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ABSTRACT

The role of Artificial intelligence (AI) in personalising customer experiences has become a focal point of modern business

strategies across various industries. AI enables business organisations and technology firms to deliver highly-personalised

interactions by analysing vast amounts of customer data, identifying patterns, and predicting customer preferences. This paper

will try to explore key trends driving AI’s impact in personalisation of customer preferences, by the use of machine learning,

natural language processing, and predictive analytics. Tools like recommendation systems, chatbots, and AI-driven marketing

platforms are revolutionising customer interactions by enhancing real-time communication, optimising product offerings, and

ensuring seamless experiences. Looking further, AI is poised to not only refine personalisation further but also enable deeper

customer insights, more effective automation, and adaptive customer journey management. The future of AI in customer experience

personalisation promises a more efficient and customised consumer landscape, although challenges such as data privacy concerns

and the need for ethical AI use must be addressed to maximise its potential. The main objective of this paper is to study how AI

is transforming buyer participation customisation across different types of industries as it will be relevant in the sense that in the

contemporary world, AI has been completely transforming the society, economy and industry. At the same time this paper will also

highlight the critical research gaps in the realm of ethical and relational domain of AI applications. This paper will also underline

some of the moot issues around the intervention of AI in modern marketing strategies such asAI-induced personalisation and its

impact on customer satisfaction and their purchase behaviour. Further, the paper will also highlight the emerging trends and

technologies which will shape the AI-powered personalization in the field of commerce and business.
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INTRODUCTION

In today’s highly competitive business environment,

delivering personalised customer experiences has become

a critical driver of brand loyalty, customer satisfaction,

and overall business success . As customer expectations

evolve, traditional methods of marketing and customer

service are not sufficient to meet the customer

expectations. AI has emerged as a transformative force

by empowering businesses to create unique, different

types of experience for each customer. AI helps

organisations to analyse large amounts of customer data,

and predict behaviour to deliver product, services and
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content as according to their preference. AI’s role in

personalising customer experiences spans several key

areas, including personalised recommendation, dynamic

pricing, targeted marketing campaigns, and customer

service automation.

Tools such as machine learning algorithms, natural

language processing (NLP), and chatbots enable

businesses to provide more accurate and timely

personalisation across various touchpoints, from websites

to mobile apps to social media platforms. The Future of

AI-powered personalization is bright. As the feature of

AI technology is progressing, we can expect even more

elegant and individualised customer experiences.
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Organisation which is using AI will obviously get

advantage of providing their customer centric product as

compared to organisation which is not using AI. AI also

builds strong relationships with customers and helps the

organisation to satisfy the exact needs of their customers

and stand on their expectations.

The Role of Artificial Intelligence in Shaping Buying

Behaviour:

Artificial intelligence is an evolving field and its

correlation with consumer behaviour, and purchase

intention is getting the recognition and attention of

researchers as well as policymakers particularly in the

sectors of technology and innovation. Bilal et al. (2024),

in their study, inferred that AI has changed the way of

online shopping experience. By using the social support

theory, their study examined artificial intelligence, social

media engagement of consumers, and consumer

experience as variables on a sample of 467 respondents.

The results revealed that artificial intelligence is positively

inter-related with the consumer experience. Additionally,

more satisfied consumers leads to an amplified purchase

intention. This study proves that AI can be used to improve

consumer experience and purchase intention. Mohammad

Shafiquzzaman Bhuiyan in “The role of AI-Enhanced

Personalization in Customer Experiences” argues that

AI-induced personalization can potentially enhance

customer experiences across various industries by

delivering tailored content and recommendations

(Bhuiyan, 2024, pp. 162-169).

Existing literature on the subject suggests that

personalisation normally enhances customer experience

by providing customised services and content (Ameen

et al., 2021; Bhuiyan, 2024). However, as noted by

(Huang and Rust, 2018), the effectiveness of AI-based

personalisation in customer experiences may be diverse

depending on the context of service, with emotional or

relational services benefiting less from AI automation in

customer experiences. The Customer Experience theory

entails that personalisation is very significant for elevating

customer satisfaction by customising services to individual

needs (Chen et al., 2021). However, the findings of the

study conducted by Bhuiyan suggests that AI-induced

personalisation may not effectively meet customers’

requirements particularly in the field of emotional and

relational needs (Bhuiyan, 2024). Thus, it can be argued

that while AI can enhance efficiency, it may not fully

address the complexities of customer expectations,

particularly in the emotional realm (Huang and Rust,

2018).

AI has proved to be a very strong driving force of

the fourth industrial revolution, as being valued by several

business firms, governments and technology-related

organisations. High-tech firms like IBM and Microsoft

have increasingly focusing on AI to achieve a competitive

position in the market. These companies have pioneered

several AI-based products, which are followed by several

other organizations for designing a range of products and

services. Thus, AI technologies have revolutionized

several business aspects, including marketing, customer

services and consumer interaction. In the field of

consumer behaviour, there is variance in terms of product

information being perceived by different consumers.

