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Abstract: The central theme of the chapter is revolving around the exploration of evolutionary impact of 
generative AI on consumer behaviour with detailed information of various advance tools that has brought 
transformation in various aspects such as decision - making, engagement level of consumers and 
technology interaction. This research article has also highlighted how E- commerce platforms and social 
media has revolutionized from past after introduction of technologies like ChatGPT, google Gemini and 
various other Open AI tools. Generative AI has made the shopping experience more customized through 
its indistinct capability of generating democratize creative content and introducing virtual assistants for 
shopping that has enriched customer experiences. These immersive technologies not only create hyped 
personalized experience but also ensures data privacy and credibility to their clients. This paper has also 
highlighted the darker impact of introduction of such immersive technologies as everything has pros and 
cons. This paper addresses the darker impact of generative AI tools such as it's ability to facilitate 
unethical customer practices like fake reviews, manipulation of recommendation engines and also over- 
reliance on such technologies. We have deployed narrative analysis framework for conducting review of 
articles from Web of Science database. Through this review study we have analyzed the dual nature of 
generative AI tools and how marketers can use these tools with balance and focusing on ethical 
considerations. By ensuring transparency and maintaining data privacy, organizations can build 
consumer trust and can exploit the full potential of AI tools by mitigating its risk. 
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Introduction 

Generative AI Tools have profoundly transformed how customers engage with technology and 
make decisions for their purchase[1]. AI tools designed with deep learning algorithm systems that can 
analyse large datasets has the ability to reshape the different aspects of consumer behaviour from initial 
engagement to final decision - making. These tools have the potential to improve the personalized 
experience while shopping which foster stronger brand loyalty. Through these AI tools businesses can 
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continuously analyse the consumer preferences through their search history and deliver highly 
personalized content and product recommendations[2]. Along with customized experience such tools can 
also fabricate the interactive experiences with virtual try- ons and augmented reality tools that make 
engagement of consumers more immersive. This adds to the satisfaction level of consumer and reduce 
product returns.  

The other most important growing trend is AI generated content for influencers which improves 
the brand messaging and makes it more trustworthy for customers. 

[3]. But on the other hand, the AI generated customer reviews can come up with ethical 
concerns. If such concerns were overlooked, then it could undermine the trust of consumers and can 
cause damage to brand reputation3.  

In conclusion we can say that AI is not the tool that can increase sales but it's a boon that can 
help in building more meaningful connection between brand and consumers. AI is continuously involved 
in reshaping the future of digital marketing by creating long- term brand loyalty. 

The Rise of Generative AI 

 Generative AI Tools have inbuilt capability of deep learning through which it can identify 
meaningful patterns by analysing large datasets and design innovative content in various mediums like 
text, images, audio or videos 4. The rapid advancement in such technologies is based on various factors 
such as continuous improvement in deep learning techniques and increased ability in analysing large 
datasets. These researchers have enabled marketers to solve complex problems that once considered 
insurmountable. Generative AI could overcome various obstacles across various industries.[4]. The rapid 
advancements in marketing sector is based on different factors like continuous improvements in deep 
learning techniques which help marketers to solve. complex problems that were once considered 
insurmountable. Generative AI (GenAI) has proved its ability to address various hurdles across various 
industries, from designing images and crafting text to improve shopping experience 

One of the main reasons GenAI has gained so much attention is the rise of ChatGPT, a Large 
Language Model (LLM). This model uses a sequence-to-sequence algorithm that produces new content 
based on the input it receives. Initially it generates original content based on prompt it gets which make 
the shopping experience more interactive and dynamic. This transformation in technology has the ability 
to change the existing systems and introduce new approaches across different industries, especially in 
consumer-facing sectors[5]. The combination of Generative AI with deep learning and generation 
systems has bought the profound transformation. they have he potential to generate creative content 
including videos, text or images. These technologies have completely changed the way consumers 
interact with technology. 

