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ABSTRACT

The rapid diffusion of artificial intelligence (AI) across e-commerce, social commerce, and digital marketing platforms has fundamentally reshaped how consumers search, evaluate, and decide to purchase products and services online. This study examines the relationship between AI adoption and consumer purchase decisions within the digital economy by synthesizing findings from twenty-five recent scholarly works published between 2023 and 2026. Using a systematic literature review and conceptual-analytical approach, the study integrates the Technology Acceptance Model (TAM) and the Unified Theory of Acceptance and Use of Technology (UTAUT2) with the Stimulus-Organism-Response (S-O-R) framework to propose an integrative conceptual model in which consumer trust and customer experience mediate the relationship between AI adoption antecedents (personalization, perceived usefulness, credibility, and conversational-agent interaction) and purchase decisions, moderated by the broader digital economy context. The review finds converging evidence that AI-enabled personalization, recommendation systems, and chatbots significantly and positively influence purchase intention and decision, primarily through enhanced trust, convenience, and customer experience, although effects vary by generational cohort, sector, and cultural context, and are constrained by privacy and ethical concerns. The study contributes a synthesized, up-to-date conceptual model and identifies avenues for future empirical validation, particularly in emerging digital economies such as Indonesia.
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INTRODUCTION
The twenty-first century digital economy is characterized by an unprecedented convergence of data-driven technologies, ubiquitous internet connectivity, and platform-based commerce that has transformed the way goods and services are produced, marketed, and consumed. Within this transformation, artificial intelligence (AI) has emerged as one of the most consequential general-purpose technologies, permeating nearly every stage of the consumer journey, from product discovery and search to post-purchase support (Nogueira et al., 2025). Retailers and digital marketplaces increasingly deploy machine-learning-based recommendation engines, natural-language chatbots, dynamic pricing algorithms, and computer-vision-enabled visual search to personalize offerings and streamline decision-making for consumers (Fu et al., 2023). Global industry evidence indicates that AI-enabled retail applications are growing rapidly, and a majority of businesses now regard AI as central to improving customer relationships and competitive performance (Cuesta-Valiño et al., 2025). As AI capabilities mature, understanding how these technologies influence the psychological and behavioral processes underlying consumer purchase decisions has become an urgent theoretical and managerial concern, particularly within emerging digital economies where adoption is accelerating rapidly but regulatory and consumer-protection frameworks remain nascent.
Consumer purchase decision has long been conceptualized within marketing theory as a multi-stage cognitive and affective process encompassing need recognition, information search, evaluation of alternatives, purchase decision, and post-purchase evaluation (Dixit et al., 2025). Classical behavioral models such as the Stimulus-Organism-Response (S-O-R) framework, together with technology-adoption theories including the Technology Acceptance Model (TAM) and the Unified Theory of Acceptance and Use of Technology (UTAUT2), have been widely applied to explain how external stimuli, perceived usefulness, and social influence shape behavioral intention and actual usage (Dixit et al., 2025; Santy & Iffan, 2023). The introduction of AI as a novel digital stimulus complicates these established models, because AI systems do not merely present information passively; they actively learn from, adapt to, and, in many cases, anticipate consumer preferences (Nasution et al., 2025).
Empirical interest in AI-driven consumer behavior has grown sharply since 2023, generating a fragmented but rapidly expanding body of literature. Several studies report that AI-based personalization including recommendation systems, tailored advertisements, and adaptive user interfaces -- significantly increases purchase intention by reducing search costs and increasing the perceived relevance of offers (Arum et al., 2026; Chowdhury et al., 2024; Karthik & Ramprasad, 2025). Chatbots and conversational agents have similarly been found to enhance purchase decisions by providing real-time assistance, reducing perceived risk, and creating a sense of responsiveness that traditional e-commerce interfaces lack (Budianto et al., 2026; Latha & Chandran, 2025). Beyond conventional e-commerce, AI's influence extends into live-streaming commerce, where algorithmically curated content and real-time recommendation significantly shape both impulsive and planned purchase behavior (Mei et al., 2025), and into social commerce and AI-generated sponsored content, where consumers' AI literacy moderates their trust in, and response to, AI-generated promotional material (Liu et al., 2025).
Research also indicates considerable heterogeneity in how AI adoption translates into purchase decisions across demographic and cultural contexts. Studies focusing on Generation Z consumers widely regarded as digital natives consistently report stronger AI adoption and more favorable attitudes toward AI-mediated shopping experiences compared with older cohorts, although this generation is also more sensitive to concerns about data privacy and algorithmic manipulation (Pradhanawati & Pinem, 2025; Shiddieqy & Widarmanti, 2025). Cross-country and sector-specific investigations further reveal that the strength of the AI-purchase decision relationship is contingent on contextual moderators such as virtual customer experience in telecommunications services (Mousa et al., 2026), sustainability orientation in green-marketing contexts (Alsaffarini & Awwad, 2026), and cultural attitudes toward automated decision aids in Asian and Mongolian retail markets (Chen & Thianthai, 2026; Gantulga & Baljinnyam, 2025). Trust repeatedly emerges as a central psychological mechanism: several studies position consumer trust and customer experience as key mediators that translate AI credibility, versatility, and perceived value into concrete purchasing behavior, while privacy, security, and data-ethics concerns act as persistent inhibitors of full AI adoption (Cuesta-Valiño et al., 2025; Dora & Saefudin, 2025; Santy & Iffan, 2023).
Complementing these primary studies, recent systematic and bibliometric reviews confirm that the AI-consumer behavior literature has expanded rapidly but remains conceptually scattered across disciplines, methodologies, and geographic contexts. Ribeiro et al. (2025) mapped 132 Web of Science-indexed articles and identified five thematic clusters consumer experience, relationship, online challenges, functionality, and autonomous purchasing while cautioning that few studies integrate these clusters into a single, testable conceptual structure. Similarly, Saleh and Zeebaree (2025) and Singh et al. (2026) find that although AI personalization and purchase-intention research has grown substantially since 2023, most contributions remain sector-specific or country-specific, which limits generalizability. Nogueira et al. (2025), synthesizing 561 publications, explicitly call for more integrative theoretical framing that connects AI adoption antecedents with downstream purchase and loyalty outcomes through established consumer-behavior mechanisms, rather than treating AI merely as an isolated marketing tool.
Despite this expanding body of knowledge, at least three gaps remain unresolved. First, most existing studies examine either AI adoption antecedents (e.g., perceived usefulness, personalization) or purchase-decision outcomes in isolation, rather than modeling the full antecedent-mediator-outcome pathway within a single integrative framework. Second, comparatively few studies explicitly situate the AI-purchase decision relationship within the broader structural conditions of the digital economy -- including platform infrastructure, data governance, and market maturity treating the digital economy as a backdrop rather than an explicit moderating context. Third, synthesis efforts to date have been predominantly bibliometric or descriptive, offering thematic maps but stopping short of proposing a parsimonious, theory-grounded conceptual model that can guide future empirical validation, particularly in emerging-economy settings such as Indonesia and Southeast Asia. The novelty of this study lies in integrating TAM/UTAUT2 technology-adoption logic with the S-O-R behavioral framework to construct and justify a single mediated-moderated conceptual model linking AI adoption antecedents to consumer purchase decisions through consumer trust and customer experience, moderated by the digital economy context derived from a rigorous synthesis of the most recent (2023-2026) peer-reviewed literature. This synthesis provides both a theoretical bridge across previously disconnected research streams and a testable foundation for subsequent empirical research.
Accordingly, this study aims to (1) synthesize recent empirical and conceptual evidence on the relationship between AI adoption and consumer purchase decisions in the digital economy, (2) identify the key antecedents, mediators, and moderators reported in the literature, and (3) propose an integrative conceptual framework that can serve as a foundation for future quantitative validation, particularly within emerging digital-economy contexts.


