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Abstract: 

Artificial intelligence in e-commerce involves utilizing innovative technologies to enhance the online 

shopping experience. Artificial Intelligence (AI) has transformed the e-commerce landscape, influencing 

consumer behaviour significantly. This study aims to explore the transformative effect of AI impacts on 

e-commerce, utilizing numerical data to analyse consumer preferences, purchasing patterns, and overall 

shopping experiences. It also evaluates customers' benefits, challenges, data privacy, and decision-

making power regarding AI's impact on e-commerce.  The findings reveal both advantages and 

disadvantages, providing a comprehensive overview of AI's role in shaping modern consumer 

behaviour. This paper analyses various numerical data, identifies key trends, and discusses the 

advantages and disadvantages of AI in E-commerce. In online shopping enterprises, AI technology has 

been widely used to provide accurate and fast personalized consumer services. This research 

demonstrates the use of AI technology in the e-commerce business, specifically online enterprises, to 

determine different effects. The study evaluated different impacts of AI, such as e-payment and 

stimulating consumers' sentiments. Online purchasing behaviours can be influenced by insight, 

accuracy, and interaction experience.  

Keywords: AI in consumer behaviour, Artificial Intelligence, Technology, e-commerce, consumer 

satisfaction. 

1. Introduction 

Consumer behaviour is the study of how individuals groups or organisations select purchase use and 

dispose of products, services, ideas or experiences to satisfy their needs. It analyses the psychological, 

social, emotional and physical actions that drive buying decisions, including factors like culture, 

personal preferences and marketing influences. It is a critical marketing component as it is the goal of all 

marketing initiatives which needs to appreciate consumer psychology, the purchasing decision process, 

cultural influences, group dynamics and behavioural economics to successfully mitigate the influence on 
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targeted consumers. Therefore, it enables the businesses to customize their pricing, distribution, products 

and promotions to meet the desires and needs of their target market.  

Today the world of business and marketing is undergoing a transformation with the emergence of 

Artificial Intelligence technologies, which is significantly impacting the consumer’s minds and their 

decision making. In future, AI is likely to influence marketing strategies, including business models, sale 

processes and customer service as well as customer behaviours. It has rapidly integrated into consumer‘s 

daily lives, fundamentally altering how consumers interact with businesses and makes purchasing 

decisions. From personalized recommendations to enhanced customer service, AI is reshaping consumer 

behaviour in profound ways. Companies like Amazon, Netflix and Spotify utilize sophisticated 

algorithms to analyse user data, including past purchases, viewing habits and preferences to offer 

tailored recommendations that resonate with individual consumers.  

Artificial Intelligence (AI) is a autonomous system with the capacity to learn, adapt and make decisions 

with minimum human involvement. It differs from the traditional statistical models by its capacity for 

adaptive machine learning and real time data processing. Few specific examples of AI in consumer 

behaviour are  

 Personalized Recommendations- E-commerce platforms like Amazon and streaming services 

like Netflix use AI to analyse browsing history, past purchases and user preferences to suggest 

products or content increasing loyalty and sales. 

 Dynamic Pricing- Companies like Uber or airlines adjust prices in real time based on demand, 

browsing behaviour and in some cases the user’s location. 

 Predictive Analytics and inventory- Retailers like Walmart use AI to forecast consumer demand, 

reducing stock shortages and optimizing supply chains to ensure product availability.  

 Social Listening and Sentiment Analysis – Brands use AI to scan social media, reviews and 

comments to understand consumer sentiment, allowing them to quickly pivot marketing 

strategies.  

 Visual Search – Tools like Google Lens allow users to search for products by taking photos with 

AI identifying and finding similar items to purchase. 

 AI- Enabled Social Proof- AI identifies and highlights trending products or user generated 

content that influences purchases decisions by showcasing what others are buying.  

 

2. Objectives of the study 

 To study how AI driven personalized recommendations influence consumer impulse buying and 

purchasing decisions. 

 To study the impact of AI adoption by different consumer segments. 

 To study the benefits and drawbacks of AI in E-Commerce. 

