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Abstract—The rapid proliferation of artificial 

intelligence, immersive technologies, and data-driven 

platforms has fundamentally transformed consumer 

psychology and decision-making processes in digital 

commerce. This article synthesizes contemporary 

research on digital consumer psychology within smart 

commerce ecosystems, identifying the key psychological 

drivers, technological enablers, and behavioral outcomes 

that shape how individuals discover, evaluate, and 

purchase goods and services online. A narrative 

systematic review was conducted using Scopus, Web of 

Science, ScienceDirect, Springer, Emerald, and Google 

Scholar, applying search terms such as digital consumer 

psychology, smart commerce, personalization, consumer 

trust, and metaverse shopping, with inclusion restricted 

to peer-reviewed empirical and conceptual studies 

published between 2021 and 2026. Three dominant 

themes emerged from the synthesis. First, 

personalization driven by artificial intelligence enhances 

purchase intention and perceived relevance but 

simultaneously raises privacy concerns that can 

undermine trust when data practices are opaque. 

Second, immersive technologies including augmented 

reality, virtual reality, and metaverse platforms reshape 

consumer engagement through mechanisms such as flow 

and telepresence, deepening emotional investment in the 

shopping experience. Third, digital fatigue and 

manipulative interface designs, often described as dark 

patterns, challenge ethical design standards and threaten 

long-term consumer well-being even as they may 

temporarily boost conversion. For practitioners, the 

findings suggest that marketers and platform designers 

must balance hyper-personalization with transparency, 

adopt ethical artificial intelligence governance, and 

design for consumer autonomy in order to sustain trust 

and loyalty over time. Looking ahead, the review 

identifies critical gaps in emotion recognition 

technologies, cross-cultural comparative research, the 

behavior of Generation Z and Generation Alpha 

consumers, blockchain-enabled trust mechanisms, and 

longitudinal research designs capable of tracing how 

sustainable smart commerce practices unfold over time. 

The review closes by proposing an integrative research 

agenda intended to guide scholars and practitioners 

toward commerce environments that are simultaneously 

intelligent, trustworthy, and humane. 

 

Index Terms—digital consumer psychology, smart 

commerce, artificial intelligence personalization, 

consumer trust, metaverse, digital fatigue, ethical 

artificial intelligence, sustainable consumption. 

 

I. INTRODUCTION 

 

1.1 Background 

Consumer psychology has evolved considerably from 

its origins in the study of in-store behavior, where 

physical cues, shelf placement, and salesperson 

interaction shaped purchasing decisions in real time. 

The growth of digital commerce, accelerated by 

widespread mobile adoption, the maturation of 

artificial intelligence, and the structural disruption of 

the COVID-19 pandemic, has shifted shopping away 

from a purely transactional act toward an experiential 

and continuously mediated journey. Smart commerce 

represents the latest stage of this evolution, integrating 

artificial intelligence, the Internet of Things, 

augmented and virtual reality, and voice-based 

interfaces into a single, seamless, and context-aware 

experience. Where earlier digital storefronts were 

essentially static catalogues accessed through a 

browser, smart commerce platforms actively sense 

context, anticipate need, and adapt in real time to the 

behavioral signals a consumer generates, whether 

through browsing patterns, location data, voice 

commands, or biometric feedback. 

This shift is not merely technological; it is deeply 

psychological. Every new interface, whether a 

recommendation carousel, a conversational agent, or 

an augmented reality try-on tool, introduces a new set 

of stimuli that consumers must perceive, interpret, and 

respond to. Understanding these responses requires 
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moving beyond conventional models of rational 

choice toward frameworks that account for 

algorithmic mediation, data-driven persuasion, and the 

blurring of boundaries between autonomous human 

choice and machine-guided suggestion. 

 

1.2 Why Digital Consumer Psychology Matters 

Understanding how consumers perceive, process, and 

respond to digital stimuli has become critical for the 

design of trustworthy, engaging, and ethical 

commerce platforms. Psychological constructs such as 

trust, perceived risk, and cognitive load now function 

as some of the strongest determinants of conversion 

and loyalty within artificial intelligence-driven 

environments. A recommendation engine that is 

technically accurate but perceived as intrusive may 

depress rather than increase purchase intention, while 

a checkout process that reduces cognitive load, even 

marginally, can measurably increase completion rates. 

