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Received: 15 July 2025 is e-commerce. Customers, especially the younger generation
Final Accepted: 17 August 2025 known as Gen Z, attempt to buy the majority of things online.A

Published: September 2025 dvanced analytics using artificial intelligence (Al) 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
artificial intelligence (Al) affect young consumers' intentions
to buy smart phones and smart wearables.Additionally, Al
improves tailored advertising by forecasting the interests of
certain customers, resulting in focused tactics that raise convers
ion rates and enhance client retention.The implementation of
marketing has been impacted by the evolution of artificial
intelligence. Al has been shown to be an advanced method of
data processing, analysis, and decision-making. If Al 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 Al.Finally, this study assessed the ways in
which Al technology affects respondents’ online shopping
experiences on e-commerce platforms. The following suitable
statistical procedures were used in the analysis and interpretatio
ns of the collected data: One Way ANOVA &Chi- Square
Analysis, Regression Analysis and Cluster & Factor Analysis.

"© 2025 by the Author(s). Published by 1JAR under CC BY 4.0. Unrestricted
use allowed with credit to the author."

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.

Corresponding Author:-Pushpinder Jit 1168

Address:-Associate Professor, Marketing Management Formerly at RIMT University, Punjab.


http://www.journalijar.com/

ISSN:(0O) 2320-5407, ISSN(P) 3107-492 Int. J. Adv. Res. 13(09), September-2025, 1168-1176

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, seamless recommendations and tailored
suggestions, frequently making purchases through social media and mobile devices. Fast delivery and easy returns are
also becoming increasingly expected.Understanding customer behavior has historically involved navigating a maze of
intricate human emotions, desires, and judgments. However, with the development of Al, this challenge has been directly
addressed.

The combination of artificial intelligence (Al) 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.

The study of consumer buying behavior examines how customers behave while deciding whether 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 enables them to grasp what customers expect from them, marketers need
to understand consumer purchase behavior. Knowing what influences a customer’s decision to view a product as useful
is important. Understanding the kinds of items that consumers desire is essential when launching a new product.

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. Al is 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 in which Al-powered personalization affects customer
interactions, influences decisions to buy Smart Wearables and Smartphone.

The growing capabilities of e-commerce platforms have caused a substantial change in consumer expectations (Rosario
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 this research article. We will examine how Al 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 Al 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, content marketing, chatbots, and more, digital marketing has 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
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Through the collection, analysis, processing, patterning, identification, and generation of data, computers may forecast
customer behavior and intentions. They have the advantage of being able to predict customer behavior by converting
data into feelings and behaviors and replacing human communication. Referring to the consumer behavior of Gen-Z. It is
predicted that Gen Z, born after 1998, will have $44 billion in buying power. As of now, 93% of parents say their Gen Z
child influences household spending.

And in just a couple of years, this generation will dominate 40% of all consumer shopping.95% of this generation have a
smartphone, which they spend nearly 10 hours or more per day on. 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% of Gen Z use social media platforms to learn about new
products. (4)This chapter attempts to show how the elements of marketing, e-commerce, artificial intelligence, and
consumer behavior all logically come together to provide new information and influence the buying behavior of Gen Z.

Literature Review:-

Through a number of marketing facets, the authors of this work uncover important details on the future application of Al
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 make reference to these areas of study and highlight the importance
of utilizing technology in the 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 Al'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 satisfaction ,
influences decisions to buy, and improves customer engagement. (5)Al 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 (Al) 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, Al enables businesses to anticipate market trends, forecast demand,
and mitigate risks with unprecedented accuracy and speed. (7)

Dagar and Smoudy (2019) looked into how artificial intelligence (Al) may improve customer experience in Palestine
across a range of sectors, including banking and telecoms. This study is especially pertinent to our investigationon how
customization affects customer experience since it highlights how Al-driven personalization has the capacity to
revolutionize customer experience. (8)

Methodology:-

This study makes use of quantitative research, a unique approach to collecting relevant data through numerical data
which 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 , allowing respondents to read and
respond to survey questions independently. Since it was easily accessible to both researchers and respondents, the
questionnaire was conducted online.

