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Abstract— The rapid expansion of generative artificial 

intelligence (GenAI) is transforming digital communication 

ecosystems by redefining how information is produced, 

interpreted, recommended and consumed in contemporary 

media environments. In platform-based communication, 

artificial intelligence (AI) increasingly operates as a cognitive 

and communicational infrastructure that shapes learning 

processes, media practices and consumer behavior. This paper 

examines AI in convergent media environments through a 

transdisciplinary framework integrating three analytical 

perspectives: published evidence on student uses of AI in higher 

education, psychological adaptation to algorithmically curated 

information environments, and AI-driven consumer behavior 

within digital media platforms. Methodologically, the study uses 

a PRISMA-guided systematic literature review combined with 

qualitative thematic synthesis and conceptual model-building. 

The review considered peer-reviewed studies indexed in Web of 

Science and Scopus between 2018 and 2025 and analyzed 

literature on GenAI, digital education, algorithmic 

communication, recommendation systems and AI-mediated 

consumer behavior. No statistical effect-size synthesis was 

conducted. The synthesis indicates that AI performs three 

interconnected roles within digital communication ecosystems: 

learning assistant, cognitive mediator and behavioral influencer. 

The analysis also discusses generational differences in AI-

mediated media interaction, with particular attention to 

Generation Z, Generation Alpha and the cautious, anticipatory 

use of the term Generation Beta. The study proposes the AI-

Mediated Communication Ecosystem Model as a conceptual 

framework derived from recurring thematic clusters in the 

literature. It argues that education for communication 

professionals should integrate AI literacy, ethical awareness and 

critical media competencies in order to prepare graduates for 

increasingly AI-mediated communication environments. 
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I. INTRODUCTION 

The rapid expansion of artificial intelligence (AI) 

represents one of the most significant technological 

transformations shaping contemporary communication 

environments. Unlike earlier waves of digital innovation that 

primarily accelerated information exchange, AI increasingly 

participates in the production, organization and interpretation 

of knowledge itself. In digital media ecosystems structured 

by algorithms and data-driven infrastructures, AI systems do 

not simply facilitate communication; they actively mediate 

how information is generated, filtered and consumed. As a 

result, AI is progressively evolving from a technical 

instrument into a structural component of digital 

communication environments. 

The growing presence of artificial intelligence within 

communication systems reflects broader transformations in 

the architecture of digital media. Social media platforms, 

streaming services and digital marketing infrastructures 

operate through complex algorithmic mechanisms designed 

to analyze user behaviors and optimize engagement. 

Recommendation systems on platforms such as YouTube, 

TikTok or Netflix rely on machine learning models capable 

of predicting individual preferences and delivering 

personalized content streams. These algorithmic processes 

shape the visibility of information, influence patterns of 

media consumption and affect the ways in which individuals 

interpret public discourse within digital environments [1], [2]. 

Within this context, generative artificial intelligence 

represents a particularly significant development. Large 

language models and other generative systems can produce 

text, images and audiovisual content with remarkable 

fluency, enabling users to interact with digital technologies in 

new ways. Students may employ AI systems to generate 

summaries of academic texts, marketers may use them to 

produce advertising copy, and journalists increasingly 

experiment with automated content generation. Such 

developments illustrate how artificial intelligence is 

becoming embedded within everyday communication 

practices, transforming not only how information circulates 

but also how knowledge is constructed and communicated 

[3]. 

These transformations raise important questions for 

educational institutions, particularly regarding how AI 

reshapes the relationship between students, knowledge 

production, and technological mediation. Universities have 

historically functioned as environments dedicated to the 

cultivation of critical thinking, analytical reasoning, and 

independent intellectual inquiry. However, the integration of 

AI into educational practices introduces new dynamics in the 

relationship between students, knowledge and technological 

mediation. Although recent studies have examined AI in 

higher education, algorithmic communication, and digital 

marketing, these strands of research have largely developed 
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in parallel. As a result, the literature still lacks an integrated 

analytical framework that explains how these domains 

intersect within contemporary digital communication 

ecosystems and how different forms of AI—particularly 

generative AI, predictive analytics, and personalization 

systems—produce distinct educational, psychological, and 

behavioral effects [4]–[6]. The present study addresses this 

gap by proposing a transdisciplinary framework that connects 

these previously fragmented areas of inquiry. 

For students enrolled in disciplines such as 

communication, media studies, engineering or management, 

artificial intelligence tools are rapidly becoming part of 

everyday academic practice. A student preparing a marketing 

strategy might rely on AI systems to generate campaign ideas 

or analyze consumer trends, while engineering students may 

employ AI-assisted software to simulate technical processes 

or optimize design solutions. These practices illustrate how 

digital technologies increasingly function as cognitive 

partners within educational environments. Rather than 

serving merely as repositories of information, artificial 

intelligence systems now participate directly in knowledge 

production and problem-solving processes [7]. 

