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ABSTRACT 

Artificial Intelligence (AI) has moved beyond basic automation and is now reshaping personalized digital marketing. 

Instead of simply automating emails or scheduling advertisements, AI today analyzes behavioural patterns, predicts 

preferences, and delivers hyper-personalized experiences across platforms. This study explores how consumers 

perceive AI-driven personalization, its effectiveness beyond automation, and the key challenges associated with its 

growing use. 

Primary data was collected from 108 respondents through a structured questionnaire. The findings indicate that a 

majority believe AI improves customer understanding and goes beyond automation. Social media and e-commerce 

platforms are perceived as the most effective users of AI personalization. However, data privacy concerns remain the 

biggest challenge identified by respondents. The study concludes that while AI-driven personalization enhances 

customer experience, ethical and transparency issues must be addressed for sustainable growth. 

 

1. INTRODUCTION 

1 Introduction to AI in Digital Marketing 

Digital marketing has undergone a dramatic transformation over the last decade. Earlier, automation tools were mainly 

used for bulk email campaigns, scheduled posts, and standard retargeting ads. 

However, with the advancement of Artificial Intelligence, personalization has moved far beyond simple automation. 

AI now studies browsing behaviour, purchase history, engagement patterns, and even real-time 

interactions to tailor advertisements, recommendations, and content specifically for each user. From social media feeds 

to e-commerce suggestions and streaming platforms, consumers increasingly 

interact with algorithm-driven personalization. 

This study examines whether AI truly goes beyond automation in personalized digital marketing and identifies the key 

concerns consumers associate with it. 
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2. LITERATURE REVIEW 

Scholars argue that AI enhances marketing precision by analyzing massive datasets faster than human capability. 

Unlike traditional segmentation, AI allows micro-level targeting based on 

behavioural signals. 

Research suggests: 

• AI-powered recommendations increase purchase likelihood. 
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• Predictive analytics improves customer retention. 

• Personalization enhances customer satisfaction. 

• However, privacy concerns and algorithmic bias create ethical debates. 

The shift from automation to intelligent personalization represents a structural evolution in digital marketing strategy. 

 

 

3. STUDY AREA BACKGROUND 

The study was conducted among digitally active consumers, primarily young adults familiar with online shopping, 

social media, and streaming services. 

The growing digital penetration in India and increased exposure to AI-driven platforms make consumers more aware of 

personalized advertisements and algorithmic recommendations. 

 

 

4. RESEARCH METHEDOLOGY 

• 1.Research Design: 

o Design A descriptive research design was adopted to examine consumer perceptions of AI influences. 

• 2.Sample Size: 

o 108 respondents participated in the survey through convenience sampling. 

• 3.Data Collection Method: 

▪ Structured online questionnaire 

• 4.Sampling Technique: 

• Convenience sampling 

The questionnaire included both Likert-scale and multiple-choice questions related to awareness, experience, influence, 

and challenges of AI personalization. 

Data Collection 

1. Primary Data Collection 

Primary data was collected directly from respondents to understand their perceptions and experiences regarding AI-

driven personalization in digital marketing. 

a) Structured Questionnaire 

A structured online questionnaire was designed consisting of close-ended questions, multiple-choice questions, Likert-

scale statements (1–5), and perception-based opinion questions. The questions were framed in simple and neutral 

language to avoid bias. 

The questionnaire aimed to measure: 

• Awareness of AI in digital marketing 

• Experience with AI personalization 

• Purchase behavior influenced by AI 

• Trust and privacy concerns 
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• Perception of AI beyond automation 

The online mode was selected as the respondents were digitally active individuals familiar with online platforms. 

b) Sampling Method 

Convenience sampling was adopted due to accessibility and time constraints. The study included 108 respondents who 

were active users of social media, e-commerce platforms, streaming services, and 

search engines. 

Although convenience sampling limits generalizability, it is suitable for exploratory and perception- based studies. 

Thus, primary data formed the empirical base of the study. 

 

 

2. Secondary Data Collection 

Secondary data supported the conceptual and theoretical framework of the research. 

Sources 

Data was collected from: 

• Peer-reviewed journals 

• Research papers on AI in marketing 

• Books on digital marketing and consumer behavior 

• Industry reports (McKinsey, PwC, Deloitte, Gartner) 

• Case studies 

• Government and digital economy reports 

• Marketing research databases 

Purpose 

Secondary data helped in: 

• Understanding AI’s shift from automation to predictive personalization 

• Identifying global trends 

• Examining ethical debates on privacy and algorithm bias 

• Comparing theoretical insights with survey findings 

Reliability and Validity 

• Questions were aligned with research objectives. 

• Neutral language minimized bias. 

• Responses were anonymous. 

• Both quantitative and qualitative interpretations were used for balanced analysis. 

