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Abstract

In fact, the rise of generative Al tools is changing consumer behavior, as businesses and brands
can make highly targeted marketing plans and build consumer trust while actively engaging the
audience and psyche. Today, a new cosmos has opened for us — a world where Al models such as
GANs, transformers, VAEs and others are already reshaping consumer behavior. Problem-solving
businesses can leverage generative Al to deliver genuinely sustainable, consumer-centered solutions.
As new multimodal Al technologies promise even more profound personalization and inclusion, a
revolution in the field of marketing is on the verge of being unleashed. To help researchers and
practitioners alike, this article explores the promises and pitfalls of using generative Al in consumer
behavior research and practice, as well as the implications of its future developments.

Keywords: generative Al, consumer behaviors prediction, personalized marketing, ai-driven
trust, psychological engagement

Nuraddin ismayilov

Azorbaycan Dévlot Igtisad Universiteti
https://orcid.org/0009-0006-1477-9838
L.nureddinn@gmail.com

Generativ siini intellektin istehlak¢i davramislarina tasiri

Xiilasa

Generativ siini intellekt alotlorinin yiiksalisi bizneslordo istehlak¢1 davranisini doyisdirir, ¢ilinki
brendlor yiliksok hodofli marketing planlari hazirlaya vo istehlak¢1 etimadini yaradaraq auditori-
yani/psixologiyani calb eds bilirlor. Bu giin bizim {i¢iin yeni bir kosmos acilib — GAN, transformator,
VAE va digor Al modellorinin artiq istehlakgilar1 neco yenidon formalasdirdig: diinyasi. Problem holl
edon bizneslor hagiqaton davamli istehlak¢1 morkozli hollor toqdim etmok iigiin generativ Al-don
istifado edo bilorlor. Yeni multimodal Al texnologiyalari daha derin fardilosdirme vo inkliizivlik vod
etdiyindon, marketinq sahasindo inqilabin ortaya ¢ixmasi orofasindadir. Bu ciir todqiqatgilara vo
praktikloro komok etmok tliglin bu moqalodo istehlak¢r davranigi todqgigatinda vo tocriibasindo
generativ Al-don istifadonin vadlori vo talolori, eloco do onun golocok inkisaflarinin noticolori
aragdirilir.

Acar sozlar: generativ siini intellekt, istehlak¢t davraniglarimin prognozlagdiriimasi, fordilas-
dirilmis marketing, siini intellektls idara olunan etimad, psixoloji alago
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Introduction

Generative Al is a paradigm shift in consumer behavior: It is changing how businesses engage,
influence, and build relationships with their audiences. Until now, we have used static demographic
data and predictive analytics as the main tools for understanding consumer behavior. Conversely,
generative artificial intelligence, which uses cutting-edge technologies like GANSs, transformers, and
VAEs, allows companies to move beyond static data to create dynamic content, recommendations,
and experiences that are tailored for each user. They synthesize massive datasets and predict behavior,
develop more effective marketing strategies, and improve customer satisfaction — a groundbreaking
shift in the discipline of marketing (Bell & Bryman, 2019).

One major benefit of generative Al is that it enables hyper-personalized experiences, marketing
tactics that are precisely tuned to the preferences and needs of individual consumers. For example,
transformers excel in sequential data processing to predict future purchase intentions, allowing brands
to anticipate and serve consumers timely. These types of applications have proven to enhance
conversion rates and nurture loyalty among consumers.

Research

However, with these advances also come major challenges: risks to consumer trust such as
misinformation, algorithmic bias, and transparency issues.

1. Digital Trust Gap: The use of historical data in Al tools can make it repeat biases.
Algorithmic opacity can cause consumer mistrust in Al-generated content. Also, the very fact that Al
creates ads so encompassing emotional manipulation, while also bringing to life concerns about
human privacy and autonomy, takes us further into ethical dilemmas surrounding the use of Al in
advertising.

Moreover, the accelerated adoption of Al in marketing exposes a stark governance void.
Questions of accountability will need to be addressed by policymakers and businesses alike,
especially around the risk of the use of generative Al to mislead or manipulate. The dangers that
consumer distrust and backlash will exponentially increase without appropriate regulation and
transparency are significant. This is of particular importance in areas where misinformation can
propagate rapidly, such as in cases where Al-generated material has resulted in confusion and damage
(Davenport, 2018).