Beyond educational contexts, artificial intelligence also 

plays a growing role in shaping psychological interactions 

between humans and digital technologies. Research in 

behavioral science suggests that individuals often develop 

complex attitudes toward algorithmic systems. On the one 

hand, AI tools are perceived as efficient and capable of 

processing vast quantities of information. On the other hand, 

users may experience uncertainty or skepticism when 

delegating decisions to automated systems. Studies on 

algorithm aversion demonstrate that individuals sometimes 

reject algorithmic recommendations after observing minor 

errors, even when algorithms statistically outperform human 

judgment in predictive tasks [8]. Conversely, research on 

algorithm appreciation indicates that individuals may prefer 

algorithmic decision-making in situations involving complex 

datasets or uncertain outcomes [9]. 

The psychological implications of artificial intelligence 

therefore extend beyond simple technological adoption. 

Continuous interaction with algorithmically mediated 

environments may gradually influence cognitive habits, 

decision-making strategies and perceptions of trust in digital 

systems. Social media users, for example, often rely on 

algorithmic recommendations to discover news articles, 

videos or cultural content. Over time, such recommendation 

systems may function as intermediaries shaping the 

informational landscapes within which individuals construct 

their understanding of social and political reality. 

At the same time, artificial intelligence is profoundly 

transforming the economic structures of digital 

communication. In contemporary digital markets, AI-driven 

analytics play a central role in predicting consumer 

preferences and optimizing marketing strategies. 

Recommendation engines employed by online retailers and 

social media platforms analyze behavioral data in order to 

deliver personalized advertising messages and product 

suggestions [10]. These predictive systems enable companies 

to anticipate consumer behavior with increasing precision, 

thereby reshaping the relationship between media 

consumption and commercial communication. 

However, the integration of artificial intelligence into 

digital markets also raises ethical concerns. Issues related to 

data privacy, algorithmic transparency and the authenticity of 

AI-generated communication have become central topics 

within contemporary debates on digital governance. 

Consumers are increasingly aware that algorithmic systems 

collect and analyze personal data in order to influence 

purchasing decisions or shape media consumption patterns. 

As artificial intelligence becomes more deeply embedded in 

communication infrastructures, questions regarding 

accountability and ethical responsibility become increasingly 

urgent [11]. 

Understanding these transformations requires a 

transdisciplinary analytical perspective. Artificial 

intelligence simultaneously influences educational practices, 

psychological adaptation and consumer behavior within 

digital communication ecosystems. Communication scholars 

investigate how algorithmic systems reshape media 

environments, psychologists analyze how individuals adapt 

cognitively to algorithmically mediated interactions, and 

marketing researchers examine how predictive analytics 

transform consumer decision-making processes [12]. 

Bringing these perspectives together provides a more 

comprehensive understanding of the broader implications of 

artificial intelligence for digital societies 

Another important dimension of this transformation 

concerns generational dynamics. Generation Z represents the 

first cohort to have developed within fully networked social 

media ecosystems structured by algorithmic recommendation 

systems [13]. Generation Alpha and the emerging Generation 

Beta are expected to grow up in environments where artificial 

intelligence is deeply embedded within everyday 

technologies and digital infrastructures [14]. 

These generational differences highlight the need for 

educational institutions to adapt curricula in order to prepare 

future professionals for AI-mediated communication 

environments. Communication specialists, marketers and 

media professionals will increasingly operate within 

ecosystems where artificial intelligence shapes information 

flows, public discourse and consumer engagement. 

Consequently, higher education must integrate digital 

literacy, critical media analysis and ethical awareness into 

academic training to equip students with the competencies 

required to navigate algorithmically mediated 

communication landscapes [15], [16]. 

Against this background, the present study investigates 

the role of AI in convergent digital media environments 

through a transdisciplinary framework that integrates 

educational research, psychological perspectives and 

consumer behavior analysis. The article addresses the 

following question: how do different AI technologies reshape 

learning practices, cognitive adaptation and media-

consumption behavior within contemporary communication 

ecosystems? By combining a PRISMA-guided literature 

review with qualitative thematic synthesis and conceptual 

model-building, the study responds to the need for a more 

integrated and carefully differentiated theoretical perspective. 

The research seeks to examine how artificial intelligence 

influences learning practices, cognitive adaptation and 

patterns of media consumption in contemporary digital 

societies [17], [18]. 

II. LITERATURE REVIEW 

 

A. Artificial Intelligence in Digital Communication 

Ecosystems 

 



The increasing integration of artificial intelligence into 

digital infrastructures has significantly transformed 

contemporary communication environments. Scholars 

examining digital media systems emphasize that modern 

communication ecosystems are increasingly structured by 

algorithmic architectures designed to process large volumes 

of behavioral data and optimize the circulation of information 

across platforms. In these environments, artificial intelligence 

operates as an intermediary between users and information 

flows, shaping both the visibility and interpretation of digital 

content [19], [20]. 