The economic stakes of these psychological 

mechanisms are considerable: platforms that fail to 

account for consumer trust and comfort risk cart 

abandonment, subscription churn, and long-term 

brand erosion, while those that align technological 

capability with psychological insight tend to build 

durable, defensible relationships with their customers. 

Beyond commercial performance, digital consumer 

psychology also carries implications for individual 

and societal well-being. As commerce environments 

become more persuasive and more pervasive, 

understanding their psychological effects is necessary 

not only to optimize business outcomes but also to 

safeguard consumer autonomy, mental health, and 

informed decision-making in an environment of near-

constant digital stimulation. 

 

1.3 Research Gap 

Despite an expanding body of research on digital 

consumer behavior, the literature remains fragmented 

across several dimensions. Theoretical fragmentation 

is evident in the parallel and often unconnected use of 

frameworks such as the Technology Acceptance 

Model, the Theory of Planned Behavior, and the 

Stimulus-Organism-Response paradigm, each of 

which captures only part of the psychological picture. 

Technological fragmentation is visible in the tendency 

of studies to focus narrowly on a single platform or 

modality, such as the metaverse or mobile commerce, 

without situating these findings within a broader 

ecosystem view. Demographic fragmentation further 

limits generalizability, as a disproportionate share of 

empirical work concentrates on Generation Z 

consumers in a small number of national contexts, 

leaving other cohorts and regions comparatively 

under-examined. Very few studies have attempted to 

integrate emerging constructs such as emotion 

recognition technology, blockchain-based trust 

mechanisms, or sustainability considerations into a 

single, coherent explanatory framework, leaving both 

scholars and practitioners without an integrated map 

of how these forces interact. 

 

1.4 Objectives of the Review 

This review pursues four interrelated objectives. It 

seeks, first, to map the evolution of consumer 

psychology as commerce has moved from physical to 

digital to algorithmically mediated smart 

environments. Second, it aims to synthesize the 

psychological and technological drivers that jointly 

shape consumer behavior in smart commerce settings. 

Third, it identifies the current trends and challenges 

that define the present research landscape, drawing on 

empirical and conceptual work published between 

2021 and 2026. In pursuit of these aims, the review is 

intended to equip scholars, marketers, and 

policymakers with an integrated understanding of how 

digital consumer psychology operates within smart 

commerce, and to propose a structured research 

agenda capable of guiding future inquiry toward the 

field's most consequential open questions. 

 

1.5 Scope of the Study 

The review focuses on peer-reviewed literature 

published between 2021 and 2026 that addresses 

psychological mechanisms operating within artificial 

intelligence-enabled, immersive, and data-driven 

commerce contexts. Particular emphasis is placed on 

constructs of trust, personalization, digital fatigue, and 

ethical design, since these four themes recurred most 

consistently across the studies examined and appear to 

anchor much of the field's current empirical and 

theoretical activity. 

 

II. RESEARCH METHODOLOGY 

 

2.1 Review Design 

A narrative systematic review was conducted to 

provide a comprehensive, thematic synthesis of the 
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digital consumer psychology literature within smart 

commerce. This design was selected over a strict meta-

analytic approach because the underlying literature 

spans heterogeneous methodologies, ranging from 

experimental and survey-based studies to conceptual 

and qualitative work, which are not always statistically 

comparable. A narrative synthesis allowed the review 

to draw connective threads across these varied 

methodological traditions while preserving the 

contextual nuance of individual studies. 

 

2.2 Databases Used 

Six major databases were searched to ensure broad and 

representative coverage of the field: Scopus, Web of 

Science, ScienceDirect, Springer, Emerald, and 

Google Scholar. Scopus and Web of Science were 

prioritized for their coverage of high-impact, peer-

reviewed marketing and psychology journals, while 

Google Scholar was used to capture emerging 

conceptual work and recent conference proceedings 

that had not yet been indexed elsewhere. 