METHODS
This study employs a qualitative, descriptive research design based on a systematic literature review (SLR) and conceptual-analytical synthesis, rather than primary field data collection, in order to integrate dispersed empirical findings into a coherent theoretical model (Saleh & Zeebaree, 2025; Singh et al., 2026). The review process followed four sequential stages adapted from established SLR protocols: identification, screening, eligibility assessment, and inclusion/synthesis.
In the identification stage, relevant literature was retrieved from Google Scholar, Scopus-indexed publisher databases (Springer, Elsevier/ScienceDirect, MDPI, IEEE Xplore, Emerald), and the Consensus academic search engine, using combinations of the keywords “artificial intelligence,” “AI adoption,” “consumer purchase decision,” “consumer behavior,” and “digital economy.” The initial search yielded more than 40 candidate records published between 2023 and 2026.
In the screening stage, titles and abstracts were reviewed to exclude records that were not peer-reviewed journal articles or indexed conference proceedings, were unrelated to consumer purchase decisions, or lacked a resolvable, active digital object identifier (DOI). In the eligibility stage, the full text of the remaining records was assessed against four inclusion criteria: (1) publication in a peer-reviewed academic outlet between 2023 and 2026, (2) explicit focus on AI adoption, AI-enabled marketing, or AI-mediated consumer behavior in relation to purchase decisions, (3) availability through Google Scholar or an equivalent open academic index, and (4) presence of a verifiable, active DOI. Following this process, 25 articles were retained for final synthesis (a representative subset is summarized in Table 1), comprising empirical survey-based studies employing structural equation modeling (SEM) or PLS-SEM, conceptual papers, and systematic or bibliometric reviews. Of the 25 retained articles, the 15 presented in Table 1 were selected as the primary empirical and bibliometric anchors for each of the six thematic clusters identified in the synthesis; the remaining ten sources, which provide converging or context-specific support (e.g., Karthik & Ramprasad, 2025; Latha & Chandran, 2025; Santy & Iffan, 2023; Saleh & Zeebaree, 2025; Singh et al., 2026; Gantulga & Baljinnyam, 2025), are cited narratively within the corresponding thematic discussion in the Results and Discussion section rather than tabulated separately.
Data from the 25 included studies were analyzed using thematic content analysis: findings were coded according to the antecedent, mediating, and outcome variables reported, then grouped into recurring themes (personalization, trust, chatbots, generational and cultural variance, sector-specific effects, and ethical/privacy concerns). These themes were subsequently mapped onto TAM, UTAUT2, and the S-O-R framework to construct the integrative conceptual model shown in Figure 1. In this model, AI adoption antecedents perceived usefulness and ease of use, AI-based personalization, AI trust and credibility, and chatbot/virtual-assistant interaction function as stimuli that shape AI adoption; AI adoption, in turn, influences consumer purchase decision both directly (H1) and indirectly (H2) through consumer trust and customer experience as a mediating organismic state; and the entire structure is theorized to operate within, and be shaped by, the broader digital economy context as a moderating environment.
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Figure 1. Integrative Conceptual Framework of AI Adoption and Consumer Purchase Decision in the Digital Economy
Figure 1 illustrates this conceptual framework, depicting the hypothesized direct effect (H1) of AI adoption on consumer purchase decision and the indirect, mediated effect (H2) operating through consumer trust and customer experience, with both pathways situated within, and conditioned by, the digital economy context.
This literature-synthesis approach offers breadth and topicality by capturing the most recent (2023-2026) developments in a fast-moving research field, but it is inherently limited by its reliance on secondary findings rather than newly collected primary data; this limitation is addressed explicitly in the concluding section, which outlines directions for future empirical validation of the proposed model.
RESULTS AND DISCUSSION 