The concept of media convergence provides an important 

theoretical framework for understanding these 

transformations. Jenkins describes convergent media 

environments as systems in which content circulates across 

multiple platforms while audiences actively participate in the 

production and distribution of information [21]. Within such 

ecosystems, artificial intelligence amplifies the dynamics of 

convergence by enabling automated content creation, 

personalized information streams and predictive media 

distribution. 

Algorithmic recommendation systems illustrate how 

artificial intelligence reshapes digital communication 

practices. Platforms such as Netflix, Spotify, TikTok and 

YouTube rely heavily on machine learning models capable of 

analyzing behavioral patterns in order to predict user 

preferences. These systems continuously evaluate data 

related to viewing history, interaction patterns and 

engagement metrics in order to deliver personalized media 

experiences. As Gillespie notes, algorithmic infrastructures 

increasingly function as invisible gatekeepers that determine 

which information becomes visible within digital 

environments [1]. 

At the same time, the emergence of generative artificial 

intelligence has expanded the scope of algorithmic 

communication. Unlike earlier AI systems primarily 

designed for classification or prediction, generative models 

can produce original content, including written texts, visual 

materials and audio outputs. Large language models enable 

users to generate essays, summaries or marketing copy 

through conversational interfaces, thereby introducing new 

forms of human–machine interaction within communication 

practices [3]. 

These developments have profound implications for 

media industries. Journalists, marketing specialists and 

content creators increasingly experiment with AI-assisted 

production processes. Automated journalism systems can 

generate financial reports or sports summaries based on 

structured datasets, while generative AI tools are used to 

produce advertising slogans, social media captions and 

multimedia content. Consequently, artificial intelligence is 

gradually transforming the professional workflows of 

communication industries and redefining the boundaries 

between human creativity and algorithmic production [22]. 

However, scholars also warn that algorithmically 

mediated communication environments may introduce new 

forms of informational asymmetry. When algorithms 

prioritize engagement metrics such as clicks or viewing time, 

they may inadvertently amplify sensational or emotionally 

charged content. Such dynamics raise concerns regarding the 

diversity of information and the potential polarization of 

public discourse within digital platforms. 

 

B. Artificial Intelligence and Educational Transformation 

 

Parallel to its influence on communication industries, 

artificial intelligence has rapidly entered educational 

environments. The academic literature on AI in education has 

grown significantly over the past decade, reflecting the 

increasing availability of intelligent tutoring systems, 

adaptive learning platforms and automated feedback tools 

[4], [23]. 

One of the earliest comprehensive reviews of artificial 

intelligence in higher education identified several major 

application domains including student profiling, intelligent 

tutoring systems, adaptive learning environments and 

automated assessment systems [4]. These technologies were 

designed to support personalized learning pathways by 

analyzing student performance data and adapting 

instructional materials accordingly. 

More recent developments have introduced generative 

artificial intelligence into educational contexts. Tools based 

on large language models allow students to interact with AI 

systems in conversational ways, asking questions, requesting 

explanations or generating textual outputs. Research suggests 

that such technologies can enhance learning accessibility by 

providing immediate feedback and assisting students in 

understanding complex concepts [5], [24]. 

For instance, a student studying digital marketing may 

request examples of algorithmic advertising strategies, while 

an engineering student may use AI systems to generate 

explanations of technical processes. In such cases, artificial 

intelligence functions as a cognitive support system that 

facilitates access to knowledge and encourages exploratory 

learning. 

Nevertheless, educational researchers emphasize that the 

widespread availability of generative AI tools also introduces 

significant pedagogical challenges. Effective learning 

requires sustained mental effort and active engagement with 

complex problems [6]. If AI systems automate tasks such as 

summarization, translation or idea generation, students may 

gradually rely on algorithmic assistance rather than 

developing independent analytical skills. 

This tension between technological efficiency and 

intellectual autonomy represents one of the central debates 

within contemporary discussions on artificial intelligence in 

education. Scholars increasingly argue that educational 

institutions must integrate AI technologies in ways that 

reinforce rather than undermine critical thinking and 

reflective learning practices [23], [25], [26]. 

Consequently, universities are increasingly exploring the 

concept of AI literacy, which involves teaching students not 

only how to use AI tools but also how to critically evaluate 

algorithmic outputs, understand the limitations of machine 

learning models and recognize potential biases embedded in 

automated systems. 

 

C. Psychological Adaptation to Algorithmic Environments 

 

Beyond educational and technological dimensions, 

artificial intelligence also influences psychological processes 

associated with digital interaction. Human engagement with 

algorithmic systems involves complex dynamics related to 

trust, decision-making and cognitive adaptation. 

Research on human–AI interaction suggests that 

individuals frequently develop ambivalent attitudes toward 

algorithmic decision systems. On the one hand, artificial 

intelligence is perceived as capable of processing vast 



quantities of data with greater accuracy than human experts. 

On the other hand, users often hesitate to fully trust automated 

systems, particularly when algorithmic processes lack 

transparency. 

