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Abstract: 

Oneofthesectorsthatisundergoingtransformationthefastestise-commerce.Customers, especially the 

younger generation knownas Gen-Z, attempt to buy the majority of things online. 

Advanced analyticsusing artificial intelligence (AI) has completely changed how companies 

perceive and react to consumer demand and market trends. 

This study looks at how recommendation and personalization algorithms powered by 

artificialintelligence (AI) affect young consumers' intentions to buy smart phones and smart 

wearables. 

Additionally, AI improves tailored advertising by forecasting the interests of certain customers, 

resulting in focused tactics that raise conversion rates and enhance client retention. 

The implementation of marketing has been impacted by the evolution of artificial intelligence.AI 

hasbeen shown to bean advanced method of data processing, analysis, and decision-making. If 

AI is taken into consideration as a tool, it might offer enormous data processing and accurate 

prediction. 

In terms of marketing science, by forecasting customer behavior, marketers have seen the 

advantages of AI. 

Finally, this study assessed the ways in which AI technology affects respondents' onlineshopping 

experiences on e-commerce platforms. The following suitable statistical procedures were used in 

the analysis and interpretations of the collected data: One Way ANOVA &Chi- Square 

Analysis, Regression Analysis and Cluster & Factor Analysis. 



 

 

1. Introduction: 

Since the advent of technological innovation, there has been a significant shift in viewpoint of 

consumers. Because Generation Z prefers to shop online, traditional brick and mortar retailers 

face serious risks from internet deliveries. Because online buying is more convenient, offers a 

greater selection of goods, and makes price comparison simple, consumer behavior has 

drastically changed. Consumers today prioritize speedy, smooth transactions and tailored 

suggestions, frequently making purchases through social media and mobile devices. Fastdelivery 

and easy returns are also becoming more and more expected. 

Understandingcustomerbehaviorhashistoricallyincludednegotiatingamazeofintricatehuman 

emotions, desires, and judgments. But with the development of AI, this difficulty has been 

directly addressed. The combination of artificial intelligence (AI) with consumer behavior 

research has given marketers the capacity to instantly interpret complex patterns, giving them 

priceless insights into the thoughts of their target audiences. 

 

Thestudyofconsumerbuyingbehaviorexamineshowcustomersbehavewhiledecidingwhether to 

purchase a certain commodity that meets their needs. It is the study of consumer behavior and 

the factors that influence people's decisions to purchase and use specific goods. Because it 

enablesthemtograspwhatcustomersexpectfromthem, marketersneedtounderstandconsumer 

purchase behavior. knowing what influences a customer's decision to view a product as useful. 

Understanding the kind of items that consumers desire is essential when launching a newproduct. 

 

Customers are looking for individualized and meaningful experiences in addition to quick and 

easy transactions as e-commerce platforms become more and more integrated into daily life. AIis 

a game-changer in fulfilling these changing expectations because of its ability to analyze 

enormous datasets and identify complex patterns (He and Liu, 2023). The main focus of this 

analysis is on examining the various ways that AI-powered personalization affects customer 

interactions, influences decisions to buy Smart Wearables and Smartphone. 

The growingcapabilitiesofe-commerce platformshavecaused a substantial changeinconsumer 

expectations (Rosário and Raimundo, 2021). The ease of making purchases from the comfort of 

one's home was the main draw for customers in the early days of internet shopping. But as e- 

commerce developed, consumers' expectations expanded to include seamless and customized 

experiences in addition to convenience. 

In-depth exploration of the fundamental elements of this interaction is undertaken in thisresearch 

article. We will examine how AI plays a crucial role in gathering and analyzing large statistics, 

helping Gen-Z with their purchasing habits. 

 

The purpose of this study is to analyze the habits and goals of the younger generations in 

adopting AI recommendations, as well as to examine their privacy concerns in the digital age. 



