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ABSTRACT 

The increasing adoption of Artificial Intelligence (AI) in digital marketing has transformed the way 

consumers interact with brands, products, and services. AI-driven tools such as recommendation systems, 

personalized advertisements, and conversational agents now play a central role in shaping information 

exposure and purchase decisions. This study aims to provide a descriptive analysis of AI-driven consumer 

behaviour in the digital age, focusing on consumer awareness, perceptions, and behavioural responses 

toward AI-enabled marketing practices. The study will scrutinize key dimensions including perceived 

usefulness of AI tools, trust in AI-mediated interactions, privacy concerns of digital consumers who 

actively engage with online platforms for information search, shopping, and social media activities.This 

study systematically examines AI-driven consumer behavior in the digital age, focusing on how artificial 

intelligence technologies influence consumer decisions, preferences, and interactions within digital 

environments. 
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1. Introduction 

The digital age has revolutionized traditional marketing into an interactive, data-driven, and highly 

personalized process. Among the technologies driving this transformation, Artificial Intelligence (AI) 

occupies a central position. AI systems analyse large volumes of consumer data to predict preferences, 

segment audiences, deliver tailored content, and assist in real-time decision-making. From product 

recommendations on e-commerce platforms to dynamic pricing, voice assistants, and AI-powered 

Chabot’s, consumers are constantly interacting with invisible algorithms.These AI-enabled tools offer 

clear benefits, such as convenience, relevance, and time savings. Consumers can discover products that 

match their needs, receive instant customer support, and enjoy customized offers. At the same time, the 

pervasive use of AI raises concerns. 

Artificial intelligence (AI) has become a transformative force in shaping consumer behavior within digital 

environments. The proliferation of AI-powered tools ranging from recommendation engines to virtual 

assistants has redefined how consumers make purchasing decisions, interact with brands, and experience 
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personalized marketing. This study aims to descriptively analyse AI-driven consumer behavior, focusing 

on the evolving patterns of engagement and the implications of AI’s integration into digital commerce. By 

situating this investigation within the broader context of digital transformation, including mobile 

commerce and social media influence, the research seeks to provide a comprehensive understanding of 

how AI technologies affect consumer choices and business strategies. 

Additionally, AI assists marketers in trend identification and forecasting. Social-network-driven online 

marketing has become an essential aspect of digital marketing strategies, offering customers unique 

interaction opportunities, promoting company products and services, and fostering brand loyalty. 

Understanding these activities can be improved by categorizing them by type and purpose, with the 

following four main types of traditional online marketing activities: content creation and distribution, paid 

advertising, user interactions, and data monitoring and analysis. High-quality content, which attracts and 

engages the target audience, plays a primary role in social media marketing, aiming to entertain, inform, 

or inspire and create a closer connection to the brand.As coming to the part of consumer behavior and AI, 

understanding consumer behavior is crucial for the success of marketing strategies.Smith and Chen (2020) 

found that AI enhances customer profiling through advanced analytics,enabling brands to identify 

environmentally conscious consumers. AI also facilitates real-timefeedbackloops, improving the 

alignment of marketing messages with consumer preferences (Brown& Liu, 2021). About an ethical 

Considerations, the ethical implications of AI in marketing are significant. According to Davis et al. 

(2021),AI systems must ensure transparency,fairness, and accountability to maintain consumer 

trust.Additionally, researchers emphasize the importance of safeguarding consumer privacy when 

leveraging AI for marketing purpose. 

 

2. LITERATURE REVIEW 

Consumer behavior in the digital age has become a significant area of research due to the rapid expansion 

of online shopping platforms and the evolution of consumer preferences. As technology advances, 

understanding the factors that influence consumers' online shopping habits is crucial for businesses to 

devise effective marketing strategies and enhance customer satisfaction. This literature review aims to 

explore and synthesize existing studies related to consumer behavior in the context of online shopping, 

focusing on the various factors that impact consumers' decision-making processes, attitudes, and habits in 

the digital era.Digital marketing is one of the many industries transformed by artificial intelligence (AI). 

Digital platforms allow companies to advertise services and products. Digital marketing, a relatively new 

scientific discipline, has grown rapidly and is often seen as a leading direction in marketing. With 

technological advances, companies increasingly rely on AI to enhance their marketing strategies and gain 

a competitive edge in the digital landscape. AI, as defined by Russell and Norvig (2016), is a computerized 

system that gathers data to perform intelligent tasks aimed at maximizing success rates. Platforms like 

Facebook, Instagram, and YouTube assess user information before directing them to tailored offers.AI’s 

role in automating customer service processes is further emphasized. According to Legget (2017),AI-

based systems can handle routine customer interactions, freeing human staff to focus on more complex 

tasks. This automation increases productivity and efficiency, reduces wait times, and enhances the overall 

customer experience. Using AI in post-sales services, such as automated conversations and case 

classifications, further strengthens customer loyalty and trust. 
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3. DISCUSSION 

AI – DRIVEN CONSUMER BEHAVIOUR 

 The pandemic accelerated digital adoption, making AI an essential tool for marketers to understand 

and influence consumer decision-making in an unprecedented environment.AI-powered 

personalization has been pivotal in reshaping consumer experience. During the pandemic, 

consumer behaviour in AI-driven marketing showed some clear patterns because people were 

forced to rely heavily on digital channels. Lockdowns and social distancing accelerated online 

shopping, food delivery, telemedicine, and e-learning. 

