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The proliferation of digital technology has greatly transformed consumer behaviour, as online platforms and cutting-edge 

technologies like artificial intelligence (AI) challenge and enhance consumer perceptions related to goods and services. 

This paper explores how artificial intelligence (AI) influences consumer behaviour, with a focus on AI-powered tools and 

technology. The findings reveal a positive link between AI and consumer buying decision and underscore AI's importance 

in modern business strategies, where personalized, data-driven experiences are key to maintaining customer 

loyalty. Nevertheless, the investigation also addresses challenges and ethical dilemmas, including algorithmic bias and data 

privacy, underscoring the necessity for businesses to strike a balance between the advantages of AI and these potential 

concerns in order to maintain consumer trust. 
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INTRODUCTION 
In today's digital age, technological advancements are 

not only reshaping economies but also revolutionizing 

marketing strategies. The rise of AI has introduced a 

new paradigm in which traditional marketing 

approaches are being redefined, leading to significant 

shifts in consumer shopping habits and attitudes 
(Labib, 2024). AI’s capabilities in processing vast 

amounts of data, analysing information, and offering 

intelligent solutions have made it a powerful tool in 

understanding and predicting consumer buying 

behaviour (Crittenden, 2019). The integration of AI 

into consumer behaviour analysis has opened up a 

multitude of opportunities. AI's capacity to provide 

autonomous products and services, as well as 

intelligent analysis, offers a distinct value proposition 

in the marketplace. From personalized 

recommendations to voice-activated virtual assistants, 

AI is not only influencing how consumers make 

decisions but also redefining the entire consumer 

experience (Adawiyah et al., 2024; Hosanagar & Lee, 

2023). AI-driven recommendation systems, such as 

those used by e-commerce giants like Amazon, 

Flipkart, Myntra have revolutionized the way 

consumers discover products and make purchasing 

decisions. These systems not only enhance the user 

experience by providing personalized 

recommendations but also increase conversion rates 

and customer loyalty by aligning products with 

consumer preferences (Bhatt, 2024).  

The increasing reliance on AI-driven tools such as 

chatbots, recommendation engines, and automated 

customer service systems reflects the broader digital 

transformation that businesses are undergoing 
(Crittenden, 2019). Companies are utilizing AI to 

predict consumer needs, optimize pricing strategies, 

and enhance customer loyalty by providing seamless, 

personalized experiences (Okeleke et al., 2024). These 

technologies enable businesses to gather vast amounts 

of data about consumer preferences, behaviours, and 

trends, which can then be analysed to create 

personalized experiences. This shift from traditional 

mass marketing to highly targeted, data-driven 

strategies has redefined the relationship between 

businesses and consumers. As AI continues to evolve, 

its role in influencing consumer behaviour is expected 

to grow even more profound. However, the application 

of AI in consumer behaviour also presents several 

challenges (Mustak et al., 2020). One of the primary 

challenges is the need for accurate and comprehensive 

consumer decision and analysis data. AI systems rely 

heavily on this data to predict consumer behaviour and 
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develop solutions that assure consumer satisfaction. 

Yet, gathering and interpreting such data can be 

complex, particularly when it involves understanding 

the nuances of human emotions, motivations, and 

decision-making processes. For instance, while AI can 

analyse past purchasing behaviour to predict future 

trends, it may struggle to account for sudden changes 

in consumer preferences driven by external factors 

such as economic shifts or social trends. 

 

In light of these opportunities and challenges, this 

study aims to assess the impact of artificial 

intelligence on shaping consumer buying behaviour. 

By examining the role of AI in influencing consumer 

decisions, this research will contribute to a deeper 

understanding of how AI technologies can be 

harnessed to enhance consumer satisfaction while also 

addressing the potential risks and limitations 

associated with their use.  

 

LITERATURE REVIEW 
Artificial Intelligence (AI) has significantly 

transformed consumer decision-making by enabling 

personalized recommendations and predictive 

analytics. Adawiyah et al. (2024) examine the 

integration of AI and Augmented Reality (AR) in 

delivering personalized recommendations and their 

influence on customer usage intentions. Similarly, 

Zhang et al. (2021) found that AI-driven 

recommendation systems, which provide tailored 

content and product suggestions, greatly enhance user 

satisfaction and engagement. To achieve this level of 

personalization, large volumes of consumer data are 

analysed to predict preferences and behaviours. Ajiga 

et al. (2024) examines how AI-driven predictive 

analytics helps retail businesses to identify market 

trends and customers engagement and forecast future 

customer behavior, enabling the development of more 

effective marketing strategies. AI-enabled 

personalization has become a critical factor in 

improving the customer experience. Solutions 

offering personalized interactions and real-time 

support, such as chatbots and virtual assistants, 

contribute to increased customer satisfaction and 

loyalty.  