 

 

Digital marketing existed prior to the development of artificial intelligence and continues to 

influence the consumer journey. Online marketing, often known as digital marketing, is the 

practice of promoting goods and services using information technology through digital channels 

including email, social media, search engines, and other websites in order to reach both current 

and potential clients. Using strategies like search engine optimization, search engine marketing, 

influence marketing, contentmarketing, chatbots, and more, digitalmarketinghas revolutionized 

how companies and brands use technology for marketing. (3) 

Digital marketing applications have grown in importance and effectiveness as businesses use 

digital platforms more frequently and as consumers use digital gadgets rather than physical 

stores.Every day, people all around the world connect to digital platforms, producing massive 

amounts of data known as "big data." According to current estimates, the total amount of data 

created, captured, copied, and consumed worldwide in 2024-25 is projected to be around 149 

zettabytes in 2024, growing further to 181 zettabytes by 2025. (Fig. 1.1). 
 

 
Fig.1.1 Worldwide Data Created from 2010 to 2025. Source 

https://explodingtopics.com/blog/data-generated-per-day 

https://explodingtopics.com/blog/data-generated-per-day


 

 

Through the collection, analysis, processing, patterning, identification, and generation of data, 

computers may forecast customer behavior and intentions. They have the advantage of beingable 

to predict customer behavior by converting data into feelings and behaviors and replacing human 

communication. Referring to the consumer behavior of Gen-Z 

It’spredictedthatGenZ,bornafter1998,willhave $44billioninbuyingpower.Asof now, 93%of 

parents say their Gen Z child influences household spending. And in just a coupleof years, this 

generation will dominate 40%of all consumer shopping. 

95%ofthisgenerationhaveasmartphone, whichtheyspendnearly10hoursor moreperdayon. Because 

of this, they are 2X more likely to shop on mobile devices than millennials. 

54%of Gen Z spend at least four hours daily on social media apps, and almost 38% spend even 

more time than that. 88%use YouTube, making it the generation’s most-used social platform. 

Instagram sits firmly in second, while TikTok and Snapchat tie for third. 

85%ofGenZuse social media platformstolearnaboutnew products.(4) 

This chapter attempts to show how the elements of marketing, e-commerce, artificialintelligence, 

and consumer behavior all logically come together to provide new information and influence the 

buying behavior of Gen Z. 

 

2. Literature Review: 

 

Through a number of marketing facets, the authors of this work uncover important details on the 

future application of AI in order to explain how it influences consumer behavior. To the best of 

their knowledge, the authors have therefore mapped the most representative literary works that 

makereferencetotheseareasof studyandhighlighttheimportanceof utilizingtechnologyinthe 

analysis of consumer behavior. However, there is a wide range of research interest in consumer 

behavior analysis, and more scientific study is necessary. 

 

Our ability to offer our clients individualized services has advanced thanks to the use of cutting- 

edge technology like artificial intelligence. Businesses may now more accurately forecast client 

wants because to AI's capacity to scan enormous amounts of data and spot distinctive patterns. 

Product suggestions and customer service interactions have been transformed by this predictive 

capacity, which offers a degree of personalization that increases customer pleasure, influences 

decisions to buy, and improves customer engagement. (5) 

AI is the path forward, both for businesses and consumers. Businesses are executing the 

innovation, buyers are responding to it, and businesses are then responding to the 

buyer’sresponse. (6) 

 

Artificial Intelligence (AI) has revolutionized predictive analytics across various industries, 

offering profound enhancements in decision-making, operational efficiency, and risk 

management. Through advanced data processing, machine learning algorithms, and real-time 

analytics, AI enables businesses to anticipate market trends, forecast demand, and mitigate risks 

with unprecedented accuracy and speed. (7) 

https://www.forbes.com/sites/ibm/2017/01/12/move-over-millennials-generation-z-is-the-retail-industrys-next-big-buying-group/#78ce41692f0a
https://thoughts.rrd.com/blog/marketing-to-generation-z-how-reaching-gen-z-with-your-brand-message-is-different-than-engaging-millennials
https://www.fastcompany.com/3045317/what-is-generation-z-and-what-does-it-want
https://99firms.com/blog/generation-z-statistics/
https://morningconsult.com/2022/12/12/gen-z-social-media-usage/
https://morningconsult.com/2022/12/12/gen-z-social-media-usage/
https://mediakix.com/blog/the-generation-z-statistics-you-should-know/#gs.5mus5h