 

2.3 Search Keywords 

Search strings combined core and secondary terms, 

including digital consumer psychology, smart 

commerce, consumer behaviour, online buying 

behaviour, artificial intelligence in marketing, 

personalized marketing, digital trust, e-commerce, 

metaverse shopping, and emotion artificial 

intelligence. Boolean operators were used to combine 

these terms in varying configurations across each 

database to maximize sensitivity while retaining 

topical relevance. 

 

2.4 Inclusion and Exclusion Criteria 

Studies were included if they were peer-reviewed 

empirical or conceptual works, published between 

2021 and 2026, focused on psychological constructs 

operating within digital or smart commerce, and 

written in English. Studies were excluded if they were 

non-peer-reviewed materials such as editorials or 

conference abstracts without full-text availability, if 

they addressed technology adoption without reference 

to psychological outcomes, or if they were published 

prior to 2021, unless they represented a seminal 

contribution whose continued theoretical relevance 

justified inclusion. 

 

2.5 Article Selection Process 

The review followed PRISMA guidelines for 

systematic identification and screening. An initial 

search across the six databases yielded more than four 

hundred candidate records. Following removal of 

duplicates and initial screening of titles and abstracts, 

a smaller set of records was retained for full-text 

eligibility assessment. After this assessment, seventy-

five studies met the full inclusion criteria and were 

retained for thematic synthesis, forming the empirical 

basis of the analysis presented in the sections that 

follow. 

 

III. EVOLUTION OF CONSUMER PSYCHOLOGY 

 

The trajectory of consumer psychology can be 

understood as a progression through three broad 

paradigms, each characterized by a distinct 

environment, mode of interaction, choice architecture, 

dominant decision triggers, and trust mechanism. 

Traditional consumer psychology developed around 

physical retail environments in which human-to-

human interaction, limited and curated product 

assortments, and cues such as price, brand reputation, 

and store location dominated the decision process, 

with trust anchored in reputation and formal 

warranties. Digital consumer psychology emerged 

with the rise of online platforms, replacing face-to-

face interaction with human-to-interface engagement, 

expanding choice to a searchable and near-infinite 

catalogue, and shifting decision triggers toward 

reviews, user experience quality, and social proof, 

while trust came to depend on secure transaction 

protocols and clear return policies. Smart consumer 

behavior represents the most recent stage, situated 

within artificial intelligence-driven and immersive 

ecosystems where interaction increasingly occurs 

between the human consumer and an artificial 

intelligence agent, choice architecture becomes 

predictive and personalized rather than merely 

searchable, and decision triggers include algorithmic 

recommendations, augmented reality try-ons, and 

voice-based commands, with trust increasingly 

mediated by blockchain verification and transparency 

dashboards. 
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Figure 1. Evolution of consumer psychology across commerce paradigms, from traditional retail to digital platforms 

to smart, AI-mediated ecosystems. 

 

Table 1. Evolution of consumer behaviour across commerce paradigms. 

Dimension 
Traditional Consumer 

Psychology 

Digital Consumer 

Psychology 

Smart Consumer 

Behaviour 

Environment Physical stores Online platforms 
AI-driven, immersive 

ecosystems 

Interaction Human-to-human Human-to-interface Human-to-AI / agent 

Choice Architecture Limited, curated Infinite, searchable Predictive, personalized 

Decision Triggers Price, brand, location Reviews, UX, social proof 
AI recommendations, AR 

try-ons, voice commands 

Trust Mechanisms Reputation, warranties SSL, return policies 
Blockchain verification, 

transparency dashboards 

IV. UNDERSTANDING SMART COMMERCE 

 

Smart commerce can be defined as an artificial 

intelligence-enabled, data-driven, and context-aware 

digital ecosystem that personalizes, automates, and 

optimizes the consumer journey across channels. 

Unlike earlier generations of e-commerce, which 

primarily digitized the storefront, smart commerce 

embeds intelligence throughout the entire transaction 

lifecycle, from the initial moment of need recognition 

through to post-purchase engagement, using 

continuous streams of behavioral and contextual data 

to adapt in real time. 

The key components of smart commerce include 

artificial intelligence and machine learning systems 

that drive recommendation and pricing decisions, big 

data analytics that identify patterns across millions of 

transactions, the Internet of Things that connects 

physical devices and sensors to digital platforms, 

mobile and voice commerce channels that extend 

shopping into everyday contexts, social and live 

commerce formats that merge entertainment with 

transaction, augmented and virtual reality tools that 

create immersive product experiences, and blockchain 

infrastructure that underpins verifiable trust. 