 

According to Gentsch study, AI-driven 

personalisation boosts consumer engagement by 

sending out tailored messages and pertinent content. 

Additionally, AI has made it possible for businesses to 

develop more engaging and dynamic purchasing 

experiences. Choi et al. (2021) assert that the 

incorporation of AI technology, such as virtual try-ons 

and augmented reality, into e-commerce platforms 

improves customer happiness by offering a more 

dynamic and interesting purchasing experience (Bhatt, 

2024). Although artificial intelligence has many 

advantages, there are drawbacks and things to think 

about. A lot of people have ethical questions about 

algorithmic prejudice and data privacy (Grewal, 

2021). A study by O'Neil (2016) found that biases in 

the data AI systems are trained on can be amplified 

and perpetuated, producing discriminating results. 

Furthermore, depending too much on AI may result in 

a decrease in human interaction and an excessive 

reliance on automated systems. According to research 

by Arora et al. (2020), while artificial intelligence (AI) 

increases efficiency, maintaining trust and 

transparency requires striking a balance between 

automation and human control. 

 

STATEMENT OF PROBLEM 
The increasing adoption of AI in consumer markets 

has revolutionized how firms interact with customers 

and how consumers make purchase decisions. AI-

driven technologies, such as virtual assistants, 

automated customer service, and personalized 

recommendation systems, are having a greater impact 

on consumer behaviour by providing customized 

experiences and expediting decision-making 

procedures (Zlatanova-Pazheva, 2024). But even with 

the broad use of AI to influence consumer behaviour, 

a thorough grasp of its wider ramifications is still 

lacking. 

 

The problem lies in the need to assess the impact of AI 

on consumer behaviour as a whole, particularly in how 

AI-driven personalization affects consumer decision-

making, satisfaction, and loyalty. Although AI has the 

potential to improve customer experiences, it also 

brings with it concerns about data privacy, trust, and 

ethical issues. Concerns among consumers regarding 

the security of their personal information, the 

transparency of AI algorithms, and the possibility of 

bias in these systems are growing. 

 

Given these challenges, organizations must balance 

the successful use of AI with customer concerns about 

privacy and ethics. To help businesses and 

governments navigate the AI-driven consumer 

landscape, our research aims to close the knowledge 

gap regarding AI's dual effects as a source of ethical 

quandaries and a tool for improving customer 

experiences. 

 

OBJECTIVES 

• To examine the role of AI on consumer 

buying decision. 

• To explore the challenges associated with the 

integration of AI in influencing consumer 

behavior. 

 

HYPOTHESES 

• H01: There is no significant impact of AI on 

the consumer buying decision. 

• Ha1: There is a significant impact of AI on 

the consumer buying decision. 
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RESEARCH METHODOLOGY 
The aim of this study is to examine how AI-driven 

tools affect consumers decision-making. We collected 

primary data using an online google form with closed-

ended questions. The questionnaire was sent to 450 

respondents via WhatsApp and email with the goal of 

gathering primary data; however, 379 responses were 

received. After removing 11 unengaged responses 

during data cleaning, data from 368 respondents were 

analyzed. To enhance conceptual accuracy on the 

topic, relevant secondary data was gathered from 

several sources such as books, journals, and websites. 

 

ANALYSIS & INTERPRETATION 
This section presents a detailed analysis of the 

research findings, providing insights into the core 

research questions. We have made significant findings 

through a thorough evaluation of the collected data 

and a robust analytical approach. These findings not 

only address the research questions but also align 

closely with the overall framework and objectives of 

the study. The following analysis delves into the 

results, highlighting key patterns and relationships and 

interpreting their implications in relation to the 

original research objectives.   

 

Table No. 1: Test of Reliability 

 

Cronbach's 

Alpha 

N of Items 

.842 17 

The variables exhibit a high degree of internal 

consistency and accurately reflect the same underlying 

notion, as indicated by the Cronbach's Alpha value of 

0.842. (Table.1) 

 

Table No. 2: Model Summary 

Model R R 

Square 

Adjusted R 

Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F Change df1 df2 Sig. F 

Change 

1 .583a .340 .338 .795 .340 188.591 1 366 .000 

a. Dependent Variable: CBD 

b. Predictors: (Constant), AI 

• The obtained multiple correlation coefficient (R) value 

of 0.583 indicates a reasonably high positive association 

between the independent variable (AI) and the 

dependent variable (CBD). 