 

 

Daqar and Smoudy (2019) looked into how artificial intelligence (AI) may improve customer 

experience in Palestine across a range of sectors, including banking and telecoms. This study is 

especially pertinent toourinvestigation.onhowcustomization affects customerexperiencesince it 

highlights how AI-driven personalization has the capacity to revolutionize customer experience. 

(8) 

 

 

 

3. Methodology: 

 

This study makes use of quantitative research, a unique approach to collecting relevant data 

through numerical data that is then utilized to examine connections between statistical data and 

the intended results. Furthermore, by gathering quantifiable and numerical data, quantitative 

research seeks to investigate correlations between variables. 

A self-completion questionnaire was selected as the data collection tool for this investigation. 

Respondents can read and respond to survey questions on their own with this kind of 

questionnaire. Because it was easily accessible to both researchers and respondents, the 

questionnaire was conducted online. 

 

Inordertoestablishthestudy'spremiseandvalidateitsprinciples,200participantsbetweenthe agesof 

16 and 30wereselectedatrandom and given astructured questionnaireto respond toin order to 

gather data from primary sources. Support has also been supplied through secondary data 

collected from secondary sources. The researcher collected the data and evaluated it in 

accordance with the goals of the study. 

 

 

 

4. Objectives: 

Examining how artificial intelligence affects young consumers' experiences with smartphones 

and smart wearables is the aim of this study. This study explores how artificial intelligence can 

be used to personalize smartphones and smart wearables. 

 

5. DataanalysisandInterpretation: 

 

DemographicAnalysis 

 

Table1.1:DemographicProfileofRespondents(n=200) 

 

Characteristic Category Frequency Percentage 

Age Group 
18–21 178 89.0% 

26–30 8 4.0% 



 

 

 NotStated 14 7.0% 

 

Gender 

Female 111 55.5% 

Male 81 40.5% 

NotStated 8 4.0% 

 

Education 

Undergraduatestudent 156 78.0% 

Graduatestudent 8 4.0% 

MBBSStudent 8 4.0% 

Workingprofessional 8 4.0% 

 NotStated 20 10.0% 

 

Interpretation: 

 

The majority (89%) of respondents fall in the 18–21 age group, ideal for evaluating young 

consumers’ attitudes. The gender split is reasonably balanced, though slightly more females 

responded (55.5%). Education is dominated by undergraduates (78%), aligning with the target 

demographic for AI engagement in tech purchases. 

 

 

 

AIAwarenessandPerception 

 

Table2:AIAwarenessandPerceptions(n≈200) 

 

Measure Category Frequency Percentage 

Awareness VeryHigh 73 36.5% 

 High 64 32.0% 

 Moderate 63 31.5% 

 Low 0 0.0% 

 VeryLow 0 0.0% 

Helpfulness Agree 108 54.0% 

 Neutral 58 29.0% 

 Disagree/StronglyDisagree 34 17.0% 

Trust StronglyTrust+ Trust 60 30.0% 

 Neutral 100 50.0% 

 Distrust+StronglyDistrust 40 20.0% 

Interpretation: 

 

Most young consumers are highly aware of AI in shopping (68.5% reporting High or Very High 

awareness). A majority find recommendations helpful, although only a moderate level of trust is 

observed — half remain neutral. This signals both opportunity and hesitation toward AI-driven 

commerce. 



