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Abstract: In the digital era, Artificial Intelligence (AI) has become a transformative force in shaping consumer 

experiences, particularly in the realm of online shopping. AI technologies are being widely adopted by e-

commerce platforms to provide highly personalized, efficient, and seamless customer journeys. Features such 

as recommendation engines, chatbots, personalized advertising, voice assistants, and visual search tools are 

revolutionizing how consumers discover, evaluate, and purchase products. 

This study aims to analyze the impact of AI-driven tools on the online buying behaviour of consumers, 

focusing on key aspects such as consumer engagement, trust, satisfaction, and purchasing decisions. A 

structured questionnaire was distributed to 100 respondents who frequently use online shopping platforms. The 

data was analyzed using descriptive statistics and visual tools to uncover patterns in AI feature adoption and 

consumer preferences. 

Findings from the study reveal that recommendation engines and personalized ads are the most widely used 

and influential AI tools in shaping consumer choices. While consumers appreciate the convenience and 

relevance provided by AI, concerns about data privacy and the impersonality of automated services were also 

observed. The study concludes that the strategic use of AI can significantly enhance the online buying 

experience, but it must be balanced with ethical considerations and transparent data practices. 

This research offers valuable insights for e-commerce businesses, marketers, and technology developers to 

understand evolving consumer expectations in the AI-driven shopping landscape and to refine their AI 

integration strategies accordingly. 
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Introduction 
The rapid advancement of digital technologies has significantly reshaped the global retail landscape, with 

Artificial Intelligence (AI) emerging as a transformative force. In the context of e-commerce, AI has shifted the 

paradigm of consumer interaction by delivering personalized experiences, automating services, and analyzing 

consumer data at an unprecedented scale. As online shopping becomes more prevalent, the role of AI in 

influencing and guiding consumer behaviour has gained substantial attention from researchers, marketers, and 

businesses alike. 

AI in online retail encompasses a broad spectrum of tools and applications, including machine learning 

algorithms, chatbots, recommendation systems, voice assistants, visual search engines, sentiment analysis, and 

predictive analytics. These tools aim to enhance user convenience, streamline the purchasing process, and 

predict consumer preferences based on past interactions, browsing history, and behavioural patterns. 

Modern consumers are increasingly exposed to AI without even realizing it—be it through Netflix 

suggestions, Amazon product recommendations, or virtual assistants like Siri and Alexa. This seamless 

http://www.jetir.org/
mailto:Shirisha1972@gmail.com


© 2025 JETIR August 2025, Volume 12, Issue 8                                                            www.jetir.org (ISSN-2349-5162) 

JETIRHC06061 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 400 
 

integration of AI in digital platforms is redefining how customers search for products, make purchasing 

decisions, and interact with brands. It is also helping companies gain a deeper understanding of consumer 

psychology, offering them tools to influence and retain customers more effectively. 

However, the integration of AI also brings challenges, particularly in terms of privacy, data security, ethical 

concerns, and the impersonality of AI interactions. While AI can simulate human-like communication and 

personalization, it still lacks the emotional intelligence and empathy that define human interaction. 

This study aims to explore how AI affects various stages of the consumer decision-making process—

awareness, interest, desire, and action (AIDA)—and how consumers perceive the value and risks of AI in 

online buying. By analyzing user behaviour, preferences, and satisfaction levels, this research seeks to assess 

the true impact of AI on online consumerism and offer insights for businesses aiming to optimize their AI-

driven strategies. 

 Objectives of the Study 
 To understand the role of AI in shaping online buying behaviour. 

 To analyze consumer perception toward AI-based features. 

 To identify AI tools that significantly influence purchase decisions. 

 To offer suggestions for improving AI integration in e-commerce. 

 Literature Review 
Kaplan & Haenlein (2019) define AI as a system capable of interpreting data, learning from it, and using 

that knowledge to achieve specific goals. 

Mikalef et al. (2021) emphasized the positive impact of personalized recommendation systems on purchase 

intentions. 
Pantano & Pizzi (2020) explored AI-powered chatbots’ role in improving service responsiveness and user 

trust. 

Bhatti (2020) found that AI-driven advertisements increase click-through rates and purchase likelihood. 

Davenport et al. (2020) stated that businesses using AI in CRM saw improved customer retention. 

Research Methodology 
Research methodology is a critical component of any study, as it outlines the approach used to gather, 

analyze, and interpret data. This study follows a descriptive research design to examine the impact of 

Artificial Intelligence on online buying behaviour among consumers. 

 Type of Research 
This is a quantitative and descriptive study, aimed at collecting measurable data on consumer interactions 

with AI tools and their influence on purchasing behaviour. The descriptive nature helps understand "what" is 

happening rather than "why" it is happening. 

 Research Design 
Descriptive Research Design was adopted to systematically describe the relationship between AI features 

and consumer behaviour in online platforms. 

This design helps identify trends, opinions, and consumer perceptions regarding AI tools in e-commerce. 

 Data Collection Method 
Primary Data: Collected through a structured online questionnaire shared with consumers who 

frequently shop online. 

Secondary Data: Sourced from journals, industry reports, research articles, and e-commerce platform 

statistics related to AI and online shopping behaviour. 

 Sampling Method 
 Sampling Technique: Simple Random Sampling 

 Sample Size: 100 respondents 

 Respondent Criteria: 

Aged between 18 to 45 years 

Active users of online shopping platforms such as Amazon, Flipkart, Myntra, etc. 

