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ABSTRACT
Examining the impact of technology on marketing has been an im-
portant research topic dating to the advent of radio, TV, and the
Internet. Whereas each new technology had its own implications in
the history of marketing research, it is becoming increasingly clear
that the emergence of artificial intelligence (AI) is changing the mar-
keting landscape in an unprecedented way. AI technology has been
long out there, but recent breakthrough developments suggest we are
entering a new technological zeitgeist with profound implications for
both marketers and consumers. The current research provides a sys-
tematic review of academic AI research conducted in the domain of
marketing and consumer psychology. The current review integrates
previous research published in leading marketing and psychology
journals between 2018 and 2023, during which behavioral research
on AI has grown substantially. We synthesize the existing literature
and provide guidance for behavioral researchers working in this area.
This review concludes with a discussion on critical issues associated
with AI and makes suggestions for future research directions.

TaeWoo Kim, Umair Usman, Aaron Garvey and Adam Duhachek (2023), “Artificial
Intelligence in Marketing and Consumer Behavior Research”, Foundations and
Trends® in Marketing: Vol. 18, No. 1, pp 1–93. DOI: 10.1561/1700000078.
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Introduction

Marketing practitioners and researchers have long been drawn to new
technologies to improve business performance and consumer experience.
In the early 20th century, the trajectory of future business growth
was altered by advancements in early computer science, rooted in
theoretical mathematics and driven by applications for military use, such
as codebreaking during World War II. The invention of the modern-day
computer, the Atanasoff Berry Computer, by researchers at Iowa State
University in 1942 launched the digital age. In 1946, mathematician Alan
Turing produced a design for a much more sophisticated computer known
as the Automatic Computing Engine (ACE) based on earlier theoretical
work described in a seminal 1936 paper detailing the specifications
for modern-day computing known as the Turing machine. The ACE
prototype was built and performed its first operations in 1950.

Turing also introduced the notion of the Turing test in 1950 by
proposing that a key touchstone for computing technology would be a
“thinking” machine capable of interacting with a human interlocutor
such that the machine performs at a level indistinguishable from a
human (Turing, 1950). Although philosophers, scientists and logicians
had theorized the possibilities surrounding humanlike machines for
centuries, the term artificial intelligence (AI) was coined by Dartmouth
mathematician John McCarthy at a 1956 summer workshop held at
Dartmouth University, and the new field was born.

2
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Concomitant with early theoretical and technical work into building
computing systems, applied researchers also began to see the promise
of AI technology to address practical problems. Meehl (1954) somewhat
controversially proposed that clinicians’ tendency to combine intuition
and experience with other analytical inputs resulted in sub-optimal
decision-making as compared to the potential of algorithmic and ac-
tuarial models in predicting patient outcomes. This prediction flew in
the face of conventional thinking and computational capabilities of the
day, yet Meehl persisted in this belief. Subsequent research showed
Meehl’s intuition was accurate (Dawes et al., 1989), and the idea that
an algorithm can outperform a human decision-maker is certainly not
controversial today.

In the past decade of marketing scholarship, researchers have begun
to examine these issues through a consumer lens (Puntoni et al., 2021).
In the next section, we document the state of the art of behavioral
consumer research involving AI-human interactions and divide the
literature into two primary areas based on whether the reported effects
are instantiations of consumers displaying a positive or negative response
to encounters with AI.

It is our intention to contribute to the literature by focusing on
the current state of behavioral AI-consumer research in marketing by
synthesizing the existing research in this domain. We acknowledge the
significant contributions made by prior research, including comprehen-
sive reviews of the literature and conceptual papers on AI-consumer
research in marketing (Belk et al., 2023; Cukier, 2021; Davenport et al.,
2020; Hermann, 2022; Huang and Rust, 2021; Kim and Duhachek, 2022;
Kozinets and Gretzel, 2021; Rahwan et al., 2019; Van Doorn et al.,
2017; Wirtz et al., 2023), and qualitative research in this domain (Belk,
2021; Novak and Hoffman, 2023). For instance, Davenport et al. (2020)
proposed a conceptual framework for understanding the impact of AI
by integrating existing knowledge about AI’s level of intelligence, task
types, and whether the AI is embedded in a robot that was empirically
tested by Schepers et al. (2022). Hermann (2022) proposed a concep-
tual framework on AI ethics with a multi-stakeholder perspective and
focus on levels of intelligence of the AI. Within the services marketing
domain, prior conceptual frameworks have proposed the types of AI