In order to establish the study's premise and validate its principles, 200 participants between the ages of 16 and 30 were
selected at random and given a structured questionnaire to gather primary data. Support was also obtained through
secondary data collected from reliable secondary sources. The researcher collected the data and evaluated it in
accordance with the goals of the study.

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.
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Data analysis and Interpretation:

Demographic Analysis:-

Table 1.1: Demographic Profile of Respondents (n = 200)

Characteristic Category Frequency Percentage
Age Group 18-21 178 89.0%
26-30 8 4.0%
Not Stated 14 7.0%
Female 111 55.5%
Gender Male 81 40.5%
Not Stated 8 4.0%
Undergraduate student 156 78.0%
Education Graduate student 4.0%
MBBS Student 4.0%
Working professional 4.0%
Not Stated 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 Al engagement in tech purchases.

Al Awareness and Perception:

Table 2: AI Awareness and Perceptions (n = 200)

Measure Category Frequency Percentage
Awareness Very High 73 36.5%
High 64 32.0%
Moderate 63 31.5%
Low 0 0.0%
Very Low 0 0.0%
Helpfulness Agree 108 54.0%
Neutral 58 29.0%
Disagree/Strongly Disagree 34 17.0%
Trust Strongly Trust + Trust 60 30.0%
Neutral 100 50.0%
Distrust + Strongly Distrust 40 20.0%

Interpretation:

Most young consumers are highly aware of Al 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 Al-driven commerce.
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Chi-Square Analysis: Al Awareness vs. Shopping Preference:

Table 3: Cross-tabulation (n = 200)

Al Awareness Online Preferred Offline Preferred Both Equally Total
Very High 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

"Qe Chi-square (updated):

e 2=11.26,df =4, p=0.024 (significant)
e Cramer's V = 0.23 (moderate association)

Interpretation:

With a larger sample, the relationship becomes statistically significant. Respondents with higher Al awareness are more
likely to shop online or use hybrid channels. Moderate-awareness users prefer offline shopping more. Al education and
exposure may push users toward digital-first behavior.

Regression Analysis:-
Table 4: Multiple Regression (n = 200)

Variable p Coefficient |SE t-value |p-value [VIF
Al Recommendation Helpfulness 0.402 0.054 [7.44 <0.001 |1.28
Trust in Al 0.312 0.061 [5.11 <0.001 |[1.25
Privacy Concerns -0.195 0.050 |-3.90 [<0.001 ([1.13
Perceived Accuracy 0.445 0.052 |8.56 <0.001 |1.21
Constant 1.72 0.25 1[6.88 <0.001 |-

e R2=0.643, Adjusted R2=0.633
e F(4,195)=187.76, p < 0.001
e Durbin-Watson = 2.03

Interpretation:

The regression confirms that perceived accuracy (p = 0.445) and helpfulness ( = 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.

Cluster Analysis (n = 200):

Cluster Distribution (based on scaled values):
e Cluster 1: Al Enthusiasts = 59 (29.5%)
e Cluster 2: Balanced Pragmatists = 88 (44.0%)
e Cluster 3: Privacy Guardians = 53 (26.5%)

Interpretation:

The three clusters persist at scale, showing consistent behavioral segmentation. Marketers can build precise strategies:
e Focus advanced features and personalization for Enthusiasts.
e Educate Pragmatists about Al benefits while addressing their mild concerns.
e Build transparency and control mechanisms to convert Privacy Guardians.

Factor Analysis (PCA)
e Factor 1 (Utility): Helpfulness, Accuracy, Trust — 33.8% variance
e Factor 2 (Privacy Concerns): Privacy, Consent, Data Comfort — 29.1%
e Factor 3 (Behavioral Impact): Impulse, Decision Influence — 14.8%
e KMO =0.82, Bartlett’s p < 0.001, Total variance explained = 77.7%
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Interpretation:
Same structure, now more robust due to increased sample size. This three-factor model provides strong evidence for the

psychological mechanisms behind Al purchase influence.