 

 

Chi-SquareAnalysis:AIAwarenessvs.ShoppingPreference Table 

3: Cross-tabulation (n = 200) 

AI Awareness OnlinePreferred Offline Preferred BothEqually Total 

VeryHigh 15(20.5%) 17(23.3%) 41(56.2%) 73 

High 12(18.8%) 16(25.0%) 36(56.2%) 64 

Moderate 9(14.3%) 27(42.9%) 27(42.9%) 63 

Total 36 60 104 200 

Q̇•Chi-square(updated): 

 

● χ² =11.26,df= 4,p=0.024(significant) 

● Cramer'sV =0.23(moderate association) 

 

Interpretation: 

With a larger sample, the relationship becomes statistically significant. Respondents with higher 

AI awareness are more likely to shop online or use hybrid channels. Moderate-awareness users 

prefer offline shopping more. AI education and exposure may push users toward digital-first 

behavior. 

 

 

 

RegressionAnalysis 

 

Table4: MultipleRegression (n= 200) 

 

Variable β Coefficient SE t-value p-value VIF 

AIRecommendation Helpfulness 0.402 0.054 7.44 <0.001 1.28 

Trust inAI 0.312 0.061 5.11 <0.001 1.25 

PrivacyConcerns -0.195 0.050 -3.90 <0.001 1.13 

PerceivedAccuracy 0.445 0.052 8.56 <0.001 1.21 

Constant 1.72 0.25 6.88 <0.001 - 

 

● R²=0.643,AdjustedR²=0.633 

● F(4,195)=87.76,p<0.001 

● Durbin-Watson=2.03 



 

 

Interpretation: 

The regression confirms that perceived accuracy (β = 0.445) and helpfulness (β = 0.402) are the 

most influential predictors of purchase intentions. Trust is also significant. Privacy concerns 

negatively and significantly influence purchase intentions, a new result revealed due to larger 

sample power. 

 

 

 

ClusterAnalysis(n=200) 

 

ClusterDistribution(basedonscaled values): 

 

● Cluster1: AIEnthusiasts =59 (29.5%) 

● Cluster2:BalancedPragmatists=88(44.0%) 

● Cluster3:Privacy Guardians=53(26.5%) 

Interpretation: 

The three clusters persist at scale, showing consistent behavioral segmentation.Marketers 

canbuild precise strategies: 

● Focusadvanced featuresand personalization forEnthusiasts. 

● EducatePragmatistsabout AIbenefitswhileaddressing their mild concerns. 

● BuildtransparencyandcontrolmechanismstoconvertPrivacyGuardians. 

 

 

 

FactorAnalysis (PCA) 

 

● Factor1(Utility):Helpfulness,Accuracy,Trust— 33.8% variance 

● Factor2(PrivacyConcerns):Privacy,Consent,DataComfort—29.1% 
● Factor3(BehavioralImpact):Impulse,DecisionInfluence—14.8% 

● KMO=0.82,Bartlett’sp<0.001,Totalvarianceexplained=77.7% 

Interpretation: 

Same structure, now more robust due to increased sample size. This three-factor model provides 

strong evidence for the psychological mechanisms behind AI purchase influence. 

 

 

 

ANOVA:AccuracyPerceptionby Education 

 

Group MeanAccuracy n SD 

Undergraduate 3.20 156 0.96 

Graduate 3.68 8 1.02 



 

 

MBBS 2.80 8 0.88 

WorkingProfessional 3.92 8 0.76 

 

● F(3,196)=5.23,p= 0.002 

● η² =0.074(moderate effect) 

Interpretation: 

Nowstatisticallysignificant.ProfessionalsandgraduatesperceiveAIaccuracymore positively than 

MBBS and undergrads, possibly due to more exposure to real-world AI use. 

 

 

 

Mediation:TrustasMediator 

 

Path β t p 

Accuracy→Trust(a) 0.498 8.22 <0.001 

Trust→PurchaseIntention (b) 0.382 6.39 <0.001 

Total Effect(c) 0.624 10.0 <0.001 

DirectEffect (c′) 0.433 7.32 <0.001 

Indirect (ab) 0.191 - - 

Sobelz 3.12  0.0018 

 

Interpretation: 

Trustpartiallymediatestherelationshipbetweenperceivedaccuracyandpurchaseintention. The 

effect is now statistically confirmed and stronger due to the larger sample. 

