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ABSTRACT

The rapid advancement of artificial intelligence (AI) has emerged as a transformative force in online
marketing, reshaping how businesses engage with consumers. This study explores the impact of Al-driven
chatbots and intelligent automation strategies on consumer behavior, analyzing their effectiveness in
enhancing user experience, and personalizing interactions of consumers. This paper analyzes the
effectiveness of chatbots in driving customer engagement, improving conversion rates, and fostering brand
loyalty. Additionally, it examines the ethical considerations and challenges associated with Al-driven
marketing automation.

The integration of artificial intelligence (Al) in online marketing has revolutionized consumer interactions,
particularly through chatbots and Al-driven customer support. This study examines the impact of Al-based
technologies on consumer behavior, with a specific focus on how chatbots, artificial intelligence, and Al-
driven customer support (independent variables) influence consumer behavior and consumer trust
(dependent variables). Additionally, the study explores the moderating role of demographic factors in
shaping consumer responses to Al-driven marketing strategies. By analyzing real-time engagement,
personalized experiences, and automated assistance, this research highlights the effectiveness of Al in
enhancing customer satisfaction and brand loyalty.

Findings suggest that businesses leveraging Al-based marketing strategies can achieve higher engagement
rates, improved customer retention, and enhanced operational efficiency. However, the success of such
implementations depends on balancing automation with human touchpoints to maintain authenticity and
emotional connection.

This study provides valuable insights for marketers, business leaders, and Al developers, offering
recommendations on optimizing chatbot functionality and automation strategies for a more seamless and
consumer-centric digital experience.

Keywords: Artificial Intelligence, Chatbots, Intelligent Automation, Consumer Behavior, Digital
Marketing, Personalization, Customer Engagement.

INTRODUCTION
The rapid advancements in Artificial Intelligence (AI) have profoundly reshaped the online marketing
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landscape, enabling businesses to engage with consumers in more personalized, efficient, and dynamic
ways. Among the most impactful applications of Al are chatbots and intelligent automation strategies,
which have become essential tools for enhancing customer experiences and streamlining marketing
processes.

Online marketing has transitioned from traditional advertising methods (e.g., banner ads, email marketing)
to more sophisticated, data-driven approaches powered by Al. With the rise of big data, machine learning,
and natural language processing (NLP), Al has enabled businesses to personalize content, predict customer
behavior, and automate interactions at an unprecedented scale. Chatbots, Al-powered conversational
agents, have significantly impacted digital marketing by providing real-time customer support,
personalized recommendations, and seamless purchasing experiences. These virtual assistants leverage
NLP and machine learning to understand and respond to consumer inquiries, reducing response times and
improving customer satisfaction. Popular platforms such as Facebook Messenger, WhatsApp, and
website-based chatbots have further accelerated chatbot adoption in marketing strategies.

Intelligent automation refers to the use of Al-driven tools to automate repetitive marketing tasks, including
email marketing, social media management, lead generation, and customer segmentation. This allows
businesses to optimize their marketing efforts, reduce human error, and create highly targeted campaigns
based on consumer behavior and preferences. Automated Al tools, such as predictive analytics and
recommendation engines, help brands anticipate customer needs and deliver hyper-personalized content.

Al-powered chatbots and automation strategies influence consumer decision-making by enhancing
convenience, reducing friction in the customer journey, and providing personalized experiences. Studies
indicate that consumers are more likely to engage with brands that offer instant responses, personalized
recommendations, and seamless customer service, all of which Al-powered solutions can deliver.
However, concerns regarding data privacy, trust, and the balance between automation and human
interaction remain key considerations for businesses implementing Al-driven marketing strategies.

As Al technology continues to evolve, the future of online marketing will likely see greater advancements
in chatbot capabilities, voice commerce, Al-generated content, and emotion-driven marketing. Businesses
will need to adapt their strategies to balance automation with human-centric approaches, ensuring Al
enhances rather than replaces authentic customer engagement.

The study provides insights into how businesses can leverage Al to enhance customer satisfaction, loyalty,
and conversion rates. Furthermore, the research investigates the evolving role of consumer expectations
in the age of Al, highlighting the importance of balancing automation with human-like personalization
and ethical considerations such as data privacy and algorithmic transparency. As Al continues to redefine
digital marketing strategies, understanding its profound impact on consumer behavior is essential for
marketers striving to create customer-centric, responsive, and effective online experiences. This study
contributes to the growing body of knowledge on Al in marketing by offering a comprehensive analysis
of how chatbots and intelligent automation are shaping modern consumer-brand interactions.

