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[bookmark: _heading=h.o6p19yaltzop][bookmark: _Toc213168900]1. Introduction 
[bookmark: _heading=h.erh5uuetcb3q][bookmark: _Toc213168901]1.1 Background 
The e-commerce business has seen an extensive alteration due to the rapid expansion of AI (Artificial Intelligence), which bargains patrons as well as trades both advantages and challenges (Bezditnyi, 2024). At the vanguard of this modification are AI technologies, such as ML (Machine Learning) as well as DL (Deep Learning), which permit for greater technique automation, improved customer involvement, and tailored advertising strategies. In this sense, AI-driven customisation has had an enormous effect on consumer behaviour in e-commerce, fundamentally altering the way consumers purchase online and influencing next advancements in the industry (Ingriana and Rolando, 2025). AI technologies allow online retailers to analyse massive amounts of data, especially by means of the application of ML algorithms. This results in highly customised purchasing experiences that take into account the tastes and behaviours of individual customers.
[bookmark: _heading=h.iigp8g1g4zcv][bookmark: _Toc213168902]1.2 Research aim 
The research that follows aims to critically examine how AI customisation is significantly influencing online consumer purchasing behaviour.
[bookmark: _heading=h.v8d1sbcyoq83][bookmark: _Toc213168903]1.3 Research objectives
· To assess how AI personalisation is currently being used in e-commerce
· To determine the factors that motivate e-commerce companies to leverage AI customisation
· To analyse AI personalization's effects on customer purchasing behaviour
· To identify the challenges with AI personalisation affecting consumer decision-making
[bookmark: _heading=h.e5uun3bxixg9][bookmark: _Toc213168904]1.4 Research questions 
· How is AI personalisation currently used in e-commerce today?
· What motivates e-commerce companies to use AI customisation?
· How does AI personalisation impact online customer purchasing decisions?
· What are the challenges that arise with the consideration of AI personalisation, which affect customer decision-making?
[bookmark: _heading=h.8un3y3io9xm5][bookmark: _Toc213168905]1.5 Rationale 
AI's quick growth has wholly transformed the e-commerce sector by contributing modified purchasing involvements that take into account each purchaser's unique welfare and habits (Ehikioya and Zeng, 2021). In this sense, corporations may substitute brand devotion and encourage repeat occupation by contributing a more thought-provoking and tailored buying experience. This is particularly crucial at a time when customers have an overabundance of selections at their disposal, and the situation is getting tougher to grasp their attention. Concerning that, the market for AI-based personalisation has grown significantly in recent years, reaching $520.74 billion in 2025 at a rate of 4.5% (The Business Research Company, 2025).
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Figure 1: AI personalisation growth
(Source: The Business Research Company, 2025)
Additionally, businesses like Amazon, for example, engage complex procedures to appraise user behaviour and offer modified submissions, which importantly increases purchaser happiness and appointment (Ingriana and Rolando, 2025). In addition, AI-driven personalisation comprises flexible pricing methods that change instantaneously in response to market expansions, opposing pricing, and consumer performance. As a result, industries may exploit profit limitations and maintain attractiveness by enhancing their pricing approaches owing to this suppleness.
[bookmark: _heading=h.824l5kqhfymu][bookmark: _Toc213168906]2. Literature Review 
[bookmark: _heading=h.n4uihdj6e98f][bookmark: _Toc213168907]2.1 Significance of AI personalisation 
AI is essential to the customisation of e-commerce strategies, which impacts the entire organisational positioning in the marketplace. In this regard, Ehikioya and Zeng, (2021) demonstrated that it improves productivity and client gratification by restructuring procedures through the analysis of massive dimensions of transactional data and customer browsing aspects. For illustration, AI-powered knowledge like chatbots and AI-powered virtual supporters provide round-the-clock customer service, greatly accumulating the participation of users. Ingriana and Rolando (2025) suggested that, by anticipating customer behaviour, forecasting enables e-commerce systems to optimise advertising and inventory management. Additionally, by making the whole purchasing process more effective and customised, this automation not only lowers operating expenses but also improves them.
Theodorakopoulos and Theodoropoulou (2024) analysed that businesses may customise advertising and suggestions based on customer preferences by utilising algorithms that evaluate user data. Additionally, customised product suggestions are one of the main ways AI-driven customisation influences customer behaviour (Ingriana and Rolando, 2025). E-commerce companies may increase the chance of a purchase by using data analytics to forecast customer preferences and recommend goods that fit their interests.
[bookmark: _heading=h.q6l5rg6ubvqw][bookmark: _Toc213168908]2.2 Factors encouraging e-commerce businesses to leverage AI personalisations 
The AI customisation is rapidly being employed by e-commerce businesses to maintain their competitive advantage and enhance clients' interest in crowded online shops. As per Bhuiyan (2024), AI customisation allows enterprises to stand out by delivering a more natural and individualised customer experience. Besides, the purchase history, browsing, and context-aware data may allow AI systems to estimate customer intention, hence enabling platforms to promote the relevant products and offers in real-time. This also leads to a significant decrease in cart abandonment in addition to increasing sales. 
