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ABSTRACT

The advent of Al as a game-changing technology in
the last few years has revolutionized many parts of
human existence. Artificial intelligence (Al) has
revolutionized consumer behavior with tailored
suggestions and clever chatbots. In this post, we'll
look at how Al is changing our habits, from how it
makes buying easier to how it affects our decision-
making. Businesses may engage with their
customers in more interesting and engaging ways
with the help of Al. Companies may have to
reevaluate their web presence strategies, for
instance, to make sure that Generative Al search
promotes or discusses their goods and services
positively in the right places. Conversely,
Generative Al will also unleash enormous potential
for a brand's website's content and functionality.
Online shopping refers to the practice of making
purchases using an electronic medium, such as the
Internet. One definition of "online shopping™ is the
act of purchasing goods or services through the
Internet. Those that find it easy, practical, and
enjoyable to shop online are the ones who will
succeed. Online shopping has exploded in
popularity in recent years because of the many
advantages it provides to merchants and shoppers
alike, including the ability to shop whenever they
like, avoid making special trips to stores, save
money on gas and lodging, reach a wider audience,
and select from a wider range of products. The
internet has changed the way that consumers shop
for and find products and services. In this dynamic
era, digitization has emerged as the most cutting-
edge practice. Every brick-and-mortar shop is
racing to create an online identity in order to
survive in today's market. In addition to making
actual purchases online, consumers also use the
web to research prices, product attributes, and
customer support choices. E-shopping, or online
shopping, is a kind of electronic commerce in
which a buyer makes a purchase from a seller using
a computer and an Internet browser to transact the

transaction. Online shopping is preferred by many
consumers because it facilitates convenience and
offers a wider selection than traditional retail
outlets.

Keywords: Artificial Intelligence (Al), e-
commerce, Consumer behavior, Marketing
strategies, Personalization, Customer segmentation,
Targeted advertising, Chatbots, etc.

.  CHAPTER-1: INTRODUCTION
Online shopping refers to the practice of
making purchases using an electronic medium,
such as the Internet. One definition of "online
shopping™ is the act of purchasing goods or services
through the Internet. Those that find it easy,
practical, and enjoyable to shop online are the ones
who will succeed. Online shopping has exploded in
popularity in recent years because of the many
advantages it provides to merchants and shoppers
alike, including the ability to shop whenever they
like, avoid making special trips to stores, save
money on gas and lodging, reach a wider audience,
and select from a wider range of products. One
definition of "online shopping” is the act of
purchasing goods or services through the Internet.
Rural residents are just as likely to purchase online
as those in the city. The ability to swiftly enter in
the precise product one is searching for makes it
simpler than ever to locate even the most
complicated of all things in modern times. There's
no need to worry about the location, since logistics
companies are now getting in on the action and
helping to make sure their products are readily
accessible everywhere. Indeed, many individuals
would rather purchase online than at a physical
store because of the various advantages it offers.
The internet has changed the way that
consumers shop for and find products and services.
In this dynamic era, digitization has emerged as the
most cutting-edge practice. Every brick-and-mortar
shop is racing to create an online identity in order
to survive in today's market. In addition to making
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actual purchases online, consumers also use the
web to research prices, product attributes, and
customer support choices. E-shopping, or online
shopping, is a kind of electronic commerce in
which a buyer makes a purchase from a seller using
a computer and an Internet browser to transact the
transaction. Online shopping is preferred by many
consumers because it facilitates convenience and
offers a wider selection than traditional retail
outlets.

There are pros and cons to the increasing
use of Al and the need for more customized
services. Thanks to Al, companies can interact with
their consumers on a deeper level by providing
personalized experiences that cater to their specific
needs and interests. This includes everything from
personalized  product  recommendations  to
customized customer assistance. But should
companies continue strive to go above and above
for their consumers when these "convenient" Al
services are the standard? The Corporate Executive
Board (CEB) claims that there are cases when
putting the customer first does not lead to
sustainable success. Going above and above for
clients isn't a guarantee of their loyalty. To remain
relevant and competitive in the Al-driven market,
however, firms must constantly evaluate consumer
needs and provide services that are both more
accurate and of higher quality in this era of quickly
improving technology.