Structurally, smart commerce can be understood as the 

integration of backend intelligence, such as predictive 

inventory management and dynamic pricing, with 

frontend experiences such as conversational chatbots 

and augmented reality try-on tools, together producing 

adaptive and largely frictionless consumer journeys. 
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Figure 2. Smart commerce ecosystem: core enabling components surrounding the central integrated consumer 

experience. 

 

V. THEORETICAL FOUNDATIONS 

 

A number of established theoretical frameworks 

continue to anchor empirical work in digital consumer 

psychology, even as researchers adapt them to account 

for artificial intelligence-mediated contexts. 

 

5.1 Theory of Planned Behavior 

The Theory of Planned Behavior predicts behavioral 

intention as a function of attitudes, subjective norms, 

and perceived behavioral control. In digital contexts, 

researchers have extended the model to incorporate 

digital self-efficacy, recognizing that a consumer's 

confidence in navigating unfamiliar interfaces or 

artificial intelligence-driven tools shapes intention 

independently of their attitude toward the product 

itself. 

 

5.2 Technology Acceptance Model 

The Technology Acceptance Model holds that 

perceived usefulness and perceived ease of use jointly 

drive the adoption of new technology. Within smart 

commerce research, this model has increasingly been 

integrated with privacy calculus theory, reflecting the 

reality that consumers weigh the anticipated benefits 

of artificial intelligence-driven personalization against 

the perceived costs of data disclosure before deciding 

to engage with a given platform or feature. 

 

5.3 Stimulus-Organism-Response Framework 

The Stimulus-Organism-Response framework 

conceptualizes digital stimuli, such as personalized 

recommendations or interface design cues, as inputs 

that affect a consumer's internal psychological states, 

including trust and emotional arousal, which in turn 

produce behavioral responses such as purchase or 
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abandonment. This framework has proven particularly 

useful for modeling the mediating role of 

psychological constructs between technological 

features and observable outcomes. 

 

5.4 Unified Theory of Acceptance and Use of 

Technology 

The Unified Theory of Acceptance and Use of 

Technology identifies performance expectancy, effort 

expectancy, social influence, and facilitating 

conditions as the primary determinants of technology 

adoption, offering a complementary lens for 

understanding why some consumers embrace voice 

commerce or augmented reality shopping tools more 

readily than others. 

 

5.5 Prospect Theory 

Prospect Theory explains consumer risk perception in 

loss-averse contexts, and has been applied 

productively to understand the trade-offs consumers 

make when weighing the convenience benefits of data-

driven personalization against the perceived loss 

associated with surrendering personal data, a tension 

that recurs throughout the smart commerce literature. 

 

VI. PSYCHOLOGICAL FACTORS 

INFLUENCING DIGITAL CONSUMERS 

 

A cluster of enduring psychological constructs 

continues to shape how consumers engage with digital 

and smart commerce platforms, even as the 

technological context surrounding them has changed 

considerably. 

 

6.1 Motivation 

Consumer motivation in digital environments can be 

understood along a hedonic-utilitarian continuum, 

with hedonic motivations driving exploratory 

browsing and entertainment-oriented engagement 

such as live shopping, while utilitarian motivations 

drive efficient, goal-directed purchasing behavior such 

as quick commerce and subscription replenishment. 

 

6.2 Perception and Attention 

Visual hierarchy, color psychology, and subtle micro-

interactions, such as animated buttons or loading 

transitions, shape a consumer's first impression of a 

digital storefront within milliseconds, exerting 

outsized influence on subsequent engagement relative 

to their apparent simplicity. 

 

6.3 Memory and Learning 

Repetition, gamification elements such as point 

systems and badges, and progressive disclosure of 

information all enhance recall and support the gradual 

acquisition of platform-specific skills, helping 

consumers build familiarity and confidence with 

increasingly complex smart commerce interfaces over 

time. 