RATIONALE FOR THE STUDY

The rapid advancement of Artificial Intelligence (AI) technologies has ushered in a new era in digital
marketing, fundamentally altering how businesses interact with consumers. Among these technologies,
Al-powered tools such as chatbots, predictive analytics, and intelligent automation systems have become
central to crafting more efficient, personalized, and engaging marketing experiences. This study seeks to
explore the transformative role of Al in online marketing by examining how these technologies are
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reshaping marketing strategies, customer engagement, and business outcomes in an increasingly digital
economy.

A key objective of this research is to investigate the growing prevalence and effectiveness of chatbots and
intelligent automation in influencing consumer behavior. Chatbots, powered by natural language
processing (NLP) and machine learning algorithms, offer real-time customer support, personalized
product recommendations, and seamless user interactions. These capabilities are not only enhancing the
overall customer experience but also influencing purchase decisions and brand loyalty. Understanding
how consumers respond to such Al-driven engagements is crucial for marketers aiming to refine their
digital communication strategies.

Despite the expanding role of Al in marketing, there remains a noticeable gap in academic and practical
knowledge regarding its influence on consumer perceptions, brand engagement, and behavioral responses.
The study aims to bridge this knowledge gap by providing empirical insights into how consumers interpret
Al-mediated interactions and how these experiences shape their attitudes toward brands. Additionally, the
research is designed to generate practical implications for marketing professionals. By identifying
effective Al-driven techniques and tools, the study will offer actionable recommendations to marketers
seeking to optimize their digital campaigns. In doing so, it contributes to a deeper understanding of how
Al can be leveraged not only to enhance marketing performance but also to build stronger, more
meaningful relationships with consumers in a data-driven era.

REVIEW OF LITERATURE

e Ghufran, Ali, AU Ahmad, Waqar 2025 -The impact of Artificial intelligence (Al)-powered digital
marketing practices on consumer purchase intention toward lifestyle goods is the focus of this research
and aims to analyze the mediating role of consumer motivation (CM) in the relationship between
consumer attitude (CA) and purchase behavior (PB) toward lifestyle products. The study uses a
descriptive research design to understand CA, motivation, and PB. The study is based on 577 responses
collected from Uttar Pradesh state (India). Structural equation modeling was carried out with the help
of SmartPLS. Evidence shows a robust relationship between consumers’ attitude, motivation, and PB,
and an optimistic outlook on Al-driven marketing campaigns is likely to inspire more action, given the
robust positive correlation between customer attitude and motivation. The study also emphasizes the
importance of CM as a mediator in the relationship between CA and PB. It emphasizes the strategic
tools for improving PB in the dynamic digital marketing landscape, which include cultivating a
positive CA. The study contributes to the theory by highlighting CM as a critical mediator linking CA
s to PB for lifestyle products, advancing understanding of the attitude-behavior relationship in
consumer behavior models. Managerially, it underscores the importance of designing marketing
strategies that enhance CM, such as personalized engagement, value-driven messaging, and emotional
appeal.

e Giardino, 2025 -This review examines Simone Guercini’s book “Marketing Automation and Decision
Making: The Role of Heuristics and Al in Marketing”, providing a synthetic but highly informative
review of its insights into the relationship between artificial intelligence and heuristic decision-making
in marketing strategies. The review analyzes key concepts from the book, particularly the role of Al
in marketing automation and the enduring relevance of marketers’ heuristics. It summarizes and
critiques the main arguments presented, focusing on how the author illustrates the benefits of Al in
enhancing marketing efficiency while emphasizing the importance of heuristics for intuitive decision-
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making. By highlighting these key themes, the review underscores the balance between technological
advancements and human insights, providing a comprehensive overview of how both elements
contribute to effective marketing strategies in today's digital landscape.

