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Introduction

The proliferation of digital technologies and near-ubiquitous 
internet access has fundamentally reshaped business-
consumer interactions. E-commerce has not merely altered 
but revolutionized traditional business models, fostering an 
ecosystem defined by unprecedented convenience, data-driven 
insights, and hyper-personalized purchasing. This convergence 
of technology, consumer psychology, and market dynamics has 
created a complex environment that continuously redefines 
expectations and competitive strategies [1-5].

A pivotal shift in the past decade has been the transition 
from single-channel approaches to integrated multi- and 
omnichannel systems [6]. These frameworks seamlessly blend 
online and offline touchpoints to craft unified consumer journeys 
[7]. Artificial intelligence (AI), machine learning, and advanced 
data analytics serve as the core engines of this transformation, 
enabling organizations to predict consumer behavior, customize 
interactions, and optimize decision-making [8]. Concurrently, 
the modern consumer demands greater transparency, ethical 
conduct, and corporate responsibility from digital retailers [9].  

 
While emerging markets present a vast frontier for e-commerce 
growth, they also pose significant challenges related to digital 
infrastructure, consumer trust, and cultural adaptation [10].

In response to this dynamic landscape, this paper provides a 
comprehensive review of seminal developments in e-commerce. 
It moves beyond description to analyze the dominant trends 
influencing both consumer behavior and operational strategies. 
The paper specifically investigates how artificial intelligence, big 
data, and digital personalization are revolutionizing customer 
engagement. Furthermore, it critically examines the ensuing 
ethical dilemmas, sustainability concerns, and the distinct 
implications of these technologies for established and developing 
markets alike, thereby establishing a clear and purposeful scope 
for the analysis that follows.

Background Theory

Modern e-commerce methods

Over the past decade, e-commerce has not just altered but 
fundamentally reconfigured business-consumer relationships. 
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Driven by ubiquitous internet access and relentless technological 
advancement, companies have built dynamic online marketplaces 
that offer unparalleled convenience and choice. This digital 
shift has irreversibly transformed consumer habits, normalized 
remote transactions and established new standards for speed and 
accessibility [6,11,12].

Academic research has devised numerous frameworks to 
analyze e-commerce adoption, consistently identifying trust, 
perceived risk, and a complex interplay of psychological and 
environmental variables as critical determinants of participation. 
Among these, consumer trust emerges as the cornerstone of 
sustainable e-commerce success. In response, two strategic 
approaches have become paramount: omnichannel retail and 
data-driven decision-making.

Omnichannel retail represents a paradigm shift from siloed 
channels to an integrated model that seamlessly blends digital and 
physical touchpoints [13]. This strategy orchestrates a cohesive 
customer journey, whether the consumer engages through online 
browsing, in-store visits, or app-based purchases. Concurrently, 
data-driven decision-making leverages big data analytics to 
ground business strategy in empirical evidence. Organizations 
harness these insights to decode customer behavior, accurately 
forecast demand, and refine marketing precision. The synergy 
of these approaches yields significant competitive advantages, 
including enhanced operational efficiency, reduced waste, and 
superior, personalized customer experiences [12,14,15].

Technological factors

E-commerce has evolved from a niche channel to a central 
pillar of global commerce, with its two-decade expansion fueled 
by the internet and a suite of digital technologies. This digital 
transformation has fundamentally reshaped interactions, 
communication, and the very nature of exchanging goods and 
services.

The widespread consumer adoption of digital platforms, 
social media, and mobile technology is a primary catalyst for 
this growth [16,17,18]. Among these technological factors, 
artificial intelligence (AI) stands out as a transformative force, 
primarily through its capacity to process big data and orchestrate 
personalized shopping experiences at scale. Machine learning, a 
subset of AI, empowers companies to move beyond retrospective 
analysis to predictive modeling of consumer behavior, enabling 
hyper-personalized recommendations that optimize marketing 
and sales funnels.

Furthermore, technologies like Augmented Reality (AR) are 
bridging the gap between the digital and physical by allowing 
consumers to visualize products in their own environments. 
This capability, such as virtually testing furniture or trying on 
clothing, directly addresses key e-commerce pain points by 
boosting consumer confidence and significantly reducing return 
rates. Ultimately, the sophisticated personalization enabled by 
these advanced algorithms cultivates a sense of individual value 

for the consumer, which in turn strengthens brand loyalty and 
drives higher conversion rates, creating a powerful competitive 
advantage.

Challenges and obstacles

Despite its transformative potential, the growth of e-commerce 
is tempered by a complex array of challenges that threaten its 
inclusivity and sustainability. These obstacles are particularly 
pronounced for small and medium-sized enterprises (SMEs) and 
in emerging markets.