Impact on Consumer Behaviour 

 Recently, advancements in technology have significantly influenced the consumer behaviour, by 
changing the way people engage with brands, make purchasing decisions, and use products and 
services. The most important tools include ChatGPT from OpenAI, Gemini from Google, and Co-Pilot 
from Microsoft, which give customized recommendations to consumers and create interactive shopping 
experiences which is becoming normal. Several key areas which highlights this shift are mentioned 
below- 

• Personalized Recommendations: Consumers are increasingly deploying to generative AI tools 
for customized recommendations. In contrary to traditional sources of information such as social 
media or online reviews. The AI – driven tools offer insights that are specially customized based 
on preferences of individual which is again based on browsing history of customers and patterns 
of purchases. This shift highlights the role of AI in reshaping consumer tailored response. But 
the effectiveness of such Ai -d riven tools is based on the data or prompts given to it as wrong 
prompts given can affect the accuracy of suggestions[6]. 

• Empowered Content Creation: Generative AI is open to creative content creation to a wider 
audience which allow its users to generate high quality text, images, or videos without any 
professional skills. This empowerment encourages creativity and active involvement in content 
production, transforming the traditional roles within the consumer landscape. 

• Enhanced Shopping Experiences: the virtual assistants driven by generative AI tools have 
greatly reshaped the online purchasing experience by offering real-time assistance and 
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customized product or service recommendations. The augmented reality (AR) and virtual reality 
(VR) features, such as virtual try-ons for clothing or home décor. By enhancing the visualization, 
generative AI tools has empowered customers to make more confident and informed purchase 
decisions[7]. 

• Global Trend Exploration: AI tools also give freedom to consumers to connect with global trends 
by breaking down both cultural and language barriers. With the assistance of of AI-driven 
translation tools and data-driven insights, individuals can examine various consumption habits 
and align their preferences with trends from around the world. This has provided businesses 
with new opportunity to engage with audience at global shape and expand their consumer 
base[8].    

• Transforming Purchase Behaviour: Generative AI improves the shopping experiences by 
offering customized recommendations and providing access to a wide range of reviews from 
different sources. This assists the customers to come to an informed decisions by going through 
multiple perspectives.in resultant, the decision-making process has become more data-driven, 
moving away from traditional and limited sources of information[9]. 

Generative AI to predict Consumer Behaviour 

 In recent times, the surge of generative AI tools has substantially redefined the consumer 
behaviour prediction [1]. These immersive technologies have raised the capability for the creation of 
realistic data, simplifies the analysis of vast datasets, and generates actionable insights for businesses 
across different sectors. By utilizing models and advance systems such as Generative Adversarial 
Networks (GANs), Variational Autoencoders (VAEs), and transformers, the marketers are uncovering 
complex patterns in consumer behaviour that were traditionally hard to detect The next section of paper 
delves into various o generative AI tools which help in prediction of consumer behaviour,  

Key Generative AI Techniques for Consumer Behaviour Forecasting 

 Generative AI models are built to generate new data samples that imitate the patterns observed 
in training datasets. This capability makes them specially effective for forecasting customer behaviour, 
where having diverse and accurate data is important. [1]. Key models include: 

• Generative Adversarial Networks (GANs) 

 GANs (Generative Adversarial Networks) involve two competing neural networks: a Data 
generator that produces synthetic data and the other is a discriminator that analyse the authenticity of 
data. Through this back and forth process, the GANs improves the quality of synthetic data over time by 
mimicking the consumer profiles. Variational Autoencoders (VAEs) 

 VAEs (Variational Autoencoders) works by compressing the input data into a lower-dimensional 
latent space and then recreating it back into its original form. This probabilistic method assist VAEs to 
uncover hidden causes that have prominent influence on consumer preferences, providing deeper 
insights into the factors behind consumer choices[15]. VAEs are essentially valuable in identifying 
patterns within incomplete datasets, such as predicting customer attrition based on limited interactions.  

• Transformer Models 

 Transformers use self-attention mechanisms to analyse sequential data making them 
appropriate for functions like for sentiment analysis, recommendation systems, and behavioural 
prediction. Commonly used models like BERT (Bidirectional Encoder Representations from 
Transformers) and GPT (Generative Pre-trained Transformer) are commonly employed to analyze 
consumer reviews and forecast future purchasing decisions based on previous behaviour[15]. 