 AI-based recommendation systems and search algorithms became more central, because 

consumers explored new categories (groceries, health products, home fitness, etc.) online instead 

of in-store. Consumers became more dependent on AI suggestions for product discovery and 

choice simplification. 

 Chabot’s and virtual assistants handled high volumes of customer queries (delivery delays, 

cancellations, safety policies). 

 Many consumers accepted AI agents for speed and 24/7 availability, especially when human 

support was overloaded. 

 Pandemic uncertainty made consumers seek reliable, up-to-date information on safety, delivery, 

and stock.AI-driven content curation (news feeds, search results) influenced risk perception, 

product choices (sanitizers, immunity boosters), and even misinformation exposure. 

 Trust in platforms and their AI systems became crucial: consumers tended to favourbrands and 

apps perceived as transparent and responsive. 

 With more time spent online, AI systems gathered richer behavioural data (browsing, streaming, 

shopping, app use). 

 Consumers appreciated personalized offers, recommendations, and contactless experiences, but at 

the same time, Awareness of being “tracked” increased.Concerns about data security and misuse 

grew, especially amid reports of data leaks and surveillance. 

 Behaviourally, many still accepted personalization because of convenience and necessity, 

illustrating a strong privacy paradox during the pandemic. 

 Heavy digital users and younger consumers (for example, Gen Z, young adults) adapted quickly 

and showed higher acceptance of AI tools. 

 Less digitally literate and older consumers were forced online and sometimes developed reluctant 

acceptance of AI, but with higher anxiety and trust issues. 

 Income and location (urban vs. rural) also shaped access to AI-driven services and thus behaviour. 

Some major dimensions are 

1. Shift to Digital Channels: The pandemic accelerated consumers' adoption of online shopping, 

digital payments, and virtual services. AI-powered recommendation systems, Chabot’s, and 

personalized marketing became crucial in guiding purchase decisions remotely. 

2. Personalization and Predictive Analytics: AI models analysed real-time data on changing 

consumer preferences, enabling businesses to tailor product offerings, promotions, and 

communication strategies to evolving needs during lockdowns and social distancing. 

3. Sentiment and Social Media Analysis: AI tools monitored sentiment trends and consumer moods 

via social media and online reviews, helping companies adjust their messaging and product 
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development to address pandemic-related concerns such as health, safety, and economic 

uncertainty. 

 

4. Supply Chain and Inventory Optimization: AI-driven demand forecasting adapted to sudden shifts 

in consumer behavior, such as panic buying or preference for essential goods, ensuring better 

inventory management and availability. 

5. Contactless and Automated Experiences: AI facilitated contactless interactions through voice 

assistants, facial recognition, and autonomous delivery, enhancing consumer confidence and 

convenience in pandemic conditions. 

6. Behavioural Insights and Segmentation: AI clustered consumers based on pandemic-specific 

behaviors (e.g., cautious vs. risk-taking shoppers), enabling targeted engagement and retention 

strategies. 

AI tools for understanding and influencing consumer behavior are transforming how marketers predict 

needs, personalize experiences, and drive engagement, while increasingly accounting for privacy and 

ethics. Here’s a practical, categorized guide to top AI-powered tools and approaches used to analyse, 

predict, and respond to consumer behavior. 

 

AI Tools for Consumer Behavior Analysis: 

 

AI Tools for Consumer Behavior Prediction: 

Tool / Platform Key Capabilities Use Case 

Amazon 

Personalize 

Real-time recommendation engine 

(same as Amazon.com) “Customers like you also bought…” 

Dynamic Yield (by 

MasterCard) 

Personalization + predictive audience 

segmentation 

Show different homepage banners based 

on predicted intent 

Pecan.ai 

No-code predictive analytics on 

CRM/transaction data Predict which leads will churn or upsell 

Tool / Platform     Key Capabilities Use Case 

Google Analytics 

4 (GA4) + Google 

AI 

Predictive metrics (churn, purchase probability), 

audience clustering, anomaly detection 

Identify users likely to convert 

in next 7 days 

Adobe Customer 

Journey Analytics 

Cross-channel behavior mapping, attribution, 

AI-driven insights 

See how social ads influence in-

store purchases 

Mix panel 

Behavioural cohort analysis, funnel drop-off 

prediction 

Understand why users abandon 

on boarding 

Amplitude 

Product analytics with ML-powered behavioural 

cohorts 

Track feature adoption by user 

segment 

Microsoft Clarity Session replays + AI-powered heat maps 

See how users interact with your 

site (frustration points, clicks) 
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Crayon 