The concept of algorithm aversion illustrates this 

phenomenon. Individuals sometimes prefer human judgment 

over algorithmic predictions after observing even minor 

algorithmic errors, despite evidence that algorithms often 

outperform humans in predictive tasks [8]. 

Conversely, other studies describe the phenomenon of 

algorithm appreciation, in which individuals rely heavily on 

algorithmic recommendations when confronted with 

complex decision-making situations involving large datasets 

[9]. 

These contrasting tendencies illustrate the psychological 

complexity of human interactions with artificial intelligence. 

In digital communication environments, such dynamics 

become particularly relevant. Social media users interact 

daily with recommendation algorithms that determine which 

posts, videos or news articles appear in their feeds. Over time, 

individuals may develop implicit trust in algorithmic systems 

that curate their informational environment. However, the 

lack of transparency regarding how these algorithms operate 

may also contribute to skepticism and concerns regarding 

manipulation. 

Furthermore, continuous exposure to algorithmically 

curated information may gradually influence cognitive 

habits. When digital platforms prioritize personalized content 

streams, users may encounter information that reinforces 

their existing preferences and viewpoints. This phenomenon, 

commonly described as the filter bubble, can limit exposure 

to diverse perspectives and potentially intensify ideological 

polarization within online communities [27], [28]. 

 

D. Artificial Intelligence and Consumer Behavior 

 

Artificial intelligence also plays a crucial role in shaping 

consumer behavior within digital markets. Contemporary 

marketing strategies increasingly rely on AI-driven analytics 

capable of predicting consumer preferences and optimizing 

communication strategies. 

Predictive algorithms employed by e-commerce 

platforms analyze user interactions such as browsing patterns, 

search queries and purchasing history to generate 

personalized product recommendations. These 

recommendation engines represent one of the most visible 

applications of artificial intelligence in everyday digital life 

[10]. 

Research on AI-driven marketing highlights the growing 

importance of predictive personalization. By analyzing 

behavioral data, AI systems can anticipate consumer needs 

and deliver targeted advertising messages with remarkable 

precision [29]. This capability allows companies to optimize 

marketing campaigns and improve customer engagement 

[30]. 

However, the expansion of AI-driven marketing also 

raises ethical questions related to data privacy and consumer 

autonomy. As companies collect increasingly detailed 

behavioral data, consumers become more aware of how their 

digital activities are monitored and analyzed. Concerns 

regarding surveillance, data ownership and algorithmic 

transparency have therefore become central topics within 

contemporary debates on digital governance [11]. 

Moreover, the authenticity of digital communication 

becomes more complex in environments where AI-generated 

content is widely used. Brands may employ generative AI 

tools to produce social media posts or advertising copy that 

appears human-like. While such strategies can increase 

efficiency, they may also affect consumer trust if audiences 

perceive AI-generated communication as inauthentic or 

manipulative. 

 

E. Generational Dynamics and Media Consumption 

 

An additional dimension of artificial intelligence in 

communication ecosystems concerns generational 

differences in digital media consumption. Different 

generations interact with digital technologies in ways shaped 

by the technological environments in which they were raised. 

Generation Z, born approximately between the mid-1990s 

and early 2010s, represents the first generation fully 

immersed in social media ecosystems structured by 

algorithmic recommendation systems [31]. Their 

communication habits are strongly influenced by platforms 

such as TikTok, Instagram and YouTube, where algorithmic 

visibility determines the circulation of content. 

Generation Alpha, born after 2010, is growing up in an 

environment where artificial intelligence is already 

embedded within everyday devices, including voice 

assistants, smart learning platforms and AI-powered 

entertainment systems [32]. 

Looking toward the future, some authors and foresight-

oriented reports refer to the possible emergence of Generation 

Beta as a cohort that may grow up in environments 

increasingly shaped by artificial intelligence, immersive 

media technologies, and automated decision systems [33]. 

However, Generation Beta is not yet a widely established 

academic category in the generational studies literature. For 

this reason, the term is used in the present article cautiously 

and anticipatorily, as a heuristic label for discussing future 

AI-mediated socialization patterns, rather than as a fully 

consolidated generational construct. 

Understanding these generational dynamics is essential 

for both educational institutions and communication 

industries. Educational curricula must adapt to evolving 

digital practices, while media organizations must design 

strategies that address the expectations and behaviors of 

increasingly AI-native audiences. 

III. MATERIALS AND METHODS 

 

This study used a PRISMA-guided systematic literature 

review combined with qualitative thematic synthesis and 

conceptual model-building. PRISMA was used as a reporting 

and transparency framework for documenting identification, 

screening and inclusion decisions; the study did not conduct 

a statistical meta-analysis or calculate effect sizes [34]. 

The qualitative component refers to interpretive thematic 

synthesis of published empirical and conceptual literature. It 

does not refer to newly collected interviews, surveys or 

participant-level data. The analysis was therefore designed to 

identify recurring conceptual patterns across studies and to 

organize them into an interdisciplinary communication-

ecosystem model. 