Consumer Demand for Data Privacy

Although there's no denying that Al may
greatly improve tailored customer experiences,
more and more people are starting to worry about
the privacy concerns. If not managed properly, the
data that enables firms to provide individualized
experiences might violate personal privacy. As a
result, customers want more openness about the
collection, usage, and security of their personal
information. Customer loyalty is greatly influenced
by this increasing emphasis on data protection.
Customers are more likely to support businesses
that value their privacy and are transparent about
how they handle customer data. Companies that
excel in establishing credibility online are more
likely to have yearly increases in revenue and profit
of 10% or more, according to a McKinsey study.
Finding a delicate balance is a challenge for
companies in this ever-changing world. They need
to satisfy customers' demands for customization
while also protecting their personal information.

Recently, the future of Al has emerged,
and it is quickly altering our perception and
engagement with marketing. Quite unexpectedly,
Al is turning out to be a great asset, providing
advantages that will keep on giving if we put it to
good use. The excellent effect it has had on helping
marketers study and comprehend customer
purchasing behavior is the primary advantage.
Marketers are diligently monitoring online user
behavior in order to enhance the efficacy of their
marketing tactics and objectives. Marketers may
now better understand audience preferences
because to data collection of things like browsing
trends, searches, and views. Recently, there has
been a lot of collaboration between Al and
marketing. Machine learning and artificial
intelligence are quickly becoming standard fare in
many fields, including advertising. With the ever-
changing landscape of technology, Al has
undeniably transformed the marketing landscape.

Marketing is being transformed by the
increasing prevalence of artificial intelligence (Al)
in many forms, such as Siri, Chatbots, Google's
Alexa, and predictive analytics. Because of its
influence, marketers are always looking for new
ways to revolutionize their products, services, and
campaigns. Analysis of consumer feedback for the
purpose of behavior prediction has been around
since 1998. Artificial intelligence helps businesses
improve this by analyzing previous campaigns and
displaying more of the material that gets good
interactions, which is in line with what customers
like.

Al and Consumer Buying Behaviour

When used in conjunction, Al and
Consumer Behaviour provide useful insights. There
is an obvious link between Al and customer
behaviour, according to retailers. There is a deluge
of data available, making it difficult to collect
evidence and assess modern customers' purchase
habits. Thanks to Al, this is a breeze. We can see
Al's true potential when we combine it with data
and knowledge created by humans to study
consumer behavior. It is becoming more and more
crucial to use Al for marketing purposes in order to
assess client online purchasing behavior. New Al
capabilities, such as personalized marketing
messaging, encourage consumers to check out the
brand's offerings. The outcome of behavioral
marketing is what you see here.
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The most recent craze, artificial intelligence (Al), is
making its imprint on consumer marketing as a
result of the ever-evolving nature of both time and
technology. A few instances follow:

Strategic Decision Making

Based on the facts obtained, machines
using Al may make strategic choices for leaders. Al
zeroes in on a certain demographic and bombards
them with tailored messages, creating a more
personal relationship with the business and
inspiring brand loyalty.

Better Sales

Nearly all marketing strategies have used
e-mail marketing initiatives. One of the most
important factors in sales is the traffic that comes
via the email gateway. However, it is a painstaking
process to write lengthy emails and answer lengthy
concerns accurately. The text summarizing function
has undergone a significant transformation due to
the use of Al. Thanks to Al, the sales force can
solve problems quickly and effectively. The result
is an increase in sales and a rise in profit margins.

Back in the day, Google would evaluate a
user's keyword use to determine their interests and
requirements. Artificial intelligence has made it so
that keywords are no longer the only factor in
search engine optimization. Google can now detect
and promote authentic, high-quality material using
cutting-edge Al technology, while penalizing and
removing copied and fraudulent content. Digital
marketing training is becoming more popular
among marketers and SEO experts, and Al is
assisting with its progress. Even in the realm of
content publicity, several obstacles have been
eliminated by the advent of Artificial Intelligence
principles and the development of Al technology.
The search engine has enough intelligence to grasp
the nuances of human language and how they relate
to web queries. By using Al characteristics, users
are able to quickly get the information they need,
without having to go through several articles to find
the one that is most relevant to their needs.

Applications of Al in
behaviour

relation to buying
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Customized suggestions for products.
Customized marketing efforts that cater to certain
consumers and demographics are made possible
with the use of Al and predictive analytics.
Whether a consumer is on a website, reading their
email, or cruising social media, it allows companies
to provide highly relevant goods and services based
on their prior purchase behavior, browsing
behavior, and other data sets.

Recurring costs. In order to make pricing
more appealing to customers and encourage sales,
Al technology takes into consideration factors like
demand, competition, and inventory levels in real-
time.

