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Abstract Artificial Intelligence (Al) is changing the way consumers think, choose, and interact with brands.
Recent studies offer insight into how personalization, marketing automation, virtual influencers, and intelligent
search tools are collectively reshaping consumer brand interactions. Drawing on academic studies, the paper
considers how Al influences different stages of consumer decision-making and compares these developments with
more conventional marketing strategies. The literature suggests that Al improves relevance and convenience
through recommendation systems and predictive analytics. At the same time, it brings psychological and ethical
concerns, particularly regarding consumer autonomy, transparency, and the authenticity of human-machine
interactions. The findings indicate that Al functions as both a supportive and a restrictive force: it helps consumers
make faster and more informed decisions, yet it can reduce their independence through algorithmic bias, emotional
simulation, and habit-shaping systems. The review uncovers several areas that remain under-studied and points to
possible directions for future work, particularly in relation to ethical design and consumer protection. It argues that
Al is more than a marketing solution; it has become part of the structure that influences consumer decisions.

Keywords: Artificial Intelligence; Consumer Behaviour; Personalization; Virtual Influencers; Decision-Making;
Marketing Automation; Algorithmic Bias; Al Ethics.

Methodology

This literature review takes a narrative review approach to synthesizing current literature
regarding how Artificial Intelligence (Al) has affected consumer behaviour. All the materials
reviewed for this report were published as peer-reviewed journal articles, academic book
chapters, and conference proceedings between 2022 and 2025. In addition to using Springer
and Google Scholar as academic research databases to locate relevant studies, the search
included commonly used search terms such as “Al and Consumer Behaviour,” “Al-driven
Personalization,” and “Al Influence on Marketing Automation.”

The initial search results were screened based on titles and abstracts, followed by a full-text
review to assess relevance to the study objectives. To improve transparency, the review
followed a step-by-step screening process. After removing duplicate records, studies were first
assessed based on their titles and abstracts, followed by a fulltext review to ensure relevance to
the research objectives. Only articles that directly examined Al-driven marketing mechanisms
and their implications for consumer behaviour were retained.

A total of nine studies met the criteria for inclusion in this review by addressing at least one of
the following categories:
e Providing empirical evidence on how Al has affected consumer behaviour.
e Presenting theoretical or conceptual frameworks related to Al-based marketing systems.
e Evaluating consumer perceptions of virtual or automated agents.
e Examining ethical or governance frameworks related to personalization and consumer
autonomy.
[}
Studies were excluded if they did not focus on Al applications in marketing contexts, did not
address consumer behaviour outcomes, or were non-peer-reviewed publications.
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Comparing these nine studies allowed for the identification of similarities, differences, trends,
and thematic gaps within the existing body of literature. A narrative literature review was
chosen as a method for this research study, for it's an ideal way to synthesise the literature that
constitutes the foundation of the subject area. The separation of studies within academic
literature and journals makes it difficult to obtain a cohesive understanding of the impact of Al
on Marketing Strategies in relation to how consumers behave.

Since new and interdisciplinary fields of study are constantly evolving, combining multiple
streams of research into a single perspective is a good fit for a narrative literature review.

1. Introduction

Digital commerce has become an extremely important part of our economy because it is
changing how consumers discover, assess, and communicate with businesses through the
incorporation of Al systems into the Marketing and Customer Experience (CX) Strategies of
organisations; leveraging the power of Al in more ways than ever before from recommendation
systems and predictive analytics (such as recommending products or services based on past
purchases) through to the use of virtual influencers & Generative systems (Gkikas &
Theodoridis, 2022; Mogaji & Jain, 2024).
In addition to providing unique personalization that improves efficiency, Al has raised many
ethical, emotional and psychological issues. Researchers are concerned that algorithmic
personalization may limit consumer choices and reduce opportunities for reflective decision-
making (Gerlich, 2023; Mogaji & Jain, 2024). Others emphasize how Al is a "behavioral
architect”, who creates consumer needs before they even recognize them (Hermann & Puntoni,
2024; Gkikas & Theodoridis, 2022). Collectively, these issues raise the following questions for
marketers and consumer behavior researchers:

« How does Al affect consumers’ perceptions and decision-making processes?

o How is Al-based marketing fundamentally different from previous marketing methods?

o How will Al-generated search, virtual influencers and marketing automation affect

consumers and their behaviour?

This paper synthesizes previous academic studies to identify the psychological, behavioural and
ethical aspects of Al. This paper will add to the literature by: (1) comparing the Al and
traditional marketing models; (2) examining the theories underlying the two models; (3)
discussing the benefits and challenges, and (4) identifying where additional research needs to
occur in the future.

