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ABSTRACT 

Thispaperproposestheconceptualreviewofemergenceofartificialintelligenceinconsumerbehavior 
and their decision making in online shopping and the role of artificialintelligence inconsumer 
decisionmaking. 

Artificial intelligence (AI) is playing a significant role in predicting consumer behavior 
byleveraging advanced algorithms and large-scale data analysis. Through its capabilities 
inmachine learning and data mining, AI can extract meaningful insights from vast amounts 
ofconsumerdatatomakeaccuratepredictionsandinformbusinesses'decision-
makingprocesses.OneoftheMajorTechnologicalEnhancementintheWorldisArtificialintelligence, 
Lately Its impact Into the Field Is Unimaginable And the role of artificialintelligence in consumer 
decision making, By using our Data Such as Location, BrowsingHistory, And Purchasing 
Decisions, Artificial intelligence Can Provide Hyper personalizedproducts, services and 
Additionally AI can be in the form of Customers Support Chat Box,Customer Self Service, Natural 
Language Processing For Speech Recognition and SupportAnd How Does AI affects Consumer 
Artificial Intelligence Will Also Improve 
CustomerTrends,AidInImprovingCustomerInteraction,andExtractValuablePoints.Inthisstudyit is 
analyzed to find out the major role of AI in consumer purchase decision making 
andwhetherithasaimpactontheirdecisionswhilebuyingproducts andservices. 
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INTRODUCTION 

The role of artificial intelligencein every sector is inevitable, taking charge in eachindividual sector 
even in our own decision. Do you think that AI is influencing yourdecision? Yes! With the help 
of this study came to know that AI has a role in consumerdecision making. The major part and the 
role of AI’s occurrence is when you’re buyingproducts through online shopping. Online shopping 



THE ROLE OF ARTIFICIAL INTELLIGENCE IN CONSUMER PURCHASE DECISION MAKING 

 
 

ISSN:1539-1590 | E-ISSN:2573-7104 
Vol. 6 No. 1 (2024) 
 

© 2024 The Authors 
 

967 

is a form of electronic commercewhich 
allowsconsumerstodirectlybuygoodsorservicesfromasellerovertheinternet.Intheyearof1960sonlin
eshoppingcameintoexistencebutittookseveraldecades to take thisposition Now-a-days public is 
blindlyhas the trust over onlineshopping. From kids to seniorcitizen everyone is using this mode 
pre covid era was slightdifferentfromnow,pandemichasthesupremeinfluenceintheonlineshopping. 

Online shopping is happening only because of Artificial intelligence, when you are 
theapplicationyoucanseecustomizableproductsvoicesearchforonlinepurchases,augmented and 
virtual reality, chat bots. These are all upgrades things happened onlythrough AI, the major reason 
for this fondness among people is only through AI. It 
willsuggestyouthebestamong1000productthrough Rating,Reviews,Images,directcustomer 
testimonial ideas you may be interestedin one particular product but the datayou collected through 
AI is second class, then you will choose the best product. With 
thehelpofthisresearch,havediscoveredthattheAIhasaroleinconsumerdecision making. 

OBJECTIVEOFTHESTUDY: 

Theprimaryobjectiveofthestudyistostudytheroleofartificialintelligenceinconsumerdecisionmaking 

REVIEWOFLITERATURE: 

Benedict.G.C.Dellaert, 2020 From this study it is understood that artificial intelligencevoice 
assistance has the vital role in the market, people are all adopted to (AIVA) and it’sa rich topic for 
marketers lately. This study has found that people tend to disclose morepeople 
tovirtualhumans,intheformofcomputeravatarthantoactualhumans.Psychologically people were 
tend to use (AIVA) if they are using latest technology, theyfeelthattheyaresociallystandard. 