Online personal shoppers. By researching
items, providing suggestions, and comparing costs,
Al assistants facilitate consumers’ shopping
decisions.

Loss of customers. Signs of "customer
churn" include a high incidence of site bounce,
abandoned carts, and abandoned shopping carts.
Artificial intelligence (Al) solutions can automate
buy completion emails, make it simpler for clients
to finish purchases, inquire about abandoned
shopping baskets, and give loyalty incentives,
according to Shopify. This may help minimize
churn.

Mechanical systems. Whatever helps
customers along their path, no matter how big or
little, is priceless. Customers are less likely to
abandon their online shopping carts after seeing
pre-filled client information, which is a huge time
saving.

Chatbots are really cool. Artificial
intelligence (Al) bots provide streamlined, one-of-
a-kind shopping experiences by responding to
inquiries, offering assistance, directing consumers
to relevant resources, and completing purchases.

Managing stock. Using "Only 3 goods left
in stock™ or similar pop-up warnings might induce
a "scarce attitude" in consumers, leading them to
make an immediate purchase to ensure they don't
miss out.

Fraud detection and prevention. Artificial
intelligence has several potential novel applications
beyond the detection of questionable financial
dealings. A consumer's decision to buy could be
influenced by unfavorable evaluations.

The Rise of Ethical Consumerism

The increasing prevalence of Al is causing
a shift in the way companies function, as well as
changes in the field of Al ethics and a
corresponding increase in consumer reflection on
the moral dimensions of commercial transactions.

Many multinational tech companies have,
throughout the years, stressed their dedication to Al
safety and ethics, but the ethical implications of Al
technology remain a worry for society at large.
Like when Microsoft fired its Al Ethics Team in
March, it seems like we still have a ways to go. But
in this Al era, more and more moral shoppers will
raise voices about problems like prejudice, privacy,
and surveillance as well as larger social concerns
like a company's impact on the environment, its
stance on social justice, and its adherence to human
rights. In the age of artificial intelligence, this has
become yet another facet of company operations.
Companies that promise to use Al ethically and
disclose the societal impacts of their Al technology
are likely to attract more ethical customers. When
making a purchase, they give serious thought to a
company's ethics.

Businesses face both opportunities and
threats from Al's fast progress. In order to thrive,
companies need to pay close attention to their
consumers and work to improve customization by
learning their demands inside and out. Respect for
personal information is of utmost importance. More
and more people are realizing the importance of
data, thus they need to be honest and responsible
with consumer information. Furthermore, in order
to establish trust with consumers and stay in
compliance with regulations, organizations must
demonstrate ethical usage of Al. Applying Al in a
manner that aligns with changing consumer
expectations and ethical standards is more
important than just embracing Al. Businesses that
are successful in this endeavor will have a leg up in
the Al era.

Il. CHAPTER2: LITERATURE
REVIEW

Khrais, (2020)Through  customized
suggestions, Al has profoundly altered customer
habits. Online retailers, video streaming sites, and
social networking sites all employ Al algorithms to
sift through customers' tastes, habits, and online
activity. In this way, Al can learn about each user's
unique tastes and interests and then offer products
and content that will satisfy those needs. Customer
happiness and loyalty are both boosted by the time
and effort saved thanks to this customization,
which also improves the purchasing experience
overall.

Chaitanya, (2023)The use of Al in
predictive analytics has completely changed the
way companies see customer actions. Artificial
intelligence systems can sift through mountains of
data in search of trends and patterns, letting
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businesses better predict their customers' wants and
requirements. Businesses may optimize inventory
management, pricing strategies, and targeted
marketing efforts with the use of this important
information, which allows them to make data-
driven choices. The end result is an enhanced
customer experience thanks to offers that are more
relevant and delivered at the right moment.

Suherlan, (2023)Chatbots and virtual
assistants powered by artificial intelligence have
greatly enhanced interactions with customers. With
the help of these smart solutions, customers may
get answers to their questions in real time and get
personalized assistance. Assistants powered by Al
provide efficient and 24/7 support for a variety of
tasks, including answering product-related queries
and addressing concerns. Clients are more satisfied
and loyal as a consequence of the speed and
simplicity with which their issues are resolved.

Ziakis, (2023)The influence of Al on
consumer behavior extends beyond tailored
suggestions. The feelings conveyed by customers in
online forums, social media, and reviews may be
analyzed by Al algorithms that use machine
learning and natural language processing.
Companies may use this data to learn more about
their customers' tastes, opinions, and trends.
Organizations may improve their marketing tactics,
product lines, and ad targeting by gaining a better
grasp of customer emotion. This focused strategy
has the potential to impact consumer spending and
stimulate participation.

