
Independent University Bangladesh (IUB)

IUB Academic Repository

Conference and Proceedings International Conference on Economics, Business and Technology Management (ICEBTM 2025)

2025-11

The role of AI in transforming

consumer behavior

Islam, Aidah Rasanat

School of Business and Entrepreneurship, Independent University, Bangladesh (IUB)

https://icebtm.iub.edu.bd

Downloaded from IUB Academic Repository



 The Proceedings of the International Conference on Economics, Business and Technology Management (ICEBTM 2025) 

103 

ISBN 978-984-35-5270-9                          https://icebtm.iub.edu.bd  

The Role of AI in Transforming Consumer Behaviour 

Aidah Rasanat Islam1, Shanaz Shagufta Zaman2, Miss Irin Nahar Maghnolia Shara3 
1,2,3Independent University, Bangladesh 

1aidahrasanat@gmail.com, 2zamanshanaz@yahoo.com, 3maghnolia255@gmail.com 

*Corresponding Author: zamanshanaz@yahoo.com 
Paper ID: ICEBTM-25-1066

Abstract- Artificial intelligence (AI) continues to be a growing 

presence in consumer-centric industries and is changing the 

way people interact with brands and make buying decisions. 

From customizing recommendations to simulating human-like 

conversations, AI tools are transforming expectations around 

convenience, trust, and personalization. We have analysed past 

works on the use of AI in fields such as retail, banking, 

healthcare, and digital marketing to explore how its use is 

influencing consumer behaviour in real-world settings.  From 

our study we were able to conclude that AI improves 

personalization, optimizes service quality, and guides 

customers across their journey for an optimal buying 

experience. Even though using AI has led to an upward trend 

in growth and consumer responsiveness, transparency and 

trust remain central to its acceptance. Some studies have 

shown that the advent of the COVID-19 pandemic has led to 

an accelerated integration of AI in consumer’s everyday 

consumption habits, with many saying that they will continue 

to shop online even in the post-pandemic era. Regardless of the 

benefits, concerns surrounding data privacy, user control, and 

authenticity still remain. This review bridges past findings and 

outlines key areas for future study on the role of AI in 

transforming consumer buying behaviour.  

Keywords: Artificial Intelligence, Consumer Behaviour, 

Personalization, Trust and Privacy, Digital Marketing 
 

II.INTRODUCTION 

 

   In recent years, AI has emerged as one of the most 

transformative forces in consumer-focused industries. By 

using machine learning, natural language processing and 

predictive analytics companies are changing customer 

interactions and decision making. AI is now 

deeply  embedded in e-commerce platforms, banking apps, 

healthcare solutions and retail environments, how 

customers evaluate options and buy [1]–[3].  This is visible 

in both pre and post pandemic times. Early studies focused 

on personalization and service automation [4] but the 

COVID-19 crisis accelerated adoption across digital 

channels making AI driven experiences the new normal [5], 

[6]. Customers are now engaging with recommendation 

systems, virtual assistants and AI enabled marketing tools 

that guide their preferences and loyalty [7], [8]. 

But AI in consumer markets also brings challenges. Trust, 

transparency and data privacy are big concerns [9], [10]. 

Customers like personalized offers but worry about the 

ethical use of data and algorithmic manipulation [11]–[13]. 

So, understanding how AI changes customer behavior 

requires balancing its benefits and limitations [14], [15].    

 

This paper reviews 25 academic studies to see the impact of 

AI on customer behavior, focusing on personalization, trust,  

 

 

transparency, ethics and the future of customer brand 

relationships. 

 

III.METHODOLOGY 

 

  This study follows a systematic literature review (SLR) 

approach using secondary data. Initially over 50 papers 

were gathered from portals like Google Scholar, 

ResearchGate, IEEE Xplore, Springer, Emerald and 

ScienceDirect, with keywords AI in consumer behavior, AI 

personalization, digital marketing AI and trust in AI 

adoption. 