 

A. Search Strategy and Data Sources 

 



The search was conducted on the Web of Science Core 

Collection and Scopus, while Google Scholar was used only 

as a supplementary checking source. The Web of Science 

search string was TS= ("artificial intelligence" OR 

"generative AI" OR "large language model*" OR ChatGPT) 

AND ("digital communication" OR "social media" OR 

"media ecosystem*" OR "algorithmic communication") 

AND ("higher education" OR student* OR learning OR "AI 

literacy") AND ("consumer behavior" OR "consumer 

behaviour" OR marketing OR personalization OR 

recommendation*)). The Scopus search used the equivalent 

TITLE-ABS-KEY field structure. The publication period was 

limited to 2018-2025. 

 

B. Screening and Eligibility Procedure 

 

Records were exported and compared using DOI, title, 

author and publication-year information. Duplicate removal 

combined automatic matching with manual verification of 

near-duplicate titles and alternative database records. After 

removing 200 duplicate or non-peer-reviewed records, 412 

records remained for title and abstract screening. Studies that 

did not address artificial intelligence in communication, 

education or consumer behavior were excluded at this stage. 

 

C. Full-Text Eligibility and Quality Appraisal 

 

Full-text analysis applied the following inclusion criteria: 

peer-reviewed journal articles or scholarly books/book 

chapters; indexing in Web of Science or Scopus where 

applicable; empirical or theoretical focus on AI in digital 

communication ecosystems; relevance to education, 

psychological adaptation or consumer behavior; and 

publication between 2018 and 2025. Exclusion criteria at the 

full-text stage included: marginal or purely technical AI focus 

without communication, educational or consumer-behavior 

relevance; absence of methodological or conceptual 

transparency; editorials, opinion pieces and non-scholarly 

sources; inaccessible full text; duplicated evidence; and 

studies outside the chronological scope. Quality appraisal 

was not a formal risk-of-bias assessment; rather, sources were 

assessed for peer-review status, methodological clarity, 

conceptual relevance and contribution to at least one of the 

model layers. 

 

D. Inclusion and Thematic Synthesis 

 

After full-text evaluation, 40 peer-reviewed studies were 

retained for qualitative thematic synthesis. The synthesis 

followed four analytical steps: familiarization with the 

selected literature; extraction of recurring concepts; grouping 

of concepts into educational, psychological and behavioral 

thematic clusters; and interpretation of these clusters in 

relation to generational media use and AI-mediated 

communication. Fig. 1 illustrates the final selection process 

[36]. 

 
Fig 1. PRISMA Flow Diagram. Author. L. Bălan 

 

Building on the systematic review and thematic synthesis, 

this study proposes a conceptual framework describing how 

AI reshapes communication environments across three 

interconnected dimensions and one cross-cutting 

generational lens. 

The AI-Mediated Communication Ecosystem Model 

integrates insights from communication theory, cognitive 

psychology and digital marketing research. The model 

conceptualizes AI as a multi-layer communication 

infrastructure influencing learning processes, psychological 

adaptation and consumer behavior. 

The model was derived inductively and deductively 

from recurring clusters identified in the reviewed literature. 

Studies on AI in higher education generated the educational 

layer; research on algorithmic trust, algorithm aversion and 

filter bubbles generated the psychological layer; and studies 

on predictive personalization, recommendation systems and 

AI-driven marketing generated the behavioral layer. The 

generational lens was added because the reviewed literature 

repeatedly linked AI-mediated communication to age-related 

patterns of media socialization and platform use. 

Consequently, the model should be read as a 

conceptual synthesis rather than as a causal model tested 

statistically. Its purpose is to organize convergent evidence 

and to clarify how distinct AI technologies produce different 

effects across educational, psychological and market-oriented 

communication contexts. 

 



 
Fig. 2 AI-Mediated Communication Ecosystem Model-. 

Author. L. Bălan 

 

Interpretation of the Model 

 

Within such environments, AI functions not only as a 

technological tool but also as an infrastructural component 

embedded in communication systems, media platforms and 

digital markets [38]. The model proposes that AI influences 

digital communication through three interacting layers and 

one generational lens. 

 

Educational Layer 

 

AI systems increasingly act as learning assistants, 

enabling adaptive learning environments and personalized 

feedback systems [5], [24]. However, educational institutions 

must balance technological assistance with the preservation 

of cognitive autonomy and critical thinking. 

 

Psychological Layer 

 

Artificial intelligence affects cognitive processes such as 

trust, attention and decision-making. Research on algorithm 

aversion and algorithm appreciation shows that users 

demonstrate ambivalent attitudes toward automated systems 

depending on perceived accuracy and transparency [8], [9]. 

 

Behavioral Layer 

 

In digital markets, artificial intelligence drives 

algorithmic personalization, enabling companies to deliver 

targeted advertising messages and predictive product 

recommendations [29], [30]. These mechanisms influence 

consumer engagement and purchasing decisions. 