• A coefficient of determination (R Square) of 0.340 

indicates that 0.340 is the proportion of variance in the 

dependent variable (CBD) that can be accounted for by 

the independent variable(s) (AI). Assuming this 

scenario, artificial intelligence can account for roughly 

34 percent of the variability in consumer purchasing 

behaviour. Furthermore, the remaining 66% (100% - 

34%) is accounted for by the element that is not 

included in the model. 

Table No. 3: ANOVA 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 119.311 1 119.311 188.591 .000b 

Residual 231.548 366 .633   

Total 350.859 367    

a. Dependent Variable: CBD 

b. Predictors: (Constant), AI 

• ANOVA table's highly significant F-statistic (F = 

188.591, p 0.000) indicates that the regression model 

fits the data quite well. This suggests that the 

dependent variable, "Consumer Buying Decision," is 

significantly predicted by the independent variable, 

"Artificial Intelligence." A meaningful explanation 

of the variation in purchasing decisions is provided 

by the model. 

 

Table No. 4: Coefficients 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 1.678 .163  10.292 .000 

AI .568 .041 .583 13.733 .000 

a. Dependent Variable: CBD 
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Based on the results of the regression analysis, the 

following equation represents the relationship 

between the dependent variable "Consumer Buying 

Decision" and the independent variable "AI". 

       CBD= 1.678+ 

(0.568*AI)  

Where, CBD= Consumer Buying Decision; AI= 

Artificial Intelligence 

Table 4 shows that the AI factors' (independent 

variable) significance value of the T-test is less than 

0.000* and the p-value is less than 0.001, i.e., 0.568. 

According to these results, "AI factors" are a powerful 

predictor of "consumer buying decision." 

 

Therefore, Ha1“There is a significant impact of 

artificial intelligence on the consumer buying 

decision” is accepted and H01 is rejected. The analysis 

of AI's impact on consumer buying decision reveals 

significant opportunities alongside notable challenges. 

On the other hand, people's willingness to interact with 

AI systems is found to be adversely affected by 

perceived risks & data security (Kolar & Pisnik, 

2024). 

 

RESULTS & DISCUSSION 
Based on the results of the regression analysis, it is 

evident that AI significantly influences consumer 

decision. The model summary indicates that AI 

accounts for 34.0% of the variation in consumer 

behaviour (R² = 0.340), which is statistically 

significant (p < 0.001). This implies that AI-driven 

technologies have a substantial effect on how 

consumers make decisions and interact with products 

and services. The ANOVA results further confirm the 

model's significance, with the F-statistic (F = 188.591, 

p < 0.001) indicating that the regression model is a 

good fit for the data. The standardized beta coefficient 

for AI (β = 0.583) reveals a strong positive relationship 

between AI and consumer behaviour. This suggests 

that as the integration of AI increases, so does its 

influence on consumer decisions, satisfaction, and 

engagement. The unstandardized coefficient (B = 

0.568) indicates that for every unit increase in AI's 

influence, there is a corresponding increase of 0.568 

units in consumer behaviour.  

 

The findings of this study offer support for our 

alternative theory; the model demonstrates statistical 

significance and provides compelling evidence that AI 

does, in fact, have a major impact in shaping consumer 

buying behaviour. AI and consumer behaviour are 

statistically significantly correlated, indicating that 

consumers are using AI-features into account while 

making purchase decisions. On the one hand, AI-

powered solutions have transformed personalisation 

by allowing organisations to use complex analysis of 

data and predictive algorithms to customise 

experiences for specific customers (Saini, 2023). This 

has resulted in increased consumer satisfaction, 

loyalty, and more efficient decision-making processes. 

AI has simplified the customer journey, improved the 

entire customer experience, and spurred corporate 

growth with its capacity to make recommendations in 

real-time and automate customer care interactions.  

Predictive analytics integration has also helped 

businesses better develop products and manage 

inventories by enabling them to anticipate consumer 

demands and market trends. 

 

However, these advancements are not without 

challenges. As customers grow more conscious of the 

uses and storage of their personal data, the widespread 

application of AI presents grave concerns regarding 

data security and privacy. Another concern is 

algorithmic bias, which could result in unjust 

treatment of particular consumer groups and erode 

confidence in AI systems. Furthermore, even if AI 

improves decision-making, it may potentially reduce 

consumer autonomy by limiting options, which could 

be interpreted as manipulative. The adoption of AI 

technology is further complicated, especially for 

smaller organisations, by their high cost and 

complexity of implementation. The application of AI 

in consumer markets is made more complicated by 

ethical issues like consumer manipulation and 

transparency (Zhang et al., 2021). The following 

points explore the challenges and ethical dilemmas in 

the application and use of AI, highlighting key 

insights. 