A primary barrier is the persistent digital divide. In many 
emerging economies, weak digital infrastructure and unreliable 
internet access severely constrain e-commerce participation, 
stifling the growth of SMEs. This underscores an urgent need 
for targeted investment in robust digital capabilities and secure, 
accessible payment systems.

The industry’s heavy reliance on data-driven technologies also 
introduces significant ethical and operational risks. The extensive 
collection of consumer data, while fueling personalization, creates 
substantial vulnerabilities regarding data misuse and privacy 
violations [1,19,21,22]. Moreover, algorithmic bias-often a product 
of unrepresentative training data-can perpetuate discrimination, 
erode the consumer experience, and irreparably damage trust 
and brand reputation [20].

Beyond ethical concerns, prohibitive costs associated with 
adopting advanced technologies like AI and Augmented Reality 
create a competitive imbalance, effectively blocking smaller 
businesses from leveraging these tools. Simultaneously, cultural 
and social nuances demand highly localized e-commerce 
strategies, making market entry complex and requiring deep 
cultural intelligence to succeed.

Addressing this multifaceted challenge portfolio necessitates 
a holistic strategy. A path forward requires concerted efforts to 
strengthen technical infrastructure, the implementation of robust 
and transparent privacy policies, and a commitment to sustainable 
practices. Only through such an integrated approach can the 
e-commerce ecosystem foster the inclusive growth and enduring 
consumer trust essential for its long-term viability [19,23,24].

Literature Review 

This paper synthesizes existing literature on e-commerce, 
moving beyond a descriptive account to analyze emerging trends 
through several dominant thematic lenses: the pivotal role of 
artificial intelligence in personalization and operations, the 
foundational elements of trust and service quality, the power of 
social and influencer marketing, the unique dynamics of emerging 
markets, and the frontier of immersive technologies.

Artificial intelligence: personalization, efficiency, and 
ethical dilemmas

A significant body of recent research concentrates on AI as a 
dual-edged sword, capable of driving both unparalleled efficiency 
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and significant ethical challenges. [25] demonstrated that AI-
enabled big data analytics, through machine learning and NLP, 
allow for real-time personalization and supply chain optimization, 
directly enhancing customer experience and operational efficiency. 
Similarly, [26] found that AI-based recommendation systems 
profoundly increase customer engagement and satisfaction 
by anticipating needs. However, both studies, along with [27], 
caution that this deep reliance on data raises critical concerns 
regarding transparency, privacy, and the potential for algorithmic 
bias, which can undermine the very trust they seek to build.

The application of AI extends to understanding user 
psychology. [28] revealed that personal trust and perceived 
control over AI systems are crucial psychological factors that 
significantly enhance user experience and purchase intention. 
This is complemented by [29], who argued that consumers prefer 
platforms that use AI to meet both emotional and utilitarian needs, 
advocating for greater investment in responsive data analytics.

The foundations of trust: service quality, security, and 
loyalty

Closely linked to AI ethics is the broader theme of trust, 
which multiple studies identify as the non-negotiable currency of 
e-commerce. [30] established a clear causal chain, showing that 
e-service quality is pivotal in fostering customer satisfaction and 
trust, which in turn are the primary drivers of long-term platform 
engagement. This is reinforced by [31,32], who empirically 
linked robust cybersecurity measures, reliable service attributes 
(fast shipping, effective support), and personalized services to 
the development of enduring customer loyalty. The consensus 
indicates that technological advancement must be underpinned 
by unwavering service quality and security.

Social dynamics: influencer marketing and community 
engagement

The human element in digital commerce remains powerfully 
influential. Research highlights the evolving role of social media and 
influencers as key drivers of consumer behavior. [33] uncovered 
a nuanced dynamic in influencer marketing, finding that while 
mistrust can deter purchases, a strong emotional connection with 
an influencer can outweigh mere trust, highlighting the value of 
long-term, authentic relationships. [34,35] further demonstrated 
the efficacy of social media, showing that data-driven targeting and 
interactive strategies like live streams and contests significantly 
boost consumer engagement, accelerate decision-making, and 
fortify brand loyalty.

Navigating emerging markets: adaptation and inclusion

A distinct strand of literature addresses the unique 
opportunities and challenges in emerging markets, where 
e-commerce growth is not a mere replication of Western models 
but requires tailored approaches. [36] documented how crises like 
the pandemic can catalyze rapid e-commerce adoption in regions 

like Bangladesh, forcing improvements in digital payments 
and infrastructure. However, significant barriers persist. [37] 
identified cultural and economic hurdles in India, such as cash-
on-delivery preferences and technological wariness, necessitating 
inclusive payment options and awareness campaigns. This is 
echoed by [38] in Lahore, where platform ease-of-use, security, 
and delivery immediacy were found to be critical for winning over 
young consumers. Furthermore, [39] argued that sustainable 
business models incorporating environmental responsibility and 
supply chain transparency are key to building trust and securing a 
long-term competitive advantage in these regions.