This article studies these dynamic changes in consumer behavior driven by generative Al. Its
concentration on its unit of influence over purchasing decisions is a reconceptualization of trust, in
this case a system reframed as a purchasing engine for Al-generated content. In addition, it notes the
ethical and practical challenges involved in responsibly integrating Al into marketing practices.
Lastly, it touches on emerging trends such as how multimodal AI models will help to deliver even
more immersive and inclusive consumer experiences and outlines the crucial need for ethical
governance in this transformative age (Goodfellow & Bengio, 2016).

Theoretical Background

Classical behavior models and modern technologies have existed side by side for years, but
generative Al has started connecting theoretical gaps and reshaping how we understand consumers.
This section reviews key frameworks explaining how generative Al influences consumer behavior
and how traditional theories adapt to new technological capabilities.

Traditionally, models like the Theory of Planned Behavior (TPB) and the Consumer Decision-
Making Process (CDMP) were used to explain how consumers make choices. According to Ajzen’s
TPB, purchase intentions are shaped by attitudes, social norms, and perceived control, which together
influence behavior. The CDMP, on the other hand, outlines a step-by-step buying process — from
recognizing a need to post-purchase evaluation. While useful, these models struggle to capture the
complexity of decisions made in digital and data-driven contexts (Kahneman, 2011).

Generative Al enhances these frameworks by providing a deeper, more dynamic view of
consumer behavior. Technologies such as GANs, transformers, and VAEs reveal hidden behavioral
patterns and emotional tendencies that traditional methods cannot detect. For instance, VAEs can
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uncover subtle motivations, while transformers analyze browsing and interaction sequences to
interpret decision-making in real time.

Unlike demographic-based theories, generative Al creates micro-segmented consumer profiles,
predicting personal preferences with higher accuracy. GANs can even generate synthetic consumer
data to test reactions to marketing messages. This helps refine TPB’s concept of behavioral control
and the CDMP’s evaluation phase by offering intent-driven insights.

However, these advances raise new ethical and psychological concerns. Bias in Al training data
can reinforce discrimination, while opaque algorithms may weaken consumer trust, challenging
TPB’s idea of rational choice. Over-personalization can also feel manipulative, reducing individual

autonomy.
Finally, generative Al continuously learns from user feedback, creating behavioral feedback loops
that traditional models cannot explain. Its multimodal systems — combining text, visuals, and

behavior — allow a richer understanding of cultural and contextual influences on consumption,
marking a major shift in how marketing interprets human behavior (Kotler & Keller, 2021).

Literature Review

Understanding consumer behavior has always been central to marketing strategy, traditionally
explained by models such as the Theory of Planned Behavior (TPB) and the Consumer Decision-
Making Process (CDMP). TPB suggests that purchasing intentions are shaped by attitudes, social
norms, and perceived control, while CDMP outlines a step-by-step process — recognizing a need,
searching for information, evaluating options, purchasing, and reviewing decisions. Although these
theories have guided marketing for decades, they no longer capture the fast-changing, data-driven
behaviors of today’s consumers. Modern buyers interact with brands through multiple digital
touchpoints, influenced by real-time data and personalized content.

Generative Al technologies like GANs, transformers and VAEs now offer a more dynamic way
to understand consumer decisions. GANs can generate synthetic data to predict reactions to new
campaigns, transformers analyze browsing patterns to model decision paths, and VAEs reveal hidden
emotional or preference-based factors that influence choices. These innovations expand traditional
theories and provide actionable insights for more personalized marketing strategies (Malhotra, 2020).

Al-generated content also raises psychological and emotional concerns. Highly targeted ads can
strengthen brand loyalty through emotional connection but can easily become intrusive, leaving
consumers feeling manipulated or exposed. Balancing personalization with privacy is therefore
critical (O’Neil, 2016). The next phase of generative Al involves multimodal models that combine
text, visuals and behavioral data to form a complete understanding of consumers. These models can
adapt content across cultures and demographics, creating more inclusive and immersive experiences.
Finally, generative Al supports sustainable marketing, reducing waste by improving targeting
accuracy and minimizing unnecessary production. In essence, it is not just an upgrade of traditional
consumer behavior models but a transformative shift in how businesses understand and engage
audiences. While its potential for personalization and insight is enormous, ongoing attention to ethics,
transparency and sustainability will be key to ensuring that AI-driven marketing evolves responsibly
(Russell & Norvig, 2020).

