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Abstract 

In the fast-paced and dynamic VUCA (Volatile, uncertain, complex, and ambiguous) world, the 

emergence of Generative Artificial Intelligence or GenAI is the most recent and popular technological 

advancement in today’s date. It plays a major role in revolutionising the consumer landscape, by offering 

advanced search engine optimisation (SEO) services to boost website visibility and optimise 

performance in search engine results. These tools ensure users are presented with personalised 

suggestions and recommendations tailored to their trade-off at a cost: the potential erosion of consumer 

control over independent decision-making. Another such cost is the user data collection without 

obtaining explicit consent, triggered by a single interaction or one-time website visit. By analysing the 

interplay between convenience and control, the study focuses on exploring the role of generative AI in 

influencing a consumer’s decision-making process and purchase behaviour. It also explores the risks 

associated with data privacy, data security, algorithmic bias as well as the potential for manipulation of 

consumer choices after the emergence of such technology technology. To ensure relevant insights, this 

study uses primary data collected specifically for the purpose of this research. Lastly, this paper also 

investigates the ethical implications of GenAI in customer engagement as well as discusses way forward. 

Keywords; Generative AI, Search Engine Optimisation (SEO), Ethical Implication, Data Privacy, 

Consumer Behaviour. 

INTRODUCTION 

We live in a world which is constantly changing, moulded by fast technological 

advancements that redefine how we interact, take information & make decisions. In 

these advancements, Generative Artificial Intelligence (GenAI) has started as a 

transformative force, specifically in the digital consumer landscape. From aiding 

intelligent Chatbots to fine-tuning search engine optimisation (SEO) techniques, 

GenAI plays an important role in advancing online experiences. Personalising 

recommendations, streamline searches & delivering tailored content—all in the 

name of convenience. However, this very convenience raises important concerns 

about consumer autonomy, data privacy & ethical responsibility.  

The potential of GenAI to analyse huge amounts of user data & predict 

preferences has undoubtedly revolutionised digital marketing strategies. Brands & 

businesses leverage these tools to enhance their visibility, confirming that their 

products & services reach the required audience at the right time. Though, under 

this efficiency is a growing concern: to what extent does these independent choices 

or are they being subtly influenced by algorithmic suggestions that serve business 

interests more than personal requirements? 

Over this, data collection processes related with GenAI often minimise the 

difference between personalisation & intrusion. A lot of consumers unknowingly 

leave digital footprints with every interaction, leading to issues about consent, 

transparency & data security. The ethical use of such practices warrants critical 

examination, especially as regulatory blueprints struggle to keep up with 

technological progress. 

https://crossmark.crossref.org/dialog?doi=10.69968/ijisem.2025v4si159-65
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OBJECTIVES 

 To analyse the factors that influence customer 

purchase decision-making 

 To identify the risks associated with the emergence 

of GenAI Technology 

 To explore the ethical implications of GenAI in 

customer engagement  

RESEARCH METHODOLOGY 

Research Design 

The study employs Quantitative and qualitative research 

methodologies in order to provide a comprehensive analysis 

on the topic, The Emergence of Generative AI and its Impact 

on Consumer Decision-Making: Convenience vs. Control. 

An empirical research design will be used to gain a deeper 

understanding of the topic. 

Data collection Method 

a. Primary Data Collection 

Primary data is collected through a structured questionnaire/ 

survey designed to access the Patterns noticed in ads 

displayed, the most recommended websites or products 

visible through GenAI, how these recommendations 

influence Customer Purchase Decisions, and lastly analyse 

the factors that influence customer purchase decision-

making. 

b. Secondary Data Collection 

Secondary data has been collected from various research 

papers, books, and academic journals. 

Sampling Method and Size 

A random Sampling Technique has been utilized in order to 

collect responses for the questionnaire drafted for the 

purpose of the study. The sample Size selected for the 

purpose of the study is 164 responses. 