• Bias and Discrimination in Recommendations: 

AI algorithms used in consumer behavior 

analysis can inadvertently reinforce biases 

present in historical data. For instance, product 

recommendations may favor specific 

demographic groups over others, leading to 

unfair treatment and exclusion of certain 

consumer segments (Mehrabi et al., 2021). Such 

biases can damage consumer trust and brand 

reputation. 

• Transparency and Explainability in Decision-

Making: AI-driven personalization, such as 

tailored advertisements or dynamic pricing, often 

lacks transparency. Consumers may not 

understand why certain ads or prices are shown 

to them, leading to perceptions of unfairness or 

manipulation (Doshi-Velez & Kim, 2017). 

Ensuring AI systems explain their decisions can 

foster greater consumer trust and acceptance. 

• Privacy Concerns with Consumer Data: AI in 

consumer behavior heavily relies on personal 

data, including browsing history, purchasing 

habits, and location information. Unauthorized 

use or data breaches can compromise consumer 

privacy, making it critical for businesses to 

comply with privacy regulations like GDPR and 

OECD AI Principles (OECD, 2024; Valencia-

Arias et al., 2024). 

• Over-Personalization Leading to Consumer 

Fatigue: While AI aims to enhance the shopping 

experience, excessive personalization can 
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overwhelm consumers. Constant targeted ads or 

recommendations may lead to fatigue or 

annoyance, diminishing the effectiveness of 

marketing efforts and consumer engagement 

(Steffi et al., 2024). 

• Manipulative Practices: AI’s ability to predict 

consumer preferences can be misused for 

manipulative marketing practices, such as 

creating artificial urgency or exploiting 

behavioral vulnerabilities. This raises ethical 

concerns about consumer autonomy and 

informed decision-making (Floridi et al., 2018). 

• Job Displacement in Retail and Services: The 

integration of AI solutions like chatbots and 

virtual assistants in customer service may reduce 

human interaction. While these technologies 

offer convenience, they also risk diminishing the 

emotional connection between brands and 

consumers, potentially affecting loyalty 

(Brynjolfsson & McAfee, 2014). 

• Environmental Concerns from AI Usage: AI 

systems analyzing consumer behavior often 

require substantial computational power, leading 

to high energy consumption. Consumers 

increasingly demand eco-friendly practices from 

brands, and the environmental impact of AI could 

conflict with these expectations (Strubell et al., 

2019). 

• Ethical Challenges in Predictive Analytics: AI 

applications in autonomous weapons and 

surveillance raise profound ethical questions. 

Predictive analytics in consumer behavior, such 

as forecasting future purchases, raises ethical 

questions about consent. People may feel uneasy 

knowing their actions are being constantly 

monitored and predicted without explicit 

approval (Noble Desktop, 2024; Gordon, 2023). 

• Misinformation and Trust Issues: AI technologies 

like chatbots or automated review systems can 

sometimes provide inaccurate or misleading 

information, eroding consumer trust. Brands 

must ensure the reliability of AI-generated 

content to maintain credibility (Floridi et al., 

2018). 

• Cultural Insensitivity in Marketing: AI models 

trained on globally aggregated data might fail to 

capture local cultural nuances, leading to 

insensitive marketing messages. Such missteps 

can alienate consumers and harm brand 

reputation (Srinivasan, 2021). 

 

In order to assure ethical, safe, and customer-

focused AI applications, businesses must 

prioritize fairness, transparency, and 

accountability in their AI strategies. Investing in 

ethical AI practices, ensuring robust privacy 

measures, and aligning marketing with consumer 

values can help build trust and enhance consumer 

experiences. This finding highlights the critical 

role AI plays in shaping modern consumer 

experiences, making it a powerful tool for 

businesses aiming to enhance consumer 

engagement and satisfaction. 

 

CONCLUSION 
AI transformed customisation, expedited the customer 

journey, and made it possible for companies to use 

predictive analytics to more accurately predict 

consumer demands and market trends. These 

advantages are not without drawbacks, though, such as 

worries about algorithmic bias, data privacy, and the 

possible loss of customer autonomy. The adoption of 

AI is further complicated by its complexity and cost, 

especially for smaller businesses. Considering how 

much AI influences consumer behaviour, future 

studies should look into ways to lessen the moral and 

practical obstacles to AI adoption. Studies might 

concentrate on creating guidelines for the ethical 

application of AI, boosting consumer confidence in AI 

systems, and evaluating the long-term effects of AI on 

market dynamics and consumer autonomy. 

Furthermore, studies should look into how AI differs 

for different customer demographics in order to make 

sure AI-driven solutions are equitable and inclusive. 

Continued research in these areas is critical for 

maximising the benefits of AI while mitigating its 

potential drawbacks. 
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