Methodology

This research adopts a systematic and comparative approach to explore how generative artificial
intelligence (Al) influences consumer behavior. The methodology combines theoretical perspectives
with findings from recent empirical research to examine the effects of advanced Al technologies —
such as Generative Adversarial Networks (GANSs), transformers and Variational Autoencoders
(VAEs) — on purchasing decisions, consumer trust and emotional engagement.

The research follows a qualitative design, linking classical behavioral theories with modern
challenges related to generative Al. The study focuses on three main objectives:

* To validate traditional consumer behavior theories through Al-driven insights.

* To assess the psychological and ethical implications of Al-generated marketing content.

* To identify new trends and opportunities for implementing generative Al in marketing.
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The analysis is based on secondary data from peer-reviewed journals, industry reports and case
studies. Two major sources — How Generative Al Will Change Consumer Behavior (2024) and
Generative Al for Consumer Behavior Prediction: Techniques and Applications (2024) — formed the
foundation of the review, supported by additional academic publications to balance theoretical and
empirical perspectives. The dataset reflects studies published up to October 2023, ensuring current
relevance. The research framework consists of three levels of analysis (Saunders, Lewis & Thornhill,
2019):

Comparative Analysis: Evaluating how generative Al technologies align with traditional models
such as the Theory of Planned Behavior (TPB) and the Consumer Decision-Making Process (CDMP),
with special attention to behavioral control, emotional engagement and one-to-one personalization.

Ethical and Psychological Assessment: Investigating how issues like misinformation, bias and
over-personalization affect consumer trust. Case studies highlight challenges of transparency and
accountability in Al-generated marketing.

Trend Identification: Reviewing emerging multimodal Al applications and their potential to
make marketing more inclusive, immersive and sustainable.

The study adheres to ethical research principles in the social sciences, emphasizing credibility,
transparency and fairness. Peer-reviewed academic sources were prioritized to enhance validity, and
multiple perspectives were included to minimize bias and ensure balanced interpretation of generative
AT’s role in consumer behavior (Solomon, 2020).

Findings

In this research, we show how generative Al is transforming consumer behavior in areas such as
personalization, trust, ethics and the rise of multimodal Al models. A synthesis of current literature
highlights both the opportunities and challenges that accompany Al-driven marketing.

Generative Al has redefined personalization by creating unique, data-based experiences tailored
to individual preferences and behaviors.

Enhanced Decision-Making: Real-time analytics using models like transformers and GANs help
brands understand consumer tastes and predict choices more accurately.

Consumer Satisfaction: Personalized content reduces decision fatigue, enabling consumers to
make faster and more satisfying purchase decisions.

While these innovations create value, they also introduce ethical and trust concerns.

Misinformation Risks: Algorithms trained on biased or outdated data can produce misleading
recommendations, eroding consumer confidence. For instance, overuse of Al-generated corporate ads
has raised public backlash and demands for transparency.

Transparency Issues: Because Al systems often operate as “black boxes,” consumers struggle
to understand how recommendations are made. Businesses should clearly label Al-generated content
and establish feedback mechanisms to maintain credibility.

Al-generated marketing materials also have a strong psychological impact on consumers.

Emotional Engagement: Highly personalized ads strengthen emotional connection and brand
loyalty.

Manipulation Risks: Excessive personalization may cross ethical lines, exploiting emotional
vulnerabilities or threatening consumer autonomy.

Generative Al also contributes to sustainable marketing by optimizing resource use. Targeting
specific consumer groups minimizes waste, reduces overproduction and helps lower environmental
impact. For instance, Al-driven demand forecasting allows retailers to better manage inventory and
cut excess stock.

Finally, generative Al enhances traditional frameworks such as the Theory of Planned Behavior
(TPB) and the Consumer Decision-Making Process (CDMP).

Dynamic Insights: Tools like VAEs and transformers allow for dynamic modeling of consumer
choices, offering insights that static theories cannot (Zeithaml & Bitner, 2023).

Real-Time Adaptability: These technologies continuously respond to changes in preferences,
enabling marketing strategies to remain relevant and consumer-centered.
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Conclusion

The findings highlight the double-edged nature of generative Al for consumer behavior. Artificial
intelligence and machine learning are among the most prominent topics today, transforming
personalization, engagement and decision-making, but major ethical questions and transparency
issues still need to be addressed to maintain consumer trust. Multimodal AI models are emerging as
a promising solution in this regard, creating the path to marketing strategies that are more inclusive,
immersive and sustainable. A balance between unlocking the potential of Al technologies by fostering
innovation and applying ethical guidelines and governance will help businesses and consumers alike
when it comes to Al (Zuboff, 2019).
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