© 2025 JETIR May 2025, Volume 12, Issue 5 www.jetir.org (ISSN-2349-5162)

JETIR.ORG
JOURNAL OF EMERGING TECHNOLOGIES AND

INNOVATIVE RESEARCH (JETIR)

An International Scholarly Open Access, Peer-reviewed, Refereed Journal

IMPACT OF ARTIFICIAL INTELLIGENCE
IN DIGITAL CONSUMER BEHAVIOUR

Dr. T.T. Karthik and Dr. T.P. Ramprasad
Assistant Professors, Department of Commerce and Research Centre
Sourashtra College (Autonomous), Madurai, Tamil Nadu

ABSTRACT

In the digital age, artificial intelligence (Al) is changing the dynamics of consumer behaviour more and
more. With an emphasis on important Al-driven features like personalization, chatbot support, and
recommendation systems, this study examines how Artificial Intelligence applications affect digital
consumer purchasing behaviour. It shows how Al improves personalization, automates customer
support, and permits real-time involvement, eventually influencing how customers engage with brands.
It does this by drawing on empirical data and existing literature. But the study also raises important
issues with trust and data protection, which may have a detrimental impact on how customers react to
Al. Businesses adopting Al must strike a balance between technological efficiency and consumer
expectations to build long-term relationships and sustainable brand loyalty.

Keywords: Al in Marketing, Artificial Intelligence, Digital Consumer Behaviour, Impact of Al, and
Predictive Analysis.

INTRODUCTION

The evolution of marketing towards more personal and sophisticated customer engagement has urged
the businesses to think and implement technology in their marketing approach. Marketers study the
behaviour of online users to upsurge the effectiveness of their marketing strategies. The collection of
data such as browsing patterns, online searches, and views has allowed marketers to understand the
preferences of the customers better. The introduction of Artificial Intelligence (AI) in marketing in
helping the business to understand the consumers behaviour and produce the personalized content at
ease.

The online market has grown more crowded and competitive. Al gives businesses a competitive edge in
this market by giving them detailed insight into customer preferences. Real-time analysis of massive
volumes of customer data by machine learning algorithms allows marketers to anticipate purchasing
patterns, tailor communications, and increase conversions with previously unheard-of precision.

LITERATURE REVIEW

According to Kumar et al. (2019), Al enables brands to deliver customized experiences to individuals
by analysing customer data, such as browsing history, preferences, and past purchases. The tailored and
customized interactions not only enhance user satisfaction but also lead to increased purchase intention
and conversion rates (Pappas et al., 2018). The adoption of Al-powered chatbots and virtual assistants
has improved service efficiency and response time. Luo et al. (2021) concluded that Al chatbots can
handle routine queries, assist in product selection, and even complete transactions, thereby streamlining
the customer journey. These tools contribute to better convenience and satisfaction, especially among
digitally savvy consumers. Predictive analytics capability of identifying patterns helps companies to
anticipate customer needs and to provide solutions (Chatterjee et al., 2020).
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TYPES OF Al IN MARKETING

Platforms for marketing driven by Al offer clever solutions that improve audience comprehension for
companies. Using Al, they generate insightful data that increases conversions and lessens the effort
required of marketing teams. These systems analyse data using sophisticated algorithms, enabling
targeted advertising and customised consumer interactions. Additionally, they facilitate predictive
analytics by forecasting consumer patterns and behaviours. As per the study by Loopexdigital, customer
conversion rate increases 4.3% when Al was implemented in the organization. This aids companies in
making wise choices to maintain their lead in the competitive industry.

Generative Al: Generative Al is a subset of artificial intelligence that uses patterns found in existing
data to produce new content, including text, images, audio, code, and video. Generative Al creates
unique outputs that mimic human-made content, in contrast to traditional Al, which usually categorises
or analyses data. Generative Al still needs human intervention to model the output in accurate and
engaging way.