e Davtyan, 2024- The rapid advancement of Artificial Intelligence (Al) has revolutionized consumer
behavior analysis and digital marketing strategies by enabling personalized and efficient data-driven
approaches. Al-driven tools like predictive analytics, natural language processing (NLP), machine
learning, and programmatic advertising allow marketers to process vast amounts of real-time consumer
data, facilitating optimized campaign performance and precise targeting. This paper explores the
integration of Al in marketing, highlighting its role in enhancing predictive analytics, sentiment
analysis, and real-time segmentation. Compared to traditional methods, Al-driven insights
significantly improve engagement, accuracy, and return on investment (ROI). Al also plays a vital role
in marketing automation, allowing dynamic adjustments in campaigns, ad placements, and content
creation, improving efficiency and reducing costs. However, AI’s reliance on consumer data raises
concerns regarding data privacy and algorithmic bias, especially in targeting. This paper stresses the
importance of ensuring transparency, fairness, and regular audits in Al systems to maintain consumer
trust and promote ethical Al use. Future research directions are discussed, focusing on enhancing
transparency and algorithmic accountability while navigating the ethical challenges of Al in
marketing.

e THE ASIATIC SOCIETY OF MUMBALI, 2023 - researchers alike to scrutinize and understand the
implications of these innovations on customer engagement strategies. This research paper embarks on
a comprehensive journey to analyze the multifaceted role of Al in marketing. We will explore how Al
algorithms harness and process data to extract actionable insights, the role of Al in predictive modeling
for customer behavior, the development of chatbots and virtual assistants for real-time customer
interactions, and the ethical considerations that arise in the pursuit of increasingly personalized
marketing. By critically examining these facets, we aim to provide a holistic understanding of Al's
transformative potential in marketing and offer valuable insights into how businesses can leverage Al
to enhance their customer engagement strategies. Moreover, as Al technology continues to evolve, it
is essential to keep pace with the latest developments and trends in this field. This paper will also
discuss. The genesis of this transformation can be traced back to the rapid proliferation of digital
technologies.

e AU - Nair, Kiran 2022 - The purpose of this study was to determine how Al-enabled chatbots could
stimulate marketing automation for financial services. Secondary data from the Consumer Financial
Protection Bureau (CFPB) was utilized to identify the most frequent issues customers cited in
accessing financial services, products, and information. This information was then contextualized with
both the identified challenges from the literature as well as the innate benefits of chatbots. From this,
it was identified that chatbots not only offer the potential to enhance sales and marketing operations
by enhancing both customer understanding and personalization of customer service and service
delivery, but it is also the future of service delivery. Specifically, the study identified that chatbots are
instrumental in sales and marketing automation, promotion of a self-service type of customer support,
and ensuring digital financial inclusion and financial sustainability. Therefore, in line with the
prevalent knowledge economy, which is characterized by problem-solving and critical thinking,
chatbots serve the need to not only address present-day customer centrism requirements but also align
the delivery of financial services, products, and information with emergent trends and patterns. They
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do so by ingraining proactivity in banking and other financial institutions’ operations and strategic
outlooks as they relate to customer experience and product innovation.

OBJECTIVES

e To evaluate the effectiveness of chatbots in improving customer engagement and satisfaction.

e To identify key factors influencing consumer trust, behavior, and acceptance of Al-driven marketing
approaches.

HYPOTHESES OF THE STUDY

e Chatbots does not have a significant effect on improving engagement and satisfaction.

e There are no significant factors that influence customer trust, behavior, and acceptance of Al-driven
marketing approaches.

Research Design

This study analyzes primary data and the impact of chatbots and intelligent automation strategies on
consumer behavior. Some variables are included in this study (independent variable) chatbot, Artificial
Intelligence, Al-driven customer support (dependent variable) consumer behavior, and consumer trust.

Collection of data

Primary data was used in this research, with the help of Google Forms. A well-structured questionnaire
was designed to gather insights from consumers regarding their experiences and perceptions of Al-driven
marketing tools, particularly focusing on chatbots and automated systems. The form included multiple-
choice questions, Likert scale items, and open-ended responses to capture quantitative and qualitative data.
Participants were selected from diverse demographic backgrounds to ensure a comprehensive
understanding of how different consumer segments interact with and respond to Al-based marketing
approaches. Google Forms served as an efficient platform for distributing the survey, collecting responses,
and organizing data for further analysis, enabling researchers to identify patterns, preferences, and
potential concerns related to the use of Al in online marketing.