	The thematic synthesis of the 25 reviewed studies produced six recurring themes that jointly explain how AI adoption relates to consumer purchase decisions in the digital economy: (1) AI personalization and recommendation systems, (2) trust and customer experience as mediators, (3) chatbots and conversational commerce, (4) generational and cultural variance, (5) sector-specific evidence, and (6) risks and ethical concerns. Table 1 summarizes a representative subset of the reviewed studies before each theme is discussed in turn.
Table 1. Summary of Selected Reviewed Studies (n = 15 of 25 synthesized sources)
	No
	Author(s) & Year
	Focus / Context
	Method
	Key Finding

	1
	Chowdhury et al. (2024)
	AI-driven digital marketing
	Survey / SEM
	AI-driven marketing significantly increases purchase intention via consumer engagement.

	2
	Dixit et al. (2025)
	Online purchase decision (UTAUT2), India
	Survey / PLS-SEM
	Performance expectancy and AI trust are the strongest predictors of purchase decisions.

	3
	Arum et al. (2026)
	AI in e-commerce, Indonesia
	Survey
	Personalized recommendations and AI-driven service significantly shape purchase decisions.

	4
	Alsaffarini & Awwad (2026)
	Sustainable marketing personalization
	Survey (Jordan)
	AI personalization raises purchase decisions even under sustainability messaging.

	5
	Mousa et al. (2026)
	Telecommunications AI marketing
	Survey / SEM
	Virtual customer experience moderates the AI marketing–purchase decision link.

	6
	Cuesta-Valiño et al. (2025)
	AI as an unconventional salesperson, Spain (n=1,471)
	Survey / PLS-SEM
	Trust, credibility and versatility drive AI adoption, boosting satisfaction and happiness.

	7
	Liu et al. (2025)
	AI-generated sponsored vlogs
	Survey
	AI literacy shapes consumer trust in, and response to, AI-generated sponsored content.

