
Ab s t r ac t
The rapid adoption of Artificial Intelligence (AI) has fundamentally transformed consumer behaviour, influencing decision-
making, purchase patterns, and post-purchase experiences. This paper explores the evolving consumer in an AI-driven 
marketplace, where algorithms, personalization, chatbots, and predictive analytics have redefined the consumer journey. 
The study identifies major behavioural shifts including demand for hyper-personalization, reduced attention spans, reliance 
on recommendation systems, and heightened concerns over privacy and ethics. Drawing from secondary literature and 
conceptual analysis, the paper highlights key patterns emerging in consumer psychology and market interactions. The 
findings indicate that AI has created both opportunities for businesses to enhance engagement and challenges related 
to trust, transparency, and consumer autonomy. The paper concludes by emphasizing the need for ethical AI frameworks 
and consumer education to balance innovation with responsibility.
Keywords: Consumer Behaviour, AI-Driven Consumer Behavior, AI in Marketing, Behaviour patterns
Journal of Sustainability, Transformation and Society (2025)

Evolving Consumers: Behavioural Patterns in an AI-
Driven Marketplace
Shubhendu Shekher Shukla
Department of Business AdministrationSRM Business School, Lucknow.

Corresponding Author: Shubhendu Shekher Shukla, 
Department of Business Administration SRM Business 
School, Lucknow, e-mail: email
How to cite this article: Shukla, S.S. (2025). Evolving 
Consumers: Behavioural Patterns in an AI-Driven 
Marketplace. J. Sci. Techno. Social Transform. 1(1), 19-21.
Source of support: Nil
Conflict of interest: None

Journal of Science, Technology and Social Transformation

RESEARCH ARTICLE
Journal of Science, Technology and Social Transformation	 Volume 1, Issue 1, 2025

Introduction
Consumer behaviour, traditionally shaped by cultural, 
psychological, and economic factors, is now significantly 
influenced by technological innovation. In particular, Artificial 
Intelligence (AI) has become a disruptive force in shaping how 
consumers search for products, evaluate alternatives, and 
make purchase decisions. From AI-powered recommendation 
engines on e-commerce platforms to conversational agents 
like chatbots and voice assistants, consumers are increasingly 
navigating an AI-mediated marketplace.

The emergence of the AI-driven consumer is characterized 
by three major phenomena:
Automation of decision-making processes (recommendations, 
predictive shopping).
•	 Hyper-personalization of consumer experiences (tailored 

offers, dynamic pricing).
•	 Evolving ethical concerns (privacy, manipulation, 

transparency).
This paper examines these dynamics to provide a holistic 

understanding of consumer behavioural patterns in the age 
of AI.

Objectives
The study is designed with the following objectives:
•	 To explore how AI technologies are reshaping consumer 

behaviour and purchase decision-making.
•	 To identify key behavioural patterns of evolving 

consumers in an AI-driven marketplace.

•	 To analyze the opportunities and challenges AI presents 
for businesses and consumers.

•	 To suggest implications for marketers, policymakers, 
and researchers in understanding and managing 
consumer-AI interactions.

Research Methodology
The research adopts a conceptual and exploratory approach 
based on secondary data.

Data Sources
Academic journal articles, industry reports (McKinsey, 
Deloitte, PwC), case studies from leading e-commerce 
and AI-driven platforms (Amazon, Netflix, Alibaba), and 
government reports on AI adoption.

Approach
•	 Review of literature on AI applications in marketing and 

consumer behaviour.
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Table 1

Consumer Behaviour 
Shift

% of Consumers 
Reporting

Source

Prefer personalized 
shopping experiences

71% Statista 
(2024)

Concerned about data 
privacy with AI

48% PwC (2022)

Willing to share data for 
better personalization

63% Deloitte 
(2023)

Trust AI 
recommendations for 
purchase decisions

58% McKinsey 
(2023)

Increased impulse 
buying due to AI 
nudges

42% Accenture 
(2023)

•	 Thematic analysis to identify recurring patterns of 
behavioural change (personalization, trust, ethical 
concerns, etc.).

•	 Case examples to illustrate practical insights.
This methodology provides a comprehensive synthesis of 

existing knowledge, setting a foundation for future empirical 
research (Parasaram, 2022).

Research Gap
While literature on AI in marketing and business analytics is 
extensive, there is limited academic research that explicitly 
focuses on the psychological and behavioural consequences 
for consumers. Existing studies tend to concentrate on 
technological efficiency, adoption rates, and business 
performance rather than consumer autonomy, trust, and 
evolving decision-making patterns.
The research gap lies in:
•	 Limited exploration of how AI reshapes consumer values, 

motivations, and perceived control.
•	 Lack of integrated frameworks connecting AI adoption, 

behavioural change, and ethical considerations.
•	 Scarcity of studies analyzing long-term consequences of 

AI-mediated consumption.
This paper attempts to bridge these gaps by focusing 

on consumer-centric behavioural analysis in the AI-driven 
marketplace.