Primary data was collected through a structured questionnaire consisting of 10 close-ended questions Secondary data 
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was gathered from academic journals, books on consumer AI and Marketing, and 

research publications. 

 

 

5 DATA ANALYSIS 

Overview 

The analysis is based on 108 valid responses collected through a structured questionnaire. 

The objective was to examine how AI helps in marketing on a personal level for each and every consumer in the 

market ton provide better and efficient results. 

The responses reveal how the consumer segment responds or wants the market to have personalized and digitalized 

marketing for the products in the market. 

 

 

Question Wise Analysis 

The data analysis is strictly based on the graphs provided. 

1. AI Helps Brands Understand Customer Preferences Better 

 

 

Interpretation: 

 

 

 

 

 

 

 

▪ 44.4% Agree 

▪ 24.1% Strongly Agree 

▪ 25% Neutral 

▪ Very small percentage Disagree/Strongly Disagree 
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Nearly 68% of respondents believe AI understands customer preferences better than traditional marketing. This 

indicates strong trust in AI’s analytical capabilities. 

 

 

2. AI-Based Personalization Goes Beyond Automation 

 

 

 

• 60.2% Yes 

• 26.9% Maybe 

• 13% No Interpretation: 

A majority (60.2%) clearly recognize that AI personalization is more than simple automation. However, 26.9% 

uncertainty suggests a need for better awareness. 

 

 

3. AI Improves Online Shopping Experience (Likert Scale 1–5) 

 

 

• Highest response: 3 (30.6%) 

• Followed by 2 (27.8%) 

• 1 (22.2%) 

• Only 6.5% rated it 5 Interpretation: 
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While respondents acknowledge AI’s presence, the moderate ratings suggest personalization improves experience but 

not dramatically for everyone. 

4. Purchase Due to AI Recommendations 

 

• 30.6% Yes 

• 42.6% Maybe 

• 26.9% No 

Interpretation: 

The high “Maybe” response indicates indirect influence. Consumers may not consciously attribute purchases to AI, yet 

its subtle impact is evident. 

 

 

5. Familiarity with AI in Digital Marketing 

 

 

 

Most responses were moderate (31.5% rated 3). Interpretation: 

Consumers are moderately familiar but not deeply informed about AI mechanisms. 
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6. AI Tools Experienced 

 

 

 

• Personalized social media ads: 59.3% 

• Chatbots: 48.1% 

• Voice assistants: 46.3% 

• E-commerce recommendations: 45.4% 

• Email personalization: 30.6% Interpretation: 

Social media leads in AI exposure, showing its dominance in personalized marketing. 

 

 

7. Frequency of Noticing Personalized Ads 

 

 

 

• Often: 38.9% 

• Very Often: 31.5% 

• Sometimes: 24.1% Interpretation: 

More than 70% frequently notice personalization, confirming AI’s visibility. 
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8. Biggest Challenge of AI Personalization 

 

 

 

• Data privacy concerns: 55.6% 

• Algorithm bias: 16.7% 

• Lack of transparency: 13% 

• Over-personalization and cost: smaller percentages Interpretation: 

Privacy is the most serious concern, overshadowing technical issues. 

 

 

9. Most Influential Personalization Type 

 

• Customized product suggestions: 46.3% 

• Personalized ads: 38.9% Interpretation: 

Recommendation systems influence more than emails or push notifications. 
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10. Most Effective Platform for AI Personalization 

 

 

 

• Social Media: 60.2% 

• Search engines: 15.7% 

• Streaming platforms: 11.1% 

• E-commerce & Email: smaller percentages Interpretation: 

Social media dominates AI-driven personalization perception. 

 

 

6. FINDINGS 

• AI is perceived as more effective than traditional marketing. 

• Consumers recognize AI goes beyond automation. 

• AI influence is often indirect. 

• Social media is the strongest AI-driven platform. 

• Privacy concerns are the biggest challenge. 

• Personalization increases engagement but does not guarantee satisfaction. 

 

7. KEY ISSUES AND CHALLENGES 

• Data privacy concerns 

• Lack of algorithm transparency 

• Fear of surveillance marketing 

• Over-personalization leading to discomfort 

• Ethical concerns regarding data usage 
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8. CONCLUSION 

AI has expanded the boundaries of digital marketing beyond automation into predictive, behavioural, and personalized 

engagement. While consumers acknowledge its efficiency and presence, ethical 

concerns — particularly privacy — remain critical. The future of AI in personalized marketing depends not only on 

technological advancement but also on responsible implementation. 

 

 

9. LIMITATIONS 

• Limited to 108 respondents 

• Demographic concentration 

• Perception-based responses 

• No experimental validation 

 

 

 

 

10. RECOMMENDATIONS 

• Improve transparency in AI data usage 

• Strengthen data protection policies 

• Educate consumers about AI personalization 

• Balance personalization with user comfort 
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