2. Theoretical and Conceptual Background
Defining Al and Consumer Behavior

According to Hermann and Puntoni (2024), artificial intelligence (Al) refers to computerized
systems that collect data from their environment, process this information, and generate outputs
that guide subsequent actions. Using natural language processing and advanced computational
analytics, Al systems increasingly support consumers during shopping experiences by
providing interactive assistance. Consumer behavior in these contexts is shaped not only by
cognitive evaluation but also by social and emotional factors, which influence purchase
decisions, loyalty, and long-term engagement with brands (Gkikas & Theodoridis, 2022).
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Key Theoretical Models

Several theories explain how Al shapes behavior:

e Technology Acceptance Model (TAM)
Adoption is driven by perceived usefulness and ease of use critical predictors of Al trust
and engagement (Raji et al., 2024; Saaidia & Mahmoudzadeh, 2023).

e Stimulus Organism Response (S5-O-R)
Al acts as a stimulus that triggers emotional or cognitive responses, influencing
satisfaction or avoidance (Gkikas & Theodoridis, 2022).

e Source Credibility Theory
Virtual influencers gain trust not through human emotion, but through consistency and
predictability (Gerlich, 2023).

e Ethical and Governance Frameworks
The ethical and governance frameworks established for responsible use of Al will
contain the guiding principles of transparency, fairness, privacy, and explainability
(Mogaji & Jain, 2024).

Conceptual Model

The theoretical framework of this study was created from the previous literature reviews. In
particular, the focus will be on Al-based techniques (personalization, marketing automation,
and virtual interaction) as they relate to consumer behaviour as primary factors of those
behaviours. The Al-based techniques have a direct influence on the end result of the consumers'
behaviour and will continue to impact that result through their influence on the psychological
processes that control consumer behaviour. These psychological processes include perceived
usefulness, emotional realism, and system reliability, which are the three primary factors by
which consumers perceive and assess their behaviour, as well as the trust, satisfaction, loyalty
and autonomy that consumers feel toward those that provide Al-based services.

In addition, the moderating role of algorithmic transparency and algorithmic bias may impact
the degree to which Al-based services enhance or inhibit consumer autonomy. The theoretical
framework of this study provides an outline for the comparison and analysis of the results of
the content in the following sections.

Algorithmic Transparency Algorithmic Bias
L L
Al-Based Mechanisms: Psychological Processes: Consumer Outcomes:
-Personalization -Perceived Usefulness -Trust
-Automation ’ -Emotional Realism ‘ -Satisfaction
-Virtual Interaction -Reliability -Loyalty
-Autonomy

Figure 1: Conceptual model of Al-driven marketing and consumer behaviour
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As shown in Figure 1, Al-based marketing mechanisms such as personalization, marketing
automation, and virtual interaction influence consumer outcomes indirectly through
psychological processes, including perceived usefulness, emotional realism, and system
reliability. The strength of these relationships is moderated by algorithmic transparency and
algorithmic bias, which can either enhance or restrict consumer autonomy.

3. The Evolution and Implementation of Al in Consumer Markets

The development of artificial intelligence in marketing has moved far beyond simple
automation. What began as a tool for handling routine tasks has gradually become a technology
that enhances decision-making, supports creativity, and even introduces elements of emotional
engagement into the customer experience.

From the Analytics to the Generation

In its early stages, Al was mainly used to automate repetitive processes such as email
campaigns, workflow systems, and customer segmentation. These applications were primarily
designed to increase efficiency and reduce operational burdens. With the advancement of
machine learning, however, Al systems gained the ability to analyse data in more sophisticated
ways. They can now identify patterns in customer behaviour, anticipate future needs, and
deliver personalised recommendations based on previous interactions (Gkikas & Theodoridis,
2022). The emergence of generative Al represents the latest step in this evolution, expanding
the role of Al from analysing information to actively producing creative content for consumers
(see also Mogaji & Jain, 2024).

The virtual Influencers

Virtual influencers illustrate how deeply Al has become embedded in digital marketing
strategies. These are digitally created personas that brands employ to showcase products,
connect with audiences, and strengthen online engagement. Research suggests that virtual
influencers are often seen as more reliable than human influencers because their messaging is
consistently managed and controlled by Al rather than personal opinion (Gerlich, 2023). Yet
this advantage also introduces a paradox. While virtual influencers can simulate authenticity,
they lack the emotional depth required to build fully genuine relationships. Nevertheless,
evidence from a recent national survey published in Administrative Sciences (2023) indicates
that virtual influencers have a positive effect on purchase intention, particularly among younger
consumers.