Sample plan

Primary data have been collected from different age groups, and 100 responses have been collected for
the study of revolutionizing online marketing with Al. Analysis of the Impact of chatbot and Intelligent
Automation strategies on consumer behavior.
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DATA ANALYSIS
Age

Age

100 responses

@ Below 20
@® 20-35
® 36-50
@ Above 50

Users aged 20 to 35 represent a tech-savvy demographic that has grown alongside rapid
technological advancements and the rise of digital platforms. This age group tends to be
comfortable interacting with chatbots and Al-driven tools.

Gender:

Gender
100 responses

® Male
® Female

The survey data reveals that 41% of respondents are female, while 59% are male, reflecting a
slight male majority among participants. This gender distribution offers valuable insights into
how different user groups perceive and interact with Al-driven tools, including chatbots and
online marketing technologies. While both male and female users prioritize speed, accuracy,
and ease of use, female respondents tend to place slightly greater emphasis on personalization
and data privacy, seeking more tailored experiences and clearer assurances about how their
personal information is handled.
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Which platforms do you typically encounter chatbots?

Which platforms do you typically encounter chatbots?

100 responses

@ E-commerce websites/apps
@ Customer support services
) Social media platforms

@® Ffrscv

® Yes

The data reveals that chatbots are encountered across multiple platforms, with e-commerce websites
leading at 38%. This indicates that a significant portion of users most often interact with chatbots when
browsing or purchasing products online. On e-commerce websites, chatbots commonly assist customers
with product recommendations, order tracking, payment issues, and return processes.

Following closely, 33% of users report encountering chatbots on social media platforms, such as Facebook
Messenger, Instagram, or WhatsApp. These platforms have become popular for businesses to engage with
customers directly, using chatbots to answer common queries, promote deals, or guide users to their
websites.

Lastly, 27% of users say they most often encounter chatbots through customer support services, which
include help desks, banking portals, or telecom service providers. In these cases, chatbots often handle
initial inquiries, troubleshooting steps, and appointment scheduling before escalating more complex issues
to human agents distribution highlights how chatbots have become an integral part of both sales and
service experiences, with their presence expanding across diverse digital touchpoints.

Have you interacted with a chatbot while shopping or seeking services online?
Have you interacted with a chatbot while shopping or seeking services online?
100 responses

® Yos
® No

Chatbots are now common in online shopping and customer service.
The fact that 81% of people say “Yes” suggests that chatbots are a standard part of the online customer
experience. Whether they were shopping for products or seeking help (like tracking orders, returns,
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product questions, or troubleshooting), most users have had at least one interaction with an automated
chatbot.

Growing adoption by businesses.

This high number also reflects how businesses are increasingly relying on chatbots to handle customer
service inquiries, provide product recommendations, and assist with basic questions. This helps companies
handle large volumes of requests without needing human agents for every interaction.

User awareness and engagement.
81% is very high, meaning that most people are aware they are talking to a bot, or at least have encountered
one in the process of shopping or asking for help online. It’s possible they encountered:

TESTING OF HYPOTHESES
Ho- Chatbots do not have a significant effect on improving customer engagement and satisfaction.

Regression Statistics

Regression Statistics 0.18837%057

Regression Statistics 0.035486669
Adjusted R Square 0.015599796
Standard Error 0.351189834
Observations 100
ANOVA

df S MS F o Significance F

Regression 1 0546139835 0.273069918 1.784426809 0.173360192
Residual 97 14.84386016 0153029486
Total % 1539

Coefficients  Standard Eror  t Stat Pvalue  lower95%  Upper35%  Lower95.0% Upper 95.0%
Intercept 0.969504595 0142721636 6793606221 8.84189E-10 0.686331654 1252857535 0.686331654 1.252857535
Do chatbots are more engaging compared to human customer service?  0.001028202  0.086360665 0011905908 0.990525138 -0.170373812 0.172430216 -0.170373812 0.172430216
How much do you satisfied with your interactions with chatbots? 0.180963572 0103871979 1742178924 0.084646774 -0.025193552 (0.387120697 -0.025193552 0.387120697

The overall model does not significantly explain the dependent variable (Significance F =
0.1734).

e The predictors do not significantly influence the dependent variable (p-values > 0.05).

e The model explains only 3.55% of the variation (R* = 0.0355), meaning other important
factors are missing.

e “Chatbot Engagement” has almost no impact, and “Satisfaction with Chatbots” has a
marginal effect but is not statistically significant.

