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ARTICLE INFO ABSTRACT

The study you described focuses on assessing the influence of Artificial
Intelligence (AI) on online buying behavior among consumers. Here's a
breakdown of the key findings and methodologies used: The data were collected
through structured questionnaires from an equal number of male and female
respondents. This approach ensures gender balance in the sample, allowing for
more reliable results and minimizing bias in the analysis. The study formulated
hypotheses to test the relationship between various factors, such as gender,
educational level, time spent on the internet, and awareness of Al's impact on
online shopping behavior. The study utilized statistical techniques such as
correlation analysis and Yule's coefficient of association to analyze the data and
test the formulated hypotheses. These statistical methods help in identifying
patterns, relationships, and associations between different variables in the study.
No Significant Association between Gender and AI Awareness: The study found
that there is no significant association between gender and awareness of Al's
impact on online shopping. This suggests that both male and female respondents
have similar levels of awareness regarding Al's influence on their online buying
behavior.

Introduction: The study revealed a significant association between educational
level and the influence of AI on online shopping. This implies that consumers with
higher levels of education may be more cognizant of AI's role in online shopping
behavior compared to those with lower educational attainment. Significant
Association with Time Spent on the Internet: The study also found a significant
association between the amount of time spent on the internet and the influence of
Al on online shopping. This suggests that individuals who spend more time online
may be more exposed to Al-driven features and services, leading to a greater
impact on their purchasing behavior. Overall, the findings highlight the
importance of educational background and internet usage patterns in shaping
consumers' awareness and perception of AI's influence on online buying behavior.
These insights can inform marketing strategies and the development of AI-driven
features to better cater to consumer preferences and enhance the online shopping
experience.
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Introduction

The analysis provides a comprehensive overview of how artificial intelligence (AI) is revolutionizing the e-
commerce landscape and transforming the way consumers shop online. Here's a breakdown of the key points
you've highlighted. Machine learning coupled with data analytics enables businesses to gain detailed insights
into consumer buying and consumption patterns. By analyzing vast amounts of data, AT algorithms can provide
a clear understanding of consumer behavior, preferences, and sentiments, helping businesses adapt to ever-
changing market trends.

Al-driven social listening tools monitor consumer sentiments on the internet and social media platforms,
allowing businesses to tailor their offerings to meet consumer preferences. Through personalized
recommendations and targeted advertisements, Al enhances the shopping experience by ensuring that
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consumers easily find products relevant to their interests. AlI-powered technologies contribute to making
online shopping more convenient and flexible for consumers. By automating tasks and streamlining processes,
Al enables consumers to research products, compare prices and reviews, and make informed purchasing
decisions from the comfort of their homes.

Al-driven search engines, such as Google, facilitate the online shopping process by providing relevant search
results and simplifying product discovery. Furthermore, Al enables seamless online payments and efficient
order fulfillment, enhancing the overall shopping experience for consumers.

The integration of AI in e-commerce is reshaping the retail landscape by empowering businesses to better
understand and serve the needs of consumers while offering greater convenience and personalization. As Al
continues to advance, its impact on online shopping behavior is expected to further evolve, driving continued
growth and innovation in the e-commerce industry.

Significance of the Study

Artificial intelligence (AI) is reshaping the marketing landscape and influencing consumer behavior. Al enables
marketers to collect vast amounts of data and analyze it to understand consumer behavior better. By leveraging
techniques such as machine learning, AI can determine which content is most relevant to individual consumers
based on factors like location, historical data, and past behavior. This level of personalization allows businesses
to tailor their marketing efforts to meet the specific needs and preferences of each consumer, increasing
engagement and driving sales. Understanding how AI influences consumer behavior provides businesses with
valuable insights that can inform their marketing strategies. By analyzing data collected through AI-powered
tools, businesses can identify trends, preferences, and patterns in consumer behavior, enabling them to adapt
their marketing strategies accordingly. This adaptive approach helps businesses stay ahead of the competition
and better meet the evolving needs of consumers.

Al-driven solutions not only improve the relevance of marketing content but also enhance the overall user
experience. By providing personalized recommendations and tailored experiences, AI-powered platforms can
help consumers navigate through vast amounts of information more efficiently and find products that align
with their interests and preferences. This improved user experience fosters customer loyalty and encourages
repeat business. AlI's ability to uncover customer insights and provide personalized recommendations can drive
customer loyalty. By offering consumers products and services that align with their preferences, AI-powered
solutions create a more satisfying shopping experience, increasing the likelihood that consumers will return to
the same platform for future purchases. This loyalty contributes to long-term customer relationships and
sustainable business growth. AI's impact on marketing and consumer behavior is profound, empowering
businesses to better understand their target audience, personalize their marketing efforts, and deliver
exceptional customer experiences. As Al continues to advance, its role in marketing is expected to become even
more significant, driving further innovation and transformation in the industry

Objectives of the Study

> evaluate the awareness level of consumers about Al and its impact on purchase decision based on
demographic characteristics.

> To study the influence of Al in online shopping and consumer buying behaviour.

Hypotheses

The study is based on the following hypotheses:

Ho1: There is no significant association between gender and awareness about Al on online shopping.

Ho2: There is no significant association between educational level and awareness about AI on online shopping.
Ho3: There is no significant association between time spent on internet and influence of AT on online shopping.