Al in Search and Visibility

The way in which consumers obtain the information has been transformed by artificial
intelligence. Semantic search utilizes intent and context as opposed to keyword searches. When
combined with the use of voice assistants, these two techniques improve search relevance but
also create narrower opportunities for exposure through filter bubbles (Ziakis & Vlachopoulou,
2024).

Integration with Marketing Automation

Current artificial intelligence systems include the integration of real-time analytics, the ability
to automatically generate content, customer segmentation, and predictive recommendations.
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These components allow for a complete integration of automated systems that allow users to
personalize their purchase journey (Boozary et al., 2024; Gkikas & Theodoridis, 2022).

4. Comparative Analysis: Al-Driven versus Traditional Consumer Behavior

While traditional marketing approaches rely on the following three key methods to reach and
persuade customers: segmentation, persuasion, and linear communication; Al marketing
utilizes dynamic learning, personalization, and adaptive interaction methods. The differences
between Al-driven marketing and traditional marketing models make the role of consumers
change from a passive receiver of brand messages to that of a proactive, dataproducing agent.

The Impact of Traditional Marketing on Consumer Behavior

Traditional marketing models, such as the AIDA framework and the Four Ps model, were built
on the assumption that consumers actively search out and evaluate the different options
available to them before making a choice. In general, people's decisions are made based on
narrative information, emotional persuasion, and human creativity (Gkikas & Theodoridis,
2022). Traditional marketing models' strengths are authenticity and a human touch; however,
they have limited real-time responsiveness.

Limitations

e Limited consumer insight,

o Slower feedback loops,

« Reliance on human intuition rather than data,

o Inconsistent message delivery.
These constraints make traditional marketing less adaptable in environments where consumer
behavior changes rapidly.

Marketing influenced by Artificial Intelligence.

With artificial intelligence becoming increasingly popular for marketing purposes, the way we
market will now shift from being predominately for human-to-human persuasion to artificial
intelligence-based customers being influenced by predictive and automated purchasing
decisions.

The primary advantages of using Al in marketing include faster influence on decision-making
processes, hyperpersonalized communication, data-driven targeting, and improved campaign
optimization. Compared with traditional marketing approaches, Al-driven marketing
introduces distinct psychological effects that influence how consumers perceive, evaluate, and
respond to marketing stimuli. For example, the use of Al tools may reduce perceived
authenticity (Hermann & Puntoni, 2024) and encourage lower levels of critical thinking and
perceived autonomy among consumers (Mogaji & Jain, 2024).
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Comparative Table

Dimension Traditional |Al-Driven

PersonalizationDemographic |Behavioral and

real-time
Consumer role |Passive Interactive
Trust cues Empathy, Consistency,
identity transparency
Decision speed|Slow Instant

Ethical issues |Persuasion Privacy, autonomy

Examples of Summarized Reporting

Positive Aspects of Al in Marketing

Many studies show that using Al in a marketing context can provide customer satisfaction,
convenience and relevance when compared to traditional methods (Raji et al., 2024; Gkikas &
Theodoridis, 2022). Research shows that virtual influencers may be more credible and have
better engagement rates than human influencers (Gerlich, 2023). Automating the work of
marketers and their businesses can lead to higher efficiency and better customer experience
when it comes to marketing campaigns (Saaidia & Mahmoudzadeh, 2023).

Negative impacts (agreement across studies)

As shown in the literature, there are many challenges and concerns regarding the use of Al
within marketing environments. Several researchers state that Al creates an emotional distance
between the marketer and the consumer and eliminates the opportunities for true consumer
agency and reinforces biases within the search engine and recommendation systems (Mogaji &
Jain, 2024; Ziakis & Vlachopoulou, 2024). In addition, some studies have shown that too much
personalisation of content through Al could lead to the creation of consumer behaviour patterns,
ultimately taking away the freedom of choice as compared to traditional marketing techniques
(Mogaji & Jain, 2024; Hermann & Puntoni, 2024).

The Implications of Applying Al to Marketing

These findings indicate that Al is not merely a replacement for conventional marketing tools,
but rather, Al is driving a change in how we think about psychological and ethical
underpinnings of influence.

5. Effect of Artificial Intelligence on Consumer Decisions

The current understanding of the Five-Stage Model for consumer decision-making is that
consumers are influenced by Artificial Intelligence (Al) (Hermann and Puntoni, 2024).