ANOVA: Accuracy Perception by Education:

Group Mean Accuracy n SD
Undergraduate 3.20 156 0.96
Graduate 3.68 8 1.02
MBBS 2.80 8 0.88
Working Professional 3.92 8 0.76

e F(3,196)=5.23,p=0.002
e 1*>=0.074 (moderate effect)

Interpretation:
Now statistically significant. Professionals and graduates perceive Al accuracy more positively than MBBS and undergrads,

possibly due to more exposure to real-world Al use.

Mediation: Trust as Mediator

Path B t p

Accuracy — Trust (a) 0.498 8.22 <0.001
Trust — Purchase Intention (b) 0.382 6.39 <0.001
Total Effect (c) 0.624 10.0 <0.001
Direct Effect (c') 0.433 7.32 <0.001
Indirect (ab) 0.191 - -

Sobel z 3.12 0.0018

Interpretation:
Trust partially mediates the relationship between perceived accuracy and purchase intention. The effect is now

statistically confirmed and stronger due to the larger sample.

Main Findings
Insight Result
Al Awareness & Online Preference Significant relationship (p = 0.024)
Major Purchase Predictors Accuracy, Helpfulness, Trust
Privacy Concerns Negative predictor (f =-0.195, p < 0.001)
Segmentation Enthusiasts (30%), Pragmatists (44%), Guardians (26%)
Mediation Trust partially mediates accuracy — 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 Al in tech
shopping. Most of them knew about Al—68.5% had high or very high awareness—and more than half found Al
suggestions useful. However, only 30% fully trusted it, while 50% were neutral. There was a meaningful link between Al
awareness and shopping choices (p = 0.024), where people with more awareness preferred online or mixed (online +
offline) shopping. Regression results showed that people’s belief in Al's accuracy and usefulness had the biggest effect
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on their decision to buy, followed by trust. But privacy worries reduced interest. The study found three groups of users:
Al 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 trusted Al accuracy more than undergraduates and
MBBS students (p = 0.002). Lastly, mediation analysis showed that trust partly explains how belief in Al accuracy leads
to buying decisions. So, trust and accuracy are the most important factors in Al-based shopping.

Conclusion and Findings:-

Focusing on smart wearable devices and smart phones, this study examined the role of artificial intelligence in shaping
the purchasing behavior of Gen Z consumers. Drawing insights from a robust sample of 200 individuals aged 16-30—
of which 89% were in the 18-21 age bracket—the research highlights the increasing relevance of artificial intelligence
in shaping digital commerce, particularly among Generation Z.

The findings are summarized as follows:

e High Al Awareness Among Gen Z: Due to their significant exposure to digital platforms, Gen Z respondents
demonstrated a high level of awareness of Al and its role in online shopping. This awareness contributed to greater
trust in Al systems and a clear preference for online or hybrid (online and offline) shopping experiences. Chi-
square analysis confirmed a statistically significant relationship between Al awareness and online shopping
preference.

e Limited Awareness Linked to Hesitation: Participants with lower exposure to Al and the internet were more hesitant
to trust Al technologies and showed a stronger inclination toward offline shopping. This underscores the digital divide
that still exists within younger consumer segments.

e Educational Exposure Influences Perceived Al Accuracy: ANOVA results revealed that working professionals and
graduate students perceived Al as more accurate and reliable compared to undergraduate or MBBS students. This
suggests that real-world exposure and academic maturity may contribute to increased acceptance and confidence in Al
systems.

e Privacy Concerns Are a Key Barrier: A considerable portion of respondents expressed apprehension about data
privacy and the ethical use of personal information by Al algorithms. These concerns were found to significantly reduce
engagement with Al-driven platforms, especially among users who prioritize data security and transparency.

e Neutral Overall Trust in Al: While many respondents acknowledged the accuracy and usefulness of Al-based
recommendations, overall trust levels remained moderate. Around 50% of participants held a neutral stance, indicating
that although Al is recognized for its functional value, emotional and ethical acceptance is still developing.