Perez-Vega, (2021)Although Al has
revolutionized consumer behavior, it has also
brought up important ethical questions. For
example, privacy and data security concerns have
been voiced in relation to the gathering and use of
personal data to fuel Al systems. Customers
deserve openness and choice about the use of their
data, and they should use caution when disclosing
personal information. In addition, if not dealt with
appropriately, the biases inherent in Al systems
might continue to support injustice and prejudice.
Companies and lawmakers must make sure that Al-
driven systems are fair and accountable by
prioritizing ethical issues.

Nazir, (2023)Innovations in artificial
intelligence will have an ongoing impact on
companies and consumers that want to use the
power of the web and social media. The integration
of conversational Al into search engines will have a
profound impact on how consumers discover new
companies and things online. To be relevant in a
world where search is getting more conversational

and in-depth, brands will have to rethink their
online posture.

Peyravi, (2020)Brands need to change
with the times because consumers' data-seeking
habits are changing. The digital experience is
complex and fragmented, of which SEO is only a
small component. An opportunity to help clients
find what they need and make purchases without
ever leaving the platform should be considered by
any organization's social media activities.
Customers' interactions with companies and the
ways they get their queries answered may be
drastically altered by the deployment of generative
Al. As the first generation to use modern
technology, Gen Z also has the highest expectations
for companies to interact with them in a
conversational and intimate way.

In an effort to influence customer behavior
in favor of certain brands and items, Khrais (2020)
studied the most important technical developments
in online shopping. Research shows that Al systems
play an important part in online shopping, but
people still disagree on whether or not they are
ethically viable, especially when it comes to
explainability. Additionally, the research
recommends improving ML models to make them
easier to comprehend and interpret in order to build
XAl systems that can be explained. Many of the
foundational Al methods, such convolutional and
neural networks, have made great strides in the
recent few decades, and their source code is freely
accessible to the public. The declining cost of
computer hardware and specialized Al chip designs
have made Al increasingly appealing to enterprises,
despite the fact that it requires complicated and
demanding processing. Even companies who were
hesitant before now have much easier access to Al-
related cloud-based services. Additionally, although
additional study is necessary in this field,
preliminary findings indicate that the COVID
pandemic has stoked interest in artificial
intelligence (Al) as people adjust to a more human-
less world (Sipior, 2020).

There are benefits and downsides to Al,
albeit the former is creating more opportunities in
the marketing industry. Thanks to Al, when people
visit social media sites like Instagram or Facebook,
they often see products that they have spoken
about, viewed online and wanted to purchase, or
that just come to mind. Even though this suggests
Al approaches are being used to examine the data,
the issue persists: were customers the ones who
supplied the data? Because personal information
security is paramount, the response is NO.
Problems may arise in the future when customers
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learn about the privacy consequences of their data
being used without their knowledge or consent
(Newman, 2019).

As they start to explore the possible uses
of Al and big data analytics in digital marketing,
tech-savvy large corporations have long employed
digital marketing tactics to influence customer
behavior. By using artificial intelligence (Al),
digital marketers are able to save time and money
while still achieving their marketing goals and
objectives. An organization's digital marketing
strategy should follow a certain structure when
using Al technologies (Miklosik, 2019).

Juniper Research (2018) predicts that
between 2019 and 2023, the use of artificial
intelligence  for digital marketing demand
forecasting will more than tripple, and the number
of interactions with chatbots would increase from
2.6 billion to 22 billion. Consumer purchase
behavior combines psychological aspects, making
it difficult to grasp. Web, mobile devices, in-person
encounters, comments, blogs, videos, and searches
are some of the digital age's most common ways
for consumers to voice their wants, needs, and
opinions (Court, et al., 2009).

These findings are crucial for artificial
intelligence to provide retailers with advice on
product displays and cataloging (Avinaash, 2018).
Throughout the customer journey, marketers can
use Al to get a deeper understanding of their target
audience and establish meaningful connections
with them. Rimawan et al. (2017) took into
account the fact that consumer behavior, social
psychological factors, and consumer culture might
undergo changes at any given moment. The
research team at PT ABC flexible packaging
division set out to learn everything they could
about how their trustworthy goods and services
contributed to satisfied customers.