Data Analysis Technique 

The statistical tools used to analyse the data is a graphical 

representation through pie-charts and bar graphs. A 

quantitative data analysis has been conducted to analyse the 

factors that influence customer purchase decision-making 

with the help of factor analysis through SPSS software. 

THE EMERGENCE OF GENERATIVE AI  

Generative AI has swiftly evolved into one of the most 

impactful technologies of the modern digital era. Unlike 

traditional AI systems that depends on predefined protocols, 

GenAI uses advanced machine learning models to create 

human-like text, images, audio, and even complex decision-

making suggestions. It’s capabilities extends beyond 

automation, enabling businesses to create highly 

personalised user experiences, refined search engine 

optimisation (SEO) strategies and improve customer 

interactions via chatbots and recommendation engines. With 

its ability to analyse, huge amounts of data and predict 

consumer preferences, GenAI has changed industries 

ranging from e-commerce to healthcare. 

CONSUMER DECISION-MAKING 

Consumer decision making process can be understood by 

analysing behavioural patterns, browsing  history and 

engagement matrix, AI-powered systems in order to can 

curate product recommendations, suggest content and even 

predict future purchasing trends. This level of 

personalisation increases user experience by simplifying 

choices and minimising decision fatigue. Consumers are 

presented with choices tailored to their preferences, making 

the purchasing process more efficient and seamless. 

DATA ANALYSIS 

Figure 1 

Source: Author 

Interpretation: The Pie- Chart Illustrates, that the majority 

of the ads displayed are relevant to user interests i.e. 53.1% 

ads, followed by targeting a specific demographic audience 

25.3%.  

Ads placed next to relevant content forms 13.6% and lastly, 

the ads displayed frequently, in a short period of time is 

observed in 8% respondents. This suggests that ad 

placements are primarily driven by user preferences and 

demographics. 
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Figure 2 

 

Source: Author

Interpretation: This chart, displays a strong preference for 

fashion and tech- related recommendations with the 

maximum number of responses. 

Figure 3 

Source: Author 

Interpretation: The chart shows that the highest number of 

respondents agree that they discover new products through 

such AI recommendations. 

Factors influencing customer purchase decision-making  

We perform factor analysis with the help of SPSS, to 

determine the factors affecting a customer purchase 

decision-making. The outcome of factor analysis states as 

follows: 

Appropriateness of Factor Analysis à KMO & Bartlett’s 

Test: The KMO table confirms the appropriateness of the 

factor analysis since the p-value <= 0.05. It is statistically 

significant & captures the inter-correlation among all the 

variables in the dataset. 

Total Variance Explained Table: According to the total 

variance explained table, 3 components are extracted based 

on Eigen Values > 1 

Total number of Eigen Values > 1 = 3 = The total number 

of components (Factors). The principle Component is 

Component 1, which explains 28.38% of the variability. 

Rotated Component Matrix: According to the rotated 

component matrix, the variables have been grouped into the 

following factors: 

Table 1 

 

Therefore, through Factor Analysis we have identified the 

factors influencing customer purchase decision-making in 

the context of GenAI. 

THE CONVENIENCE FACTOR 

Unparalleled Convenience  

Generative AI has redefined the digital experience by giving 

unmatched convenience to consumers. By automating 
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repetitive tasks and simplify complex decisions, GenAI 

increases efficiency in ways that traditional methods cannot. 

Personalised Recommendations Enhance User 

Experience 

GenAI hold the capability to provide personalised 

recommendations. By analysing user preferences, browsing 

history & behavioural patterns, AI moulds recommendations 

to match individual needs and interests. This forms a more 

engaging and appropriate shopping or browsing experience, 

enhancing user satisfaction, and making decision-making 

more intuitive. 

Efficient Decision-Making through Curated Options  

By choosing huge amounts of information, GenAI aids users 

make quicker, more informed decisions. Which not only 

minimise decision fatigue, but also increases the overall 

efficiency of online shopping and information retrieval. 

