RESEARCHPROJECTS

HOW GENERATIVE A1 IS
TRANSFORMING CONSUMER
DECISION-MAKING

Generative Al, like ChatGPT, is transforming how consumers shop
and make decisions, offering instant, personalized support at an
unprecedented scale. But as our reliance on Al grows, so do the
hidden risks. Are we making better or worse decisions? How quickly
are we deciding, and are we fact-checking less as we trust Al more?
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Figure 1: Percentage of users finding the optimal product or service

enerative Al, particularly

tools like ChatGPT, has seen

explosive growth since its

introduction in late 2022.
With over 300 million weekly active
users by 2024, AI-powered assistants are
reshaping how consumers search for
and process information about products
and services. The widespread appeal of
these tools stems from their ability to
provide instant, personalized, and
round-the-clock support, enabling
users to make faster and more informed
purchase decisions.

However, leveraging generative Al effec-
tively is not without challenges. While
Al-generated content often appears pro-
fessional and authoritative, it lacks
transparency regarding its sources,
selection criteria, and accuracy. Al tools
can even produce “hallucinated” or fab-

ricated results, making fact-checkingan
essential skill for consumers.

This study investigates the impact of
generative Al on consumer deci-
sion-making, focusing on two key areas:

o Decision Efficiency & Effective-
ness: How do Al tools influence the
speed and accuracy of consumer
choices?

» Behavioral Changes: What factors
drive consumers to use Al effectively,
and how do their search and purchas-
ing behaviors evolve in response?

To understand how generative Al influ-
ences consumer decision-making, a
team of researchers from the Nurem-
berg Institute for Market Decisions
and the Vorarlberg University of

Applied Sciences conducted an online
experiment followed by interviews to
gather deeper insights into consumer
behavior.

How Al and Traditional Searches
Compare in Consumer
Decision-Making

This study examined how consumers
use ChatGPT, an Al-powered search
tool, versus Google, a traditional search
engine, when making product-related
decisions. A total of 1,503 U.S. partici-
pants were included in the final analysis
after filtering out noncompliant
data. Each participant was assigned a
decision-making task: selecting the
best option among three alternatives
in either the smartphone or theme
park category based on predefined crite-
ria.
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To create a realistic online research
experience, researchers developed a cus-
tom browser application that tracked
participants’ search behavior, time
spent, and websites visited. Participants
were randomly assigned either ChatGPT
or Google as their primary research tool
but could visit other websites if needed.
The study measured both decision speed
and accuracy to assess efficiency and
effectiveness. After completing the task,
participants filled out a survey evaluat-
ing their experience, including their sat-
isfaction with the tool, task enjoyment,
and attitudes toward Al-powered
searches.

Al vs. Traditional Searches:
Key Findings

The results revealed that ChatGPT out-
performed Google in both search accu-
racy and speed:

Higher Accuracy: ChatGPT users
were significantly more likely to select
the correct product or service compared
to Google users (see Figure 1). This
advantage was particularly strong for
complex searches, such as those involv-
ing theme parks, where relevant infor-
mation was harder to find. While 59% of
ChatGPT usersidentified the best theme
park based on the predefined criteria,
only 39% of Google users did.

Faster Decision-Making: ChatGPT
users completed their searches more
quickly than those using Google.

However, despite ChatGPT leading to
more efficient
sion-making, participants still preferred
Google over ChatGPT for future
searches, with habit and trust in tradi-
tional search engines playing a key role
in this preference.

and accurate deci-

Browsing Behavior:
Fewer Clicks With Al

The study also explored how each tool
influenced browsing habits:

o ChatGPT users relied primarily on

Al-generated results, with only 12%
visiting external websites.
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« Conversely, 73% of the Google users
explored external sites for further
information

For Google users, clicking through mul-
tiple sources was key to success, rein-
forcing traditional search behaviors
wherein consumers compare informa-
tion across various websites. In contrast,
ChatGPT users trusted the Al-gener-
ated recommendations without further
verification, highlighting a fundamental
shift in search dynamics.

Understanding Consumer
Behavior With Al-Powered Search

To complement the quantitative study,
in-depth interviews were conducted
with U.S. consumers to explore how they
engage with AT tools like ChatGPT and
Microsoft Copilot for purchasing deci-
These 25-minute
examined how consumers discovered

sions. interviews
A1, their motivations for using it, and its
impact on their search habits and deci-
sion-making.

Consumers are increasingly adopting
Al-powered search through word of
mouth, social media, and curiosi-
ty-driven experimentation. While ini-
tial skepticism exists, many users
quickly recognize AT’s efficiency and
objectivity, leading to a growing reliance

on these tools for product research.

The study identified three main ways
consumers use Al in decision-making:

« Unbiased Recommendations: Al’s
perceived neutrality helps consumers
filter out marketing bias.

« Product Discovery and Compari-
son: Al simplifies the search process
by summarizing reviews and helping
customers understand their needs.

o Product Insights and Mainte-
nance: Many turn to Al for guidance
on product usage, troubleshooting,
and long-term care.

Although AT search tools improve effi-
ciency, accuracy concerns remain, par-
ticularly regarding pricing and product

availability, emphasizing the need for
better integration with shopping plat-
forms.

Overall, Al-powered search is reshaping
consumer decision-making by organiz-
ing information, structuring choices,
and offering personalized insights.
Many users find Al to be a motivating
force, reducing the effort required in
complex research. As Al tools continue
to evolve, consumers are gradually shift-
ingaway from traditional search engines,
favoring Al-driven recommendations
for a faster, more structured deci-
sion-making experience. &~
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« This study confirms that generative

Al tools like ChatGPT may enhance
consumer decision-making by
improving both the efficiency and
accuracy of the search process.
Compared to traditional search
engines, Al-powered tools enable
users to find relevant information
faster and with greater precision.
Consequently, consumers
increasingly treat Al as a “one-stop
shop” for recommendations,
comparisons, and deeper insights.
However, this growing trust comes
with a critical risk—as Al tools
improve, consumers are fact-check-
ing less frequently, assuming the
information provided is accurate.
Notably, experienced users display
greater confidence in Al, while newer
users remain more cautious,
highlighting the need for Al literacy to
maximize benefits.

For marketing managers, these
findings indicate a major shiftin
consumer search behavior. As

Al-generated recommendations
become a primary source of product
information, brands must optimize
their digital presence to ensure
accurate representation in Al-driven
search results. While Al improves
efficiency, consumers still value
human experiences, such as
personal reviews and testimonials.
Businesses should blend Al-driven
insights with human-generated
content to maintain credibility and
engagement.

For consumers, Al-powered search
simplifies decision-making, reduces
cognitive effort, and boosts
confidence in purchases. However,
the study also reveals arisk of
overreliance on Al-generated
content without verification. To
counteract this risk, consumers must
develop Al literacy skills, including
fact-checking and critically
evaluating Al-generated recommen-
dations, to make informed decisions.

.

.

For society, the growing reliance on
Al raises concerns about a widening
digital divide. Those who effectively
use Al may gain better access to
high-quality information, while others
risk falling behind. This dynamic
underscores the need for educa-
tional initiatives to improve Al literacy
across all demographics. Addition-
ally, policymakers should consider
regulations to ensure transparency,
accuracy, and accountability in
Al-generated searchresults to
mitigate misinformation and bias.

As Al continues to reshape consumer
behavior, businesses and society
must adapt to its transformative
impact. Companies that integrate
Al-driven strategies while maintain-
ing trust and transparency will be
best positioned to thrive in this
evolving digital landscape.

NIM INSIGHTS VOL.7 25