 

6.4 Attitude and Personality 

Individual differences in technology readiness, 

openness to experience, and need for cognition 

moderate the speed and enthusiasm with which 

consumers adopt new commerce technologies, 

meaning that identical features can produce markedly 

different responses across different personality 

profiles. 

 

6.5 Trust and Risk Perception 

Trust and risk perception occupy a central position in 

the literature on artificial intelligence-driven 

personalization, since privacy concerns can neutralize 

or even reverse the positive effects of otherwise well-

targeted recommendations when consumers perceive 

that their data is being used in ways they did not 

anticipate or consent to. 

 

6.6 Satisfaction and Loyalty 

Satisfaction and loyalty in smart commerce settings 

are mediated by perceived value, perceived fairness of 

pricing and treatment, and the quality of post-purchase 

support, suggesting that the psychological work of 

retaining a customer continues well beyond the point 

of transaction. 

 

VII. DIGITAL FACTORS AFFECTING 

CONSUMER PSYCHOLOGY 

 

7.1 Website and Application Design 

Load speed, intuitive navigation, and mobile 

responsiveness collectively reduce the cognitive load 

a consumer must expend to complete a transaction, 

and even marginal delays in page loading have been 

associated with measurable increases in abandonment. 
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7.2 Personalization 

Artificial intelligence-driven recommendations 

increase perceived relevance and can meaningfully 

boost engagement, yet they risk triggering a privacy 

backlash when the underlying data logic is opaque to 

the consumer, illustrating the persistent tension 

between personalization and privacy that runs 

throughout this literature. 

 

7.3 Online Reviews and Ratings 

Social proof in the form of reviews and star ratings 

continues to dominate the evaluation stage of the 

consumer journey, though the proliferation of fake or 

incentivized reviews has begun to erode the trust that 

these mechanisms were originally designed to build. 

 

7.4 Social Media and Influencers 

Social media and influencer marketing exert 

particularly strong effects on younger cohorts such as 

Generation Z, with perceived authenticity emerging as 

a more powerful driver of purchase intention than raw 

follower counts or celebrity status. 

 

7.5 Chatbots and Voice Assistants 

Conversational agents that display empathy and 

proactive helpfulness tend to increase consumer 

satisfaction, although excessive anthropomorphism, in 

which an artificial agent is designed to appear too 

human-like, can backfire and produce discomfort 

rather than trust, a phenomenon consistent with the 

long-studied uncanny valley effect. 

 

7.6 Live Shopping 

Live shopping formats combine real-time interaction 

with scarcity cues to drive urgency and social 

validation, mirroring some of the persuasive dynamics 

of in-person retail while operating entirely within a 

digital environment. 

 

VIII. EMERGING TECHNOLOGIES 

TRANSFORMING CONSUMER PSYCHOLOGY 

 

A cluster of emerging technologies is reshaping the 

psychological experience of digital commerce, often 

more rapidly than research can fully evaluate their 

effects. 

8.1 Generative Artificial Intelligence 

Generative artificial intelligence enables dynamic, on-

the-fly content creation and increasingly natural 

conversational shopping agents capable of adapting 

their tone and recommendations to an individual 

consumer's expressed preferences in real time. 

 

8.2 Metaverse and Virtual Reality 

Immersive environments in the metaverse and virtual 

reality foster flow states that heighten engagement, 

although achieving this level of immersion typically 

requires a substantial degree of cognitive investment 

from the consumer, which may limit adoption among 

less technologically confident users. 

 

8.3 Augmented Reality 

Augmented reality tools, particularly virtual try-on 

features, reduce uncertainty about fit and appearance 

prior to purchase, thereby lowering both perceived risk 

and actual product return rates while increasing the 

consumer's sense of control over the decision. 

 

8.4 Blockchain 

Blockchain infrastructure enhances consumer trust by 

providing verifiable transparency around product 

provenance and data handling practices, offering a 

technical mechanism for restoring some of the trust 

eroded by earlier data privacy controversies. 

 

8.5 Emotion Artificial Intelligence 

Emotion recognition technologies detect sentiment 

through facial expression and vocal tone analysis, 

opening new possibilities for responsive commerce 

experiences, though these tools also raise substantial 

ethical concerns regarding consent and the boundaries 

of acceptable behavioral inference. 