Moreover, Zhou and Hudin (2024) highlighted that the abundance of consumer information at online shopping sites, social media, and online tracks can be utilised to provide the e-commerce sites with superior algorithms regarding targeted marketing and behavioural prediction. Based on this data, decision-making, segmentation, and content distribution accuracy are improved. However, Stoilova (2021) argued that chatbots can be used as an example of such applications that offer immediate assistance, which saves time and labour costs and increases the quality of customer service. Lastly, consumer retention and loyalty are motivating factors in businesses to a large extent. In e-commerce organisations, AI customisation is a competitive resource in a market that is continually becoming more data-driven because it allows establishing an emotional connection with consumers through personal communication and suggestions, thus facilitating repetitive purchases as well as long-term interactions. 
[bookmark: _heading=h.r9hozqvevzlo][bookmark: _Toc213168909]2.3 AI personalisation's effects on purchasing decisions
Customer purchasing behaviour is significantly affected by the application of AI customisation as it relates to all the factors of the online decision-making process, including the identification of needs, to the post-purchase assessment. As per Onifade et al. (2025), using data-driven ideas, AI technologies predict consumer needs and preferences and produce recommendations related to these expectations. The user-centricity and intuitiveness of the platform evoke trust and appreciation, thus becoming more emotionally attached and loyal to the brand. Based on the behaviour of the customer browsing alongside previous purchases, AI algorithms influence their buying behaviour, convincing them to buy specific but unexpected products in a subtle way. However, Maghembe and Magasi (2024) argued that urgent and exclusive impressions also come about through dynamic pricing and contextual customisation, making customers make faster buying decisions. 
In addition, the personalisation of AI enhances the pleasure of the post-purchase experience by enhancing the accuracy of matches as well as reducing the rate of returns and increasing the likelihood of shopping again. Nonetheless, Sun et al. (2021) counter-argued that customers who are more ready to share positive word-of-mouth and are more loyal are those who believe a brand understands them. Nevertheless, excessive or overly pushy personalisation may create filter bubbles that prevent consumers from being exposed to a variety of products and may deter exploration. Moreover, Maghembe and Magasi (2024) highlighted that upon recommendations being so specific or pushy, the customers might lose trust and become suspicious. Therefore, it is necessary to discover a balance between the degree of customisation and consumer autonomy.
[bookmark: _heading=h.ondz0etcdwx][bookmark: _Toc213168910]2.4 Challenges with AI personalisation affecting consumer decision-making 
Nwanna et al. (2025) revealed that AI algorithms are particularly good at optimising suggestions, minimising user effort, and enhancing the overall user experience. Furthermore, cutting-edge outlines like insubstantial AI models assure energy-saving customisation, tackling mobile expedient boundaries; nonetheless, rising dependence on client data offerings enhances practical as well as principled issues with openness, confidentiality, and impartiality (Sanni, 2024). When personalisation is conspicuous or indistinct, consumers become disbelieving, which erodes assurance.
Considering this, it has an instant consequence on customer behaviour and brand faithfulness; this degree of personalisation is indispensable in today's extremely competitive market. Although risk-reduction approaches like amalgamated knowledge and discriminated confidentiality have been advanced, it is still problematic to strike a balance between user-centric involvement and moral reflections (Nwanna et al. 2025). In this regard, ensuring a fair, unbiased system of personalisation is critical to maintain and safeguard against manipulative practices that can lead to an impact on consumer decision-making.
[bookmark: _heading=h.pkmy7qwiqab2][bookmark: _Toc213168911]2.5 Theoretical underpinning 
S-O-R (Stimulus-Organism-Response) paradigm
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Figure 2: S-O-R model
(Source: Hochreiter et al. 2022)
According to the S-O-R model, an organism's external environment influences its internal emotions or behaviour. Perceptions and contextual interpretations that influence an individual's emotions are part of this subconscious handling of the activation, which can be aware or intuitive (Hochreiter et al. 2022). Aligning with the research, the stimulus that significantly refers to personalised features that are powered by AI personalisation, such as in terms of dynamic content and recommendation, prominently stimulates and attracts consumers with the perceived value of recommendation. This significantly manifests consumers' behaviour online with actual buying, purchase intention, and repeat purchase. In this regard, aligning with the theoretical notion, AI personalisation significantly influences consumer perception and prominently drives their online buying behaviour.
[bookmark: _heading=h.606k4d25yl8g][bookmark: _Toc213168912]2.6 Literature gap 