Generative AI Applications in Consumer Behaviour Forecasting 

 Generative AI tools has comprehensive applications in knowing and forecasting behaviour of 
consumers, altering industries such as e-commerce and marketing. Key applications include: 

• Personalized Marketing and Recommendations 

 Generative AI accelerate customization by analysing individual preferences and offering 
personalized recommendations[1]. For example, online platforms apply transformer models for 
forecasting product preferences based on search trends and purchase history[16]. GANs further adds by 
simulating how customers might respond to various marketing stimuli, allowing businesses to design 
hyper-personalized campaigns that improves engagement and foster brand loyalty. 
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• Sentiment Analysis and Emotion Recognition 

 The generative AI tools are driven with sentiment analysis which provides businesses a deeper 
understanding of consumer behaviours. For example, BERT-based models can detect both positive and 
negative sentiments in customer reviews, providing valuable insights for product innovations and 
consumer service. Additionally, VAEs can model hidden emotional states, allowing companies to address 
underlying concerns that consumers may have. 

• Predictive Modelling for Attrition and Retention 

Predicting customer attrition is one of the prominent applications of generative AI. By analysing data 
of browsing history, VAEs and GANs can identify consumers who are at risk of leaving and emulate 
various scenarios to pinpoint the best retention strategies [1].  

• Behavioural Forecasting in E-Commerce 

 Transformer-based models are instrumental in forecasting consumer behaviour in e-commerce. 
By analysing sequential interactions, such as clicks, views, and purchases, these models can foresee 
future actions. For instance, they can anticipate the likelihood of a consumer buying a particular product 
or assist businesses to maintain the optimal inventory levels for products in high demand[16]. 

• Synthetic Data Generation 

 Generative AI empowers the production of synthetic datasets that replicate the real-world 
consumer data[15]. This ability is particularly beneficial in cases where data collection involves privacy 
concerns or limited data is available. Artificial data can be instrumentally used to train forecasting models 
without compromising consumer privacy. 

Integrating Generative AI into Customer Engagement  

 The emergence of AI tools has marked a major change in the way businesses interact with 
customers and optimize processes. For extracting the full potential of these tools organizations need to 
adapt effective strategies which ensures smooth integration into their existing frameworks. The 
successful adoption of AI tools depends on employee upskilling, proactive management of data, and 
ensuring a human-centric approach, and also keeping in mind ethical concerns and ensuring 
inclusivity[2].  

So, the most prominent step in adoption of AI tools is upskilling of the workforce. AS Ai tools are 
continuously evolving and it is essential for organizations to give training to their employees. This will 
equip the employees to apply Ai tools in their day-to-day jobs. Training programs needs to include both 
the technical aspects of AI tools along with its strategic implications for fostering better customer 
engagement [10]. By developing a culture of continuous learning, companies can empower their staff to 
fully exploit the potential of AI tools. Along with workers upskilling business need to focus on proactive 
information management. This helps in keeping the data relevant -and up to date which is used for 
training AI models [10]. As markets are dynamic and consumer preferences change with time, so the 
data algorithms need to be updated with that. By Ensuring AI models are trained and given with relevant 
data it will enhance the effectiveness machine learning models. Resultantly this will improve the level of 
consumer engagement and help organizations to gain competitive advantage.  

 A human-cantered approach is essential while incorporating generative AI tools into business 
functions. While AI can automate many tasks, it is essential to balance technology with human 
interaction, especially in complex or sensitive situations[17]. When businesses integrate AI with human 
skills, they can provide customers a more customized and thoughtful experience. 

 Policy considerations are instrumental for to the responsible application of generative AI tools. 
Policymakers play an essential role in setting ethical standards, ensuring transparency, and addressing 
cultural biases. As AI is continuously evolving over time, organizations must ensure that they comply with 
strict data protection laws like GDPR and adopt robust security practices, including data anonymization 
and federated learning. Transparency is very important, and businesses should give clear and complete 
information to consumers so that Ai can help them make informed purchases. For creating fair and 
inclusive systems, continuous efforts are needed to eliminate biases and ensure AI algorithms serve all 
customers equally. 

 The problems related to generative AI, such as computational demands and the need for model 
transparency, require innovative solutions. Giving training to advanced models of Ai requires significant 
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data processing power, which can be an obstacle for new and small organizations. By optimizing 
algorithms and leveraging cloud-based resources, these obstacles can be alleviated, making AI adoption 
easier and more comfortable. Furthermore explainable Ai models ae crucial for ensuring trust to 
consumers. For successful integration of AI tools into customer engagement demands a multifaceted 
strategy that includes traing programs for development of employees, management of data, human-
centric tactics, and strong policy frameworks. Also, business need to address problems like maintaining 
data privacy, computational complexity, and model transparency which will take business to new heights 
by harnessing the full potential of generative Ai tools and gain trust of consumers.   