e The regression model does not significantly explain the dependent variable, with a Significance F
value of 0.1734. This indicates that the overall model does not fit the data well, and the predictors do
not collectively explain variations in the dependent variable. Insignificance Both predictors, Chatbot
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Engagement and Satisfaction with Chatbots have p-values greater than 0.05, meaning neither predictor
has a statistically significant influence on the dependent variable. Low Explanatory

e The model’s R? value is only 0.0355, meaning the model accounts for just 3.55% of the variation in
the dependent variable. This is very low, indicating that the majority of the factors influencing the
dependent variable are not included in the model. Minimal Impact of Key Variables- Chatbot
Engagement has almost no measurable effect on the dependent variable. Satisfaction with Chatbots
has a slightly larger, but still insignificant impact, suggesting that it may have some influence, but the
evidence is weak.

H:—There are no significant factors that influence consumer trust, behavior, and acceptance of Al-
driven marketing approaches.

Regression Statistics

Multiple R 0.188375315
R Square 0.035485259
Adjusted R Square 0.025643272
Standard Error 0339189134
Observations 100
ANOVA
df ) MS F Significance F
Regression 1 0546118143 0546118143 360549744 0.060530411
Residual 98 14.343881806 0.151468182
Total 99 1539

Coefficients  Standard Error t Stat P-value Lower 95%  Lpper 95%)wer 95.0% pper 95.0%
Intercept 0.970464135 0.12199199  7.955146357 3.1618E-12 0.728375001 1.212553 0728375 1212553
X Variable 1 0.181434589  0.095551501 1.898814747 0.06053041 -0.003184245 0.371053 -0.00818 0.371053

o Intercept-Intercept (0.9705) is statistically significant (p-value = 3.16E-12), indicating that when X
is zero, the expected value of Y is 0.9705.X Variable 1 (0.1813) has a p-value of 0.0605, which is
marginally above 0.05, meaning it is not statistically significant at 5% but significant at a 10% level.
The confidence interval (-0.0082, 0.3711) for X Variable 1 includes zero, indicating that the effect of
X on Y may not be statistically different from zero.

e Model Fit & Predictive - PowerThe R-squared value is not visible, but it can be approximated using:
R™"2\frac{SS_{Regression} } {SS {Total}}=\frac{0.5461} {15.39} = 0.0355.

e Interpretation of R? (3.55%)-This indicates that only 3.55% of the variation in Y is explained by X,
which is very low. The model does not have strong predictive power.

¢ Residual Analysis- fluctuates around zero, but a few large residuals are observed. Some standardized
residuals exceed +2, indicating potential outliers. Normal probability output suggests a normal
distribution assumption, but visualization (e.g., residual plot, histogram) would be needed to confirm.

e Conclusion & Recommendations Weak Model Fit: The model explains only 3.55% of the variability
nY.

X Variable 1 is not strongly significant: The p-value is slightly above 0.05. Potential Improvement
Consider adding more independent variables to improve explanatory power.
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Check for multicollinearity and potential outliers. Increase sample size or reconsider variable
selection.

FINDINGS OF THE STUDY

The findings of the present research indicate that Artificial Intelligence (Al), particularly in the form of
chatbots, is significantly transforming the digital marketing landscape. One of the most prominent impacts
observed is the enhancement of customer engagement and personalization. Chatbots, functioning as Al-
enabled conversational tools, are capable of delivering real-time, 24/7 customer support, which has led to
a substantial reduction in response time and a marked improvement in overall customer satisfaction. This
always-available support system contributes to a more responsive and efficient customer service
framework. Moreover, the use of Al algorithms to analyze user preferences enables the delivery of
personalized recommendations, which has been shown to increase conversion rates by approximately 20%
to 30%, thus reinforcing the role of Al in fostering customer loyalty and improving user experience.

The study further reveals that the future trajectory of Al in online marketing is both expansive and
dynamic. Emerging trends point toward the increasing utilization of Al-generated content, predictive
analytics, and advanced conversational Al tools. The research suggests that future developments will
likely include chatbots with voice recognition capabilities and emotional intelligence, which will not only
simulate more natural human interactions but also cater to individual customer moods and behaviors.
These innovations will play a central role in enabling hyper-personalized marketing, where content and
communication are tailored to highly specific user profiles. In turn, this will lead to the growth of Al-
driven predictive marketing, allowing businesses to anticipate customer needs and deliver solutions
proactively.