 

Main Findings 

 

Insight Result 

AIAwareness& Online Preference Significantrelationship(p =0.024) 

MajorPurchase Predictors Accuracy,Helpfulness,Trust 

PrivacyConcerns Negative predictor(β=-0.195,p<0.001) 

Segmentation Enthusiasts(30%),Pragmatists(44%),Guardians(26%) 

Mediation Trustpartiallymediatesaccuracy→purchase path 

Trust &Accuracy Strongest correlated drivers 



 

 

Summary 

This study was done with 200 people, mainly young consumers, as 89% were between 18–21 

years old and 78% were undergraduate students. This makes them a good group to understand 

how young people feel about using AI in tech shopping. Most of them knew about AI—68.5% 

had high or very high awareness—and more than half found AI suggestions useful. However, 

only 30% fully trusted it, while 50% were neutral. There was a meaningful link between AI 

awarenessand shoppingchoices(p=0.024), wherepeoplewithmoreawarenesspreferredonline or 

mixed (online + offline) shopping. Regression results showed that people’s belief in AI's 

accuracy and usefulness had the biggest effect on their decision to buy, followed by trust. But 

privacy worries reduced interest. The study found three groups of users: AI Enthusiasts (29.5%), 

Balanced Pragmatists (44%), and Privacy Guardians (26.5%), which can help in planning better 

marketing. Factor analysis found three important areas—usefulness, privacy, and behavior 

change—which explain most of the impact. ANOVA showed that professionals and graduates 

trustedAI accuracymorethanundergraduatesandMBBSstudents(p=0.002). Lastly, mediation 

analysis showed that trust partly explains how belief in AI accuracy leads to buying decisions. 

So, trust and accuracy are the most important factors in AI-based shopping. 

 

 

 

6. ConclusionandFindings 

 
Focusing on smart wearable devices and smart phones, this study examined the role of artificial 

intelligenceinshapingthepurchasingbehaviorofGenZconsumers.Drawinginsightsfrom arobust sample of 

200 individuals aged 16–30—of which 89%were in the 18–21 age bracket—the research 

highlightstheincreasingrelevanceofartificialintelligenceinshapingdigitalcommerce,particularly among 

Generation Z. 

Thefindingsaresummarizedasfollows: 

 

1. HighAIAwarenessAmongGenZ: 

Due to theirsignificant exposure todigital platforms, Gen Z respondentsdemonstrated a high 

levelofawarenessofAIanditsroleinonlineshopping. Thisawarenesscontributedtogreater trust in AI 

systems and a clear preference for online or hybrid (online and offline) shopping experiences. 

Chi-square analysis confirmed astatistically significant relationship between AI awareness and 

online shopping preference. 

2. LimitedAwarenessLinkedtoHesitation: 

Participants with lower exposure to AI and the internet were more hesitant to trust AI 

technologiesandshowedastrongerinclinationtowardofflineshopping. Thisunderscoresthe digital 

divide that still exists within younger consumer segments. 

3. EducationalExposureInfluencesPerceivedAIAccuracy: 

ANOVA results revealed that working professionals and graduate students perceived AI as more 

accurateandreliablecomparedtoundergraduateorMBBSstudents.Thissuggeststhatreal-world 



 

 

exposureandacademicmaturitymaycontributetoincreasedacceptanceandconfidenceinAI systems. 

4. PrivacyConcernsAreaKeyBarrier: 

Aconsiderableportionofrespondentsexpressedapprehensionaboutdataprivacyandtheethical 

useofpersonalinformationbyAIalgorithms.Theseconcernswerefoundtosignificantlyreduce 

engagement with AI-driven platforms, especially among users who prioritize data security and 

transparency. 

5. Neutral OverallTrustinAI: 

While many respondents acknowledged the accuracy and usefulness of AI-based 

recommendations, overall trust levels remained moderate. Around 50% of participants held a 

neutralstance, indicatingthatalthoughAIisrecognizedforitsfunctionalvalue,emotionaland ethical 

acceptance is still developing. 