Familiarity with AI-driven tools like recommendation engines, chatbots, and personalized ads. 

 Research Instrument 

A closed-ended questionnaire using a 5-point Likert scale (Strongly Disagree to Strongly Agree) was 

designed to assess: 

 Frequency of online purchases 
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 Exposure to AI features 

 Influence of AI on decision-making 

 Satisfaction with AI-based services 

 Concerns about privacy and security 

Tools for Analysis 
The collected data was analyzed using: 

Percentage Analysis: To understand the proportion of users affected by different AI tools. 

Chi-Square Test: To find associations between demographic factors (age, gender, education) and response 

to AI. 

Descriptive Statistics: Mean, median, and mode used to summarize consumer responses. 

Scope of the Study 
 Focused on urban consumers with access to online platforms. 

 Restricted to users familiar with at least one AI-based feature in e-commerce. 

 The study reflects opinions at a particular time and may not generalize across all populations. 

Limitations of the Study 
 Limited to 100 respondents due to time and resource constraints. 

 Responses are self-reported and may carry inherent bias. 

 The study does not include rural users or those unfamiliar with AI tools. 

 AI tools and their features evolve rapidly, which may affect the study’s relevance over time. 

Data Analysis & Findings 
The responses from 100 online shoppers were analyzed to understand their usage of and reaction to different 

AI tools in e-commerce. The table below shows both the percentage and the number of respondents who use 

each AI feature and how they perceived its influence on their purchase decisions. 

AI Feature 
% of Respondents 

Using 

No. of 

Respondents 

Influence on Purchase 

Decision 

Personalized Ads 78% 78 High 

Chatbots 65% 65 Moderate 

Recommendation 

Engines 
82% 82 Very High 

Voice Assistants 41% 41 Low 

Virtual Try-ons 35% 35 Moderate 

 

Key Insights: 

1. 82 respondents use AI-powered recommendation systems, and a large majority reported them as 

very helpful in decision-making. 

2. 78 participants said personalized ads influenced their product choices positively. 

3. 65 respondents interacted with chatbots; most found them useful for basic queries, but less 

helpful for complex issues. 

4. 41 respondents use voice assistants, though their impact on purchasing is relatively low. 

5. 35 respondents have used virtual try-on features, especially in fashion and eyewear categories, 

with a moderate influence on their confidence to purchase. 

Overall Summary: 
1. 75% agreed that AI tools significantly enhance the shopping experience. 

2. 68% are more likely to purchase products recommended by AI algorithms. 

3. 60% are satisfied with AI-based customer service. 

4. 45% raised concerns regarding privacy and the use of personal data. 

Suggestions 

1. To optimize the benefits of AI in online consumer behaviour, the following suggestions are 

recommended for e-commerce platforms and marketers: 
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2. Enhance Transparency in AI Recommendations Explain how algorithms work to build user trust. 

Simple notifications like “Recommended based on your browsing history” can increase transparency 

and comfort. 

3. Prioritize Data Privacy and Consent Clearly communicate privacy policies and obtain user 

consent for data tracking. Adopting GDPR-style standards can help build long-term trust with 

consumers. 

4. Humanize Chatbot Interactions Improve chatbot systems by integrating natural language 

processing (NLP) and sentiment analysis so users feel they are speaking to intelligent and responsive 

assistants. 

5. Customize AI Features Based on User Segments Tailor AI experiences for different age groups, 

shopping frequencies, and preferences. Younger users may prefer voice assistance, while older users 

may prefer recommendation engines. 

6. Offer Opt-In/Opt-Out Features Give users the option to enable or disable certain AI features like 

personalization or targeted ads to empower user choice and control. 

7. Incorporate Ethical AI Use Policies Develop and promote AI ethics guidelines to ensure 

algorithms are fair, unbiased, and respectful of all user demographics. 

8. Invest in Visual and Virtual AI Tools Enhance tools such as visual search and virtual try-ons in 

categories like apparel, furniture, and cosmetics to reduce return rates and improve user satisfaction. 

9. Conduct Regular User Feedback Surveys Continuously collect feedback on AI performance to 

adapt features according to user needs and satisfaction levels. 

 Conclusion 
The findings of this study clearly indicate that Artificial Intelligence is playing an increasingly influential 

role in shaping online buying behaviour. AI tools such as recommendation engines, personalized 

advertisements, and chatbots are not only enhancing user convenience but also driving more personalized and 

targeted shopping experiences. 

The majority of consumers appreciate the efficiency and relevance that AI brings to online shopping. Tools 

like recommendation systems have shown a high level of influence on consumer decision-making, improving 

both the speed and confidence with which users make purchases. Personalized ads, too, were reported to 

increase engagement and product discovery. 

However, the study also highlights some critical concerns. A considerable portion of respondents expressed 

hesitation around data privacy and the over-reliance on automated systems. This reflects a growing need for 

ethical AI deployment—where transparency, consent, and user control are not just technical considerations but 

core components of trust-building. 

In conclusion, AI holds great promise for the future of e-commerce. When implemented ethically and 

intelligently, it can enhance consumer satisfaction, increase business profitability, and revolutionize the way we 

shop online. But for its full potential to be realized, businesses must align AI capabilities with consumer 

expectations, ethical norms, and responsible data usage. 
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