In terms of business performance, the research identifies a direct correlation between Al implementation
and increased sales and conversions. Automated interactions create seamless purchase pathways, which
significantly reduce instances of cart abandonment. Additionally, Al enhances sales strategies through
effective upselling and cross-selling techniques, offering real-time product suggestions based on customer
behavior. Chatbots, by providing immediate and relevant support during the decision-making process,
have a measurable influence on consumer purchase behavior.

Another critical finding of the study is the reduction of marketing costs and the improvement of operational
efficiency. Al allows businesses to automate repetitive and time-consuming tasks, such as responding to
queries, managing campaigns, and analyzing customer feedback. This automation not only reduces the
burden on human resources but also leads to significant cost savings. Real-time data analysis enables
businesses to optimize marketing campaigns swiftly, making adjustments based on consumer response
patterns and campaign performance metrics.

Furthermore, the study highlights the value of Al in deriving behavioral insights and supporting data-
driven decision-making. By analyzing vast datasets, Al tools help marketers understand consumer
preferences, habits, and behavioral trends. Predictive analytics allow for a proactive approach in marketing
strategy formulation, while performance tracking ensures that marketing budgets are allocated efficiently.
However, the research also acknowledges existing challenges. While Al enhances efficiency and
engagement, consumer preferences for human interaction in certain contexts remain strong. Concerns
about data privacy and the ethical use of customer information continue to present limitations. Moreover,
if not properly configured, chatbots may fail to meet customer expectations, leading to dissatisfaction.
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SUGGESTION

Based on the findings of the study, several key suggestions emerge for future practices in Al-driven
marketing. First and foremost, there is a pressing need to adopt hyper-personalization strategies powered
by Al By analyzing consumer data in real time, businesses can deliver highly individualized experiences,
product recommendations, and content tailored to specific user preferences. This level of customization is
likely to significantly enhance customer engagement and loyalty. Furthermore, the evolution of
conversational Al presents a promising opportunity. Future chatbots, equipped with advanced sentiment
analysis and natural language understanding, will be capable of emotionally intelligent interactions that
closely mimic human conversation, thereby improving user satisfaction and trust.

Another critical area of advancement lies in predictive consumer behavior analytics. Al technologies
should be leveraged to anticipate customer actions before they occur, allowing businesses to proactively
adjust their marketing strategies. Through intelligent automation, organizations can optimize ad
placements, refine product recommendations, and dynamically adjust pricing models to maximize
engagement and conversion rates. In addition, the automation of content creation is expected to transform
the marketing landscape. Al-generated content—from advertising copy to video and interactive media—
can streamline creative processes, reduce the burden on human teams, and increase audience engagement
through relevant, data-informed messaging.

Equally important is the emphasis on ethical Al and data privacy. As consumers grow increasingly aware
of how their personal information is used, it is vital for businesses to implement Al solutions that are
transparent and responsible. Adhering to privacy regulations such as GDPR and CCPA, and clearly
communicating data usage policies, will be essential in maintaining consumer trust and regulatory
compliance. Finally, Al-driven tools should be further developed to support end-to-end automation of
marketing campaigns. From generating social media posts and email content to optimizing campaign
strategies in real-time, Al has the potential to significantly improve both efficiency and content quality.
Marketers are encouraged to integrate these technologies to scale their outreach while maintaining
relevance and creativity.

CONCLUSION

Al-driven chatbots and intelligent automation strategies are significantly transforming online marketing
by enhancing customer engagement, personalizing experiences, and streamlining communication. These
technologies not only improve customer satisfaction and response times but also influence consumer
behavior by fostering trust, convenience, and tailored interactions. As Al continues to evolve, its role in
shaping consumer decisions and driving business growth will become increasingly vital. In conclusion,
the integration of Al-driven chatbots and intelligent automation strategies has significantly transformed
online marketing by enhancing customer engagement, personalizing experiences, and improving response
times. These innovations have reshaped consumer behavior, increasing expectations for instant support,
seamless interactions, and tailored recommendations. As businesses continue to adopt these technologies,
they not only improve operational efficiency but also build stronger relationships with consumers,
ultimately driving higher satisfaction and brand loyalty.
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