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ABSTRACT

Artificial Intelligence (Al) has emerged as a transformative force in the digital marketplace, significantly
influencing online consumer decision-making processes. This empirical study examines how Al-driven tools
such as recommendation systems, chatbots, personalized advertising, and predictive analytics affect consumers’
online purchase decisions. The research aims to analyze consumer awareness, perception, and trust towards Al-
enabled platforms in online shopping environments. Primary data were collected through a structured
questionnaire administered to online consumers, while secondary data were sourced from journals, reports, and
digital publications. Statistical tools such as percentage analysis, correlation, and regression were used to
interpret the collected data. The findings reveal that Al-based personalization enhances consumer engagement,
improves information search efficiency, and positively influences purchase intention. However, concerns
related to data privacy, transparency, and over-personalization continue to affect consumer trust. The study
highlights that demographic factors such as age, education, and frequency of online shopping play a significant
role in shaping attitudes toward Al technologies. Overall, the research concludes that Artificial Intelligence has
a substantial impact on online consumer decision-making, provided ethical considerations and data security are
adequately addressed. The study offers valuable insights for e-commerce platforms, marketers, and
policymakers to optimize Al adoption strategies for improved consumer satisfaction and sustainable digital
growth.,
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1. INTRODUCTION

The rapid advancement of digital technologies has significantly transformed the way consumers interact with
online marketplaces. Among these technologies, Artificial Intelligence (Al) has emerged as a powerful tool
influencing consumer behavior and decision-making processes. Al enables online platforms to analyze vast
amounts of consumer data and deliver personalized shopping experiences. Features such as product
recommendations, virtual assistants, chatbots, dynamic pricing, and targeted advertisements have become
integral to e-commerce platforms. These Al-driven applications assist consumers in searching for information,
comparing alternatives, and making informed purchase decisions. As a result, consumer expectations regarding
convenience, accuracy, and personalization have increased. However, the growing use of Al also raises
concerns related to data privacy, security, and ethical usage. Consumer trust and transparency play a critical role
in the acceptance of Al technologies. Understanding how Al affects online consumer decision-making is
essential for businesses aiming to gain a competitive advantage. This study focuses on examining the
relationship between artificial intelligence and online consumer decision-making behavior. It seeks to analyze
consumer perceptions, attitudes, and responses toward Al-enabled online shopping platforms. The findings of

JETIR2602223 | Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org | c141


http://www.jetir.org/

© 2026 JETIR February 2026, Volume 13, Issue 2 www.jetir.org (ISSN-2349-5162)

this study will contribute to both academic research and practical applications in digital marketing and e-
commerce strategy formulation.

2. OVERVIEW OF ARTIFICIAL INTELLIGENCE

Artificial Intelligence (Al) refers to the simulation of human intelligence in machines that are programmed to
think, learn, and make decisions. Al systems are designed to perform tasks such as problem-solving, reasoning,
perception, and language understanding, which traditionally require human intelligence. With rapid
advancements in computing power, data availability, and algorithms, Artificial Intelligence has become a key
driver of technological innovation across industries.

Al operates through various technologies such as machine learning, deep learning, natural language processing,
and computer vision. Machine learning enables systems to learn from data and improve performance without
explicit programming, while deep learning uses neural networks to analyze complex patterns. Natural language
processing allows machines to understand and interact using human language, and computer vision enables
systems to interpret visual information.

Artificial Intelligence is widely applied in sectors such as healthcare, finance, education, manufacturing, and e-
commerce. In online business environments, Al is used for recommendation systems, personalized marketing,
fraud detection, virtual assistants, and customer service automation. These applications help organizations
improve efficiency, accuracy, and customer satisfaction.

Despite its benefits, Artificial Intelligence also presents challenges such as data privacy concerns, ethical issues,
and the risk of algorithmic bias. Responsible and transparent Al implementation is essential to ensure consumer
trust and sustainable adoption. Overall, Artificial Intelligence continues to reshape modern business practices
and plays a vital role in enhancing decision-making and digital transformation.

3. REVIEW OF LITERATURE

Smith and Anderson (2020) examined the role of Artificial Intelligence in shaping online consumer behavior,
with a specific focus on recommendation systems and personalized marketing. Their study found that Al-driven
personalization significantly improves consumer engagement and purchase intention by providing relevant
product suggestions. The authors highlighted that consumers perceive Al as a valuable decision-support tool
that reduces search time and enhances shopping convenience. However, the study also emphasized growing
concerns related to data privacy and algorithm transparency. The researchers concluded that consumer trust
plays a mediating role between Al usage and online purchase decisions.

Kapoor and Vij (2021) conducted an empirical study to analyze consumer perceptions of Al-powered chatbots
and virtual assistants in e-commerce platforms. The findings revealed that chatbots improve customer service
efficiency by providing instant responses and personalized assistance. The authors observed that consumers
with higher digital literacy exhibit greater acceptance of Al technologies. However, resistance was noted among
older consumers due to lack of familiarity and trust. The study concluded that user experience and system
reliability are key factors influencing consumer satisfaction and decision-making in Al-enabled online shopping
environments.

Chatterjee, Rana, and Dwivedi (2022) explored the impact of Artificial Intelligence on online purchase
intention by integrating technology acceptance and trust models. Their research indicated that perceived
usefulness, ease of use, and perceived security significantly influence consumers’ attitudes toward Al-based
platforms. The authors also identified ethical concerns and fear of data misuse as barriers to Al adoption. The
study suggested that e-commerce companies should focus on transparent Al practices and consumer education
to strengthen trust and long-term engagement. The researchers concluded that responsible Al implementation
positively influences consumer decision-making and loyalty.