	8
	Mei et al. (2025)
	Live-streaming e-commerce
	Survey / structural model
	AI-curated live content drives both impulsive and planned purchase decisions.

	9
	Pradhanawati & Pinem (2025)
	Generation Z, emerging country
	Survey
	Gen Z purchase decisions are strongly shaped by AI convenience; privacy concerns moderate.

	10
	Shiddieqy & Widarmanti (2025)
	Generation Z digital marketing
	Survey
	AI-personalized digital marketing significantly affects Gen Z decision-making.

	11
	Dora & Saefudin (2025)
	AI utilization on purchase decisions
	Survey
	AI utilization positively affects purchase decisions primarily through consumer trust.

	12
	Chen & Thianthai (2026)
	Social commerce, China
	Survey / SEM
	AI technology and customer experience jointly enhance purchase intention.

	13
	Ribeiro et al. (2025)
	AI and consumer behavior toward brands
	Systematic review / bibliometric
	Identifies five thematic clusters; convenience, trust and personalization are central.

	14
	Nogueira et al. (2025)
	AI in consumption (561 publications)
	Bibliometric review
	Calls for integrative theoretical framing linking AI adoption to purchase outcomes.

	15
	Fu et al. (2023)
	AI adoption in the retail industry
	Mixed-method evaluation
	Identifies adoption barriers: implementation cost, skill gaps, and residual distrust.