 

After screening for relevance and removing duplicates 25 

papers were finalised. Of these the first 16 core papers 

formed the foundation [1]–[16], and 9 additional high 

quality papers were added to the dataset [17]–[25]. Papers 

were selected if they: 

• Examined AI’s role in changing customer decision 

making, personalization or trust. 

• Were peer reviewed or preprint academic sources. 

• Provided empirical findings, conceptual models or 

systematic reviews.This structured approach ensured 

the literature was both comprehensive and academic. 

 

IV.LITERATURE REVIEW 

 

   A. Personalization and Engagement 

The greatest contribution of AI is in personalization where 

algorithms inspect the preference of the customers in order 

to present product suggestions. E-commerce and video 

streaming recommendation systems result in greater 

satisfaction and purchase intention [3], [7], [17]. A number 

of works reveal that personalization raises trust and loyalty 

of the brand with the targeted recommendation intervening 

in the chain of trust–satisfaction–loyalty [18]. 

 

B. Trust, Transparency, and Privacy 

While consumers insist on personalization, more important 

to the adoption of AI is trust and transparency. Lack of 

clarity about the operation and exploitation of algorithms 

and personal data evokes suspicion [9], [11], 

[19].  Transparent AI models encourage engagement while 

opaque algorithms discourage adoption [21]. Customers are 

caught between liking personalization benefits and fearing 

privacy risks [23], [24]. 

 

C. AI in Industry-Specific Applications 

The adoption of AI crosses various sectors. In retailing, 

recommender systems and chatbots improve the shopping 
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experience through lowering the search costs [12], [20]. In 

internet finance, consumer credit risk is predicted and 

personalization is enhanced using AI models that sway 

financial services trust [22]. Likewise, healthcare and banks 

apply AI to improve the quality of services and fine-tune the 

interactions with consumers [2], [5]. 

 

D. COVID-19 and Acceleration of AI Adoption 

The pandemic of COVID-19 prompted the widescale 

implementation of AI. Companies were utilizing internet 

solutions, and consumers were getting used to interfaces and 

shopping with the power of AI [1], [6]. Research reveals 

that the shift has a long-term impact where consumers are 

planning to continue shopping with the help of AI after the 

pandemic [15], [25]. 

IV. RESULTS 

   The meta-analysis of 25 studies reveals the top four areas 

of findings. Second, personalization using AI has become 

the driver of consumer choice. Recommender systems and 

predictive models present reliable and positive outcomes on 

purchase intention, satisfaction, and repeat purchase 

behavior [3], [7], [17], [18]. When implemented in a store 

environment, information overwhelm is relieved by 

simplified consumer choice-making processes, whereas in 

media and video-on-demand systems, personalization of 

recommendations enhances involvement and loyalty [12]. 

These outcomes suggest that personalization is no longer a 

marketing adjunct but a strong predictor of consumer 

choice-making.Second, AI increasingly improves 

convenience and efficiency across sectors. According to 

consumers, AI saves search time, enhances product 

discovery accuracy, and produces smoother purchase 

experiences [5], [20]. We see this for instance in the way 

chatbots powered with AI are increasingly displacing 

human assistance in e-commerce and banks with quicker 

and more accurate support. Likewise, in financial services, 

AI systems are capable of forecasting consumer demands 

and offering tailored personal finance advice [22]. These 

outcomes underscore the creation of time-effective, 

frictionless consumer experiences that is delivered by AI. 

Third, the strongest mediator of AI adoption is found to be 

trust. Although perceived value is increased with 

personalization, consumers are very much fretting about the 

collection and usage of data [9], [11], [19]. There are a few 

studies that present the "personalization–privacy paradox," 

where consumers relish the personalized experience but are 

reluctant to do so because of the suspicion of being watched 

and lack of control [23], [24]. It is found that loyalty and 

adoption are determined by trust and that consumers insist 

upon the fairness and clarity of the algorithmic decisions 

[21]. Lastly, the pandemic caused a structural adjustment in 

consumer dependence on AI. Digital-first shopping became 

routine with COVID-19 for many consumers, and it 

continued long after restrictions were lifted [1], [6], [25]. 