 

8.6 Digital Twins and Predictive Analytics 

Digital twin technology allows businesses to simulate 

consumer behavior for predictive personalization 

purposes, while predictive analytics more broadly 

enables platforms to anticipate consumer needs before 

they are explicitly expressed, though this anticipatory 

capability carries an inherent risk of tipping into over-

surveillance if not carefully bounded. 

 

IX. CURRENT TRENDS IN SMART COMMERCE 

 

Several converging trends currently define the 

practical landscape of smart commerce, each carrying 

distinct psychological implications for the consumers 

who encounter them. 
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Table 2. Current trends in smart commerce and their psychological implications. 

Trend Psychological Impact 

Hyper-Personalization Increases relevance; risks privacy fatigue 

Omnichannel Integration Reduces friction; enhances perceived control 

Conversational Commerce Builds rapport via natural language; anthropomorphism effects 

Voice Commerce Hands-free convenience; trust in voice AI is critical 

Social & Live Commerce Leverages social proof and fear of missing out 

Subscription Models Reduces decision fatigue; creates habit loops 

Quick Commerce (under 15 

minutes) 
Encourages impulse buying; time pressure as heuristic 

Green & Sustainable Commerce Aligns with values; eco-guilt as motivator 

Privacy-Aware Shopping Transparency builds trust; control reduces anxiety 

X. CONSUMER DECISION-MAKING PROCESS 

IN SMART COMMERCE 

 

The consumer decision-making process in smart 

commerce retains the broad structure of classical 

decision models while being reshaped at every stage 

by algorithmic mediation. Need recognition is 

increasingly triggered by artificial intelligence 

suggestions, curated social media feeds, and 

contextual cues generated by the platform itself rather 

than by unprompted consumer reflection. Information 

search is now dominated by online reviews, 

influencer-generated content, and conversational 

artificial intelligence chatbots, which have partially 

displaced traditional word-of-mouth and independent 

research. Evaluation is increasingly supported by 

personalized comparison tools, augmented reality try-

on features, and peer ratings, all of which work to 

reduce the uncertainty that once accompanied remote 

purchasing decisions. Purchase itself has been 

streamlined through frictionless checkout 

mechanisms, including one-click ordering and 

biometric authentication, which together minimize the 

cart abandonment that arises from procedural friction. 

Finally, the post-purchase stage is sustained through 

automated follow-up communications, simplified 

return processes, and loyalty rewards designed to 

maintain engagement well beyond the point of 

transaction. 

 
Figure 3. Consumer decision-making process in smart commerce, from need recognition through post-purchase 

engagement. 
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Digital journey mapping techniques, which visualize 

touchpoints, emotional states, and drop-off points 

across this process, have become an important 

practical tool for identifying where consumer 

experience can be optimized and where friction or 

distrust is most likely to interrupt the journey. 

 

XI. CHALLENGES 

 

11.1 Privacy Concerns 

The personalization-privacy paradox remains one of 

the most persistent challenges in the field: consumers 

consistently express a desire for personalized 

experiences while simultaneously reporting 

discomfort with the data collection that 

personalization requires, and this tension continues to 

undermine trust across many smart commerce 

platforms. 

 

11.2 Cybersecurity and Data Misuse 

Data breaches and instances of data misuse erode 

consumer confidence in digital platforms, and while 

blockchain-based verification offers a partial technical 

solution, it does not fully resolve the underlying 

governance and organizational challenges associated 

with data stewardship. 

 

11.3 Fake Reviews and Dark Patterns 

Manipulative interface designs, including hidden 

costs, artificially generated urgency, and fabricated 

reviews, tend to trigger psychological reactance and 

long-term fatigue among consumers who come to 

recognize these tactics, ultimately undermining the 

very conversion goals such tactics are designed to 

serve. 

 

11.4 Information Overload 

The sheer volume of content and choice available in 

smart commerce environments can produce cognitive 

exhaustion, leading in some cases to advertisement 

avoidance and in others to a paradoxical pattern of 

compulsive overuse driven by decision fatigue. 

 

11.5 Algorithmic Bias 

Recommendation algorithms can inadvertently 

reinforce existing stereotypes or exclude certain 

consumer segments from favorable offers, reducing 

perceived fairness and raising broader questions about 

equitable access within algorithmically mediated 

markets. 