Full text available at: http://dx.doi.org/10.1561/1700000078



4 Introduction

(e.g., mechanical, thinking and feeling) that could be better suited for
different types of services (Huang and Rust, 2021), and the role of firms
in ensuring Corporate Digital Responsibility (CDR) as firms implement
digital service technologies with a key focus on ethics, fairness and
privacy (Hunold et al., 2020; Wirtz et al., 2023). Belk et al. (2023)
discusses the impact of the 4th industrial revolution powered by AI
and how it is different than previous technological breakthroughs and
the new opportunities to increase customer value. Recent conceptual
frameworks have also focused on the social presence of AI and the role
AI plays in customer experiences (Cukier, 2021; Heerink et al., 2010;
Van Doorn et al., 2017). Additionally, it is important to note that AI
has been extensively examined as a research topic in various fields of
research outside of marketing and consumer psychology. To list a few,
studies conducted within the realm of Human-Computer Interaction
(HCI) and Computers are Social Actors (CASA) have established a
myriad of frameworks and models revealing how humans interact with
computers and apply social norms in their interactions (Gambino et al.,
2020; Nass et al., 1994). Last, but not least, Vaid et al. (2023) recently
examined how researchers have used AI techniques (e.g., deep learning)
in consumer behavior research, and proposed a topic modeling approach
to further study consumer-relevant topics by analyzing the abundance
of consumer research data. Vaid et al. (2023) identify opportunities for
marketing to engage in cross-disciplinary collaborations with disciplines
that will effectively help in exploiting the AI techniques.

The current research aims to contribute to the literature by inte-
grating the growing body of AI research in marketing and consumer
psychology. In doing so, we differentiate our work from the aforemen-
tioned AI research by focusing on the burgeoning yet less examined
behavioral studies conducted in marketing and consumer behavior. We
also identify the theories and process mechanisms that explain the
reported effects. Our inclusion criteria for the articles followed a search
strategy using keywords such as “artificial intelligence,” “algorithm,” and
“robots” to search online databases of leading marketing journals, includ-
ing the Journal of Marketing, Journal of Marketing Research, Journal
of Consumer Research, Marketing Science, Journey of the Academy of
Marketing Science, Journal of Consumer Psychology, Journal of Service

Full text available at: http://dx.doi.org/10.1561/1700000078
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Research, Journal of Service Management and Management Science. We
restricted our search to articles published between 2018–2023 (until June
19, 2023) that empirically studied consumer-AI interactions primarily
using experimental methods. Next, we also included several relevant
articles published in leading social psychology journals, including Psy-
chological Science, Journal of Experimental Social Psychology, Emotion,
Nature, Journal of Experimental Psychology (General), Organizational
Behavior and Human Decision Processes, and Cognition. These articles
were selected based on their substantial contributions to the literature.
The selected articles are listed in Table 1.
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In the following, we present the sections that consist of the rest of
this review:

• Section 1: History of AI Research in Marketing.

• Section 2: AI Decision Contexts and Main Effects. This section
reviews and categorizes the decision contexts explored to date
in this literature, while identifying the key theoretical constructs
explored in these contexts.

• Section 3: Moderators of Behavioral AI Effects in Consumer Re-
search. This section provides an overview of moderators that have
been demonstrated to alter the effects of AI-related consumption.

• Section 4: Process Mechanisms of Behavioral AI Effects in Con-
sumer Research. This section examines psychological processes
that underlie consumer responses to and decisions involving AI.

• Section 5: Artificial Intelligence Agent Stimuli and Manipulations.
This section provides the stimuli and manipulations employed
in this research to date, while also suggesting a taxonomy of AI
agents to guide future research designs.

• Section 6: Future Research Directions for Behavioral AI Research
in Marketing.
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