The following literature has presented a very brief understanding regarding the research objective, which has created a gap in terms of understanding in-depth and a detailed perspective regarding AI personalisation influence on consumer buying behaviour. In this regard, a detailed perspective considering numerous different authors' perspectives is required to be considered thoroughly to address the research context while evaluating a topic efficiently.
[bookmark: _heading=h.vg6n3822fmde][bookmark: _Toc213168913]3. Methodology
[bookmark: _heading=h.hjtn4xe03vwm][bookmark: _Toc213168914]3.1 Data source
Since data gathering affects total study completion and results, it has long been deemed a top priority in research (Ganesha and Aithal, 2022). Researchers gather data using either primary or secondary methods. Information can be gathered directly from participants using primary data collection methods, and information can be gathered from secondary sources using secondary data obtaining methods. In addition to saving time and money, secondary data collection enables researchers to get information from a wide range of secondary sources, whereas primary data gathering is time-consuming and biased (Ganesha and Aithal, 2022). Consequently, the secondary method of fact collection would be applied to complete the research on assessing the impacts of AI customisation on the behaviour of online purchase in the e-commerce sector. In this regard, trustworthy secondary sources such as journal articles, books, news articles, and corporate websites will be accessed. Accumulation of facts will be supported with the use of Google Scholar and other online libraries as search databases. 
[bookmark: _heading=h.a0h1uryfeky2][bookmark: _Toc213168915]3.2 Research Design
The research onion model, which consists of 6 layers, indicates the importance of incorporating philosophical views at the initial stage (Saunders, 2023). With respect to this, over other philosophical ideas like pragmatism and positivism, interpretivism will be integrated for completing the research on AI-powered personalisation and consumer behaviour, with respect to its felicitously supportive nature for qualitative studies. This philosophy, with a subjective view, facilitates the development of a rich understanding of social context (Ali et al. 2021). Likewise, this philosophical view will positively support exploring the aspects that encourage e-commerce companies to use AI personalised services and the impacts of AI personalisation on the behaviour of online buyers, leading to answering study questions. 
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Figure 3: Research onion
(Source: Saunders, 2023)
The study will be supported with the quantitative method and the exploratory design. This is because the qualitative method is also beneficial for exploring the interconnection between various, by pinpointing patterns, for better knowledge of phenomena (William, 2024). Likewise, this strategy will help the study by incorporating knowledge that can guarantee responses to research questions, by exploring the interconnection between AI-powered customisation and the behaviour of online purchasers. Moreover, the exploratory method offers flexibility for developing deep comprehension and uncovering new ideas (Casula et al. 2021). Thus, with the support of this method, it will be possible to uncover the challenging aspects associated with AI-based personalisation, which will support the attainment of study objectives.
[bookmark: _heading=h.kvgzlo6np5mc][bookmark: _Toc213168916]3.3 Research approach
Researchers frequently utilise abduction, induction, or deduction methods of reasoning, which aid them with a plan for collecting facts and interpreting them to solve study issues (Saunders, 2023). Among them, induction inference is regarded as felicitous for interpretivist-qualitative studies, which will be embraced for carrying out the study on purchasers' behaviour and AI-powered personalisation in e-commerce. Most importantly, compared to the deductive inference, supportive of positivism, the inductive method facilitates better observation for the development of findings, leading to the creation of theoretical explanations (Earl Rinehart, 2021). Likewise, with the support of this inference, it will be possible to notice the present state of AI-based customisation in the e-commerce industry as well as understand aspects that encourage businesses to use this technology for offering personalised services to online buyers. Hence, by leveraging this inference method, an understanding regarding the contribution of AI-driven customisation in altering buyer behaviour will be developed to achieve the study objectives. 
[bookmark: _heading=h.lofyayt8yhf4][bookmark: _Toc213168917]3.4 Data Analysis
Thematic technique of fact analysis is identified to be favourable in qualitative studies with secondary information. This technique facilitates pinpointing and organisation of themes, breaking context into smaller units, for better interpretation of facts in a structured manner (Chen et al. 2021). As this technique is better for the creation of profound knowledge with remarkable discovery, based on collected facts, this technique will be embraced in the research. Notably, “Braun and Clarke's 6-step tool” helps in theme creation, by leveraging phases like fact familiarisation, creation of primary codes, detecting themes, reviewing themes, naming themes, and producing the analysis (Chen et al. 2021). Thus, to enhance clarity and explicitly elucidate gathered facts, the thematic analysis will be conducted, backed up by the coding process. 
[bookmark: _heading=h.ud0msxfco4sk][bookmark: _Toc213168918]3.5 Ethical Consideration
	Ethical
Consideration
	Descriptions 