AI Personalization and Recommendation Systems
Across the twenty-five reviewed studies, AI-based personalization emerges as the most consistently reported antecedent of favorable consumer purchase decisions. Arum et al. (2026) find that AI-driven product recommendations and dynamically tailored content significantly increase Indonesian e-commerce consumers' purchase decisions by reducing information overload and increasing perceived relevance. Similarly, Karthik and Ramprasad (2025) and Chowdhury et al. (2024) report that AI-enabled digital marketing spanning targeted advertising, predictive analytics, and adaptive interfaces exerts a statistically significant positive effect on purchase intention, mediated by heightened consumer engagement. These findings align with Alsaffarini and Awwad's (2026) sustainability-marketing study, which shows that AI personalization increases purchase decisions even when sustainability messaging is present, suggesting that personalization effects are robust across value-oriented and conventional retail contexts. Collectively, this cluster of evidence supports the stimulus role assigned to personalization in the proposed conceptual model: AI-curated content functions as an external stimulus that reduces search costs and increases perceived fit between offerings and consumer needs, consistent with the S-O-R logic underpinning contemporary digital-marketing scholarship (Nasution et al., 2025).
Trust, Credibility, and Customer Experience as Mediators
	A second, equally prominent theme concerns the mediating role of consumer trust and customer experience. Cuesta-Valiño et al. (2025), drawing on a large Spanish sample (n = 1,471), demonstrate that trust, credibility, and versatility rather than privacy/security or interface design alone are the strongest motivators of AI adoption in retail, which subsequently drives consumer satisfaction and happiness. Dora and Saefudin (2025) similarly find that AI utilization affects purchase decisions primarily through the trust consumers place in algorithmic recommendations rather than through a purely technological effect. Santy and Iffan (2023), studying Indonesian marketplace users, report that AI and gamification jointly influence online purchase intention, with customer experience acting as a significant mediating mechanism. These results converge with Dixit et al.'s (2025) UTAUT2-based analysis of the Delhi-NCR online retail sector, which identifies performance expectancy and trust in AI systems as the strongest predictors of purchase decision-making. Taken together, this body of evidence substantiates the mediator position assigned to consumer trust and customer experience in the conceptual model proposed in this study (Figure 1): AI adoption alone does not automatically translate into purchase decisions but does so contingent on the trust and experiential quality it generates.
Chatbots and Conversational Commerce
	Conversational AI constitutes a third recurrent theme. Budianto et al. (2026) show that chatbot- and virtual-assistant-mediated interactions positively influence consumer purchase decision-making by providing immediate, personalized responses that reduce perceived transactional risk. Latha and Chandran (2025) reach a comparable conclusion, reporting that AI-enabled marketing strategies including conversational recommendation tools significantly enhance purchase decisions when consumers perceive the interaction as responsive and human-like. These findings extend earlier technology-acceptance research by suggesting that the anthropomorphic and interactive qualities of AI chat interfaces amplify the perceived-usefulness pathway central to TAM, providing further empirical grounding for the chatbot/virtual-assistant-interaction antecedent included in the proposed model.
Generational and Cultural Variance
	Generational and cultural context substantially moderates the strength of AI's influence on purchase decisions. Pradhanawati and Pinem (2025) and Shiddieqy and Widarmanti (2025) both report that Generation Z consumers in emerging economies exhibit markedly stronger AI adoption and more favorable purchase-decision responses to AI-personalized marketing than do older cohorts, though this heightened responsiveness coexists with elevated sensitivity to data-privacy risks. Gantulga and Baljinnyam (2025), examining Mongolian consumers, find that AI-tool exposure shapes purchase attitude but that trust formation proceeds more cautiously in markets with lower digital-platform maturity. Chen and Thianthai (2026) similarly show that in China's advanced social-commerce environment, AI technology and customer experience jointly and strongly predict purchase intention, indicating that market maturity amplifies the AI-purchase decision relationship. These patterns collectively justify situating the digital economy context as a moderating rather than merely descriptive element of the conceptual model, since the maturity of digital infrastructure and consumer digital literacy appear to condition how strongly AI adoption translates into purchase decisions.
Sector-Specific Evidence: Live Streaming, Social Commerce, and Telecommunications
	Sector-specific evidence further nuances these general patterns. In live-streaming commerce, Mei et al. (2025) show that AI-curated content sequencing and real-time recommendation significantly drive both impulsive and planned purchase decisions, highlighting AI's capacity to compress the traditional evaluation stage of the purchase-decision process. In AI-generated sponsored content, Liu et al. (2025) find that consumers' AI literacy critically shapes whether AI-generated vlogs are perceived as trustworthy, with more AI-literate consumers more discerning but not necessarily less persuadable. In telecommunications services, Mousa et al. (2026) report that virtual customer experience significantly moderates the relationship between AI marketing technologies and purchase decisions, with further implications for sustainable consumption. These sector-specific findings suggest that while the core antecedent-mediator-outcome structure proposed in this study's conceptual model appears broadly generalizable, the relative weight of specific antecedents personalization in e-commerce, experience quality in telecommunications, and content curation in live streaming is likely to vary by industry.
Risks, Ethical Concerns, and Adoption Barriers
	Notwithstanding these largely positive findings, several studies caution that AI adoption is not unconditionally beneficial to purchase-decision quality. Fu et al. (2023) identify persistent adoption barriers in the retail sector, including implementation cost, workforce skill gaps, and residual consumer distrust of automated recommendations. Saleh and Zeebaree (2025), in a systematic review of AI in e-commerce and digital marketing, highlight recurring ethical concerns algorithmic bias, opaque data practices, and diminished consumer autonomy that can offset the positive engagement effects of personalization if left unaddressed. These risk factors indicate that the strength of the AI-adoption-to-purchase-decision pathway is bounded by consumers' ethical and privacy evaluations, an important boundary condition for the conceptual model proposed here.
Toward an Integrative Model: Synthesis and Implications
Synthesizing across these themes, the reviewed literature supports a coherent narrative: AI adoption antecedents personalization, perceived usefulness, trust/credibility, and conversational interaction act as digital stimuli that shape AI adoption and, through the mediating organismic states of consumer trust and customer experience, ultimately influence consumer purchase decisions, with the overall strength and configuration of these relationships moderated by the maturity and characteristics of the digital economy context (Nogueira et al., 2025; Ribeiro et al., 2025; Singh et al., 2026). This synthesis both confirms the core structure of the conceptual model presented in Figure 1 and extends prior bibliometric work, which had identified relevant thematic clusters (Ribeiro et al., 2025) but had not yet integrated them into a single testable framework. Theoretically, the findings suggest that TAM/UTAUT2 constructs alone are insufficient to explain AI-mediated purchase behavior without incorporating trust and experiential mediators drawn from consumer psychology; practically, the findings imply that digital businesses seeking to leverage AI for purchase-decision influence should prioritize trust-building and experience quality alongside algorithmic sophistication, particularly in emerging digital-economy markets where platform maturity and consumer digital literacy are still developing
	