The next frontier: immersive experiences in the 
metaverse and beyond

Finally, a growing area of inquiry explores the future of 
consumer interaction through immersive technologies. Employing 
innovative neuroscience techniques, [40,41] compared traditional 
e-commerce with metaverse shopping. Their findings present 
a paradox: while virtual reality and the metaverse offer highly 
interactive and personalized experiences, they also induce 
cognitive overload and can trigger negative emotional responses, 
currently limiting widespread consumer acceptance. These 
studies uniformly advise businesses to prioritize comprehensive 
user-experience studies and intuitive interface design before 
making substantial investments in this nascent domain [42].

This thematic synthesis reveals a field grappling with the 
balance between technological capability and human factors. The 
following discussion will analyze the convergence of these themes 
and their collective implications for the future of e-commerce [43].

Discussion and Comparison

Emerging trends in e-commerce encompass the increasing 
influence of artificial intelligence and personalization, alongside 
cultural and market factors that shape consumer behavior [44]. 
The reviewed studies collectively indicate that leading trends 
focus on creating a seamless, fully integrated shopping experience 
through multichannel integration, where traditional channels 
operate in harmony with modern digital solutions, allowing 
consumers to make purchases via smartphones, websites, and 
in-store touchpoints [45]. Several studies highlight the role of 
emerging technologies, particularly augmented reality (AR) 
and virtual reality (VR), in enhancing customer experience and 
building trust in digital environments. Social media and digital 
analytics have become essential tools for improving customer 
targeting, increasing conversion rates, and developing effective 
marketing strategies for broader and more personalized 
engagement, including personalized recommendations, 
predictive analytics, and intelligent chat programs designed to 
foster loyalty. Artificial intelligence-driven big-data analytics 
provide actionable insights into consumer needs and behaviors, 
enabling organizations to refine marketing strategies, optimize 
operational efficiency, and tailor service offerings to align closely 

http://dx.doi.org/10.19080/GJTLTH.2025.03.555613


How to cite this article: Maria Nascimento C. The Convergence of Technology and Behaviour: A Comprehensive Review of Emerging Trends in 
E-Commerce. Glob J Tourism Leisure & hosp manag. 2025; 3(3): 555613.  DOI: 10.19080/GJTLH.2025.03.555613004

Global Journal of Tourism Leisure & Hospitality Management

with consumer expectations [46]. Ethical challenges also remain 
prominent, especially regarding data privacy, algorithmic bias, 
and transparency in AI-driven decision-making, highlighting the 
need for responsible AI policies and regulatory frameworks to 
ensure fairness, accountability, and consumer trust. Social media 
has emerged as a key platform for direct business-to-consumer 
communication, facilitating community engagement and 
enhancing brand loyalty and sales, while influencer marketing has 
proven pivotal in establishing trust and motivating purchasing 
decisions through long-term, emotionally resonant connections. 

Finally, although emerging markets often face barriers such as 
limited digital infrastructure and poor internet connectivity, these 
regions present significant growth opportunities if e-commerce 
strategies are adapted to local cultural and economic contexts.

Extracted Statistics

Figure 1 illustrates that 2024 recorded the highest number of 
studies on modern e-commerce promotion methods, with thirteen 
studies, followed by eight studies in 2023. This demonstrates 
growing scholarly attention to e-commerce in recent years.

Figure 1: Yearly Distribution of E-Commerce Studies.

Figure 2: Studies by Key Findings.
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Figure 2 shows that personalization significantly enhances 
customer loyalty, as evidenced by seven studies. Additionally, six 
studies confirm that artificial intelligence improves operational 
efficiency, underscoring the critical role of technology in advancing 
e-commerce.

A descriptive statistical analysis of emerging trends in 
e-commerce, based on recent theoretical and bibliographic 
reviews, reinforces these findings. According to the data 
presented, there has been a consistent increase in academic focus 
on e-commerce, particularly in recent years. Notably, 2024 saw 
the greatest number of studies dedicated to modern methods of 
promoting e-commerce, totaling thirteen reviewed papers, while 
2023 recorded eight studies. This reflects a clear upward trajectory 
in both scientific and business interest in digital commerce.

Regarding emerging technologies, the results demonstrate the 
predominant importance of personalization within commercial 
strategies, cited by seven reviewed studies. This supports the 
perspective proposed by [46], who argue that personalized 
recommendations generated by AI systems lead to greater 
customer satisfaction and stronger purchase intentions.