 

11.6 Digital Fatigue 

Sustained engagement demands from smart commerce 

platforms contribute to a broader pattern of digital 

fatigue and burnout, a trend reflected in the rising 

popularity of digital detox behaviors among 

consumers seeking to reclaim attention and autonomy. 

 

11.7 Ethical Artificial Intelligence and Consumer 

Manipulation 

There remains a pressing need for design approaches 

that preserve consumer autonomy rather than exploit 

psychological vulnerabilities, positioning ethical 

artificial intelligence governance as both a commercial 

and a societal imperative for the smart commerce 

industry. 

 

XII. OPPORTUNITIES 

 

Alongside these challenges, smart commerce also 

presents substantial opportunities for businesses 

willing to align technological capability with 

psychological insight. Artificial intelligence-driven 

insights enable more precise market expansion and 

customer retention strategies than were previously 

possible. Real-time personalization and gamification 

techniques offer avenues for deepening customer 

engagement and relationship quality. Predictive 

marketing capabilities allow businesses to anticipate 

consumer needs proactively, reducing churn before it 

occurs. Data-rich dashboards empower both managers 

and consumers to make better-informed decisions, 

while ethical artificial intelligence practices and 

genuine transparency increasingly serve as meaningful 

sources of competitive differentiation in crowded 

digital marketplaces. 

 

XIII. COMPARATIVE ANALYSIS OF EXISTING 

STUDIES 

 

Table 3 summarizes a representative selection of 

empirical studies drawn from the reviewed literature, 

illustrating the diversity of national contexts, 

theoretical variables, and methodological limitations 

that characterize current research on digital consumer 

psychology in smart commerce. 
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Table 3. Selected comparative studies from the reviewed literature on digital consumer psychology in smart 

commerce. 

Author(s) Year Country Variables Key Findings Limitations 

Nguyen et al. 2023 Vietnam TAM + TPB 
Integrated model predicts 

online purchase intention 

Cross-sectional; 

self-reported data 

Aydin 2026 Turkey 
Personalization, 

privacy, well-being 

Personalization boosts well-

being; privacy concerns 

mediate 

Single-market; no 

longitudinal data 

Idwan et al. 2026 Indonesia 

AI 

recommendations, 

satisfaction, 

repurchase 

Satisfaction mediates AI to 

repurchase relationship 

Scopus-only 

sample; English-

language bias 

Chen et al. 2026 Global 
Digital fatigue, 

reactance, avoidance 

Fatigue drives avoidance; 

addiction paradox observed 

Mixed methods; 

self-selection bias 

Rauschnabel 

et al. 
2025 Germany 

Metaverse, flow, 

purchase intention 

Flow mediates metaverse to 

intention relationship 

Gen Z focus; 

limited 

generalizability 

Taken together, these studies point to a set of recurring 

methodological limitations across the field: a heavy 

reliance on cross-sectional designs, a concentration of 

samples within a small number of national and 

generational contexts, and a general absence of 

longitudinal data capable of establishing causal rather 

than merely associative relationships between 

technological exposure and psychological outcome. 

 

XIV. RESEARCH GAPS 

 

Table 4. Research gaps identified across the reviewed literature. 

Gap Area Description 

Emotion AI Limited empirical work on emotion recognition technologies within commerce settings 

Developing Countries 
Most studies concentrate on North America and Europe; rural and Global South 

contexts remain underexplored 

Generation Z and Alpha 
Few studies examine cognitive and affective responses to immersive technology among 

the youngest consumer cohorts 

AI Ethics 
Algorithmic fairness, explainability, and consumer rights require deeper empirical 

inquiry 

Sustainable Smart Commerce 
The intersection of green consumption and AI personalization remains under-

researched 

Cross-Cultural Comparisons 
Cultural moderators such as individualism and uncertainty avoidance are rarely tested 

empirically 

Longitudinal Designs Most existing studies are cross-sectional, leaving causal mechanisms unclear 
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XV. PROPOSED CONCEPTUAL FRAMEWORK 

 