 

Generational Layer 

 

The interaction between artificial intelligence and media 

consumption varies across generations: 

• Generation Z – first generation fully immersed in social 

media ecosystems  

• Generation Alpha – growing up with AI-integrated 

technologies  

• Generation Beta – expected to inhabit environments 

dominated by AI-driven infrastructures. 

Understanding these generational dynamics is essential 

for designing educational strategies and communication 

policies adapted to future digital societies. However, 

Generation Beta is treated here as an anticipatory category 

rather than as a fully stabilized academic construct. 

 

Ethical Approval and Informed Consent 

 

This study is based exclusively on a systematic review 

and conceptual/thematic synthesis of published literature. It 

did not involve new primary data collection from human 

participants, did not process identifiable participant data and 

therefore did not require ethics committee approval or 

informed consent. The qualitative component refers to 

thematic interpretation of published empirical and conceptual 

findings, not to newly collected interviews or survey 

responses. 

 

B. Theoretical Contribution of the Study 

 

The study contributes to existing research in three ways. 

First, it proposes a transdisciplinary analytical framework 

that integrates communication studies, psychology and 

consumer behavior research. The rapid expansion of artificial 

intelligence across social, technological and economic 

domains requires analytical perspectives capable of 

connecting insights from multiple academic disciplines. 

Previous research has highlighted how the growing influence 

of algorithmic systems reshapes cognitive processes, 

decision-making mechanisms and social interaction patterns 

within digital environments [39]. 

Second, the systematic review and thematic synthesis 

integrate recent research on AI across multiple domains, 

including digital education, algorithmic communication and 

AI-driven marketing. By examining peer-reviewed studies 

indexed in major academic databases, the research provides 

an integrated overview of how AI influences communication 

ecosystems from both technological and social perspectives. 

Third, the AI-Mediated Communication Ecosystem 

Model offers a conceptual framework that can guide future 

empirical research investigating the long-term impact of AI 

on digital societies. By conceptualizing AI as a multi-layer 

communication infrastructure connecting educational, 

psychological and behavioral dimensions, the model provides 

a theoretical foundation for future interdisciplinary studies 

addressing the evolving role of AI within convergent media 

environments. 

IV. RESULT AND DISCUSSION 

 

The systematic review and qualitative thematic synthesis 

reveal that AI is progressively transforming digital 

communication ecosystems through three interconnected 

mechanisms: its role as a learning assistant in educational 

contexts, its function as a cognitive mediator in 

algorithmically curated information environments, and its 

influence as a behavioral driver within digital markets. 

These dimensions illustrate how AI operates not merely 

as a technological instrument but as an infrastructural element 

embedded within contemporary communication systems 

[37], [38]. 

For analytical clarity, the discussion differentiates 

between four forms of AI technology: generative AI systems 

that produce text, images or audiovisual content; 

recommendation algorithms that rank and personalize media 

visibility; predictive analytics used in marketing and 

consumer profiling; and adaptive educational systems that 



provide feedback, tutoring or learning support. Their effects 

overlap, but they are not identical across communication, 

education and consumer behavior contexts. 

 

A. Artificial Intelligence as a Learning Assistant 

 

Within the reviewed literature, generative AI is 

commonly described as a practical cognitive support tool 

within academic environments. Students use AI systems to 

simplify complex academic material, structure assignments, 

generate examples and obtain rapid explanations of 

theoretical concepts. 

Studies focused on communication-related programs 

emphasize the discursive function of GenAI: it reformulates 

information in accessible language, supports idea generation 

and assists with the organization of written communication. 

In technical and management-oriented contexts, the literature 

more frequently highlights analytical utility, including 

scenario simulation, structured problem-solving and decision 

support. 

These findings align with recent research on artificial 

intelligence in education. Studies have demonstrated that AI-

driven learning technologies can improve accessibility to 

educational resources and enable personalized learning 

pathways tailored to individual student needs [4], [5].  

However, the results also highlight a tension between 

technological efficiency and intellectual autonomy. Several 

studies warn that frequent reliance on AI-generated 

explanations may reduce the effort required to engage deeply 

with academic material. This observation corresponds with 

educational research suggesting that excessive dependence 

on automated tools may weaken critical thinking skills and 

independent analytical reasoning [6]. 

From a pedagogical perspective, these findings reinforce 

the argument that artificial intelligence should be integrated 

into educational systems not as a substitute for intellectual 

effort but as a complementary learning resource. Educational 

institutions must therefore design curricula that combine AI-

assisted learning with pedagogical strategies that encourage 

reflection, interpretation and critical evaluation of 

algorithmic outputs [19], [39]. 

 

B. Artificial Intelligence as a Cognitive Mediator 

 

A second major finding concerns the role of artificial 

intelligence as a cognitive mediator within digital 

communication environments. In algorithmically structured 

media ecosystems, users rarely encounter information in its 

raw form. Instead, digital platforms continuously filter, rank 

and personalize content according to predicted user 

preferences. 