The Future of Marketing Automation: How Generative AI is Reshaping Engagement 

 In this era of technology, the implementation of generative Ai tools has dramatically 
revolutionized the marketing landscape, opening new opportunities for personalized consumer 
engagement and efficient automation[11]. With its ability to produce content, predicting trends, and 
optimize decision-making processes, AI tools has become a instrumental component of contemporary 
marketing policies. This section examines the innovative strategies made possible by generative AI in the 
realm of customer engagement within marketing automation. It explore its transformative ability, real-
world applications, and the hurdles it comes up with if it introduced in businesses. 

Generative AI: A Catalyst for Marketing Innovation 

 Generative AI uses advanced deep learning models like Generative Adversarial Networks, 
Variational Autoencoders, and transformers, to generate influential content. These technological 
advancements have provided marketers new opportunities to uplift customer experiences and foster 
deeper engagement. 

• Personalized Customer Experiences 

 Personalization is a crucial component today’s marketing policy. Generative AI enables 
businesses to analyse large volumes of customer data to generate content that is especially tailored to 
everyone[5]. AI models like GPT can produce personalized email campaigns or give suggestions for 
products that aligns with preferences of consumers, making interactions feel more personal. 

 By combining natural language processing (NLP) with machine learning, companies can 
improve their communication with consumers [15]. For example, personalized video content or real-time 
recommendations during live interactions can significantly improve consumer experiences. Leading 
platforms like Netflix and Spotify have already set the stage by using AI to recommend content based on 
user behaviours, showcasing the power of hyper-personalization across different industries. 

• Content Creation at Scale 

 The significant ability of generative Ai tools is that it can generate high quality content at vast 
scale. With AI-driven tools, researchers and marketers can instantly create blog posts, social media 
updates, videos significantly decreasing both time and resource requirements. Platforms like OpenAI’s 
DALL-E also allow for the creation of unique visuals tailored to particular campaigns, improving their 
overall appeal[17]. 

This ability expands beyond just generating content in one language—it also supports 
multilingual and multicultural approaches, allowing brands to connect with a wider customer base. 

• Predictive Analytics and Trend Forecasting 

 Generative AI is particularly strong in predictive analytics, allowing marketers to foresee 
consumer behaviour and market trends. By processing historical data, AI models can forecast future 
purchasing habits, optimal engagement times, and emerging market demands. This predictive power 
allows businesses to stay one step ahead of competitors and quickly adjust to shifting consumer 
preferences[15]. 

 Moreover, predictive analytics plays a significant role in pricing strategies. E-commerce 
platforms, for example, can modify product offerings in real time by studying demand fluctuations, 
ensuring that pricing remains competitive along with maximization of profits. AI-driven sentiment analysis 
also provides valuable insights into changes in customers attitudes, enabling brands to design their 
campaigns to pinpoint the demand of their target markets. 
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Generative AI Applications in Marketing Automation 

 The combination of generative AI technology in marketing automation will introduce many 
applications, revolutionizing the way the brands interact with consumers. 

• Automated Customer Interactions-AI – driven chatting bots and virtual reality assistants are 
rapidly transforming consumer service in remarkable ways. These tools utilize natural language 
processing (NLP) to deliver instant, customized responses to enquiries of customers [17]. For 
instance, AI chatbots can efficiently manage common questions, guide users throughout their 
purchasing process, and provide tailored productor service recommendations, enabling a 
smooth and enjoyable customer experience[18]. 

 Moving beyond traditional chatbots, more sophisticated AI assistants can mimic human-like 
interactions[17]. They assess tone, sentiment, and context to offer empathetic responses, which 
significantly boosts customer satisfaction. A great example is Sephora’s AI chatbot, which not only 
provides makeup tutorials but also gives personalized product suggestions, creating an engaging and 
informative journey for customers. 