Building on the theoretical foundations and thematic 

findings discussed above, this review proposes an 

integrative conceptual framework linking digital 

technologies to long-term consumer loyalty through 

the mediating role of consumer psychology. In this 

framework, digital technologies, encompassing 

artificial intelligence, augmented and virtual reality, 

blockchain, and the Internet of Things, act as the 

initiating stimuli that shape consumer psychology, 

including trust, perceived risk, attitude, motivation, 

and satisfaction. These psychological states in turn 

shape purchase intention, which, when reinforced 

through positive post-purchase experience, develops 

into customer loyalty and advocacy. The relationship 

between technology and psychology is shaped by 

several moderating variables, including privacy 

concerns, digital literacy, cultural values, and 

generational cohort, while the pathway from 

psychology to purchase intention is shaped by 

mediating variables such as perceived value, cognitive 

load, and emotional engagement. 

 
Figure 4. Proposed conceptual framework of digital consumer psychology in smart commerce, showing moderating 

and mediating variables. 
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XVI. MANAGERIAL IMPLICATIONS 

 

The findings of this review carry practical implications 

for a range of stakeholders operating within the smart 

commerce ecosystem. Retailers should invest in 

transparent artificial intelligence systems and offer 

consumers granular control over their privacy settings, 

since transparency has repeatedly emerged as a 

determinant of sustained trust. Marketing managers 

should aim to balance personalization with consumer 

autonomy, avoiding manipulative interface designs 

that may produce short-term gains at the cost of long-

term relationship erosion. Business leaders should 

prioritize ethical artificial intelligence governance and 

sustainability metrics as core components of corporate 

strategy rather than peripheral compliance concerns. 

Startups seeking to differentiate themselves in 

competitive markets may find particular value in trust-

building features such as blockchain-based 

verification of product provenance. E-commerce 

platforms more broadly should continue to optimize 

for mobile-first, voice-enabled, and immersive 

experiences, recognizing that consumer expectations 

around convenience continue to rise. Digital marketers 

should consider leveraging micro-influencers and 

user-generated content to capture the authenticity that 

increasingly outperforms traditional celebrity 

endorsement. Finally, policymakers have a role to play 

in regulating dark patterns and mandating a baseline 

level of algorithmic transparency, given the 

demonstrated capacity of manipulative design to 

undermine both individual welfare and market 

integrity. 

 

XVII. FUTURE RESEARCH AGENDA 

 

Table 5. Proposed future research directions and associated key questions. 

Research Direction Key Question 

AI Ethics and Explainability How do consumers perceive and respond to black-box recommendation systems? 

Emotion Recognition Can artificial intelligence reliably detect and respond to frustration or joy in real time? 

Neuromarketing 
What do EEG and fMRI studies reveal about immersion in metaverse shopping 

environments? 

Sustainable Smart Commerce 
Does AI personalization promote or hinder environmentally sustainable consumer 

choices? 

Digital Well-Being 
How can platforms be designed for consumer autonomy rather than compulsive 

engagement? 

Cross-Cultural Psychology 
How do collectivist and individualist cultures differ in their response to AI-mediated 

commerce? 

Blockchain and Trust Does verifiable transparency increase consumer willingness to pay a premium? 

Human-AI Interaction 
Under what conditions do consumers prefer artificial agents over human 

representatives? 

 

XVIII. CONCLUSION 

 

Digital consumer psychology in smart commerce is 

shaped by a dynamic interplay of artificial 

intelligence-driven personalization, immersive 

technologies, and ethical design considerations. While 

hyper-personalization and metaverse experiences 

offer unprecedented opportunities for engagement, 

they also raise critical concerns around privacy, 

manipulation, and consumer fatigue that cannot be 

dismissed as secondary to commercial performance. 

This review has synthesized current evidence across 

theoretical, technological, and behavioral dimensions, 

identified the principal gaps that continue to limit the 

field's explanatory power, and proposed a forward-
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looking research agenda centered on ethical artificial 

intelligence, cross-cultural understanding, and 

sustainable digital well-being. For scholars and 

practitioners alike, the path forward lies in balancing 

technological sophistication with psychological 

sensitivity, ensuring that smart commerce serves not 

only the goal of efficiency but also the broader aim of 

human flourishing. 
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