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Abstract: E-commerce platforms continuously generate large amounts of data from customer 

searches, browsing activities, purchases, reviews, and delivery operations. Machine learning (ML) 

turns this data into useful predictions and decisions that improve product recommendations, pricing, 

fraud detection, inventory management, and customer engagement. This paper presents a structured 

review of ML in e-commerce, focusing on how different learning techniques can support practical 

business activities. It discusses supervised, unsupervised, reinforcement, hybrid, and adaptive learning 

approaches and examines their applications in recommendation systems, fraud detection, dynamic 

pricing, demand forecasting, customer segmentation, search, and logistics. The paper also highlights 

challenges such as data privacy, bias, lack of explainability, processing speed, scalability, poor data 

quality, and changes in data patterns over time. “To address these concerns, a synthesised 

architecture is proposed that connects data collection, data preparation, model selection, business 

applications, and continuous monitoring.” The review suggests that the future of intelligent 

e-commerce will require more than high prediction accuracy. Privacy-preserving techniques, 

continuous model adaptation, multimodal interaction, and trustworthy AI will play an important role 

in developing reliable and responsible e-commerce systems. Based on these findings, the paper 

identifies practical areas for future research toward scalable and responsible ML-based e-commerce 

solutions. 
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I. INTRODUCTION 

The rapid growth of online shopping has changed how customers discover products, compare different options, make 

payments, and communicate with sellers. At the same time, e-commerce platforms generate and collect large volumes 

of data from customer clicks, search queries, purchase records, reviews, product catalogues, and delivery activities. 

Machine learning (ML) provides an effective way to identify patterns in this data and support decisions that can adapt 

to changes in customer preferences and market conditions. In e-commerce, ML is used for much more than product 

recommendation. It can help detect fraudulent transactions, predict product demand, identify customer segments, adjust 

prices, analyse customer reviews, improve search results, and optimise supply-chain and delivery operations. 

Recent research shows a gradual shift from traditional supervised and unsupervised learning methods toward more 

advanced approaches, including reinforcement learning, hybrid learning, federated learning, continual learning, 

multimodal learning, neuro-symbolic methods, and generative models [1]. 

Online platforms must also protect customer data, handle changing user behaviour, provide understandable decisions, 

and operate reliably at scale. Therefore, effective research should consider the connection between ML techniques, 

business requirements, deployment challenges, and responsible use. 
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II. MOTIVATION AND RESEARCH GAP 

A. Motivation 

Modern e-commerce environments are constantly changing. “New products are introduced regularly; customer 

preferences shift, competitors adjust their prices, and fraudulent activities continue to develop in new ways.” 

“Traditional rule-based systems may work effectively for familiar situations, but they become difficult to maintain 

when the number of customers, products, and transactions increases significantly.” 

Machine learning (ML) is motivated by the need for e-commerce systems that can learn from both historical and real-

time data. It can help businesses understand customer behaviour, provide personalised experiences, identify changing 

market patterns, and support operational decisions with less manual effort. “As e-commerce continues to expand, the 

ability of ML systems to learn and adapt becomes increasingly important.” 

 

B. Research Gap 

Previous research has provided valuable insights into specific areas of e-commerce, including recommendation 

systems, customer churn, blockchain applications, demand forecasting, and the general adoption of machine learning. 

However, many existing studies focus on a particular business function or a specific group of ML techniques. “As a 

result, there is a need for a broader, deployment-oriented perspective that connects different ML approaches with 

practical e-commerce functions while also considering issues such as privacy, interpretability, response time, 

scalability, and changing data patterns.” 

This paper addresses this gap by organising the existing knowledge into a unified framework that connects data 

sources, ML strategies, e-commerce applications, expected outcomes, and deployment challenges. “Rather than 

focusing on a single algorithm, the paper aims to provide a practical basis for understanding how different ML methods 

can be selected, combined, and applied effectively in real-world e-commerce environments.” 

 

III. LITERATURE SURVEY 

1. Dritsas and Trigka (2025) provide a broad review of machine learning in e-commerce, covering applications such as 

recommendation systems, fraud detection, pricing, demand forecasting, and customer segmentation. The 

study also highlights key challenges, including privacy, scalability, and interpretability, along with emerging research 

opportunities. 

2. X. Zhang et al., “A Brief Survey of Machine Learning and Deep Learning Techniques for E-Commerce Research,” 

Journal of Theoretical and Applied Electronic Commerce Research, 2023-reviews core ML and 

deep-learning techniques used in e-commerce and provides a foundation for understanding how predictive models 

support digital commerce tasks. 

3. Jebamikyous et al. (2023) study the integration of machine learning and blockchain in e-commerce. The research 

highlights their potential to improve trust, security, and decentralised data management in digital commerce. 

4. “Gopal and Mohd Nawi (2021) examine the use of machine learning and data mining for predicting customer churn 

in e-commerce. The study shows how customer behaviour data can help businesses identify customers at risk of leaving 

and improve retention strategies.” 

5. Feizabadi (2022) examines how machine learning-based demand forecasting can improve supply-chain performance. 

The study highlights the value of predictive models for better inventory management and operational planning. 