Behavioral Segmentation via Cluster Analysis:
The study identified three distinct consumer clusters based on attitudes toward Al:

Al Enthusiasts (29.5%): Comprised of users who readily adopt Al-driven tools and display significant interest in
tailored digital experiences.

Balanced Pragmatists (44%b): Open to Al but seek tangible benefits and greater clarity.

Privacy Guardians (26.5%): Cautious and concerned about data misuse, requiring reassurance.These clusters provide
strategic insights for marketers. Brands should tailor their Al engagement and communication strategies according to the
unique expectations and concerns of each segment to enhance effectiveness and build stronger consumer relationships.

Future Suggestions:
Based on the insights derived from this study, several directions for future research and strategic development are
recommended:

Inclusion of Broader Age Groups:

Future research should include other age demographics beyond Gen Z to enable comparative analysis. Understanding how
Millennials, Gen Alpha, or older consumers respond to Al-driven personalization can offer a more holistic view of consumer
behavior across generations.
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Deeper Exploration of the Trust Factor:

As this study found a largely neutral stance toward trust in Al, future studies should explore the underlying reasons
for this neutrality. Longitudinal research or experimental studies could help track how trust in Al develops over time
with increased exposure and familiarity.

Identifying Factors Behind Consumer Skepticism:

Additional research is needed to identify the specific elements that lead to skepticism or reluctance toward Al-based
systems. Understanding these triggers will be critical for businesses seeking to address concerns and enhance user
confidence.

Converting Neutral Users into Positive Adopters:

Future work should focus on strategies and interventions that can shift consumers with a neutral attitude toward Al into more
positive, engaged users. This could involve analyzing the role of user education, transparency, and improved personalization
quality.

Addressing Privacy Concerns More Effectively:
Since privacy emerged as a significant barrier to Al engagement, future research should investigate practical methods for
mitigating these concerns. This includes evaluating the effectiveness of transparency tools, consent mechanisms, and ethical
data handling practices in building consumer trust.

Conclusion:-

The findings also highlight that perceptions of Al are significantly influenced by educational attainment. To foster trust,
businesses should concentrate on utilizing Al in an ethical manner, maintaining openness, 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 the use of statistical tools such One-
Way ANOVA, Chi-Square, Regression, Cluster, and Factor Analysis. The findings indicate that, in contrast to
Millennials and Gen Alpha, Gen Z is acutely aware of the expanding role of Al. Many of them are still reluctant to
totally rely on Al, 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 customers by customizing goods and
services to suit their exact requirements. However, it is essential that this

Potential synergy is used sensibly to optimize its advantages while protecting customers' privacy and interests. The
research discussed in this paper has enormous potential for the future of marketing and opens the door for more
investigation into this intriguing intersection.

Given the study's limitations—such as its emphasis on Indian customers and its dependence on self-reported
data—it is crucial to see these results as a starting point for additional research rather than a definitive statement.
cross-cultural samples may be advantageous for future research to evaluate the long-term effects of Al
personalization on business results and consumer loyalty.

Limitations of the Study:-

Geographical Restriction:

This study only looked at Indian consumers, even though the respondents were from a specific area. As a result,
the results might not be immediately applicable to Al interactions or customer behavior in other geographic
locations where market dynamics and culture can differ significantly.

Self-Reported Bias:
Online-only sample collection excludes respondents with poor internet connection and may favor respondents who
are more tech-savvy.

Platform-Specific Discrimination:

Certain product categories (low- vs. high-involvement) may react differently to personalization because the main
focus is on smartphones and smart wearables.
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Disregarding Qualitative Factors:
Algorithmic, ethical, and transparency considerations are not included in this study.
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