CONCLUSIONS 
This study set out to synthesize recent evidence on how artificial intelligence adoption relates to consumer purchase decisions within the digital economy, and to propose an integrative conceptual model grounded in TAM, UTAUT2, and the S-O-R framework. Drawing on a systematic review of twenty-five peer-reviewed sources published between 2023 and 2026, the synthesis shows that AI adoption antecedents personalization, perceived usefulness, trust and credibility, and chatbot/virtual-assistant interaction function as digital stimuli that shape consumer purchase decisions both directly and, more consistently, indirectly through the mediating roles of consumer trust and customer experience. This relationship is not uniform: its strength and configuration are moderated by generational cohort, sector, cultural context, and the broader maturity of the digital economy in which consumers operate, while privacy and ethical concerns act as a persistent boundary condition that can dampen otherwise positive effects.
Theoretically, this study contributes by integrating technology-adoption logic (TAM/UTAUT2) with a consumer-behaviour process framework (S-O-R) into a single mediated-moderated model responding directly to calls in the literature (e.g., Nogueira et al., 2025; Ribeiro et al., 2025) for more integrative theoretical framing that connects AI adoption antecedents to downstream purchase outcomes, rather than treating AI as an isolated marketing tool. Practically, the findings suggest that businesses seeking to leverage AI to influence purchase decisions should prioritize trust-building and experience quality alongside algorithmic sophistication, particularly in emerging digital-economy markets such as Indonesia, where platform maturity and consumer digital literacy are still developing. For policymakers and platform operators, the persistent role of privacy and ethical concerns as inhibitors underscores the importance of transparent data governance alongside AI-driven personalization.
This study is not without limitations. As a literature synthesis rather than a primary empirical study, its conclusions rest on secondary findings whose measures, samples, and contexts vary considerably across the reviewed sources, which constrains the precision of any claims about effect size or causal direction. The proposed conceptual model, while theoretically grounded, has not yet been empirically tested. Future research should therefore prioritize quantitative validation of the model particularly via SEM or PLS-SEM in emerging digital-economy contexts such as Indonesia and Southeast Asia, examine the boundary conditions imposed by privacy and ethical concerns more directly, and explore how generational and sectoral differences moderate the strength of the antecedent-mediator-outcome pathway proposed here. Such empirical work would both test and refine the integrative model developed in this study, strengthening its value as a foundation for future research on AI-mediated consumer behaviour. 