	Credibility of the data source
	Credible sources, including peer-reviewed journals, books, and others, will only be used. 

	Data accuracy
	For ensuring accuracy, information published since 2021, on trustworthy sources, about the topic will only be included

	Copyright
Compliance
	In order to steer the study clear of copyright-related issues, CDPA (Copyright, Designs and Patents Act) 1988 will be respected (GOV, 2025). 

	Transparency 

	Ethical obligations will be respected throughout the research process, with a proactive focus on upholding openness and minimising risk of copyright, by providing in-text citations throughout the research. 

	Data protection and confidentiality
	For fulfilling ethical obligations regarding safeguarding information from theft and misuse, GDPR (General Data Protection Regulation) and DPA (Data Protection Act) 2018 will be followed (GDPR, 2025; GOV, 2025). Accumulated data would be kept in a University drive and is intended to be completely deleted after research completion. 


Table 1: Ethical consideration
[bookmark: _heading=h.dq28dj694jf5][bookmark: _Toc213168919]4. Expected findings
The research has a scope to offer an inclusive idea about the matter with theoretical elucidation and evidence. With the incorporation of real-world corporations’ evidence, the anticipated outcome of the study may indicate that AI-based customisation definitely shapes the behaviour of online buyers, by elevating client satisfaction and repeat purchase. Furthermore, notwithstanding guaranteeing better success with AI customisation, e-commerce corporations may come across issues pertaining to data management, scheduling practices, and an unfair system of personalisation.
[bookmark: _heading=h.qnbiiwghgzim][bookmark: _Toc213168920]5. Time frame
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[bookmark: _heading=h.u48o9y3thj26][bookmark: _Toc213168921]6. Conclusion
The expanding usage of AI customisation in the e-commerce industry optimistically influences buyers' behaviour. Nevertheless, it presents concerns associated with information management, confidentiality control, and scheming practices. For finishing the study, alongside interpretive philosophy and inductive inference methods, the secondary information sources and qualitative strategy would offer flexibility for developing detailed and inclusive insights for responding to study questions. Moreover, with respect to the copyright and data protection-related acts, ethical standards will be maintained.
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