand [48]. 

7.3 Prescriptive Analytics for Campaign 
Optimization 

Prescriptive analytics for campaign optimization involve 
using analytics to recommend actions that can optimize 
marketing campaigns. Jacquillat, Li, Ram'e, and Wang (2023) 
formulate a prescriptive contagion analytics model for 
resource allocation in various contexts, including content 
promotion and congestion mitigation [49]. Ahmad, Bakar, 
Nadzeri, Ali, and Tuselim (2022) discuss the digital Pipeline 
Integrity Management System by PETRONAS, which uses 
prescriptive analytics for pipeline threat assessment and 
operational optimization [50]. Devriendt and Verbeke 
(2019) introduce uplift modelling in prescriptive analytics, 
focusing on estimating the net difference in outcomes 
resulting from specific actions or treatments [51]. 

8. CASE STUDIES IN ECOMMERCE ADVERTISING 

In the dynamic field of eCommerce advertising, analysing 
case studies provides valuable insights into the effectiveness 
of various strategies, particularly those driven by AI. This 
section aims to explore successful AI-driven campaigns, 
conduct comparative studies of different strategies, and 
extract lessons learned and best practices. 
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8.1 Analysis of Successful AI-Driven Campaigns 

While specific literature on successful AI-driven 
campaigns in eCommerce is not readily available, numerous 
real-world examples illustrate the impact of AI in 
transforming advertising strategies. For instance, AI-driven 
personalization engines have enabled companies to tailor 
their marketing messages to individual consumer 
preferences, resulting in increased engagement and 
conversion rates. AI algorithms are also used to optimize ad 
placements and bidding in real-time, maximizing the return 
on investment for advertising campaigns. 

8.2 Comparative Studies of Different Strategies 

Comparative studies of different eCommerce advertising 
strategies, though not directly available in the literature, are 
crucial in understanding the strengths and weaknesses of 
various approaches. For example, comparing traditional 
marketing strategies with AI-driven approaches can 
highlight the increased efficiency and targeting precision 
offered by AI. Similarly, analysing the performance of 
content marketing versus influencer marketing in the digital 
space can provide insights into consumer engagement and 
brand loyalty. 

8.3 Lessons Learned and Best Practices 

The absence of specific studies on lessons learned and 
best practices in eCommerce advertising suggests a gap in 
documented research. However, best practices can be 
inferred from industry trends and expert opinions. These 
include the importance of data-driven decision-making, the 
need for integrating AI with human creativity, the value of 
testing and iterating advertising strategies, and the 
significance of ethical considerations, such as data privacy 
and consumer trust. 

8.4 Key Takeaways 

The exploration of case studies in eCommerce advertising, 
particularly those involving AI, offers a rich tapestry of 
insights and learning opportunities. While academic 
literature specifically addressing these topics is limited, the 
industry's rapid evolution provides a wealth of practical 
examples and experiences. These insights are invaluable for 
marketers, advertisers, and business leaders looking to 
harness the power of AI in eCommerce advertising. 

9. CHALLENGES AND LIMITATIONS 

In the realm of AI-driven social media analytics for 
eCommerce advertising, several challenges and limitations 
arise, impacting the effectiveness and ethical deployment of 
these technologies. This section explores the technical 
challenges in AI implementation, limitations in data accuracy 
and completeness, and social and ethical considerations. 

9.1 Technical Challenges in AI Implementation 

Implementing AI in various domains, including healthcare 
and education, presents numerous technical challenges. 
Wang (2021) discuss the tensions between AI-CDSS system 
design and the rural clinical context, highlighting 
misalignments with local workflows and technical limitations 
[52]. Zhang (2022) emphasize the integration of ethics and 
career futures with technical learning in AI literacy for middle 
school students [53]. Bukowski (2020) identify the 
prerequisites for comprehensive diagnostics in AI 
integration, noting the heterogeneity in digitization progress 
across Europe [54]. Singh (2023) highlights the complexity of 
AI models and the integration challenges of incorporating 
these into legacy systems [55]. 

9.2 Limitations in Data Accuracy and Completeness 

Data accuracy and completeness are critical for the 
reliability of AI-driven analytics. Heikamp (2023) propose 
ForTrac, a secure NFT-based forward traceability system, 
addressing data accuracy and completeness in supply chains 
[56]. Salameh (2019) evaluate the completeness of reporting 
of diagnostic test accuracy systematic reviews, highlighting 
the need for comprehensive reporting [57]. McGonigal  
(1992) assess the quality of mental hospital in-patient data 
in Scotland, revealing limitations in data collection methods 
[58]. 