REFERENCES
[bookmark: _heading=h.gjdgxs]Abraham, M., Verteramo Chiu, L., Joshi, E., Ali Ilahi, M., & Pingali, P. (2022). Aggregation models and small farm commercialization – A scoping review of the global literature. Food Policy, 110, 102299. https://doi.org/10.1016/j.foodpol.2022.102299
Alfirdaus, L., Manalu, S., Ardianto, H., & Kushandajani. (2021). Community cooperative as self-empowerment: Smallholders palm oil farmers in Kotawaringin Barat, Central Kalimantan, Indonesia. Proceedings of the 5th International Conference on Indonesian Social and Political Enquiries (ICISPE 2020). https://doi.org/10.4108/eai.9-10-2020.2304763
Alfirdaus, L., Manalu, S., Ardianto, H. T., & Kushandajani. (2022). Self-empowered palm oil small-holder farmers: The case of Tani Subur Cooperative, Kotawaringin Barat, Indonesia. Politika: Jurnal Ilmu Politik, 13(1), 119–130. https://doi.org/10.14710/politika.13.1.2022.119-130
Anas, K., Naping, H., Salman, D., & Tenriawaru, A. N. (2025). Differences in assets, strategies, and livelihood outcomes among oil palm smallholder typologies in West Sulawesi, Indonesia. Sustainability, 17(13), 6064. https://doi.org/10.3390/su17136064
Effendi, R., Deny, M., Kurniawan, C. E. M., & Handoko, I. (2025). Policy analysis of the establishment of the Koperasi Desa Merah Putih. RIGGS: Journal of Artificial Intelligence and Digital Business, 4(3). https://doi.org/10.31004/riggs.v4i3.2597
Grashuis, J. (2025). Determinants of collective action by farm producers: A meta-analysis of the likelihood of co-operative membership. Journal of Rural Studies. https://doi.org/10.1016/j.jrurstud.2025.103639
Gunanti, R., Fatah, Z., Haryati, E., & Dwijosusilo, K. (2026). Implementation of the Merah Putih Cooperative Policy to improve community economy in East Kotawaringin Regency. International Journal of Social Science and Humanity, 3(1). https://doi.org/10.62951/ijss.v3i1.687
Hartono, N. R., Wahyuni, E. D., & Indriani, N. V. (2025). Village community perceptions of the economic impact of the Merah Putih Cooperative. Journal of Scientific Research, Education, and Technology (JSRET), 4(4). https://doi.org/10.58526/jsret.v4i4.908
Hatmaja, D., Andri, S., Heriyanto, M., & Mayarni. (2024). Pricing of fresh fruit bunches (FFB) from oil palm in Riau Province, Indonesia: Developing a collaborative governance model for sustainable agriculture. International Journal of Religion, 5(2). https://doi.org/10.61707/p51yna78
Hatmaja, D., Andri, S., Heriyanto, M., Mayami, & Safitri, S. (2024). Dynamics of collaborative governance of actors in palm oil fresh fruit bunch price setting. E3S Web of Conferences, 506, 03002. https://doi.org/10.1051/e3sconf/202450603002
Jelsma, I., Turinah, Gay, F., Ollivier, J., & Rapidel, B. (2024). Collective action, replanting and resilience; Key lessons from 40 years of smallholder oil palm cultivation in the Ophir plantation, Indonesia. Agricultural Systems, 213, 103801. https://doi.org/10.1016/j.agsy.2023.103801
Judijanto, L. (2026a). Beyond compliance: Synergistic corporate–cooperative partnerships for equitable welfare of oil palm smallholders. Multitech Journal of Science and Technology, 3(3). https://doi.org/10.59890/mjst.v3i3.186
Judijanto, L. (2026b). From competition to co-opetition: Building synergy between Village-Owned Enterprises (BUMDes) and Koperasi Desa Merah Putih (KDMP) for holistic rural welfare in Indonesia. Global Journal of Economic and Finance Research, 3(5). https://doi.org/10.55677/gjefr/05-2026-vol03e5
Kannan, P. (2023). Digital monitoring and reporting system of oil palm fresh fruit bunch (FFB) transactions: A case study among sustainable oil palm grower cooperative in Peninsular Malaysia. Oil Palm Industry Economic Journal. https://doi.org/10.21894/opiej.2023.05
Li, T. M. (2024). Securing oil palm smallholder livelihoods without more deforestation in Indonesia. Nature Sustainability, 7, 387–393. https://doi.org/10.1038/s41893-024-01279-w
Rahayu, N., Nugroho, A., & Yusuf, R. (2022). Exclusion of smallholders in the Indonesia palm oil industry. KnE Social Sciences, 7(9). https://doi.org/10.18502/kss.v7i9.11010
Renner, S., Ruml, A., Lakemann, T., Nuryartono, N., Tjoa, A., Corre, M. D., & Lay, J. (2024). Smallholder RSPO certification, economic benefits and agrochemical use. Environmental Research Letters, 19(11), 114093. https://doi.org/10.1088/1748-9326/ad8367
Ruml, A., Chrisendo, D., Iddrisu, A., Karakara, A. A.-W., Nuryartono, N., Osabuohien, E. S., & Lay, J. (2022). Smallholders in agro-industrial production: Lessons for rural development from a comparative analysis of Ghana's and Indonesia's oil palm sectors. Land Use Policy, 119, 106196. https://doi.org/10.1016/j.landusepol.2022.106196
Sarkum, S., & Harahap, A. (2025). Supply chain of fresh fruit bunches from independent oil palm farmers. International Journal of Science and Environment (IJSE), 5(1). https://doi.org/10.51601/ijse.v5i1.146
Syafrizal, R., & Rusmewahni. (2026). Peran Koperasi Desa Kelurahan Merah Putih sebagai penggerak ekonomi berkelanjutan berbasis kearifan lokal. Management And Business Progress, 5(1). https://doi.org/10.70021/mbp.v5i1.323
Wang, J., Huo, Y., Guo, X., & Xu, Y. (2022). The pricing strategy of the agricultural product supply chain with farmer cooperatives as the core enterprise. Agriculture, 12(5), 732. https://doi.org/10.3390/agriculture12050732
Witara, K. (2026). Pendampingan penyusunan rencana bisnis Koperasi Desa Kelurahan (KDKMP) Merah Putih sebagai pilar ekonomi kerakyatan di Kota Denpasar. Karunia: Jurnal Hasil Pengabdian Masyarakat Indonesia, 5(1). https://doi.org/10.58192/karunia.v5i1.4218
Witjaksono, J., Yaumidin, U., Djaenudin, D., Astana, S., Harianja, A., Fery, S., Hasibuan, A. M., Khotimah, H., Hidayatina, A., Rusdin, Bungati, Imran, Rusdi, R., & Purba, R. (2023). The assessment of fresh fruit bunches supply chain of palm oil independent smallholder farmers in Southeast Sulawesi. Uncertain Supply Chain Management, 11(4). https://doi.org/10.5267/j.uscm.2023.5.004
Yanita, M., Hamid, E., Alamsyah, Z., Napitupulu, D., Fauzia, G., Herlambang, N., & Effran, E. (2024). The oil palm smallholders corporation model based on local specifications in Jambi Province toward sustainability. IOP Conference Series: Earth and Environmental Science, 1364, 012005. https://doi.org/10.1088/1755-1315/1364/1/012005
Yanita, M., Wahyuni, I., Fauzia, G., Rahmah, K., Siadari, U., Kurniasih, S., Tanaka, M., & Mukhlis. (2026). Assessing the marketing efficiency of fresh fruit bunch (FFB) of oil palm by independent smallholders. Jurnal Penelitian Pendidikan IPA, 12(5). https://doi.org/10.29303/jppipa.v12i5.14951
1
[image: ]
Creative Commons Attribution-ShareAlike 4.0 International License:
https://creativecommons.org/licenses/by-sa/4.0/