Real-Time Interactions & Predictive Shopping Trends  

GenAI allows real-time Interactions through chatbots, 

virtual assistance and recommendation engines. The systems 

can quickly respond to questions, give support and suggest 

products or content based on ongoing interactions. 

Moreover, AI-driven predictive analytics aid businesses 

anticipate trends, enabling them to give timely promotions 

and recommendations that align with consumer behaviour. 

RISKS ASSOCIATED WITH THE EMERGENCE OF 

GENAI TECHNOLOGY 

Just as every coin has two sides, with the pros, the cons or 

risks associated with the emergence of Generative AI 

Technology must also be acknowledged. Some of the 

prominent risks are stated below:  

a. Bias - Generative AI systems are trained on huge 

data sets that may contain inherent biases, causing 

skewed or unfair results. Algorithmic bias can 

reinforce stereotypes, marginalise certain groups 

and create disparities in areas like hiring, lending 

and content recommendations.  

b. Spread of Misinformation - AI’s capability to 

generate realistic yet misleading content raises 

issues about misinformation. Deepfake videos, AI-

generated articles & manipulated data can be used 

to deceive the public, influence, opinions and 

disrupt democratic processes. The fast growth of 

false information via AI-powered platforms makes 

it difficult to distinguish between fact and fiction. 

c. Job Displacement/Loss- As AI automate tasks, 

traditionally performed by humans, many jobs have 

to face the risk of redundancy. Fields such as 

customer service, content, creation, and data 

analysis are experiencing a shift where AI-driven 

tools replace human labor. While new 

opportunities may arise, the transition could leave 

many workers struggling to adapt to the changing 

job market. 

d. Privacy Concerns - Generate is AI depends on 

extensive data collection, often without explicit 

user consent. From tracking online behaviour to 

analysing personal interactions, AI-driven 

platforms raise privacy issues. Unauthorised, data, 

usage, breaches and lack of transparency is how 

personal information is managed can compromise 

consumer trust. 

e. Overreliance on GenAI Apps - As AI becomes 

deeply implemented into daily life, there is a 

growing dependence on automated decision-

making. Overreliance can minimise critical 

thinking and human judgement.  

f. Environmental Impact - Practising and 

maintaining large AI models need huge computing 

power, consuming significant amount of energy. 

Data centres that support AI operations contribute 

to carbon emissions, making AI a growing 

environmental issue. As AI adoption grows, 

balancing technological progress with sustainable 

practices becomes important to decrease its 

ecological footprints. 

Figure 4 

Source: Author 

Interpretation: The pie chart highlights that the 

recommendations to protect privacy online state that the 

most effective method is to use Privacy Settings in your 

browser with 35% respondents. 
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ETHICAL CONSIDERATIONS 

For Balancing Convenience & Control it is necessary to 

keep the ethical considerations in mind. Some Ethical 

Considerations are discussed below: 

I. Need for Transparency in AI Operations: AI 

systems should work with clear and understandable 

processes to ensure accountability. Consumers 

must be knowing of how AI-driven 

recommendations are made, what data is being 

collected and how it is being used. Transparent AI 

models aid users make informed decisions rather 

than blindly believing algorithmic suggestions. 

II. Ensuring Consumer Consent & Data Security: 

Safeguarding consumer privacy is crucial in an AI-

driven world. Users must have full authority over 

their data, with clear opt-in and opt-out choices. 

Companies must implement strict data security 

steps to avoid unauthorised access, breaches or 

miss use of personal information. Ethical AI uses 

need explicit user consent instead of passive data 

collection. 

III. Addressing Biases in Algorithmic Design: To 

make sure fairness, AI developers should actively 

practice to identify and remove biases within their 

models. This consists diversifying training data, 

regularly auditing AI results and improving 

algorithms to avoid discrimination. Addressing 

bias in AI design is crucial to eliminate unfair 

advantages or disadvantages in consumer decision-

making. 