9.3 Social and Ethical Considerations 

Social and ethical considerations are paramount in AI 
deployment. Ruane, Birhane, and Ventresque (2019) discuss 
the ethical issues emerging from the use of conversational 
agents [59]. Flores and Young (2022) explore the ethical 
considerations of using AI to monitor social media for 
COVID-19 data [60]. Hohma (2021) examines the 
opportunities, limits, and ethical considerations of using AI 
to analyse process-based data in hospitals [61]. Similarly, 
Singh (2023) highlights the ethical considerations and 
increased risk around data privacy and security of sensitive 
information like drug formulation and patient data with the 
use of AI [62]. 

10. FUTURE TRENDS AND DIRECTIONS 

The future of AI-driven social media analytics in eCommerce 
advertising is marked by rapid advancements and evolving 
strategies. This section explores emerging technologies in AI 
and analytics, predictions for social media and eCommerce 
integration, and potential areas for future research. 

10.1 Emerging Technologies in AI and Analytics 

Emerging technologies in AI and analytics are shaping the 
future of smart cities and healthcare. Ang (2022) discuss the 
impact of geo-information, data analytics, and machine 
learning approaches on smart city transportation [63]. 



          International Research Journal of Engineering and Technology (IRJET)       e-ISSN: 2395-0056 

                Volume: 10 Issue: 12 | Dec  2023              www.irjet.net                                                                        p-ISSN: 2395-0072 

  

© 2023, IRJET       |       Impact Factor value: 8.226       |       ISO 9001:2008 Certified Journal       |     Page 514 
 

Khatun (2023) highlights the integration of AI and 5G-
enabled technologies in healthcare applications during the 
pandemic, emphasizing the need for future research in digital 
society development [64]. Singh (2023) discusses the positive 
impact that integration between AI and Blockchain can drive 
in inventory management [65]. While there are unique set of 
challenges that come with implementing these emerging 
technologies, there are plenty of solutions that can be 
explored towards their successful implementation as well 
[66]. 

10.2 Predictions for Social Media and eCommerce 
Integration 

The integration of social media and eCommerce is 
expected to evolve significantly. Karimov and Brengman 
(2011) assess the current practices of social media adoption 
by online retailers and speculate on future developments, 
noting the importance of media-rich technologies in 
enhancing social presence and customer engagement [67]. 

10.3 Potential Areas for Future Research 

While specific literature on potential areas for future 
research in AI and eCommerce is not readily available, it is 
evident that this field is ripe for exploration. Future research 
could focus on the development of more sophisticated AI 
algorithms for personalized customer experiences, the 
ethical use of consumer data, and the integration of AI with 
emerging technologies like augmented reality and 
blockchain in eCommerce. 

11. CONCLUSION 

This paper has explored the multifaceted world of AI-driven 
social media analytics in eCommerce advertising, uncovering 
a range of insights and implications for the future. 

11.1 Summary of Key Findings 

The key findings of this paper underscore the 
transformative impact of AI in social media analytics and its 
application in eCommerce advertising. The integration of 
machine learning, predictive analytics, and natural language 
processing has revolutionized the way consumer data is 
analyzed and utilized. The emergence of targeted advertising, 
influencer marketing, and real-time dynamic content has 
opened new avenues for personalized customer engagement. 
However, this evolution is not without challenges, including 
technical hurdles in AI implementation, limitations in data 
accuracy, and ethical considerations. 

11.2 Implications for Practitioners and 
Researchers 

For practitioners, the insights from this paper highlight 
the importance of leveraging AI to gain a competitive edge in 
eCommerce advertising. The need for ethical data collection 

and usage, along with the adoption of emerging technologies, 
is paramount. For researchers, this paper opens avenues for 
further exploration into AI's capabilities, ethical implications, 
and the integration of AI with newer technologies like 
blockchain and augmented reality in eCommerce. 

11.3 Final Thoughts and Future Outlook 

The future of AI in social media analytics and eCommerce 
advertising is poised for significant growth. Emerging 
technologies like 5G, IoT, and advanced machine learning 
algorithms will further enhance the capabilities of AI in this 
domain. The integration of social media and eCommerce is 
expected to become more seamless, offering personalized 
and immersive shopping experiences. Future research 
should focus on addressing the existing challenges and 
exploring the untapped potential of AI in transforming 
eCommerce advertising. 
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