Overall, the reviewed studies show that machine learning can support personalisation, security, customer retention, 

demand forecasting, and operational efficiency in e-commerce. However, an important gap remains in integrating these 

capabilities into a single practical system while managing privacy, computational costs, model drift, and explainability. 

These findings provide the basis for the framework presented in the following sections. 

 

 

 



I J A R S C T    

    

 

               International Journal of Advanced Research in Science, Communication and Technology 

                             International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

Volume 6, Issue 1, October 2026 

Copyright to IJARSCT DOI: 10.48175/IJARSCT-38743   325 

www.ijarsct.co.in  

 
 
 

ISSN: 2581-9429 Impact Factor: 8.2 

IV. REVIEW METHODOLOGY 

This review is based on a structured analysis of the selected 2025 survey and supporting research studies. First, the 

literature was examined from five main perspectives: the learning approach used, the e-commerce function addressed, 

the type of data required, the expected business benefits, and the limitations involved in deployment. Next, the 

applications were organised into major areas such as personalisation, security, pricing, demand forecasting, customer 

segmentation, search, and logistics.” 

“The common challenges across these areas were used to identify recurring issues and key research needs.” Finally, the 

findings were organised into an integrated architecture showing how data move through collection, preparation, 

learning, service delivery, and continuous monitoring. 

“The methodology is qualitative and comparative rather than experimental.” Since this study does not introduce a new 

dataset or train a new model, it does not report a new accuracy score or benchmark result. Instead, its main contribution 

is a practical framework for future e-commerce implementation and research. 

 

V. MACHINE LEARNING APPROACHES FOR E-COMMERCE 

A. Supervised Learning: 

Supervised learning uses labelled data to learn patterns and predict specific outcomes. In e-commerce, it can be applied 

to tasks such as detecting fraudulent transactions, predicting customer responses, analysing review sentiment, and 

forecasting sales. Depending on the type of data, prediction requirements, and response time, techniques such as 

decision trees, logistic regression, ensemble models, neural networks, and sequence-based models can be used. 

 

B. Unsupervised Learning: 

Unsupervised learning identifies patterns and structures in data without relying on predefined labels. In e-commerce, 

clustering can group customers by purchasing and browsing behaviour, while anomaly 

detection can identify unusual transaction activity. These techniques are especially useful when labelled data are 

limited or when the system needs to discover new and unexpected patterns in customer or transaction behaviour. 

 

C. Reinforcement Learning: 

Reinforcement learning is useful when current decisions can affect future results. In e-commerce, it can help systems 

learn better strategies for pricing, product recommendations, search ranking, and logistics by using feedback from 

previous actions. Its main benefit is the ability to adapt to changing situations. “However, designing suitable rewards, 

controlling exploration, and handling real-time computational requirements are important challenges.” 

 

D. Hybrid and Adaptive Learning: 

Hybrid learning systems combine different ML techniques to make e-commerce applications more effective. For 

example, content-based and collaborative recommendation methods can be combined with feedback-based learning to 

address problems such as limited data and the cold-start issue. “Adaptive approaches, including continual and federated 

learning, are useful when customer behaviour changes over time or when data need to remain stored across different 

locations instead of being centrally collected.” 
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Fig. Machine Learning Approaches in E-Commerce 

 

VI. EXISTING SYSTEM 

Traditional e-commerce platforms generally depend on predefined business rules, basic statistical methods, and 

separately developed software modules to manage online operations. Recommendation systems usually rely on 

customers’ past purchases and browsing activities, while functions such as fraud detection and demand forecasting are 

often handled as independent analytical tasks. These methods work in stable, predictable situations, but their 

performance may decrease when customer preferences, product availability, market trends, or fraudulent activities 

change quickly. 

“In existing e-commerce systems, customer information, transaction records, product details, and operational data are 

processed separately.” As a result, it can be difficult to develop a complete understanding of customer behaviour and 

overall business performance. Rule-based methods also require regular manual updates because new buying patterns 

and unusual transaction behaviours continue to emerge. “In addition, conventional systems often focus mainly on 

prediction accuracy without giving equal attention to important factors such as data privacy, fairness, explainability, 

response time, scalability, and model maintenance.” 

As the volume and variety of e-commerce data continue to grow, these limitations make it difficult to build systems 

that adapt to changing business and customer requirements. Therefore, while traditional e-commerce systems provide 

basic automation and analytical support, they have limited adaptability, integration, and ability to improve when 

multiple e-commerce functions need to work together continuously. 

 

VII. MAJOR APPLICATIONS OF ML IN E-COMMERCE 

A. Personalised Recommendation: 

Recommendation systems analyse a customer’s previous purchases, browsing history, search activity, and other 

relevant information to suggest products that may match their interests. By using hybrid and sequential models, these 

systems can provide more relevant recommendations and adjust them as customer preferences and shopping behaviour 

change over time. 

B. Fraud Detection and Risk Control: 

Machine learning can help identify suspicious transactions by learning from normal and unusual transaction patterns. 