1. CHAPTER 3: METHODOLOGY

Objectives of the Study:

e To analyse the impact of artificial intelligence
on consumer behavior across e-commerce.

e To identify key trends and patterns in
consumer behavior influenced by artificial
intelligence technologies.

e To evaluate the effectiveness of current
marketing strategies in leveraging artificial
intelligence for consumer engagement.

Research Design:
The research design adopted a mixed-
methods approach, combining quantitative and

qualitative techniques to comprehensively explore
the role of artificial intelligence in shaping
consumer behavior and marketing strategies.

Target Audience:

The study focused on engaging 110
consumers representing diverse demographics and
purchasing behaviors. Their insights were
instrumental in understanding the practical
implications of artificial intelligence on consumer
decision-making processes.

Data Sources:

A combination of primary data collected
through surveys and secondary data from academic
literature, industry reports, and market analyses
formed the foundation of this study. This approach
facilitated a holistic understanding of the subject
matter by integrating both empirical evidence and
theoretical frameworks.

Quantitative Research:

The quantitative phase of the study
involved administering structured surveys to the
target audience, aimed at quantifying their
perceptions, attitudes, and behaviors related to
artificial intelligence-driven marketing initiatives.
Statistical analysis techniques such as regression
analysis and correlation were employed to uncover
significant relationships and trends.

Sampling:

Random sampling techniques were
utilized to ensure the representativeness of the
sample population, allowing for generalizability of
findings to the broader consumer market. This
approach facilitated a more robust understanding of
the diverse perspectives and preferences within the
target audience.

Data Collection:

The target audience actively participated
in the study by responding to a structured
questionnaire designed to capture their perceptions
and experiences with artificial intelligence-driven
marketing  tactics. The questionnaire  was
meticulously crafted to address the research
objectives and hypotheses, ensuring the collection
of relevant and insightful data.

Data Analysis:

Quantitative data collected from the
surveys were analyzed using statistical software
such as Excel, enabling the generation of
descriptive statistics, inferential analyses, and
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graphical representations. This analytical process
provided actionable insights into the relationship

between artificial intelligence, consumer behavior,
and marketing strategies.

IV. CHAPTER 4: DATAANALYSIS& FINDINGS

Demographics

Age

Frequency Percentage
18-25 13 11.82
26-35 18 16.36
36-45 21 19.09
46-55 24 21.82
56 and above 34 30.91
Total 110 100.00

40
35
30
25

20
1
| II

5
0
5
0
18-25 26-35 36-45 46-55 56 and above
W Age EAge

The data presents the age distribution of a
sample population, with the majority falling into
the 56 and above category at 30.91%. The next
most represented groups are 46-55 and 36-45,
comprising 21.82% and 19.09% respectively.

Younger age groups, 18-25 and 26-35, make up
smaller portions of 11.82% and 16.36%
respectively. This suggests a skew towards older
individuals in the sample.

Gender

Frequency Percentage
Male 55 50.00
Female 52 47.27
Prefer not to say 3 2.73
Total 110 100.00
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The data illustrates the gender distribution relatively balanced representation of genders within
within a sample population, with males comprising the sample, with a slightly higher proportion of
50% and females 47.27%. A small portion, 2.73%, males.

chose not to disclose their gender. This indicates a

45
40
35
30
25
20
15
10

(O]

Education Level

Frequency Percentage
Bachelor's Degree 40 36.36
Master's Degree 39 35.45
Doctoral Degree 31 28.18
Total 110 100.00

Education Level

Bachelor's Degree Master's Degree Doctoral Degree

M Education Level ® Education Level
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The data showcases the education levels
within the sample population, with the highest
percentage holding Bachelor's degrees at 36.36%.
Close behind, individuals with Master's degrees
represent 35.45%, while those with Doctoral

degrees account for 28.18%. This suggests a well-
educated sample, with a significant portion having
completed at least a Bachelor's level of education,
followed closely by Master's and Doctoral degrees.

How often do you make purchases on e-commerce platforms?

Frequency Percentage
a) Daily 11 10.00
b) Weekly 23 20.91
c) Monthly 34 30.91
d) Rarely 42 38.18
Total 110 100.00

How often do you make purchases on e-commerce
platforms?

m 3) Daily = b) Weekly

The data illustrates the frequency of
purchases made on e-commerce platforms among a
sample of 110 individuals. The majority of
respondents report making purchases rarely,
accounting for 38.18% of the sample. Monthly
purchases are the next most common, representing

c) Monthly = d) Rarely

30.91% of respondents. Weekly purchases follow at
20.91%, while daily purchases are the least
frequent at 10.00%. Overall, the data suggests a
varied pattern of e-commerce purchasing habits
among the surveyed individuals.