Minwoo lee, wooseok kwon, ki-joon, 2021 developing a prediction model of restaurantreview 
helpfulnessfor customerdecisionmaking.From thisstudy itisunderstood thatartificial intelligence is 
completely operated by machine learning and there few context theseare like adding feathers in 
A.I’s cap. That is multivariate linear regression and extremegradient boosting (XG BOOST) MLR 
is designedto find the relationship between dependentvariable 
andmultipleindependentvariableithelps to predictprior, and xg boost whichstands for extreme 
gradient boosting which attempts tp accurately predict a target variable 
bycombiningtheestimates,itgivesefficiency andaccuracy 
thereareallmajortoolsforpredictingconsumerdecision. 

lauraabrardi, carlocambini, laurarondi(2022)From this study itis understood that AIare 
increasingly used to organize and select relevant information from our day today 
searchactivitiesininternet, the news we read,the multimedia contextwe use,people startedbelieving 
AI,machinelearning systems other than human being, this is a biggestindicatorthat all should 
consider that AI has influenced humans, there by originating that concept ofalgorithmconsumers. 
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Priya Grover, Brand Mavericks LLP (2022) Social media marketing is a very importanttool for 
the marketers of appeal brands online for trending new fashion, announce sales andmost 
importantly generate positive reviews and word of mouth as these reviews are the mostlooked for. 
Online shopping has brought about aparadigm shift in the way consumers areshopping in today’s 
world. Consumer is the epicenterin the process if marketing. This 
makesitextremelyimportantformarketerstothoroughly understandtheay 
consumersmakedecision.With thedigital intervention 
theconceptremainingthesameconsumeroftenchecksthe online conversations around the product he 
is interested in, reviews, goes throughcontent, 
checkthemostcompetitiveprices,deliveryoptions,paymentandtransactionsfacilities, post purchase 
amenities. Internet has changed consumers and societies at largethrough availability of wide 
information, better social networking and better communication.Social networks are defined as 
websites that link millions of users worldwide through Blogs,YouTube, MySpace, Face book and 
similar social media sites. Online Shopping has broughtaboutaparadigmshiftinthe wayconsumers 
areshoppingintoday’sworld. 

Bikram Prasad, indrajithghosal (2022) Thedirect to consumer brands are emerging toreach more 
number of consumers with more potential to meet their expectations. They arecharacterized 
through metamorphosis as the vertical brands sells their products from themanufacturer 
toconsumers directly withoutany interruptions from distribution channels 
asintraditionalmodeofdoingbusinessTheyareannihilatingthemselvesinthevirtualplatforms and later 
disrupting their linear sales models. The attributes of online 
buyingbehaviorlikesafetyoftransaction,availabilityofinnovativeproductsandqualityofproducts 
have been considered to build a predictive model through artificial neural network(ANN). 

Roleofartificialintelligencein predictingconsumerpurchasedecision making 

SAMPLEDESIGN: 

The research design is conclusive and descriptivein nature. The primary data is collectedusing 
Stratified Sampling technique. Data was collected from 50 respondents. The 
collecteddataareanalyzed usingSPSSwithsuitabletoolslike AnovaandChi-Square. 

OverviewofArtificialintelligenceArtificialintelligence: 

Artificial intelligence In the Year 1943 The First work which is now recognized as AI wasdoneby 
Warren McCulloch andWalter Pits butit was named as Artificial Neurons.In thetear of 1949 
Donald Hebb has updated the AI and Strengthen the process and, in the year of1950, AlanTuring 
has done a test called Turing test to check the Ability of the AI machineand the machine was 
became successful. The word Artificial intelligence firstadopted 
byAmericancomputerscientistJohnMcCarthyatthe DartmouthConference. 
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Artificial intelligence and machine learning are specifically what retailers and marketersneed. 
Advance in these technologies allow segmenting of content and products for customersbased on 
analyzing and understanding their purchasing habits. But personalization is noteffective enough. 
Retailers need solutions and tools that will individualize interactions withcustomers and 
increasebrand loyalty, artificial intelligence and machine learning offer someobvious and clear 
benefitsfor retails businesses. With the power of these technologies,marketers would be able to 
correctlyforecast the value of individual customers as well as thepotential revenuefrom certain 
segments of the client base. As a result, marketingbudgetswillbespentefficientlyandgenerate 
moreprofitsforretailbusinesses. 

OnewayAIpredictsconsumerbehavioristhroughrecommendationsystems.Thesesystems analyze a 
user's past behavior, such as purchases, browsing history, and 
preferences,togeneratepersonalizedrecommendations.Byemployingtechniqueslikecollaborativefil
tering or content-basedfiltering, AI algorithms can identify patterns and 
similaritiesamongconsumerstosuggestproductsorservicesthatalignwiththeirinterestsandpreference
s. This personalizedapproach enhances the user experience andincreases 
thelikelihoodofconvertingrecommendationsintopurchases. 