The synthesis shows that students and platform users are 

increasingly aware that information encountered on social 

media platforms is heavily influenced by algorithmic 

recommendation systems. These algorithms analyze 

behavioral data such as viewing history, likes and interaction 

patterns in order to generate personalized content streams [1], 

[2]. 

Such mechanisms illustrate the broader phenomenon of 

algorithmic mediation, in which artificial intelligence 

functions as an intermediary between users and information 

environments. Previous research has shown that algorithmic 

systems play an increasingly central role in determining the 

visibility of information within digital platforms [1]. 

The implications of this mediation extend beyond simple 

content recommendation. When algorithms continuously 

prioritize content aligned with previous user behaviors, 

individuals may encounter increasingly homogeneous 

information environments. This dynamic contributes to the 

formation of what Pariser describes as the filter bubble, a 

situation in which algorithmic personalization limits 

exposure to diverse viewpoints [20]. 

From a psychological perspective, the continuous 

interaction with algorithmic systems may gradually influence 

cognitive habits related to information evaluation. Users may 

begin to rely implicitly on algorithmic curation as a trusted 

mechanism for organizing information. Over time, 

recommendation systems become integrated into everyday 

decision-making processes, shaping not only what users see 

but also how they interpret digital content [27]. 

Reviewed studies suggest that users often recognize the 

influence of these systems but perceive them as an 

unavoidable feature of contemporary digital environments. 

Rather than actively resisting algorithmic mediation, many 

users adapt their media-consumption habits to the logic of 

platform algorithms. 

This observation confirms previous research indicating 

that algorithmic systems increasingly function as invisible 

infrastructures within digital communication ecosystems 

[19], [20]. 

 

C. Artificial Intelligence as a Behavioral Influencer 

 

The third dimension identified in the review concerns the 

influence of AI on consumer behavior within digital markets. 

Predictive analytics and recommendation systems play a 

central role in contemporary marketing strategies by 

analyzing user behavior and anticipating purchasing 

preferences. 

Examples reported in the literature include personalized 

advertising on platforms such as Instagram, TikTok and 

online retail websites, where advertisements or product 

suggestions are aligned with recent online activities. Such 

experiences illustrate the effectiveness of predictive analytics 

in identifying consumer interests [10], [29]. 

The academic literature confirms the growing importance 

of AI in digital marketing environments. AI-driven 

recommendation engines analyze behavioral data in order to 

generate targeted advertising messages and personalized 

product suggestions [10], [29], [30]. These technologies 

enable companies to anticipate consumer needs and optimize 

marketing communication strategies. 

Research also highlights concerns regarding the 

transparency of algorithmic decision-making processes, 

particularly in relation to data privacy and the collection of 

personal behavioral information. 

These concerns reflect broader debates within 

contemporary digital ethics. As AI systems become 

increasingly sophisticated in predicting consumer behavior, 

questions arise regarding the extent to which individuals 

retain autonomy in decision-making processes influenced by 

algorithmic recommendations [11], [16], [41]. 

In this context, artificial intelligence can be understood as 

a behavioral infrastructure embedded within digital markets. 

Rather than merely presenting information, algorithmic 

systems actively shape the conditions under which consumer 

decisions are made [38], [40]. 

 



D. Generational Differences in AI-Mediated Media 

Consumption 

 

An additional theme emerging from the literature review 

concerns generational differences in AI-mediated digital 

media consumption. 

Research on Generation Z suggests that media habits are 

strongly influenced by algorithmic recommendation systems. 

Platforms such as TikTok, Instagram and YouTube are 

frequently described as primary sources of information and 

entertainment, and algorithmic visibility determines which 

content becomes prominent within user feeds [13], [31]. 

This observation corresponds with existing research 

suggesting that Generation Z represents the first cohort whose 

communication practices developed within fully algorithmic 

media ecosystems [31]. 

At the same time, younger cohorts such as Generation 

Alpha are growing up in environments where artificial 

intelligence is already integrated into everyday technologies. 

Voice assistants, AI-powered educational platforms and 

personalized digital interfaces shape their early interactions 

with digital media [32]. 

Looking toward the future, some authors and foresight 

reports discuss Generation Beta as a cohort expected to 

inhabit environments dominated by AI, immersive media 

technologies and automated decision systems [14], [33]. In 

this article, the concept is used cautiously as a future-oriented 

descriptor, not as a fully established academic category. 

These generational shifts have important implications for 

both education and communication industries. Educational 

institutions must adapt teaching strategies to students 

accustomed to algorithmically mediated information 

environments. Similarly, communication professionals must 

develop strategies capable of addressing audiences whose 

media consumption patterns are shaped by artificial 

intelligence [15], [16]. 

 

E. Integration with the Proposed Theoretical Framework 

 

The findings of this study support the conceptual model 

proposed above, which describes AI as a multi-layer 

infrastructure influencing digital communication ecosystems. 

The thematic synthesis supports three interconnected 

layers: 

Educational layer: AI functions as a learning assistant 

supporting knowledge acquisition and academic task 

organization. 