How likely are

to explore personalized product

recommendations generated by Al algorithms?

Frequency Percentage
a) Very likely 14 12.73
b) Likely 30 27.27
¢) Neutral 32 29.09
d) Unlikely 34 30.91
Total 110 100.00
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How likely are you to explore personalized product
recommendations generated by Al algorithms?

m a) Very likely = b) Likely

The data represents responses regarding
the likelihood of exploring personalized product
recommendations generated by Al algorithms
among 110 individuals. The majority express a
degree of skepticism, with 30.91% indicating they
are unlikely to explore such recommendations.

= ¢) Neutral

= d) Unlikely

Additionally, 29.09% remain neutral on the matter.
While a significant portion (27.27%) are likely to
explore these recommendations, only 12.73%
express a high level of confidence in them,
suggesting a mixed reception to Al-generated
product suggestions.

Which factors influence your decision to make a purchase on an e-commerce

platform the most?

Frequency Percentage
a) Price 23 20.91
b) Product reviews and ratings 25 22.73
¢) Personalized recommendations 27 24.55
d) Brand reputation 35 31.82
Total 110 100.00
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Which factors influence your decision to make a purchase
on an e-commerce platform the most?

m 3) Price ® b) Product reviews and ratings = c) Personalized recommendations = d) Brand reputation

The data presents factors influencing
purchasing decisions on e-commerce platforms
among 110 individuals. Brand reputation emerges
as the most influential factor, with 31.82% of
respondents indicating its importance. Following
closely, personalized recommendations and product
reviews/ratings hold significant sway, with 24.55%

and 22.73% respectively. Price, though still
significant, ranks slightly lower at 20.91%. Overall,
the data underscores the multifaceted nature of
consumer decision-making, with considerations
ranging from brand perception to personalized
suggestions.

How comfortable are you with Al-powered chatbots
assisting you during your shopping experience?

Frequency Percentage
a) Very comfortable 17 15.45
b) Comfortable 22 20.00
¢) Neutral 29 26.36
d) Uncomfortable 42 38.18
Total 110 100.00
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How comfortable are you with Al-powered chatbots assisting
you during your shopping experience?

® 3) Very comfortable

The data reflects attitudes toward Al-
powered chatbots assisting individuals during their
shopping experiences, gathered from a sample of
110 respondents. A notable portion (38.18%)
express discomfort with this technology, while
26.36% remain neutral. Those who are comfortable
or very comfortable with Al chatbots constitute a

= b) Comfortable

® c) Neutral = d) Uncomfortable

combined 35.45% of the sample, with 20.00%
indicating comfort and 15.45% expressing a high
level of comfort. Overall, the data suggests a
significant  portion of individuals  harbor
reservations about utilizing Al chatbots in their
shopping interactions.

Do you believe Al-driven product suggestions on e-commerce platforms align with

your preferences accurately?

Frequency Percentage
a) Yes, most of the time 19 17.27
b) Occasionally 24 21.82
¢) Not often 28 25.45
d) Not at all 39 35.45
Total 110 100.00
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Do you believe Al-driven product suggestions on e-
commerce platforms align with your preferences
accurately?

® 3) Yes, most of the time ~ m b) Occasionally = c) Not often = d) Not at all

The data presents perspectives on the
accuracy of Al-driven product suggestions on e-
commerce platforms among 110 respondents. A
considerable proportion (35.45%) indicate a lack of
confidence in the alignment of these suggestions
with their preferences, with 39 respondents stating
they do not align at all. Additionally, 25.45% feel

that Al suggestions do not often match their
preferences. However, a combined 39.09% express
varying degrees of confidence, with 17.27% stating
Al suggestions align with their preferences most of
the time and 21.82% indicating occasional
alignment.

To what extent do you think Al-powered features enhance your overall shopping experience on

e-commerce platforms?

Frequency Percentage
a) Significantly 29 26.36
b) Moderately 24 21.82
c) Slightly 33 30.00
d) Not at all 24 21.82
Total 110 100.00
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To what extent do you think Al-powered features enhance
your overall shopping experience on e-commerce
platforms?

m 3) Significantly = b) Moderately

The data portrays perceptions of how Al-
powered features contribute to the overall shopping
experience on e-commerce platforms, gathered
from a sample of 110 respondents. A significant
portion (26.36%) believes that Al features
significantly enhance their shopping experience,
while 21.82% feel they do so moderately.

u ¢) Slightly = d) Not at all

Additionally,  30.00%  perceive a slight
improvement, indicating a positive impact overall.
However, 21.82% express that Al-powered features
do not enhance their shopping experience at all.
Overall, the data suggests a range of perspectives
on the extent to which Al enhances the e-commerce
shopping experience.