AI-powered market & competitive 

intelligence 

Track how consumer sentiment shifts 

toward your brand vs. rivals 

Zylotech 

Self-learning customer data platform 

with AI 

Auto-segment users by behavior + predict 

next best action 

 

SUGGESTIONS 

Businesses should prioritize transparency in AI data usage to build consumer trust and mitigate privacy 

concerns. – Marketers can leverage AI-driven personalization to enhance customer engagement but must 

balance automation with human touchpoints to maintain authenticity. - Incorporating Omni channel 

strategies that integrate AI tools across platforms will optimize consumer experience and loyalty. - Future 

research should explore ethical considerations and resistance factors related to AI adoption among diverse 

consumer segments. - Continuous monitoring of AI’s impact on consumer behavior will help businesses 

adapt strategies in real time. Use AI (Chabot’s, recommendation systems) for speed and routine queries, 

but keep human escalation options for complex or emotional issues (refund disputes, health risks, job loss). 

Train AI to use a supportive, crisis-sensitive tone (acknowledging uncertainty, showing concern) rather 

than purely promotional language. Clearly inform consumers when AI is involved (for example, 

“Recommended for you based on your recent purchases”). Provide simple explanations of why certain 

products or messages are shown and what data are used.Offer easy-to-find privacy and preference controls 

so that consumers can adjust personalization levels.Use personalization mainly to solve real problems 

(stock availability, delivery slots, safety information, essential product bundles) instead of only pushing 

more sales. ensure AI systems provide accurate, up-to-date information on safety protocols, delivery times, 

and returns. Minimize errors in recommendations (for example, avoid suggesting unavailable products) 

because reliability directly affects trust in both AI and the brand. For older or less digitally literate 

consumers, keep interfaces simple, with clear instructions, and allow easy access to human help. During 

crisis situations, use AI to deliver useful, non-commercial content: safety tips, community support 

information, mental wellness resources, etc. Reward loyal customers with context-sensitive offers (for 

example, flexible payment options, relaxed return policies), which AI can help identify and personalize. 

Track metrics like Chabot’s satisfaction, complaint types, opt-out rates for personalization, and 

privacy-related queries Use this feedback to adjust AI strategies, especially when consumers signal 

discomfort or distrust. 

 

CONCLUSION 

AI technologies are reshaping consumer behavior by enabling personalized, efficient, and data-informed 

interactions in digital environments. This descriptive study underscores the importance of understanding 

consumer responsiveness and concerns to harness AI’s full potential in marketing and product 

development. As digital transformation accelerates, businesses that effectively integrate AI while 

addressing privacy and ethical issues will gain competitive advantages. Ongoing research and adaptive 

strategies are essential to navigate the evolving landscape of AI-driven consumer behavior. Finally, AI 

may be a starting point but will not be an end product. 

 

REFERENCES 

1. Acatrinei, C., Apostol, I. G., Barbu, L. N., Popa, R.-G. C., &Mihai-CristianOrzan. (2025). 

Artificial Intelligence in Digital Marketing: Enhancing Consumer Engagement and Supporting 

http://www.aijfr.com/


 

Advanced International Journal for Research (AIJFR) 

E-ISSN: 3048-7641   ●   Website: www.aijfr.com   ●   Email: editor@aijfr.com 

 

AIJFR26013567 Volume 7, Issue 1 (January-February 2026) 6 

 

Sustainable Behavior Through Social and Mobile Networks. Sustainability, 17(14), 6638–6638. 

https://doi.org/10.3390/su17146638. 

2. Gu, S., Sakhbieva, A., Ślusarczyk, B., Kovalyova, I., &Hajizada, S. (2021). Impact of the 

COVID-19 Pandemic on Online Consumer Purchasing Behavior. Journal of Theoretical and 

Applied Electronic Commerce Research, 16(6), 2263–2281. 

https://doi.org/10.3390/jtaer16060125. 

3. Baek, T. H. (2023). Digital Advertising in the Age of Generative AI. Journal of Current Issues 

&amp; Research in Advertising, 44(3), 249–251. 

https://doi.org/10.1080/10641734.2023.2243496. 

4. Babadoğan, B. (2024). Unveiling the Power of AI-Driven Personalization: Transforming 

Consumer Behavior in the Age of Digital Marketing. Next Frontier For Life Sciences and 

AI, 8(1), 61. https://doi.org/10.62802/fj43xy18. 

5. Abadoğan, B. (2024). Unveiling the Power of AI-Driven Personalization: Transforming 

Consumer Behavior in the Age of Digital Marketing. Next Frontier For Life Sciences and 

AI, 8(1), 61. https://doi.org/10.62802/fj43xy18 

6. Olan, F., Arakpogun, E. O., Suklan, J., & Robson, A. (2024). Advancing Consumer Behavior: 

The Role of Artificial Intelligence Technologies and Knowledge Sharing. IEEE  

 

http://www.aijfr.com/
https://doi.org/10.3390/su17146638
https://doi.org/10.3390/jtaer16060125
https://doi.org/10.1080/10641734.2023.2243496
https://doi.org/10.62802/fj43xy18
https://doi.org/10.62802/fj43xy18