Research supports that AI-powered platforms are now a 

lasting feature of consumers' lives with adoption that is 

increasingly higher in the developed and developing 

economies. It demonstrates that AI has changed from a 

supporting tool to a fundamental feature of the consumer 

experience. 

 

V. DISCUSSION 

 

   The outcomes verify that the adoption of AI has 

entrenched itself in consumer behaviour, but the character 

of this incorporation is twofold. While on the one hand it 

adds value through the alleviation of decision effort and the 

achievement of higher satisfaction and loyalty through it, it 

jeopardizes consumer autonomy and agency through 

excessive reliance upon it. 

 

Trust consistently appears as the balancing force: when 

consumers believe AI systems are transparent and ethical, 

adoption rises. Conversely, opacity or misuse of personal 

data undermines willingness to engage [19], [21]. This 

underscores the need for explainable AI and regulatory 

frameworks to govern algorithmic marketing practices.  The 

pandemic environment expands this movement further. 

Adopting AI increased because of necessity, but the 

continued adoption is a harbinger of a long-term shift in 

consumer culture. Companies need to accept that 

personalization with AI is no longer a choice but an 

expectation [6], [25]. But companies also need protection 

against "algorithmic fatigue," in that very exposure to 

personalization causes decision fatigue or mistrust [23]. 

 

From a broader perspective, the findings suggest that AI is 

not merely changing consumer behaviour in isolated ways; 

it is redefining the consumer decision-making process itself. 

The processes of problem recognition, information seeking, 

evaluation, and purchase are increasingly guided by 

computer systems rather than consumers alone 

fundamentally restructuring the decision-making process 

itself. 

 

VI. CRITICISMS AND LIMITATIONS 

 

Despite the general agreement about the strengths of AI, the 

examined literature presents many of the 

weaknesses.  Sectorial imbalance is the main weakness: the 

overwhelming majority of the studies is focused on e-

commerce and electronic retailing [3], [12], whereas 

markets such as healthcare, education, and public services 

are underrepresented [2], [5]. This narrow focus limits the 

generalizability of findings across industries. Geographical 

bias is another constraint. The majority of the existing 

studies come from advanced economies, particularly the 

United States, Europe, and some Asian nations, while 

developing countries are yet to possess relevant adequate 

evidence [6], [17]. The gap isolates knowledge regarding 

the effect that varies in culture and infrastructure has on the 

adoption of AI. There are methodological errors also 

observable. A great deal of the literature is reliant on 

surveys and self-reported attitudes that do not necessarily 
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resonate with consumers' behaviours per se [9], [11]. There 

is a lack of experimental and long-term work that does not 

permit the study of shifts in consumer behaviour and trust 

in the long term. 

 

         Lastly, whereas moral issues like bias, privacy, and 

transparency are often recognized, very limited studies 

empirically verify them [19], [20], [23]. Consequently, we 

continue to lack correspondence between theoretical debate 

and consequential consumer effect. Future research has to 

take up more robust empirical designs in order to narrow 

this chasm. 

VII. CONCLUSION 

 

      Artificial intelligence is no longer just a supplementary 

device in marketing but a disrupting power that is moulding 

consumer behaviour. It propels personalization, fine-tunes 

service delivery, and builds interactions but at the same time 

creates concerns regarding trust, confidentiality, and 

fairness. The pandemic expedited adoption and made 

interactions powered by artificial intelligence a mainstay of 

the future consumer behavior. The business imperative is to 

find a balance between innovation and responsibility. The 

future of research needs to centre on explainable AI, cross-

cultural adoption patterns, and the long-term psychological 

effects of AI-driven personalization. AI will only maintain 

a disruptive impact on consumer dynamics if it is 

transparent, truthful, and adheres to regulations. 
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