 AI also helps businesses understand consumer sentiment and preferences by analyzing 
socialmedia data, customer reviews, and feedback. Natural language processing (NLP) 
techniquesenable AI systems to extract insights from textual data and identify emerging trends, 
sentiments,and opinions. By monitoring online conversations, businesses can gauge consumer 
sentimenttowardstheirproductsorservicesandmakenecessaryadjustmentsorimprovements.Further
more, AI-powered predictive analytics enables businesses to forecast consumer 
behaviorbasedonhistoricaldata.Byanalyzingpastconsumerinteractions,purchasepatterns,demograp
hic information, and other relevant variables, AI algorithms can identify trends andpatterns that 
help predict future consumer behavior. This predictive capability allows businessesto anticipate 
market demands, optimize inventory, develop targeted marketing campaigns, andimproveoverall 
business strategies. Another application of AI in predicting consumer behavioris through 
customersegmentation. By clustering consumers based on their shared 
characteristicsandbehaviors,AIalgorithmscanidentifydistinctconsumergroupswithsimilarpreferen
cesand purchase patterns. This segmentation enables businesses to tailor their marketing 
strategiesandofferingstospecificconsumersegments,resultinginmoreeffectiveandtargetedcampaign
s. 

Overall, AI's predictive capabilities empower businesses to gain valuable insights into 
consumerbehavior,enhancecustomerexperiences,andmakedata-
drivendecisions.ByleveragingAIalgorithmsandtechniques,businessescanstayaheadofmarkettrends
,understandtheircustomers better, and deliver products and services that meet consumer needs and 
preferences. 
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AnalysisandFindings 

Research has shown that artificial intelligence plays an important role inpurchase decisionmaking. 
This Study examines the role of artificial intelligence in consumer decision making. Inthis context 
the main purpose of this study is to investigate the influencing power of 
artificialintelligenceincustomerdecisionmaking.Decadesbackcustomersdecisionmakingwasdiffere
nt comparing to the latest purchase decision making, since customers are tech savvy 
theydependonartificialintelligence tomaketheirdecisionmaking. 

SocioEconomicprofileoftherespondents: 

Variables Attributes Frequency Percent Validpercent Cumulative
percent 

Gender Male 32 65.3 65.3 65.3 
Female 17 34.7 34.7 100.0 

Age 18-24 10 20.4 20.4 20.4 
25-34 20 40.8 40.8 61.2 
34-44 15 30.6 30.6 91.8 
45-54 4 8.2 8.2 100.0 

Status Fulltime 6 12.2 12.2 12.2 
Parttime 13 26.5 26.5 38.8 
Entrepreneur 13 26.5 26.5 65.3 
Business 9 18.4 18.4 83.7 
unemployed 8 16.3 16.3 100.0 

Salary 10000-15000 4 8.2 8.2 8.2 
15000-20000 9 18.4 18.4 26.5 
20000-25000 14 28.6 28.6 55.1 
25000-30000 10 20.4 20.4 75.5 
35000-35000 6 12.2 12.2 87.8 
Above40000 3 6.1 6.1 93.9 

Education UG 11 22.4 22.4 22.4 
PG 12 24.5 24.5 46.9 
Student 21 42.9 42.9 89.8 
Scholar 4 8.2 8.2 98.0 
others 1 2.0 2.0 100.0 

Source:Computed data 

Interpretation: 

For the Topic of Role of artificial intelligence in consumer purchase decision making 
QuestionnaireWasgiven totheRespondentsandthese areallthedata’sof theparticipants 
withtheirdemographicvariables. 
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CustomerPreference touseArtificialIntelligencetomakePurchaseDecisionmaking 

Tableno.2 

  Gender Total 
 male female 

Why 
Timeefficient 5 

100.0% 
0 
0.0% 

5 
100.0% 

Consumers Costefficient 8 3 11 
PrefertouseArt
ificialIntelligen
ce 
forshopping? 