• Dynamic Content Optimization-Generative AI enhances content optimization by adapting in real-
time to user interactions. For example, AI algorithms can modify website layouts, email 
templates, or ad content to match individual demands and requirements. This dynamic 
approach ensures that users experience relevant and engaging content at every touchpoint, 
increasing the likelihood of conversion. 

 A prime example is Amazon's personalized homepage, which uses AI to recommend products 
based on what customers have browsed or purchased before. Similarly, AI-powered A/B testing tools can 
identify the most effective messaging and design elements for marketing campaigns, enabling 
businesses to refine their strategies and achieve continuous improvement[19]. 

• Lead Generation and Nurturing-AI-powered tools can pinpoint high-potential leads by analysing 
customer behaviour and engagement patterns[11]. With generative AI, businesses can also 
create personalized follow-up messages and nurturing campaigns that are tailored to individual 
prospects, increasing the chances of conversion[1]. 

 For instance, Salesforce's AI platform, Einstein, is designed to spot promising leads and 
automate personalized email sequences that guide prospects through the sales process. This precision 
allows sales teams to concentrate on high-value opportunities, enhancing the efficiency and impact of 
their efforts[20]. 

• Social Media Marketing-Social media platforms have become crucial channels for consumer 
engagement.AI tools improve social media strategies by designing captivating posts, identifying 
trending hashtags, and scheduling updates for higher visibility. Moreover, AI tools could analyse 
the sentiments of audience to inform future campaigns and content strategies[21]. 

 AI-driven sentiment analysis on platforms like Twitter or Instagram provides the ability to brands 
to gauge public perception in real time. For instance, Oreo’s timely and witty Super Bowl tweet in 2013 
showcased how brands can capitalize on cultural moments. Generative AI can replicate such successes 
by analysing trending topics and crafting relevant, engaging content[22]. 

• Influencer Collaboration-Generative AI technology plays crucial role in assisting brands identify 
influencers whose audience align with their target market. Through the application of AI tools, 
businesses can forecast the potential success of influencer partnerships, optimizing their return 
on investment[15]. They keep a continuous check on influencer performance metrics which 
allows brands to highlight the authentic voices that align with their campaign objectives[23].  

Perks of Generative AI in Marketing Automation 

Adding generative AI into marketing automation brings a variety of advantages, such as: 

• Increased Efficiency: By automating tasks like content creation, customer segmentation, and 
campaign management, generative AI reduces manual labour and boosts overall 
productivity[24]. 

• Enhanced Customer Engagement: The ability to customize interactions and adapt content in 
real time leads to stronger connections with consumers, fostering greater loyalty and 
satisfaction[25]. 
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• Cost Efficiency: Generative AI helps lower the cost associated with creative development and 
operational processes, allowing businesses to implement more affordable marketing 
strategies[26]. 

• Scalability: AI-driven automation makes it easier to scale marketing efforts seamlessly across 
different platforms and regions. 

Furthermore, AI tools facilitates the rapid prototyping and testing of marketing concepts, 
speeding up the time-to-market for new campaigns. By alleviating creative bottlenecks, businesses can 
more instantly capitalize on market trends and overcome the challenges. 

Challenges and Ethical Considerations 

 While generative AI holds immense transformative potential in marketing, its adoption also 

presents several significant challenges: 

• Data Protection and Security: The application of generative AI tools comes up with privacy 
issues, specifically when it comes to handling sensitive consumer data[11]. Using consumer 
data for customization brings important concerns regarding security and safety of customers. 
Marketers must ensure compliance with regulations like GDPR and implement strong measures 
to secure sensitive information. The automated nature of generative AI brings up important 
questions about the reliability and trustworthiness of AI-produced content. As a result, 
customers are motivated to approach AI-generated suggestions with a critical eye, verifying 
them against irrelevant sources[10]. Data breaches or misuse can vitally damage the trust of 
consumers. 