How likely are you

to trust Al-generated reviews and

recommendations when making purchasing decisions?

Frequency Percentage
a) Very likely 18 16.36
b) Likely 25 22.73
c) Neutral 32 29.09
d) Unlikely 35 31.82
Total 110 100.00
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How likely are you to trust Al-generated reviews and
recommendations when making purchasing decisions?

= 3) Very likely = b) Likely

The data reflects individuals' likelihood to
trust Al-generated reviews and recommendations
when making purchasing decisions, based on
responses from 110 respondents. A significant
portion (31.82%) express skepticism, stating they
are unlikely to trust Al-generated reviews and

= c) Neutral = d) Unlikely

recommendations. Meanwhile, 29.09% remain
neutral on the matter. Those who are likely or very
likely to trust Al-generated reviews and
recommendations constitute a combined 39.09% of
the sample, with 22.73% indicating likelihood and
16.36% expressing a high level of trust.

Have you ever abandoned a purchase on an e-commerce platform due to
dissatisfaction with Al-generated product suggestions?

Frequency Percentage
a) Yes 60 54.55
b) No 50 45.45
Total 110 100.00

Have you ever abandoned a purchase on an e-commerce
platform due to dissatisfaction with Al-generated product
suggestions?

= a)Yes =b)No
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The data reveals that among 110
respondents, a substantial majority (54.55%) have
abandoned a purchase on an e-commerce platform
due to dissatisfaction with Al-generated product
suggestions. Conversely, 45.45% of respondents
have not experienced such dissatisfaction leading to

purchase abandonment. This indicates that a
significant portion of users have encountered
instances where Al-generated product suggestions
failed to meet their expectations, prompting them to
abandon their purchase.

Would you prefer if e-commerce platforms disclosed when Al algorithms are being

used to personalize your shopping experience?

Frequency Percentage
a) Yes, | prefer transparency 57 51.82
b) No, it doesn't matter to me 53 48.18
Total 110 100.00

Would you prefer if e-commerce platforms disclosed
when Al algorithms are being used to personalize your
shopping experience?

® a) Yes, | prefer transparency

The data suggests that among 110
respondents, a majority (51.82%) express a
preference for transparency regarding the use of Al
algorithms to personalize their shopping experience
on e-commerce platforms. Conversely, 48.18%
indicate that it doesn't matter to them whether such

® b) No, it doesn't matter to me

information is disclosed. This indicates a
significant  interest among consumers in
understanding the role of Al in their shopping
experience, with a considerable portion valuing
transparency from e-commerce platforms.

How much do you think Al-driven features contribute
to your impulse purchases on e-commerce platforms?

Frequency Percentage
a) A significant amount 19 17.27
b) A moderate amount 25 22.73
c¢) A small amount 29 26.36
d) Not at all 37 33.64
Total 110 100.00
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How much do you think Al-driven features contribute to
your impulse purchases on e-commerce platforms?

= 3) A significant amount = b) A moderate amount

The data indicates perceptions regarding
the contribution of Al-driven features to impulse
purchases on e-commerce platforms, gathered from
110 respondents. A notable portion (33.64%)
believes that Al-driven features do not contribute to
their impulse purchases at all. Meanwhile, 17.27%
feel that Al-driven features contribute a significant
amount to their impulse purchases, with 22.73%
indicating a moderate contribution and 26.36%
attributing a small amount. Overall, the data
suggests varied perspectives on the influence of Al-
driven features on impulse buying behaviors.

FINDINGS:

e Age Group:

e Majority falls within the 41-60 and 60+ age
brackets.

e Relatively balanced distribution across age
ranges, with a slight skew towards older
demographics.

e Gender:
e Nearly equal representation between males and
females.

e Minority representation from non-binary and
those preferring not to disclose.

e E-commerce Purchases Frequency:

e Majority make purchases rarely, followed by
monthly and weekly.

o Daily purchases are the least frequent.

e Al Product Recommendations Likelihood:

e Mixed reception with a notable skepticism
towards exploring personalized
recommendations.

e Assignificant portion expresses being unlikely
or neutral about it.

c) A small amount = d) Not at all

Factors Influencing Purchase Decision:

Brand reputation is the most influential factor,
followed by personalized recommendations
and product reviews/ratings.