Data Analysis and Results

AI Adoption and Consumer Behaviour Trends
According to McKinsey (2023), 55% of companies have 
adopted AI in at least one business function. Consumer-
facing industries (retail, e-commerce, entertainment) report 
the highest impact.
•	 Statista (2024) shows that 71% of consumers expect 

personalized recommendations, and 54% are more 

likely to make repeat purchases when AI personalization 
is applied.

•	 A PwC survey (2022) found that 72% of consumers believe 
AI will improve convenience but 48% express concerns 
about data privacy.

Hyper-Personalization and Loyalty
AI-driven recommendation systems directly correlate with 
customer loyalty.
•	 Amazon reports that 35% of its revenue comes from 

AI-based product recommendations.
•	 Netflix attributes 80% of user watch time to AI-powered 

suggestions.
This shows that AI reshapes consumer loyalty by reducing 
search costs and influencing repetitive consumption 
behaviour (Parasaram, 2021).

Ethical Concerns and Transparency
While consumers enjoy personalization, concerns around 
data misuse and algorithmic bias persist.
•	 Capgemini (2023) found that 62% of consumers prefer 

brands that disclose how AI algorithms work.
•	 However, only 20% of businesses currently provide 

transparency reports.
This suggests a mismatch between consumer expectations 

and organizational practices.

Impulse and Emotional Purchases
AI-driven nudges significantly impact impulse buying.
•	 Accenture (2023) found 42% of online consumers 

admitted purchasing unplanned items due to AI 
recommendations.

•	 Younger consumers (Gen Z and Millennials) show the 
highest susceptibility, with 58% reporting AI-influenced 
impulse buying (Dias B.L., 2025).

Result and Discussion
The data analysis confirms that AI is reshaping consumer 
behaviour by:
•	 Increasing demand for hyper-personalized experiences.
•	 Creating convenience-driven shopping behaviour but 

reducing critical evaluation.
•	 Raising privacy and ethical concerns that influence trust 

in AI-enabled platforms.
•	 Driving impulse buying and reduced decision-making 

time.
•	 Encouraging a shift toward sustainability and ethical 

consumption, supported by AI-driven transparency 
tools.

Results
Based on the review and thematic analysis, the following 
key behavioural patterns of evolving consumers have been 
identified:
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Hyper-Personalization and Expectation Shift
C o n s u m e r s  i n c r e a s i n g l y  e x p e c t  p e r s o n a l i z e d 
recommendations, tailored offers, and curated experiences. 
Platforms like Amazon and Netflix condition consumers to 
anticipate algorithm-driven customization.

Reduced Cognitive Effort and Convenience 
Orientation
AI-driven tools simplify decision-making (e.g., one-click 
reordering, predictive shopping lists). This creates a shift 
towards convenience-oriented behaviour but may also 
reduce critical evaluation.

Trust, Transparency, and Ethical Concerns
Consumers show ambivalence toward AI: they appreciate 
convenience but fear data misuse, algorithmic manipulation, 
and lack of transparency. A growing segment demands 
ethical AI practices and data privacy assurances.

Influence of Conversational AI
Chatbots, voice assistants (Alexa, Google Assistant), and 
AI-based service bots are redefining consumer engagement. 
These technologies create instant gratification behaviour 
and enhance responsiveness but may also limit human 
interaction.

AI-Induced Impulse Buying
Recommendation engines and dynamic pricing models 
often lead to unplanned purchases. Consumers exposed 
to personalized nudges demonstrate higher purchase 
frequency and reduced decision-making time.

Sustainability and Ethical Consumerism
Paradoxically, while AI increases consumption, it also 
enables ethical consumer behaviour through transparency in 
sourcing, carbon footprint tracking, and sustainable product 
recommendations.

Conclusion
The AI-driven marketplace is producing a new type of 
consumer—informed, convenience-seeking, yet ethically 
cautious. Consumer behaviour is evolving along dimensions 
of personalization, trust, impulse, and sustainability. While 
businesses benefit from higher engagement and loyalty, 

challenges remain in ensuring transparency, ethical data use, 
and consumer empowerment.

The study highlights that AI is not just a technological 
innovation but a behavioural influencer. Future research 
should empirically investigate how consumer autonomy, 
decision quality, and long-term trust are shaped by AI, 
ensuring that the marketplace balances innovation with 
human-centric values.
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