• Ethical Use of AI: Generative AI can create content that is misleading or deceptive, like 
exaggerated claims. As generative AI’s has the capability to spread inaccurate or misleading 
information, strong safeguards are crucial. Developers need to put effective and concrete 
measures in place to ensure the authenticity of AI generated content[11], consumer need to 
engage in critical thinking and verify the information they encounter. Furthermore, media and 
digital literacy programs can assist users better navigate and assess AI-produced content[12]. 
Therefore, it is important to establish clear rules and regulations for AI use in marketing to 
preserve trust and brand integrity. Brands should disclose when content is AI-generated, 
ensuring transparency and alignment with consumer expectations[27]. Collaboration on an 
international scale is essential to establish standards that promote fairness and inclusivity in AI-
driven systems[14]. Generative AI systems are commonly seen as "black boxes," meaning their 
outputs can be hard to interpret[15]. The lack of transparency in AI tools can undermine trust 
and hinder adoption, especially in sensitive areas like financial decision-making and healthcare. 
To address this, it's essential to develop explainable AI (XAI) frameworks that make these 
models more understandable. 

• Bias in AI Models: AI based systems can accidentally perpetuate biases present in synthetic 
data which may exclude certain groups. To combat this problem, businesses must conduct 
regular audits and must ensure diversity in their training datasets. Addressing algorithmic bias 
also requires fostering diversity in AI development teams. With the inclusion of diverse 
perspectives helps in identifying identify potential blind spots and finally the solutions of AI will 
be fair and inclusive[28]. 

• Over-Reliance on Automation: these immersive technologies provide unmatched convenience 
but excessive reliance on them could diminish critical thinking and self-reliance[13]. While 
generative AI improves efficiency, excessive dependence on automation could decrease the 
human touch in marketing. To maintain an equilibrium between AI-driven approaches and 
creativity of human intelligence is the key to maintain credibility. Human oversight ensures that 
campaigns remain emotionally resonant and culturally relevant and ensures quality and 
satisfaction to consumers[29]. A collaborative approach that integrates AI capabilities with 
human knowledge leads to the most effective and impactful marketing outcomes[30]. 

• Digital Divide: The digital disconnect referring to the gap in ability to access and understanding 
of generative AI tools prevents some individuals from fully benefiting from these technological 
advances. To bridge this divide, efforts are needed to increase access to technology and offer 
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educational resources that teach people how to use AI effectively. Digital literacy is required to 
harness the generative AI tools like chat GPT[12]. 

Methodology  

 In this paper we have employed narrative analysis approach to explore the impact of generative 
artificial intelligence in influencing consumer behaviour. This approach has provided us with flexibility for 
exploring the emerging patterns and in doing in- depth analysis of articles on high quality database of 
Web of Science (WoS). This database has been chosen to ensure the credibility and reliability of articles 
reviewed. We have used two keywords “artificial intelligence” and “consumer behaviour” to explore the 
relevant articles for including in our study. The articles were selected if they are addressing the 
integration of AI tools like ChatGPT, Gemini with consumer decision-making, marketing, or engagement. 
The articles chosen for study were reviewed theoretically for identification of key concepts including 
personalization, predictive analytics, content automation, and ethical considerations. This narrative 
synthesis supports a holistic understanding of how generative AI technologies are influencing consumer 
behaviour across digital platforms and industries. 

Conclusion 

 Generative AI marks an important shift how businesses approach customers with their AI driven 
behaviour predictions tools and marketing automation, offering unprecedented abilities in data synthesis, 
customization, and gaining behavioural insights. These technologies are completely transforming the 
ways people interact with brands. Furthermore, predictive analytical tools powered by artificial 
intelligence can forecast search tends of consumers which assist businesses in anticipating consumers 
demands more accurately[5]. However, integration of generative Ai tools in marketing policies and 
strategies comes up with certain challenges that needs to be addressed. The businesses need to ensure 
that AI generated content is fair and free from any biases. The data privacy is also an issue of concern as 
AI models analyse large volumes of datasets. Protecting the consumer data to maintain privacy and 
security is essential. Inclusivity should also be given priority that Ai based systems serve all the 
consumers fairly and equitably. 

 To overcome these hurdle, collaborative effort is required. Researchers, practitioners, and 
policymakers must work together to establish best practices and regulatory frameworks that guarantees 
the responsible integration of Ai tools in marketing industry.  

 As generative AI continues to develop, its impact on consumer behaviour and marketing 
strategies will be a central theme for researchers and marketers. By prioritizing transparency, fairness, 
and privacy, businesses can fully benefit from generative AI while maintaining consumer trust. This 
responsible approach will lead to more personalized, efficient, and innovative customer engagement, 
shaping the future of marketing and consumer behaviour in profound ways. 
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