Price, while still significant, ranks slightly
lower.

Comfort with Al Chatbots:

A considerable portion expresses discomfort
with Al chatbots assisting during shopping
experiences.

Neutral responses are also notable, indicating a
divided sentiment.

Trust in  Al-generated Reviews and
Recommendations:

Divided sentiment with a significant portion
expressing skepticism.

Others indicate varying degrees of trust, but a
clear majority leans towards skepticism.
Abandoned Purchases Due to Al-generated
Suggestions:

A majority have abandoned purchases due to
dissatisfaction with Al-generated product
suggestions.

This highlights instances where Al suggestions
failed to meet expectations, leading to
purchase abandonment.

Preference for Transparency in Al Usage:
Majority prefer transparency regarding Al
algorithm usage in personalizing shopping
experiences.

However, a notable portion indicates
indifference towards disclosure.

Contribution of Al-driven Features to Impulse
Purchases:
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e Varied perspectives on the influence of Al-
driven features on impulse buying behaviors.

e A significant portion believes Al-driven
features do not contribute to their impulse
purchases at all.

V. CHAPTER 5: CONCLUSION

The advent of Al as a game-changing
technology in the last few years has revolutionized
many parts of human existence. Artificial
intelligence (Al) has revolutionized consumer
behavior with tailored suggestions and clever
chatbots. The advent of Al-related professions has
created a flood of previously unimaginable
possibilities in an age of ubiquitous automation and
constant innovation. The marketing industry is no
exception; Al has had a profound effect, producing
remarkable outcomes. The use of Al is causing
behavioral marketing to explode in popularity. The
advent of chatbots, tailored feeds, and behavior-
tracking machine learning technologies has
completely altered the marketing environment,
making the old ways obsolete. Without a doubt, the
marketing industry has been revolutionized by the
introduction of artificial intelligence. Any company
serious about expanding and staying competitive in
the market should look at Al-driven solutions.
Companies invest in Al to understand consumer
behavior since meeting customer satisfaction is
their top priority. Artificial intelligence is a reliable
tool for marketers, and it has advantages for both
customers and companies. Personalized
suggestions and improved customer service are just
two examples of how artificial intelligence has
changed consumer behavior. Businesses may better
understand  their  customers' wants  and
requirements, provide more personalized service,
and make better choices by using Al technology. To
guarantee privacy, justice, and responsibility,
however, ethical concerns must lead Al
development. We should expect Al to redefine our
interactions with goods and services in the digital
age as it advances, and its impact on consumer
behavior will only grow.
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Questinnaire

Age:

18-25

26-35

36-45

46-55

56 and above

Gender:

Male

Female

Prefer not to say

Education Level:

Bachelor's Degree

Master's Degree

Doctoral Degree

How often do you make purchases on e-commerce

platforms?

a) Daily

b) Weekly

c) Monthly

d) Rarely

..._(;Q...[\).....!d

How likely are you to explore personalized product
recommendations generated by Al algorithms?

a) Very likely

b) Likely

c) Neutral
d) Unlikely

Which factors influence your decision to make a
purchase on an e-commerce platform the most?

a) Price

b) Product reviews and ratings

c) Personalized recommendations

d) Brand reputation

How comfortable are you with Al-powered
chatbots assisting you during your shopping
experience?

a) Very comfortable

b) Comfortable

¢) Neutral

d) Uncomfortable

Do you believe Al-driven product suggestions on e-
commerce platforms align with your preferences
accurately?

a) Yes, most of the time

b) Occasionally

¢) Not often

d) Not at all

To what extent do you think Al-powered features
enhance your overall shopping experience on e-
commerce platforms?

a) Significantly

b) Moderately

c) Slightly

d) Not at all

How likely are you to trust Al-generated reviews
and recommendations when making purchasing
decisions?

a) Very likely

b) Likely

¢) Neutral

d) Unlikely

Have you ever abandoned a purchase on an e-
commerce platform due to dissatisfaction with Al-
generated product suggestions?

a) Yes

b) No

Would you prefer if e-commerce platforms
disclosed when Al algorithms are being used to
personalize your shopping experience?

a) Yes, | prefer transparency

b) No, it doesn't matter to me
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How much do you think Al-driven features
contribute to your impulse purchases on e-
commerce platforms?

a) Asignificant amount

b) A moderate amount

c¢) A small amount

d) Not at all
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