When labelled fraud data is available, supervised learning methods can be used to classify potentially fraudulent 
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transactions. Anomaly detection and graph-based techniques can also help identify new or coordinated fraud patterns 

that may not have been seen before. “An important goal of fraud detection is to detect fraudulent activities accurately 

while avoiding unnecessary rejection of genuine customers”. 

C. Dynamic Pricing: 

Dynamic pricing models help businesses understand how changes in product prices may affect customer demand and 

purchasing decisions. “These models can consider factors such as competitor prices, market trends, customer 

behaviour, and changes in demand.” “Reinforcement learning and predictive analytics can be used to adjust prices 

according to changing market conditions.” However, pricing decisions should not focus only on increasing revenue; 

fairness, transparency, and maintaining customer trust are also important considerations. 

D. Demand Forecasting and Inventory Management: 

Demand forecasting helps e-commerce businesses predict the quantity of products customers are likely to purchase in 

the future. These models use historical sales data along with factors such as seasonal changes, promotions, and 

changing customer demand. “Accurate forecasts can help businesses maintain the right amount of stock, reduce product 

shortages, and avoid unnecessary excess inventory.” Time-series techniques and machine learning models are 

especially useful for identifying seasonal trends and responding to sudden changes in demand. 

E. Customer Segmentation and Behaviour Analysis: 

Machine learning can help e-commerce businesses understand customers by grouping them according to their 

purchasing habits, interests, and level of engagement. Clustering and behavioural analysis can identify different 

customer groups with similar shopping patterns. These groups can be used to create more targeted marketing 

campaigns, improve customer retention, and recommend suitable products. This approach provides a better 

understanding of customers instead of relying only on general demographic information. 

F. Search, Conversational Support, and Logistics: 

Machine learning can improve e-commerce search by understanding what customers actually mean instead of relying 

only on exact keywords. Conversational systems such as chatbots can handle common customer questions and help 

users find suitable products more easily. In logistics, machine learning can support route planning, delivery time 

prediction, warehouse management, and supply-chain operations. “These applications show that machine learning 

can improve both the customer experience and the operational processes of an e-commerce business.” 

 

VIII. CHALLENGES AND LIMITATIONS 

A. Privacy and Security: 

E-commerce systems handle sensitive customer data such as purchase and browsing history. Protecting this information 

is important because data breaches can cause serious privacy and security risks. Techniques such as federated learning 

and differential privacy can improve protection, although they may affect system performance and accuracy. 

B. Explainability and Trust: 

Complex ML models may give accurate results without clearly explaining how they reached a decision. Explainable 

AI can make decisions more transparent and trustworthy, especially for pricing, fraud detection, and personalised 

recommendations. 

C. Scalability and Latency: 

E-commerce platforms need to process large amounts of data quickly. Complex ML models can require more time and 

computing resources. Techniques such as caching, model compression, and efficient data processing can 

improve speed while maintaining good prediction quality. 

D. Data Quality, Bias, and Drift: 

Poor-quality or biased data can lead to inaccurate recommendations and predictions. Since customer behaviour changes 

over time, ML models may also become less effective. Regular monitoring and retraining are needed to maintain 

accuracy and reduce unfair results. 
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E. Integration and Maintenance: 

ML systems need to work smoothly with existing e-commerce software, databases, payment systems, and business 

processes. They also require regular updates, monitoring, and maintenance. Smaller organisations may face difficulties 

because of limited technical skills, time, and resources. 

 

IX. FUTURE RESEARCH DIRECTIONS 

Future e-commerce research is expected to focus more on privacy-preserving and decentralised learning, allowing 

useful insights to be obtained without continuously sharing customers’ raw data. Continual learning can help models 

adapt to changing customer preferences and product trends without requiring complete retraining each time. 

Multimodal and generative AI may combine text, images, voice, and product information to provide more interactive 

shopping experiences. Neuro-symbolic approaches can also combine learned patterns with business rules. Quantum 

machine learning is another emerging area, although practical use will require further technological development. 

Future systems should also focus on trustworthy and balanced decision-making. Models should be evaluated not only 

for accuracy and revenue, but also for privacy, fairness, explainability, speed, energy efficiency, and long-term 

reliability. This broader evaluation can make ML solutions more practical for real-world e-commerce applications. 

 

X. CONCLUSION 

Machine learning has become an important technology in e-commerce because it helps businesses turn large and 

continuously changing amounts of digital data into useful predictions and decisions. Its use has expanded beyond 

product recommendations and fraud detection to areas such as pricing, demand forecasting, customer analysis, search, 

customer support, and logistics. The reviewed studies also show a growing interest in adaptive, privacy-aware, and 

multimodal ML systems. 

The success of machine learning in e-commerce cannot be measured solely by prediction accuracy. Factors such as data 

privacy, explainability, scalability, data quality, bias, response time, and regular model maintenance also play an 

important role in building reliable systems. The synthesised architecture presented in this paper brings these 

requirements together through a continuous process of data processing, prediction, monitoring, and feedback. 

Therefore, future research should focus on developing practical, trustworthy, and resource-efficient ML systems that 

can respond to changing e-commerce environments while maintaining customer privacy, fairness, and trust. 
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