Therefore, during the consumption process,

consumers tend to evaluate and make different types of

purchase decisions. For that end, products can be grouped

into two major categories. The first is entitled as hedonic

products, and the second is known as utilitarian. The

utilitarian products are those types of products or services

that are mainly functional or instrumental (Bettiga et al.,

2020), with the core motive to solve the customer’s

problems and address specific tasks being assigned by

customers. Examples of these products include

microwaves, laptops, and shampoo. The second type of

product encompasses the hedonic products to provide

some sensory and emotional experience to customers

like fantasy, pleasure and fun during usage (Shao and Li,

2021). Therefore, it is observed that marketing strategies

vary by product type and influence of the decision-making

behaviour of the consumers (Park et al., 2016). However,

both types of products are based on purchase motives

and efficacy.

The Future Outlook and Challenges: Ethical

Implications of Artificial Intelligence:

Previous studies claim that satisfaction of the

consumer is linked with an affective state, rather than

cognitive. Therefore, a customer- satisfying experience

has been referred to as fulfilling the customer’s response,

which further combines the factors of emotional response

and product evaluation (Hsu et al., 2015). Moreover,

service satisfaction can be examined by focusing on

multiple factors like interest, enjoyment, anger, sensible

choice and surprise (Wang et al., 2011). Moreover, studies

have also justified the relationship between consumer

experience and purchase intention by taking samples from
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different regions and product lines. These studies chiefly

focus on consumer experiences in retail for the consumer

experience and repeat purchase intention (de Kervenoael

et al., 2024), cross-border E-commerce (Chen and Yang,

2021), consumer purchase intention and affective

engagement (Bilal et al., 2024), and several other

domains.

Therefore, the significance of the satisfying

consumer experience by reflecting through purchase

intention is considerable in nature (Benoit; Belkacemi,

2023). Lee and Lee (2015) also attempted to create a

link between purchase intention and consumers’ purchase

behaviour in E- commerce. Based on the theoretical

foundation of the product value distribution, the study

proposed that the expected product value determines the

purchase intention. Bargoni et al. (2023) conducted the

investigation for the purchase intention through three

dimensional factors known as product and service quality,

emotional appeal, and social responsibility of the

corporation.

There is a myriad of ethical issues in general and

marketing strategies in particular are related to the use

of artificial intelligence and automation across different

sectors. It brings forth the issue of responsibility and

accountability as decisions in AI systems increasingly

decide what affects human life; ranging from healthcare

diagnostics, to criminal justice outcomes, which brings

forth the question: who is responsible if they go wrong or

cause harm? With machines as the decision-making units,

it complicates notions of accountability and makes calls

for new frameworks to ensure accountability on the parts

of developers, users, and organizations for ethical

outcomes.

Another critical ethical consideration for AI is the

possibility of bias in the algorithms of AI. Most AI

algorithms are trained on historical data, which can reflect

present societal prejudices. This creates discriminatory

outcomes, especially where the areas are sensitive.

Indeed, with Kate Crawford and Ruha Benjamin,

algorithmic bias is said to further amplify systemic

inequalities, where emphasis on transparency and fairness

of AI design is considered appropriate. Technical solutions

require such commitments to ethical principles

concerning equity and justice in trying to address these

biases.

Another critical ethical issue related to the

employment impact of automation is economic. On one

hand, AI and automation enhance productivity and

efficiency; however, they also carry a widespread risk

of job displacement. The implications are tremendous and

far-reaching since an entire community may suffer

economic instability and reduced opportunities. Scholars

like Erik Brynjolfsson and Andrew McAfee argue for

proactive measures, such as reskilling programs and social

safety nets, to mitigate the adverse effects of automation

on the workforce. Ethical considerations must guide

policies that balance technological advancement with the

well-being of affected individuals and communities.

In addition, surveillance and data collection through

AI deployment create privacy issues. Ethical frameworks

need to address this tension between security and privacy,

pushing for regulations that protect citizens from invasive

practices while still promoting technological innovation.

All things considered, ethical issues about AI are of the

multifaceted type-including accountability, algorithmic

bias, economic impact, and privacy. It’s through a

comprehensive ethical approach that allows for

responsible development of AI and ensures the

technological benefits are aligned with human values and

dignity that society should navigate these technologies.

Conclusion:

AI is transforming various sectors- healthcare,

finance, and education industries by inducing efficiency

and decision-making through high- end techniques like

machine learning. However, its growing integration with

industry applications raises some moot ethical, regulatory,

and societal challenges that demand responsive oversight.

Therefore, addressing research gaps is crucial for ethical

and responsible AI development. Thus, the present study

emphasise the applications, challenges, and critical

research gaps associated with AI. This highlights the

necessity of ethical frameworks along with collaborative

efforts among researchers, industry leaders, and

policymakers to guide the responsible development of

AI technologies. By addressing these paradoxes, AI can

be harnessed to promote societal and economic

advancement while promoting equity innovation, and

sustainable growth.
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