Psychological layer: algorithmic systems mediate cognitive 

interaction with information environments through 

recommendation, trust and attention mechanisms. 

Behavioral layer: AI-driven analytics shape consumer 

decisions and media-consumption patterns through 

personalization and predictive profiling. 

These layers operate simultaneously within digital 

communication ecosystems and clarify the structural role of 

AI in contemporary media environments. 

V. CONCLUSION 

Artificial intelligence is progressively becoming a 

structural component of contemporary digital communication 

ecosystems. Its influence extends beyond technological 

innovation and increasingly affects educational practices, 

cognitive processes and patterns of media consumption. In 

algorithmically mediated environments, AI operates 

simultaneously as a learning assistant, a cognitive mediator 

and a behavioral influencer shaping the ways in which 

individuals’ access, interpret and respond to digital 

information [37], [38]. 

The findings of this study highlight the multidimensional 

impact of AI within convergent media environments. From 

an educational perspective, GenAI tools provide new 

opportunities for personalized learning, rapid access to 

information and interactive knowledge exploration. 

Published studies show that students across disciplines 

increasingly integrate AI systems into academic practices, 

using them to structure assignments, clarify complex 

concepts and generate analytical frameworks. At the same 

time, the synthesis underlines the importance of maintaining 

a balance between technological assistance and intellectual 

autonomy. Overreliance on automated systems may reduce 

cognitive engagement if educational institutions fail to 

encourage critical reflection and independent analytical 

thinking [6], [19]. 

From a psychological perspective, continuous interaction 

with algorithmically curated information environments 

reshapes how individuals engage with digital media. Users 

navigate increasingly personalized informational ecosystems 

where algorithmic recommendations influence the visibility 

and interpretation of content. Such environments may 

facilitate information discovery while simultaneously raising 

concerns regarding algorithmic transparency, cognitive bias 

and the potential reinforcement of informational echo 

chambers [20], [27]. 

From a consumer-behavior perspective, predictive 

analytics and algorithmic personalization allow digital 

platforms to anticipate user preferences and deliver targeted 

advertising messages. These developments demonstrate how 

AI-driven communication infrastructures increasingly guide 

consumer decision-making processes within digital 

ecosystems [10], [29], [30]. 

Taken together, these findings support the argument that 

AI should be understood not merely as a technological tool 

but as an embedded infrastructure shaping communication 

practices, knowledge production and media consumption 

within contemporary digital societies [25], [26], [40]. 

Recent scholarship further emphasizes that the expansion 

of algorithmic infrastructures is closely connected to broader 

transformations in digital capitalism, where large-scale data 

extraction and predictive analytics increasingly shape 

economic and social interactions within platform-based 

ecosystems [41]. At the same time, emerging research on 

human-AI collaboration suggests that AI is progressively 

evolving from a passive computational system into an 

interactive cognitive partner that participates in decision-

making, knowledge production and creative processes within 

professional and educational environments [42]. 

This study has several limitations. It is a review-based 

conceptual synthesis rather than a statistical meta-analysis or 

a primary empirical investigation; therefore, it does not 

estimate effect sizes and does not claim to represent 

participant-level perceptions. Google Scholar was used only 

as a supplementary search source because of its variable 

indexing transparency, and the category Generation Beta is 

treated as anticipatory rather than fully consolidated in 

academic literature. Future studies may expand this research 

through primary empirical investigations exploring how 

students from different academic fields interact with GenAI 

systems during learning processes, how long-term exposure 



to algorithmic environments influences cognitive 

development among younger generations, and how AI 

reshapes public discourse, political communication and 

information ecosystems in digital societies [5], [21]-[23], 

[27]. 

 

A. Implications for Communication Professionals and 

Education Policy 

 

The rapid integration of artificial intelligence into 

communication ecosystems carries important implications 

for both professional practice and educational policy. Future 

communication specialists will increasingly operate within 

environments where algorithmic systems influence the 

production, distribution and reception of information. 

Consequently, professional competencies in communication-

related fields must evolve beyond traditional media literacy 

toward a more comprehensive understanding of algorithmic 

communication infrastructures. 

Educational institutions therefore face the challenge of 

adapting curricula to reflect the realities of AI-mediated 

media environments. Developing artificial intelligence 

literacy should become a central component of 

communication and media studies programs. Such literacy 

involves not only technical familiarity with AI tools but also 

the ability to critically evaluate algorithmic outputs, 

recognize potential biases and understand the ethical 

implications of automated decision-making systems. 

Furthermore, policy frameworks addressing digital 

education must promote responsible technological 

integration while safeguarding the development of critical 

thinking and intellectual independence. Universities should 

encourage pedagogical approaches that combine AI-assisted 

learning with reflective analysis and ethical awareness. By 

doing so, educational systems can prepare future generations 

of communication professionals capable of navigating 

increasingly complex digital ecosystems shaped by artificial 

intelligence. 
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