Determining Need
Al has impacted how need is defined. Al has advanced detection methods that provide the

consumer with a predetermined need. Al uses previous consumer actions to predict possible
future needs (Raji et al., 2024).
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Gathering Information

Al has changed the way consumers gather information. New Al technologies, such as semantic
search, voice assistants, and the way that Al presents personalised content, provide consumers
with a list of the most relevant products to them for the purpose of consumer decision-making
(ziakis and Vlachopoulou, 2024). While this may improve efficiency in the search for
information, it may also reduce the opportunity for consumers to consider alternatives and make
their own decisions about the products they intend to purchase. This creates a black box around
how decisions are made and how consumers can validate their choices.

Evaluation of Alternatives

The role of Al in the evaluation of alternatives is as follows: Al will create comparisons among
the various alternatives; Al will rank the various products that are of interest to the consumer;
Al will segment the consumers into groups based on their purchasing intentions.

Purchase Decision

Al enhances the purchase decision stage via impulse buys and streamlines the transaction
process through automation using Al. The usage of personalised pricing, recommendations, and
smart payments significantly speed up this process (Hermann & Puntoni, 2024). Marketing
automation occurs at optimal moments with externally driven prompts that are intended to
persuade the consumer during pivotal stages within their buying journey (Saaidia &
Mahmoudzadeh, 2023).

Post-Purchase Behavior

Al influences the post-purchase behaviour of the consumer as well. Al-enabled systems provide
targeted follow up personalised engagement with the consumer after completing the purchase.
Al also collects consumer's internal and external sentiment for predictive purposes on the
service needs (Raji et al., 2024). The influence of postpurchase behaviour overlaps with pre-
purchase influence. Consumers continuously interact and consume in an ongoing cycle instead
of having a discrete product lifecycle (Gkikas & Theodoridis, 2022).

Analytical Summary

According to the literature, researchers generally agree that the use of artificial intelligence will
improve how quickly and easily consumers make purchase decisions. By using Al, businesses
can reduce the amount of uncertainty for customers at the time they evaluate products or
services and improve their ability to continue to be connected to those customers after they
purchase products or services from that business. However, multiple research studies have
expressed concerns that creating excessive levels of personalization through Al will cause
customers to form habits instead of having access to multiple alternative purchase options
(Mogaji & Jain, 2024).

6. Key Findings and Comparative Insights
The literature reviewed indicates that Artificial Intelligence is impacting how consumers

behave in both positive and negative ways, with nine studies being conducted to provide
evidence of key themes.
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Empowering Effects

Many studies that were reviewed produce evidence indicating a positive impact of Artificial
Intelligence on the customer experience, as it creates greater convenience, improved efficiency
and more tailored options for consumers. Real-time, customised promotional offers have led to
increased customer satisfaction and loyalty (Raji et al., 2024) and assist with decision-making
through predictive analytics, reducing the uncertainty that exists for consumers about future
purchasing behaviours (Gkikas & Theodoridis, 2022). Additional studies noted that using
virtual brand ambassadors or influencers and creating generative Al increases consumer
engagement and emotional connection to their brands (Gerlich, 2023; Mogaji & Jain, 2024).
Additionally, using automation in marketing has improved conversion rates and enhanced the
customer journey (Saaidia & Mahmoudzadeh 2023). Collectively, these studies indicate that Al
Is empowering consumers through creating a more relevant experience for consumers and
reducing consumer purchase resistance at various points in the purchasing journey.

Limiting and Risk-Based Effects

The literature outlines numerous risks connected with autonomy, transparency, and emotional
authenticity which are inherent in the use of Al methodologies. These authors argue that Al-
generated or Al-driven communications have the potential to imitate human emotional
expressions but that this will not result in true empathy. Hence, these communications might
detract from the level of connection that will be created via human interaction (Hermann &
Puntoni, 2024). Furthermore, personalised searches being used in conjunction with opaque and
black-box algorithms reduces the number of resources available to consumers. Limiting the
information available will ultimately restrict a consumer's ability to make informed decisions
and, in turn, defines a narrower range of choices (Ziakis & Vlachopoulou, 2024). Additionally,
other empirical evidence has revealed that as consumers increase their dependence on
automated systems and rely upon those systems for their reasoning ability, they are unaware
that they are outsourcing their ability to reason and think to Al (Mogaji & Jain, 2024). Retail
automation also has a direct impact on consumer habits by reducing the amount of time needed
for consumers to consider their purchasing behaviours (Mogaji & Jain, 2024; Hermann &
Puntoni, 2024). In summary, while Al can provide empowerment and enable consumers to
access enhanced possibilities and experiences, it is also very much open to, and subject, to
numerous psychological and ethical challenges.

