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EVAA ENTERPRISES  ·  RESEARCH BRIEF

CONSUMER BEHAVIOUR

Why 4 Billion People Don't Buy the
Way the Internet Thinks They Do

A research brief by EVAA Enterprises on the purchasing psychology of the Global South and

the role of relational trust in digital commerce.

4,000,000,000+
consumers currently underserved by existing digital commerce models

THE PROBLEM

Digital commerce was designed around a very specific type of buyer: someone who is literate, has

reliable internet access, trusts institutional systems, compares products independently, and makes

decisions based on information alone. That buyer exists — but represents a minority of the world's

population.

For the remaining four billion people — primarily in South Asia, Southeast Asia, Sub-Saharan Africa,

and Latin America — purchasing decisions follow entirely different logic. These consumers buy through

people they know. They rely on recommendation, relationship, and earned trust rather than product

pages and star ratings.

WHAT WE'RE STUDYING

— How trust is established between buyers and sellers in low-literacy markets

— The role of language, dialect, and cultural familiarity in purchase conversion

— Whether AI agents can replicate the trust dynamics of a known human recommender

— The gap between digital commerce adoption rates and actual consumer readiness

— How voice-first interfaces change purchasing behaviour in low-data environments
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KEY FINDINGS

Trust precedes information
In surveyed markets across India, Indonesia, and Nigeria, over 73% of respondents reported that a

personal recommendation from a known contact outweighed any product specification or price

comparison.

Language is not just translation
Consumers who received product information in their native dialect — not just translated language —

showed 2.4x higher purchase intent. Familiarity of voice and phrasing signals cultural belonging, not

just clarity.

Relationships are the commerce layer
In many Global South markets, the intermediary — a local shop owner, a WhatsApp contact, a

community figure — functions as the actual commerce infrastructure. Digital platforms that bypass this

layer often fail.

AI agents as trust proxies
Early pilots suggest that AI agents trained on local cultural context, speaking in familiar language and

tone, can begin to approximate the trust dynamics of a known human recommender within 3-5

interactions.



3 / 4

RESEARCH METHODOLOGY

• Qualitative interviews with 340 consumers across India, Indonesia, Nigeria, Brazil

• Analysis of purchase decision patterns in WhatsApp-first commerce environments

• Pilot deployment of multilingual AI agents in 3 market segments

• Longitudinal trust-building measurement over 90-day interaction windows

• Cross-referencing with published academic literature on relational commerce

IMPLICATIONS FOR AI COMMERCE

The findings point toward a significant market opportunity for AI agents that are built not as search or

comparison tools, but as relationship proxies. An AI that speaks your language, remembers your

preferences, and earns your trust over time is not a chatbot — it is a digital equivalent of the trusted

local recommender.

EVAA's Avatar Agents are built on this research foundation. Each agent is trained on cultural and

linguistic context, designed to build relational trust incrementally, and capable of operating in

low-bandwidth, voice-first environments.
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