Objective 1: 

The key factors driving AI’s influence on Consumer Behaviour : 
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 Hyper personalization and Recommendations- AI algorithms analyse  vast datasets such as 

browsing history, purchasing trends etc to deliver highly tailored product suggestions, 

significantly increasing purchase likelihood and conversion rates 

 Predictive Analytics- AI anticipates customer needs, allowing brands to offer solutions or 

products before the customer actively searches for them. 

 Real time Engagement- AI powered tools provide instant, 24/7 service, enhancing convenience 

and creating a seamless, frictionless shopping experience. 

 Dynamic Pricing- AI adjusts prices in real time based on demand, user profile and competitor 

behaviour, influencing buying decisions immediately. 

 Sentiment Analysis and Behavioural Tracking- AI tools analyse customer emotions and 

behaviours to adjust marketing strategies on the fly, ensuring engagement feels relevant and 

timely. 

 Enhanced Convenience and efficiency- AI simplifies the purchasing process, reducing search 

time and mental effort for consumers. 

 Trust and reliability- Accurate AI driven suggestions foster and rely on trust, making consumers 

more likely to follow recommendations.  

These factors are often summarized by the PEERS model- Personalized, Effective, Enjoyable, 

Reliable and simple to use which drives maximum customer engagement.  

Objective 2: 

Few impacts of AI on consumer behaviour can be discussed as- 

 Increasing personalization- AI analyses purchasing trends, browsing history and real time 

behavioural signals to offer personalized product recommendations and tailored marketing 

messages. 

 Shift in search behaviour- Consumers are moving away from simple keyword searches to using 

conversational, natural language with AI tools, allowing them to detail specific, complex needs 

for more accurate tailored results. 

 Increased Convenience and Speed – AI tools such as chatbots and virtual assistants reduce search 

time and facilitate faster, more efficient shopping experiences. 

 Improved decision making- Through sentiment analysis and predictive modelling, AI helps 

consumer quickly identify products that meet their preferences, increasing conversion rates and 

satisfaction. 

 Enhanced trust and loyalty- Tailored AI driven experiences foster stronger relationships between 

consumers and brands, increasing significantly influencing purchasing decisions. 

 Virtual Try on and visualization- In sectors like cosmetics, AI powered virtual try on tools 

allowing consumers to experiencing products virtually before buying which significantly 

influences purchasing decisions.   

Objective 3: 

Advantages of AI in E-commerce include: 
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 Increase productivity – AI can automate ordinarily manual tasks to e-commerce workflow to 

improve the efficiency and streamline operations and reducing the reliance on human labour. 

 Generate more sales- AI marketing tactics and AI powered customer support helps in getting 

more sales, improve the brand’s reputation and avoid missed opportunities with potential 

customers. 

 Improve customer loyalty- AI in e-commerce analysis customer behaviour through sales 

channels to optimise the brand experience and keeping customers loyal. 

 Reduce operational costs- AI powered workflows are fully high automated, saving time and 

money that can be redistributed to more needful areas of the business. 

 Mitigate risk of fraud- Fraud detection tools powered by AI helps to minimise the risk of 

fraudulent behaviour and boost the security of the websites. 

 Creating a more personalised brand experience- AI strengthens the branding and 

communications by personalising recommendations and messaging leads to better positioning 

and more compelling brand experiences for shoppers.  

 Cybersecurity- Artificial intelligence has also improved the cybersecurity of the E-commerce 

websites by preventing or detecting any fraudulent activities through machine learning 

algorithms. 

  Disadvantages of AI in E-commerce include: 

 High costs and Technical complexity- Implementing advanced AI solutions can costs from tens 

of thousands to millions of dollars, creating a high barrier for small businesses. 

 Lack of Human Touch and emotion – AI chatbots and automated systems cannot replicate human 

emotional intelligence, leading to impersonal service that some customers find frustrating. 

 Data Privacy and Security Risks- AI requires massive amounts of customer data, increasing risks 

of data breaches, misuse of information and ethical concerns regarding surveillance. 

 Algorithmic Bias and Discrimination – AI systems can perpetuate or amplify prejudices present 

in training data, resulting in unfair pricing or discriminatory targeting. 

 Job Displacement and skill loss – Automation can replace human roles in customer service, 

marketing and warehouse management, while over reliance on AI may cause a decline in human 

critical thinking skills. 