Comparative Summary Across Studies

Theme Positive Impact |Concern

Personalization |Engagement &|Privacy and
loyalty manipulation

Predictive Need anticipation |Reduced autonomy

analytics

Virtual Trust andEmotional lack

influencers consistency

Search Relevance Bias and opacity

Automation Efficiency Dependency
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The evidence highlights Al as a dual-force mechanism that enhances capabilities but can
constrain agency when poorly managed.

7. Research Gaps and Need for Further Study

Existing literature has many insights into Al's impact on consumer behaviours but there is much
that is still missing from this literature.

Lack of Longitudinal Evidence

Most of the studies conducted to date have relied on data for short-term timelines thus
developing a limited perspective on how Al affects consumer loyalty, trust & dependence over
time (Hermann & Puntoni, 2024; Mogaji & Jain, 2024). Therefore, further research needs to
include longitudinal studies and follow-up studies to explore the evolution of consumer
behaviour over time and to identify how the relationships change over time as well as to identify
how changes to consumer behaviour affect the development of loyalty, trust, and dependency
on Al over time.

Limited Cross-Cultural and Demographic Perspectives

Many studies assessing consumer attitudes towards Al have been conducted within the context
of the technologically advanced Western World; however, consumer attitudes towards Al can
differ greatly based on culture, demographic age, and/or market sector. Future studies need to
include comparative or cross-country studies to understand how cultural and generational
differences may impact consumer perceptions, adoption, and trust in Al.

Weak Ethical and Governance Models

The sources of funding that support the development of products or services with ethical
concerns; such as privacy, bias, consent and transparency (Mogaji & Jain, 2024; Ziakis &
Vlachopoulou, 2024), are acknowledged; however, the lack of research to develop/research a
clear roadmap for implementing governance models to deal with these concerns will inhibit
both product/service development within the industry and consumer use.

Underexplored Emotional and Hybrid Ecosystems

In addition, there are some areas related to Al that are under-researched, for example. the
emotional and subconscious elements of Al decision-making; for example, Human-Al Co-
decision-making Systems and the creation of emergent hybrid ecosystems; finally, how Al
interacts with the new immersive technologies of VR/AR. By providing clarity as to when Al
should be used to support consumer decisions and when human judgment should prevail; we
may find new ways of utilizing Al in the marketplace.

8. Discussion and Managerial Implications
Al technology has provided benefits in the terms of consumer decision-making but at a cost in
terms of autonomy for consumers and their need for ethical oversight and greater transparency.

To reap the benefits of Al while lowering its drawbacks, organisations must find ways of using
Al that effectively combine efficiencies with a sense of responsibility.
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Strategic Recommendations

Al-enhanced Personalization should be approached carefully by companies. Businesses should
make an effort to ensure that their recommended products and services are both clear and
optional, so that consumers have more autonomy over their decisions (Raji et al., 2024).
Transparency will play a large role in building trust with consumers through clear explanations
of the rationale behind why they receive specific recommendations and how the algorithms
operate (Ziakis & Vlachopoulou, 2024).

Additionally, managers must find an equilibrium between the automated offers and the personal
touches of emotional intelligence and empathy in the relationships they build with consumers.
Virtual influences should be made known as to what they are to maintain the integrity and
credibility of the influencers (Gerlich, 2023). Establishing stronger ethical governance over the
use of Al requires companies to establish policies that address data minimization, fairness and
responsible personalization to guide companies when developing and using Albased
applications (Mogaji & Jain 2024). Finally, businesses must develop Al applications that are
culturally and demographically sensitive, as different markets have very different privacy
expectations and preferences (Mogaji & Jain, 2024).

These recommendations together will provide companies with the necessary ingredients to
imbue their marketing practices with a sense of contextually and responsibly used Al
technology.

9. Conclusion

Artificial Intelligence in today’s world has had a significant effect on what we see as consumers
and marketers alike. By creating personalized, responsive, and adaptable experiences with
customers through digital technologies, such as Artificial Intelligence (Al), companies have
developed new ways to engage their consumers.

The existing academic research on how Al acts as cognitive support for users and how it will
create behavioural changes in users is evident. The extent that Al allows users to have autonomy
or limit them depends on many factors, including the design of the Al system; how transparent
the Al system is; how it is governed; etc. Future research should look at how Al affects users’
long-term behaviours, emotional reactions, cultural differences when using Al systems, etc.
When using Al in marketing, managers and policymakers must consider innovation and ethical
responsibility; thus, we need to ensure that the marketing strategies are consumer-oriented, as
well as effective.
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