Predictive AI: Predictive Al uses artificial intelligence and machine learning algorithms to forecast
future consumer behaviours and marketing outcomes based on historical data. It enables marketers to
make smarter, data-driven decisions by anticipating customer needs, preferences, and actions. Key
application of Predictive Al includes Customer segmentation, Churn prediction, Dynamic pricing, etc.

Conversational Al: In Conversational Al, the customers can interact with virtual assistants and Al
chatbots on messaging applications, social networking sites, and websites. Al customer support

representatives are trained to respond quickly to typical problems, which can increase client retention
and satisfaction.

Analytical AI: Analytical Al analyses consumer data to optimize strategies, understand trends, and
improve decision-making. It helps identify which campaigns perform the best and why.

Netflix uses analytical Al to track viewer preferences and engagement instantly, enabling personalized
content recommendations and targeted marketing campaigns — boosting viewer retention and

satisfaction in real time.

Fig. 1: Types of Al in Marketing

Types of Al in Digital Marketing
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Source: Outbrain Blog

EFFECT OF AI IN CONSUMER BEHAVIOUR

The advancements of technology never cease to amaze especially with is incorporated into our daily
lives as now our daily activities / tasks can be automated by the use of Al systems. In particular Al has
already begun overriding traditional methods of commerce by: virtual shopping assistants, chat bots
with utmost level of intelligence or virtual Al assistants that interact directly with the brand targeted
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individuals, and also personalized advertisements. The impact of Al automation in customer behaviour
is vital in giving companies an upper hand in this ever expanding digital economy as they are able to
weak their capital spending based on the spending needs of the consumers.

Enhanced Customer Experience: Using algorithms to sift through data and customer profiles Al has
managed to award businesses with the possibilities of offering traceable experiences. This has
enhanced the customer experience internationally resulting in enhanced sales as Amazon and Netflix
operate on this system by suggesting and selling content to their users directly. Increased revenue and
customer satisfaction were the end benefits achieved from this.

Analytics of Advanced Data: Through analysis of data C discounts and aiding customers understand
the gaps of their shopping are broader Al helps forecast retail gaps while determining product demand
and offering discounts accordingly. Most people nowadays use a logic-dominated brainstorm to
determine the needs determining scope of their marketing targeting them so even releasing these offers
at a suggested time makes them feel appreciated. With ecommerce becoming fiercely competitive
nowadays automating system would help give companies an edge.

Always Active Consumer Support: Due to constant Al development, consumers have access to
smartphones that are superior these days, virtual assistants and chatbot like tools have made identifying
with brands much easier. Shoppers can learn a lot now without the habitual pre-research searches
thanks to these modern tools which aid them get their money's worth along with ensuring that are not
deceived while offering info that helps their cause.

Voice and Visual Search: A voice assistant (Siri, Alexa) and visual search allow consumers to shop in
more intuitive ways. They reduce friction in the decision-making process; it makes easier for
consumers to act on impulse or explore new products which most of the time leads to increased sales
and engagement.

Influence on Trust and Loyalty: Al can build consumer trust by guaranteeing consistency and
reliability in the treatment of clients. However, this trust itself is a bit fragile: concerns about data
privacy and algorithmic bias get transferred to it, creating doubts. Brands that do Al well, transparently
and ethically are going to have more brand loyalty in the long run.

Social Media and Behavioural Targeting:

Al tracks user behaviour on social media to serve targeted ads and content. It is this precision
marketing that often brings a consumer to a product or brand they would never have sought out, thus
subtly shaping tastes and preferences.
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Fig. 2: Al Usage in Marketing

How Businesses Use Al in Marketing

Source: Fitsmall
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RESEARCH METHODOLOGY
The main objective of this study is to find whether there is relationship between Al and Digital

Consumer Buying behaviour.
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60. Around 242 data samples were collected and 200 taken for further analysis.