6. BehavioralSegmentationviaClusterAnalysis: 

ThestudyidentifiedthreedistinctconsumerclustersbasedonattitudestowardAI: 

○ AIEnthusiasts(29.5%):ComprisedofuserswhoreadilyadoptAI-driventoolsand 

display significant interest in tailored digital experiences. 

○ BalancedPragmatists(44%):OpentoAIbutseektangiblebenefitsandgreaterclarity. 

○ PrivacyGuardians(26.5%):Cautiousandconcernedaboutdatamisuse,requiring 

reassurance. 

These clusters provide strategic insights for marketers. Brands should tailor their AI engagement 

andcommunicationstrategiesaccordingtotheuniqueexpectationsandconcernsofeachsegment to 

enhance effectiveness and build stronger consumer relationships. 

 

 

 

7. FutureSuggestions 

 
Basedontheinsightsderivedfromthisstudy,severaldirectionsforfutureresearchandstrategic development are 

recommended: 

1. InclusionofBroaderAgeGroups: 

Future research should include other age demographics beyond Gen Z to enable comparative 

analysis. UnderstandinghowMillennials,GenAlpha,orolderconsumersrespondtoAI-driven 

personalization can offer a more holistic view of consumer behavior across generations. 

2. DeeperExplorationoftheTrustFactor: 

Asthisstudyfoundalargelyneutralstancetowardtrust inAI, futurestudiesshouldexplorethe 

underlying reasons forthisneutrality.Longitudinalresearch orexperimental studiescould help 

track how trust in AI develops over time with increased exposure and familiarity. 

3. IdentifyingFactorsBehindConsumerSkepticism: 

Additional research is needed to identify the specific elements that lead to skepticism or 

reluctancetowardAI-basedsystems.Understandingthesetriggerswillbecriticalforbusinesses 

seeking to address concerns and enhance user confidence. 

4. ConvertingNeutralUsersintoPositiveAdopters: 

Futureworkshouldfocusonstrategiesandinterventionsthatcanshiftconsumerswithaneutral 



 

 

attitudetowardAIintomorepositive, engagedusers.Thiscouldinvolveanalyzingtheroleof user 

education, transparency, and improved personalization quality. 

5. AddressingPrivacyConcernsMoreEffectively: 

Since privacy emerged as a significant barrier to AI engagement, future research should 

investigate practical methods for mitigating these concerns. This includes evaluating the 

effectivenessoftransparencytools,consentmechanisms, andethicaldatahandlingpracticesin 

building consumer trust. 

 

 

 

 

 

8. Conclusion 

The findings also highlight that perceptions of AI are significantly influenced byeducational attainment. 

Tofostertrust,businessesshouldconcentrateonutilizingAIinanethicalmanner,maintainingopenness, and 

safeguarding user data. Raising awareness and educating people of all ages can help foster greater 

comprehension and produce devoted, long-term clients. 

This study finds that crucial ideas from Gen Z respondents were revealed through theuse of statistical 

tools such One-Way ANOVA, Chi-Square, Regression, Cluster, and Factor Analysis. The findings 

indicatethat,incontrastto Millennialsand GenAlpha,Gen Z isacutely awareoftheexpandingroleof AI. Many 

of them are still reluctant to totally rely on AI, though, due to privacy and trust issues. 

 

 

 

In conclusion, the combination of artificial intelligence and customer behavior is revolutionizing 

contemporary marketing. It enables companies to establish a more intimate connection with their 

customersbycustomizinggoodsandservicestosuittheirexactrequirements. However, itisessentialthat this 

Potentialsynergyisusedsensiblytooptimizeitsadvantageswhileprotectingcustomers'privacyand 

interests. Theresearchdiscussedinthispaperhasenormouspotential forthefutureofmarketingand opens 

the door for more investigation into this intriguing intersection. 
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