 72.7% 27.3% 100.0% 
Better 
recommendation 

10 
55.6% 

8 
44.4% 

18 
100.0% 

Completing 
taskbetterthan 

5 
62.5 

3 
37.5 

8 
100.0% 

 humans    
 Makinglife 4 3 7 
 simple,safe, and 57.1% 42.9% 100.0% 
 moreefficient    

Total  
Count%within 
9.WhyConsumerspre
fer to 
useArtificialIntellig
ence 
forshopping 

32 
 
65.3 

17 
 
34.7 

49 
 

100.0% 

Source:Computeddata 

Interpretation 

From this table it is understood that consumer are using artificial intelligence and their preference 
onpurchaseinonlineshoppingthroughartificialintelligenceandtheintentiononwhytheyprefer 
AI.Thistableshows the reason why consumers prefer to AI in online shopping and its shows the 
exact percentage of therespondents onwhat made them prefer to use AI in online shopping it is 
proved that time efficient, 
costefficient,betterrecommendation,completingtaskbetterthanhuman,makinglifesimpler. 

PredictingBuyingBehaviorthroughArtificialIntelligenceismoreReliable 

Tableno.3 

Valid Frequency Percent Validpercent Cumulative
percent 

Stronglyagree 16 32.7 33.3 33.3 
Agree 

20 40.8 41.7 75.0 
Neutral 

10 20.4 20.8 95.8 
Disagree 

2 4.1 4.2 100.0 
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Stronglydisagree 
48 98.0 100.0 

 

Source: Computed data 

 Interpretation: 

FromthetablewecanbeabletounderstandthatPredictingBuyingbehaviorthroughartificialintelligence
ismore reliable and it has been proved with the data collected. The percentage of the respondents 
of Disagreeandstrongly disagree was comparatively Fewer. The percentage of agree and strongly 
agree shows thatPredictingBuyingbehaviorthroughartificialintelligenceismore reliable. 

Genderoftherespondentandthepreferencetouseartificialintelligenceincustomerpurchasedeci
sionmaking 

Tableno.4 

 Sum 
ofsquar
es 

Df Meansquare F Sig. 

Between
Groups 

.916 4 .229 .91 
5 

0.046 
8 

WithinGroups 11.264 45 .250   

Total 12.180 49    

Source: computed data 

H1: There is no significant level between gender and why customers prefer to useartificial 
intelligenceH0: There is a significance level between gender and why customers prefer to use 
artificialintelligenceInterpretation: 

From the above table it can be inferred that the f value is .915 and the significance value is 0.0468 
< (0.05)therefore H1 is rejected in the favor of H0 The p value is 0.0468 which is lesser than the 
significance level value(0.005) so H0 is accepted and H1 is rejected. The significant difference 
among and the customer preference touseartificialintelligenceisidentifiedsince therespective 
Pvalueissignificant. 

 Conclusion: 

Artificial intelligence is shaping the future of humanity across nearly every industry, especially in 
E-commercefield the changes and upcoming changes are phenomenal. Now a day’s artificial 
intelligence are one side of ourlife. Using AI business can do more than just prevent data breeches. 
It can also help companies get a betterunderstanding of their customers and often even humanize 
there brand. Literally Customers like the approach ofartificial intelligencein this research my data 
clearly mention that artificial intelligence is cost efficient, timeefficient, Better recommendations 
and so on and now a day’s people are adopting to technologies far morequicker than before and 
they have adopted AI as their regularlife pattern and some of them are literallydepending on 
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Artificial intelligence as same as companies are also getting benefited by this prediction is 
donethrough so manyArtificial intelligence tools.Companies are gettingmore benefits through as 
well customersare also getting benefited by Artificial intelligence. And finally any company that 
aims for a long term futureshould incorporate this technology. As per this study it has proved that 
thereis a role for artificial intelligence inconsumer decisions. The respondents feel the same, they 
are accepting thatA.I has a strong role in theirdecision making. This paper will help the emerging 
researchers and students who are keen to know the role ofartificial intelligence in consumer 
purchase decision making. Because youth interest in this field can mergehigher rapidity in 
enhancement of this technique. Overall, AI is increasingly becoming a valuable tool forconsumers 
in making informed decisions about what products and services to buy. However, it is important 
torecognize that AI is not perfect and can still have biases and limitations, and that consumers 
should alwaysexercisetheirownjudgmentand 
criticalthinkingwhenmakingimportantpurchasingdecisions. 
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