Table 1: Variables Applied

The questionnaire was given by targeting the online customers aged 18-

Independent Variable

Dependent Variable

Al Personalization

Purchase Intention

Chatbot Responsiveness

Purchase Frequency

Product Recommendations

Brand Loyalty

Hypotheses

H1: Al-driven personalization positively affects purchase intention.
H2: The use of Al chatbots increases consumer satisfaction.
H3: Consumer trust mediates the relationship between Al usage and loyalty.

H4: Privacy concerns negatively moderate the impact of Al on buying behaviour.
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Table 2: Descriptive Statistics

Variable (N=200) Mean (M) Desit;trilg::r(gD) Minimum Maximum
Al Personalization 4.21 0.65 2.5 5.0
Chatbot Usefulness 3.98 0.72 2.0 5.0
Recommendation Accuracy 4.10 0.58 2.8 5.0
Purchase Intention 4.30 0.60 3.0 5.0
Purchase Frequency 3.65 0.88 1.0 5.0
Brand Loyalty 3.90 0.79 2.0 5.0
Privacy Concerns 3.20 1.02 1.0 5.0

» All variables are measured using a 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly

Agree).

» A mean above 4.0 generally indicates positive consumer perceptions of Al technologies.
» Privacy Concerns have the highest standard deviation, showing greater variability in consumer

concern.

H1: Al-driven personalization positively affects purchase intention

Predictor

p (Beta)

t-value|p-value

Al Personalization

0.45

6.25 |0.000

Interpretation: A significant positive effect; as Al personalization increases, so does purchase

intention.

H2: The use of AI chatbots increases consumer satisfaction

Predictor

B (Beta)

t-value| p-value

Chatbot Usefulness

0.38

5.10 ]{0.000

Interpretation: Consumers find Al chatbots helpful, which boosts their satisfaction with the shopping

experience.

H3: Consumer trust mediates the relationship between Al usage and brand loyalty

Pathway Effect Size||p-value
Al Usage — Trust 0.52 0.000
Trust — Brand Loyalty 0.41 0.001
Indirect Effect (Mediation via Trust)|0.21 0.002

Interpretation: Trust partially mediates the effect of Al on loyalty. Al builds trust, which in turn

increases loyalty

H4: Privacy concerns negatively moderate the impact of AI on buying behaviour

Interaction Term

p (Beta)|t-value|p-value

Al x Privacy Concerns||-0.15

-2.01 [0.045

Interpretation: Higher privacy concerns weaken the positive effect of Al features on buying behavior.
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Table 3: Regression Qutput

Predictor Coefficient (B) p-value Significance
Al Personalization 0.45 0.001 Yes «
Chatbot Usefulness 0.30 0.004 Yes «
Recommendation Accuracy 0.25 0.010 Yes
Privacy Concerns -0.15 0.045 Yes «
(Moderator)

R*=10.62 — 62% of the variance in consumer buying behavior is explained by Al factors.
F-statistic = 45.67 (p < 0.001)

Inference

The above analysis shows that there is significant positive relationship between Al Applications and
digital consumer buying behaviour. Chatbot effectiveness and Personalization are the most influential
predictors. Privacy concern is the limitation factor.

CONCLUSION

Marketing is one of the dynamic areas in business which has to adapt to the changing consumer
dynamics to stay competitive in the market. Al is vast area which is being implemented in almost all
the areas of business. In Marketing, careful implementation of Al is required as it has to deal with
emotions of the consumers. More intelligent, faster, and more individualized digital commerce is made
possible by Al. The findings from the data analysis strongly recommend that Artificial Intelligence (Al)
plays a significant and positive role in shaping digital consumer behaviour. Key Al applications—such
as personalization, chatbot services, and intelligent recommendations—are shown to directly influence
purchase intention, satisfaction, and loyalty. To keep customers' trust, companies must strike a balance
between innovation and ethics, especially when it comes to privacy and trust. Building long-lasting
digital consumer interactions in the Al era will require proper Al implementation, with user-centric
design and appropriate data handling.
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