Furthermore, statistical data show that artificial intelligence 
and big-data analysis featured prominently in six of the 
reviewed studies, highlighting their relevance in improving 
operational efficiency and increasing sales through personalized 

recommendations and predictive consumer-behavior analysis 
[26,29].

A notable finding across several studies concerns data security 
and algorithmic bias, arising from the growing use of artificial 
intelligence. Researchers warn that excessive dependence on 
digital technologies can pose ethical risks associated with privacy 
and transparency in consumer data management [31].

These concerns represent both statistical and operational 
challenges, particularly in emerging markets, where 
infrastructural limitations and cultural barriers complicate the 
adoption of advanced digital systems [37].

In summary, the statistical analysis underscores not only the 
dominant technological and behavioral trends in e-commerce but 
also the urgent need for ethical policies and innovative solutions 
to overcome structural and cultural barriers. The findings 
reaffirm the strategic importance of investing in personalization 
and artificial intelligence to ensure stronger customer loyalty 
and improved operational efficiency. They also stress that future 
success will depend on the ethical and sustainable management 
of these technologies.

Figure 3 indicates that personalization and ease of use are the 
most frequently addressed topics, each appearing in seven studies. 
These results confirm the importance of delivering personalized 
and seamless user experiences to attract and retain customers.

Figure 3: Studies by Focus Area.

Figure 4 shows that six studies focused on artificial 
intelligence and big-data analysis, emphasizing the vital role of 
these technologies in the advancement of e-commerce. Other 

methodologies, such as consumer-behavior analysis and case 
studies, were less common but continue to provide valuable 
insights in this field.
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Figure 4: Studies by Methodology.

Conclusion

Rapid advancements in digital technologies and the expansion 
of global online markets are transforming e-commerce. Studies 
demonstrate that integrating digital and traditional systems 
improves customer service and satisfaction. As a result, hybrid 
models are increasingly vital for maintaining competitiveness in 
both developed and emerging economies. Immersive technologies 
such as augmented reality and virtual reality have changed 
consumer engagement by offering interactive and realistic product 
experiences. These technologies reduce hesitation, foster trust, 
and enhance emotional connections with brands. In addition, 
artificial intelligence and big-data analytics are now central to 
precision marketing, behavioral forecasting, and personalized 
customer interactions.

Significant challenges remain despite technological progress. 
Algorithmic bias, limited transparency, and data privacy 
concerns introduce ethical and operational risks that may erode 
consumer confidence and corporate accountability. In emerging 
markets, underdeveloped digital infrastructure limits global 
competitiveness. However, these markets offer substantial 
potential for inclusive and sustainable growth, especially as 
mobile technologies become the main channel for e-commerce. 
Persistent issues such as unreliable connectivity, low consumer 
trust in online payment systems, and cultural reluctance toward 
digital adoption highlight the need for a comprehensive strategy. 
This strategy should combine technological innovation with an 
understanding of local socio-cultural factors.

Ultimately, the long-term success of global e-commerce 
depends not only on technological innovation but also on 
ethical management, inclusivity, and the sustainability of digital 

transformation.

Recommendation

The widespread implementation of artificial intelligence (AI) 
and big data analytics in e-commerce has intensified concerns 
regarding consumer data protection, ethical AI deployment, 
and sustainable business operations. Organizations increasingly 
encounter reputational damage and diminished consumer 
trust following data breaches and improper data usage, which 
highlights the necessity for comprehensive cybersecurity 
measures, transparent data governance, and adherence to 
privacy legislation. Ethical challenges arise from algorithmic bias 
due to inadequate AI system design and the lack of established 
regulatory frameworks. Mitigating these risks requires the 
establishment of rigorous ethical guidelines, the conduct of 
independent audits, and the promotion of transparency to ensure 
equitable outcomes and foster stakeholder trust. In emerging 
economies, e-commerce expansion is constrained by inadequate 
digital infrastructure and restricted internet access. Addressing 
these limitations necessitates tailored strategies, targeted 
infrastructure investment, locally relevant research, and the 
promotion of digital literacy, supported by effective collaboration 
between public and private sectors. Furthermore, businesses 
should prioritize the integration of digital and physical retail 
channels to deliver a unified customer experience, leveraging 
AI to enhance demand forecasting, supply chain management, 
and operational performance. E-commerce enterprises are also 
encouraged to incorporate sustainability into their core activities 
by implementing environmentally responsible initiatives, ethical 
sourcing practices, and carbon-neutral logistics to align with 
consumer expectations and reinforce brand reputation.
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