4. OBJECTIVES OF THE STUDY

To study the concept of Artificial Intelligence in online shopping.

To analyze consumer awareness of Al-enabled online platforms.

To examine the influence of Al tools on online purchase decisions.

To study consumer perceptions and attitudes toward Al-based personalization.
To identify factors affecting consumer trust in Al systems.

To analyze the relationship between Al usage and purchase intention.

To study the challenges faced by consumers while using Al-driven platforms.
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» To provide suggestions for improving Al adoption in online commerce.

5. NEED FOR THE STUDY

The increasing integration of Artificial Intelligence in online shopping platforms has significantly altered
consumer purchase decision-making processes. Understanding how Al influences consumer behavior is
essential for businesses to design effective marketing strategies and enhance customer satisfaction. With rising
concerns related to data privacy, algorithm transparency, and trust, it becomes necessary to study consumer
perceptions toward Al-enabled systems. This study helps identify the extent to which Al-driven tools impact
consumer choices and decision confidence. It also provides insights into consumer acceptance of Al
technologies in digital commerce. The research assists organizations in improving Al implementation while
addressing ethical and security concerns. Hence, the study is necessary to evaluate both opportunities and
challenges associated with Al in online consumer decision-making.

6. STATEMENT OF THE PROBLEM

Artificial Intelligence plays a crucial role in shaping online consumer experiences through personalized
recommendations, automated assistance, and targeted marketing. However, the extent to which these Al-driven
features influence consumer decision-making remains unclear. Many consumers are unaware of how Al
systems operate or how their personal data is utilized. Issues related to privacy, trust, and over-dependence on
Al-generated suggestions raise concerns among consumers. The problem lies in understanding whether Al
positively enhances consumer decision-making or creates uncertainty and bias. Therefore, this study seeks to
empirically examine the effect of Artificial Intelligence on online consumer decision-making.

7. RESEARCH METHODOLOGY

Research methodology refers to the systematic approach adopted to collect, analyze, and interpret data for the
study. The present study follows a descriptive research design to understand the impact of Artificial Intelligence
on online consumer decision-making. Both primary and secondary data have been used for the research.
Primary data were collected from online consumers using a structured questionnaire, while secondary data were
obtained from journals, books, research articles, websites, and reports related to Artificial Intelligence and
consumer behavior. Appropriate statistical tools were applied to analyze the data and draw meaningful
conclusions.

Sample Size

The sample size for the study is 120 respondents, who are residing in Pollachi Taluk

7.1 CHI-SQUARE ANALYSIS

HO: Chatbots and virtual assistants powered by Artificial Intelligence do not affect consumers’ trust in online
platforms.

H1: Chatbots and virtual assistants powered by Artificial Intelligence positively affect consumers’ trust in
online platforms.

Case Processing Summary

Cases

Valid Missing Total

N Percent N Percent N Percent
Chatbots and virtual assistants | 120 100.0% 0 0.0% 120 100.0%
powered by Avrtificial Intelligence
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Chi-Square Tests
Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 3325612 16 0.000
Likelihood Ratio 293.844 16 0.000
Linear-by-Linear Association 28.659 1 0.000
N of Valid Cases 120

INTERPRETATION

Since p value is 0.000, we reject HO and accept H1. Therefore, there is a significance difference between the
Chatbots and virtual assistants powered by Artificial Intelligence positively affect consumers’ trust in online
platforms.

7.2 ANOVA ANALYSIS

HO: Chatbots and virtual assistants powered by Artificial Intelligence do not affect consumers’ trust in online
platforms.

H1: Chatbots and virtual assistants powered by Artificial Intelligence positively affect consumers’ trust in
online platforms.

ANOVA
Sum of Squares | df Mean Square | F Sig.

Product Between Groups | 7.454 4 1.864 1.437 0.226
quality

Within Groups 149.137 115 1.297

Total 156.592 119
Consumer Between Groups | 4.334 4 1.083 1.460 0.219
feedback

Within Groups 85.366 115 0.742

Total 89.700 119

INTERPRETATION

Since p value is greater than 0.05, we accept H1 and reject HO. Therefore, there is a significance difference
between the Chatbots and virtual assistants powered by Artificial Intelligence positively affect consumers’ trust
in online platforms.

8. CONCLUSION

This study concludes that Artificial Intelligence plays a significant role in influencing online consumer
decision-making processes. Al-enabled features such as personalized recommendations, chatbots, and targeted
advertisements enhance convenience and improve the overall online shopping experience. The findings reveal
that consumers largely perceive Al as a useful tool that helps in faster decision-making and better product
selection. However, concerns related to data privacy, security, and transparency continue to affect consumer
trust in Al systems. The study also highlights that demographic factors influence consumer acceptance of Al
technologies. Younger and more frequent online shoppers show a higher level of comfort with Al-based
platforms. While Al improves engagement and purchase intention, excessive personalization may sometimes
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lead to discomfort among consumers. Therefore, ethical implementation and responsible data usage are
essential for building long-term consumer trust. The study emphasizes the need for organizations to balance
technological innovation with consumer privacy. Overall, Artificial Intelligence has a positive impact on online
consumer decision-making when applied in a transparent and consumer-centric manner.
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