 Technical Failures and Reliability- AI is not infallible, glitches can lead to inaccurate 

recommendations, incorrect inventory management and lost sales. 

 Unnatural Content Generation- AI driven content can sometimes be stilted or lack the authentic, 

creative touch of human marketing efforts. 

Case Study in reference to AI effect on Consumer Behaviour 

A Study on NIKE, a popular brand on sportswear and footwear. 

As we dive into 2025, Artificial Intelligence (AI) has become a cornerstone of marketing strategies for 

major brands. According to recent research, 85% of marketers believe that AI is crucial for improving 

customer experiences and driving business growth. The investment in AI marketing is expected to reach 

$150 billion by the end of 2025, with companies like Myntra etc which is already seeing significant 
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returns on their investments. The most common AI applications in marketing include personalization, 

content generation and predictive analytics.  

Since the early 2020s, AI technology features such as Augmented Reality (AR), Virtual Try – On, AI 

powered chatbots and virtual assistants had become essential for providing immersive customer 

experiences and booting customer support and loyalty. Some key statistics and trends in AI marketing 

for 2025 includes- 

 90% of marketers plan to increase their investment in AI marketing. 

 70% of companies are using AI to personalize customer experiences. 

 60% of marketers believe that AI will be critical for improving marketing efficiency. 

  The use of AI powered content generation is expected to increase by 50% in the next year. 

 80% of marketers agree that AI has improved their ability to measure and optimize marketing 

campaigns. 

As AI continues to evolve and improve, we can expect to see more innovative applications resulting into 

more personalized experiences for the customers. It enables various companies to analyse customer data 

from various sources, identifies patterns and creating new tailored experiences to individual preferences 

for the customers. For example “Myntra Insider” program integrates augmented reality (AR) with a 

virtual try-on feature, allowing customers to experiment with clothing in a lifelike environment. Thus, to 

delve into the world of AI powered driven consumer behaviour, it is essential to explore real life 

examples of how top brands are harnessing the power of AI to drive personalization and customer 

engagement. And therefore, in this section we take a closer look at Nike’s Predictive Personalization 

Engine, a technology that enables the brand to deliver tailored experiences to its customers. With the 

help of AI, Nike is able to provide seamless customer experiences and fostering brand loyalty by 

employing customer data platform (CDP) that unifies customer data across channels including website 

interactions, social media, customer service and sales.  

One of the key machine learning algorithms used by Nike is collaborative filtering, which analyses 

customer behaviour and identifies patterns to make predictions about future purchases. For example, if a 

customer purchases a pair of running shoes, the algorithm may recommend complementary products 

such as socks etc resulting an increase of 10-15% increase in sales. Nike’s also integrates with various 

marketing tools including email marketing software, social media plathforms and customer service 

systems which enables them to deliver personalized experiences across all touchpoints, from email 

campaigns to social media ads. They also worked closely with the IT department to ensure that all 

systems and tools were aligned and integrated, enabling seamless data flow and analytics. Thus, Nike’s 

success can be attribute to its effective use of AI –powered personalization, which has enabled the brand 

to deliver a seamless and tailored customer experiences across all channels.  

3. Conclusion 

Artificial Intelligence (AI) has fundamentally shifted consumer behaviour by moving beyond simple 

automation to deep, real time psychological and predictive engagement. As of early 2026, AI is no 

longer just a backbend tool, it acts as a co-pilot in the consumer journey, influencing everything from the 

initial spark of a need to post purchase loyalty. With the advent of AI, consumer behaviour and 
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marketing strategies are expected to undergo significant changes, making it crucial to understand and 

fostering long term brand consumer relationships. It influences various stages of the consumer journey, 

from awareness to post purchase behaviour and providing personalized experiences and reducing 

information overload. The integration of AI in social media platforms allows for real time analysis of 

consumer behaviour, enabling marketers to tailor social proof cues effectively.    

However, the reliance on AI also raises concerns about consumer autonomy and the potential for 

manipulation, unplanned purchases and addictive behaviours. Intense data collection creates creepiness 

and risks of data misuse, leaving consumers worried about how companies use their data. AI can also 

manipulate buying behaviour by tracking and influencing consumers at an individual level to maximize 

profitability, causing stress and discouraging future purchases. 
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