2

image1.png
Al Adoption Antecedents

Perceived Usefulness &
Ease of Use of Al

Al-Based
Personalization

Al Trust &
Credibility

Chatbot / Virtual
Assistant Interaction

Digital Economy Context (Moderating Environment)

ARTIFICIAL CONSUMER
INTELLIGENCE PURCHASE
ADOPTION DECISION

Consumer Trust &
Customer Experience
(Mediator)

H1: direct effect H2: mediated effect





image2.png
‘NOMIC%OURNAL,




image3.png





Nomico Journal    E - ISSN :  3046 - 6318   https://ejournal - nawalaedu.com/index.php/nj   Vol. 3 No. 7 (2026): Nomico  –   August   DOI :  https://doi.org/10.62872/b3nhay59     1     Creative Commons Attribution - ShareAlike 4.0 International License:   https://creativecommons.org/licenses/by - sa/4.0/       Artificial Intelligence Adoption and Consumer Purchase Decision in the  Digital Economy     Gusti Marliani 1   Universitas Achmad Yani ,   Banjarmasin,   Indonesia     Email:   marlianigusti9@gmail.com     Entered   :   August 13, 2026   Revised   :  August 15, 2026   Accepted :   August 20,2026         Published :  August 25, 2026       ABSTRACT     The rapid diffusion of artificial intelligence (AI) across e - commerce, social commerce, and digital marketing  platforms has fundamentally reshaped how consumers search, evaluate, and decide to purchase products and  services online. This study examines the  relationship between AI adoption and consumer purchase decisions  within the digital economy by synthesizing findings from twenty - five recent scholarly works published  between 2023 and 2026. Using a systematic literature review and conceptual - analytical app roach, the study  integrates the Technology Acceptance Model (TAM) and the Unified Theory of Acceptance and Use of  Technology (UTAUT2) with the Stimulus - Organism - Response (S - O - R) framework to propose an integrative  conceptual model in which consumer trust a nd customer experience mediate the relationship between AI  adoption antecedents (personalization, perceived usefulness, credibility, and conversational - agent  interaction) and purchase decisions, moderated by the broader digital economy context. The review  finds  converging evidence that AI - enabled personalization, recommendation systems, and chatbots significantly  and positively influence purchase intention and decision, primarily through enhanced trust, convenience, and  customer experience, although effects   vary by generational cohort, sector, and cultural context, and are  constrained by privacy and ethical concerns. The study contributes a synthesized, up - to - date conceptual model  and identifies avenues for future empirical validation, particularly in emergi ng digital economies such as  Indonesia .     Keywords:  artificial intelligence; AI adoption; consumer purchase decision; digital economy; consumer trust         INTRODUCTION   The twenty - first century digital economy is characterized by an unprecedented  convergence of data - driven technologies, ubiquitous internet connectivity, and platform - based commerce that has transformed the way goods and services are produced,  marketed, and   consumed. Within this transformation, artificial intelligence (AI) has  emerged as one of the most consequential general - purpose technologies, permeating  nearly every stage of the consumer journey, from product discovery and search to post - purchase support   (Nogueira et al., 2025). Retailers and digital marketplaces increasingly  deploy machine - learning - based recommendation engines, natural - language chatbots,  dynamic pricing algorithms, and computer - vision - enabled visual search to personalize  offerings and st reamline decision - making for consumers (Fu et al., 2023). Global industry  evidence indicates that AI - enabled retail applications are growing rapidly, and a majority  of businesses now regard AI as central to improving customer relationships and  competitive  performance (Cuesta - Valiño et al., 2025). As AI capabilities mature,  understanding how these technologies influence the psychological and behavioral 