METHODOLOGY

Sampling

The study aims to comprehensively evaluate the impact of AI on online shopping through a combination of
descriptive and analytical approaches. To gather data, structured questionnaires are utilized, targeting
individuals aged between 16 to 38 years old. The assessment encompasses various aspects of internet access,
including home, workplace, public facilities, and other locations. Utilizing judgment sampling, the research
selects samples deemed most relevant for the study's objectives. This method allows for the inclusion of
individuals who are likely to provide valuable insights into the influence of AI on online shopping behaviors
within the specified age range. By employing a structured questionnaire and a targeted sampling approach, the
study aims to obtain detailed and pertinent data to facilitate a thorough analysis of the subject matter.

Data collection

The study integrates both primary and secondary data to provide a comprehensive analysis of the influence of
Al on online shopping. Primary data collection involved administering structured questionnaires to 92
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respondents, ensuring an equal representation of both male and female genders. These questionnaires were
designed to gather opinions and insights directly from individuals within the target age group of 16 to 38 years
old. Respondents were asked to express their opinions using a five-point Likert-type scale, enabling the
quantification of their views on various aspects related to Al and online shopping.

Tools used: The data collected were analysed using SPSS. The correlation and Yule s coefficient of association
was used to test the hypotheses.

Results and Discussion

The user's online browsing behavior is constantly monitored by AI, which analyzes this data to understand
their preferences and interests. This information is then used to tailor advertisements and suggest relevant
purchasing platforms on social media or search engines whenever the user is online. This personalized
approach significantly influences consumer buying behavior by presenting them with products and services
that align with their tastes and preferences. By effectively "reading" consumers' minds through AI, businesses
can anticipate their next moves and positively influence their purchasing decisions. This level of customization
enhances the overall buying experience for consumers and increases the likelihood of sales for businesses.
Furthermore, Al helps mitigate the potential for consumer manipulation and vulnerability in the purchasing
process. By assisting customers in making informed and sensible buying choices, AI contributes to a more
transparent and ethical marketplace. For instance, Al enables personalized marketing, facilitates gift selection
based on various parameters such as occasion, recipient, and sentiment, and even offers virtual dressing rooms
for clothing customization. These features enhance the overall shopping experience and reduce guesswork for
consumers. In summary, Al plays a crucial role in modern marketing by leveraging consumer data to
personalize advertisements and product suggestions, ultimately enhancing the shopping experience and
increasing sales volume for businesses. The results obtained from the analysis of the data collected were shown
below:

Ho1: There is no significant association between gender and awareness about AI on
online shopping.

The study's results indicate notable differences in the influence of pop-up advertisements on purchase decisions
between male and female respondents. For female respondents, the coefficient of association reveals a perfect
negative association (-0.22) between pop-up advertisements and purchase decisions. This suggests that there
is no significant association between exposure to online ads and the likelihood of making a purchase decision
for females. In other words, female respondents are not strongly influenced by pop-up advertisements when it
comes to making online purchases. On the other hand, for male respondents, the coefficient of association
shows a perfect positive association (0.297) between pop-up advertisements and purchase decisions. This
indicates that there is a strong association between exposure to pop-up ads and the likelihood of making a
purchase decision for males. In essence, male respondents are significantly influenced by pop-up
advertisements, which positively impact their decision-making process regarding online purchases. Overall, the
study's findings suggest that the effectiveness of pop-up advertisements in influencing purchase decisions varies
between male and female respondents, with males being more susceptible to this form of advertising compared
to females.

Hoz2: There is no significant association between educational level and awareness about Al on
online shopping.

The study utilized correlation analysis to examine the relationship between educational level and awareness
about Al's impact on online shopping. The results reveal a strong positive correlation coefficient of 0.75735
between these two variables. This indicates that as the educational level of respondents increases, their
awareness of the influence of their surfing data on recommendations or related ads provided by marketers also
increases. In other words, individuals with higher levels of education are more likely to be aware of how Al
algorithms utilize their browsing data to customize products and tailor advertisements to their preferences.
This finding suggests that education plays a significant role in shaping consumers' understanding of AI's role
in online shopping. As people become more educated, they tend to have a better grasp of the technology behind
personalized marketing strategies, leading to increased awareness of how their online behavior influences the
products and ads they encounter online.

Ho3: There is no significant association between time spent on internet and influence of AI on
online shopping.

The study utilized correlation analysis to examine the relationship between educational level and awareness
about AI's impact on online shopping. The results reveal a strong positive correlation coefficient of 0.75735
between these two variables. This indicates that as the educational level of respondents increases, their
awareness of the influence of their surfing data on recommendations or related ads provided by marketers also
increases. In other words, individuals with higher levels of education are more likely to be aware of how Al
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algorithms utilize their browsing data to customize products and tailor advertisements to their preferences.
This finding suggests that education plays a significant role in shaping consumers' understanding of AI's role
in online shopping. As people become more educated, they tend to have a better grasp of the technology behind
personalized marketing strategies, leading to increased awareness of how their online behavior influences the
products and ads they encounter online.

Conclusion

From the study's findings, it can be concluded that there is no significant association between gender and
awareness about Al's impact on online shopping. However, there is a significant association between
educational level and the time spent on the internet with the influence of AI on online shopping. Additionally,
the study reflects the growing acceptance and utilization of artificial intelligence in various aspects of life in the
21st century. Despite initial apprehension, consumers are recognizing the benefits of Al in simplifying tasks
and enhancing efficiency. Al's influence spans across diverse domains such as retail, healthcare, crime
investigation, and employment, indicating its significant contribution to individual well-being and societal
advancement. Understanding both the benefits and drawbacks of Al is crucial for society to effectively integrate
it into the rapidly evolving world. By acknowledging its potential and limitations, individuals and organizations
can harness Al's capabilities to maximize its positive impact while mitigating any potential negative
consequences. This nuanced approach allows for the responsible and beneficial adoption of Al in shaping the
future of society.
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