IV. Building Trust through Ethical AI Practices: 

For AI to be entirely accepted, companies should 

commit to ethical guidelines that prioritise user 

welfare over profit-driven motives. Ethical AI uses 

include responsible data, usage, transparency in AI-

generated content and mechanisms for uses to 

challenge or correct AI decisions. By building 

faith, businesses can ensure that AI serves as a tool 

for empowerment rather than manipulation. 

MAJOR FINDINGS 

 AI simplifies consumer Decision making but at the 

same time this personalization reduces autonomy 

and influences decisions based on business-driven 

Algorithms. 

 Ads displayed through GenAI display a pattern that 

is relevant to users. The most recommended 

websites belong to the Fashion and Apparel 

segment 

 Consumers are often unaware of how their data is 

being used causing data privacy concerns.  

 GenAI can reinforce stereotypes and create unfair 

experiences, manipulate consumer opinion through 

deepfakes and AI generated content. 

 AI recommendations see the most engagement in 

the fashion and tech sector. 

 The Factors influencing customer purchase 

decision-making as extracted through Factor 

Analysis are, Personalised Recommendations, 

Trust and Convenience, and Data Privacy concern. 

 There is a need for transparency and Ethical AI 

practices. 

WAY FORWARD: RECOMMENDATIONS 

Governments and international organisations should create 

clear policies to regulate the ethical use of AI. These 

blueprints must focus on data, privacy, accountability, and 

transparency, making sure that AI technologies work within 

ethical and legal boundaries. Regular audits and compliance 

check must be enforced to avoid misuse. 

A coordinated practice between policy makers, tech 

companies and industry leaders is necessary for responsible 

AI development. Collaborative strategies can help create 

standardised AI guidelines, making sure that advancements 

benefit both businesses and consumers without 

compromising ethical standards. Public-private Partnerships 

can also facilitate responsible AI innovation. 

Creating awareness about how AI works and its impact on 

decision-making is essential for empowering consumers. 

Educational programs, digital literacy, campaigns, and 

transparent AI disclosures can aid users make informed 

choices, minimising the risk of manipulation and 

overreliance on AI-driven recommendations. 

While making AI advancements is crucial for progress, 

ethical considerations should remain a priority. AI 

developers must implement responsible AI design principles 

that balance efficiency with fairness, privacy and consumer 

rights. Encouraging innovation with a strong ethical base 

makes sure that AI works as a force for good instead of a 

tool for exploitation. 

CONCLUSION 

The growth of generative AI has undeniably remoulded the 

way consumers interact with digital platforms, offering 

unprecedented, conveniences, personalised experiences, and 

efficient decision-making. From improving search engine 
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outcomes to predicting shopping trends, GenAI has 

reformed consumer engagement. However, this 

technological growth comes with significant ethical and 

practical challenges. Problems such as algorithmic bias, 

misinformation, data privacy issues and job displacement 

show the risks related with an overreliance on AI-driven 

systems. Above that, the question of who controls AI and 

how its power is distributed, increases issues about 

accountability and fairness in the digital space. 

Looking for the right balance between convenience and 

control is crucial. Transparency in AI operations, making 

sure of informed consumer consent and addressing bias says 

in algorithmic design are crucial steps towards responsible 

AI implementation. Ethical considerations should remain at 

the forefront of AI development, with businesses, 

prioritising consumer faith over profit-driven motives. 

Moving forward, and associative approach is required. 

Governments, businesses and regulatory bodies should work 

together to create clear guidelines that promote ethical AI 

usage while advancing innovation. Consumer education is 

equally critical, as awareness of AI’s impact permits 

individuals to make informed choices instead of passively 

accepting algorithm-driven decisions. By prioritising ethical 

responsibility, data, security, and fairness, we can adopt the 

potential of Generative AI without compromising individual 

rights or societal values. 

Therefore, AI must be a tool for empowerment, not 

manipulation. Making a balance between technological 

advancement and ethical responsibility will define how we 

navigate the future of AI-driven consumer interactions. 
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