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[bookmark: _Toc213355572]1. Introduction
[bookmark: _Toc213355573]1.1 Background of the Study
E-commerce has become one of the most powerful branches of the digital economy changing the way consumers search and analyze and buy products. Amazon being the biggest internet retailer has established its competitive edge through personalization based on technology. The core of this personalization process is its recommendation algorithms, which rely on sophisticated data analysis to determine consumer preferences and affect the purchasing behaviour (Habil et al., 2023). These systems produce interactive product recommendations, according to the browsing data, past purchases and tendencies founded on millions of other users. 
The sophistication of the algorithmic personalization, in turn, has transformed the recommendation engine of Amazon not only into a marketing instrument but also a behavioural driver to have a certain impact on the consumer decision-making (Abed et al., 2024). The unobtrusive yet effective impact of algorithmic recommendations usually results into spontaneous purchasing, increased time spent browsing, and brand loyalty. Knowledge of how these algorithms influence psychological consumerism and the effectiveness of personalization predictions is an academic and business concern in the current digital environment.
[bookmark: _Toc213355574]1.2 Rationale
Personalization has been generally recognized as one of the key customer interaction processes, but little empirical study has been conducted examining consumer perception of these algorithms and their subsequent impact on real purchasing behavior. Although there have been various studies on the technical issues of machine learning systems, few studies have explored behavioural consequences of algorithmic personalisation in e-commerce (Ingriana and Rolando 2025). Amazon is chosen as the object of this research due to its innovative use of AI-based recommendation systems, as well as due to its international consumers. Learning more about the ways consumers decipher and act upon these algorithmic suggestions can suggest helpful data to marketers who might want to maximize personalization methods in an ethical and successful way (Abed et al., 2024). 
[bookmark: _Toc213355575]1.3 Research Aim
The primary aim of this research is to investigate the extent to which Amazon’s recommendation algorithms influence consumer purchase behaviour and evaluate the perceived efficacy of predictive personalization.
[bookmark: _Toc213355576]1.4 Research Objectives
· To examine consumer perceptions of Amazon’s recommendation algorithms.
· To identify how predictive personalization impacts consumer purchase decisions.
· To analyse the relationship between perceived accuracy of recommendations and purchasing frequency.
· To evaluate consumer trust and its role in mediating algorithmic influence on buying behaviour.
· To explore ethical considerations associated with predictive personalization in e-commerce.
[bookmark: _Toc213355577]1.5 Research Questions
· How do consumers perceive the recommendations generated by Amazon’s algorithms?
· To what extent do personalized recommendations influence purchase decisions?
· How does predictive personalization shape consumers’ trust and satisfaction?
· What behavioural patterns emerge from algorithm-driven purchasing?
· What ethical implications arise from Amazon’s personalization practices?
1.6 Structure of the Proposal

Figure 1: Structure of the Proposal
(Source: Self-Created)



[bookmark: _Toc213355578]2. Literature Review
[bookmark: _Toc213355579]2.1 Overview of Algorithmic Personalization
The modern e-commerce has been reformulated by algorithmic recommendation systems which provide product suggestions tailored on a case-by-case basis. These systems operate under processing big data sets, consisting of search history, purchase pattern, and demographic indicators. They use machine learning methods to create predictive models that have the ability to foresee user choices prior to actual demand arising (Agoro et al., 2021). Amazon uses collaborative filtering and hybrid models based on deep-learning to make sure that the recommendations are contextual and dynamically changing. 
[bookmark: _Toc213355580]2.2 Consumer Behaviour and Predictive Algorithms
Attitude formation, motivation and cognitive decision making are the psychological constructs that have traditionally been used to explain consumer purchase behaviour. Nevertheless, algorithm-based suggestions have brought a forecasting aspect to the consumer behaviour theory (Sharma et al., 2022). They make it easier to make the decision by reducing the possible choices of products and establishing an illusion of convenience. Predictive algorithms thus also serve as cognitive shortcut, allowing the consumer to trust the system to be intelligent and make decisions more rapidly (Vashishth, et al., 2024). A number of behavioural tendencies are enhanced in this way. An example is algorithmic trust which drives users to accept suggestions without much investigation and algorithmic persuasion which prompts impulse purchasing. Not only does the behavioural outcome increase the level of sales volume, but it also enhances the dependency on the digital personalization. 
[bookmark: _Toc213355581]2.3 Perceived Accuracy and Consumer Trust
In online personalization, trust is at the centre stage. Users trust the platform being credible and competent when they think the recommendations are correct and relevant. This perceived truth increases satisfaction and purchase intent. On the other hand, poor or invasive recommendations may reduce trust, and the user may check out or go to a competitor (Raji, et al., 2024). The skill of Amazon to maintain the trust of its users is in the nuanced nature of personalization and perceived privacy limits. When consumers feel that their preferences have been comprehended without being exposed to them, they have more chances to respond positively to algorithmic prompts. 
[bookmark: _Toc213355582]2.4 Ethical Considerations and Data Privacy
Despite the benefits of personalization in the consumer experience, it has the ethical problems of data collection, privacy and manipulation. Predictive algorithms are based on the constant data gathering process that tends to work in the background of the user. There exist concerns regarding the possibility of these systems using cognitive biases or controlling the behaviour of buying (Turki, 2024). Personalization ethically must be transparent, with permission of users, and without discrimination in algorithmic design. 
[bookmark: _Toc213355583]2.5 Identified Research Gap
The majority of past studies were based on technological processes or performance of the company but not on the consumer-based view. Limited empirical data exists to support the relationship between consumer perception of Amazon recommendation systems and real purchase behaviour. The gap addressed in this study is through the use of quantitative primary method to evaluate the behavioural responses of active Amazon users.
[bookmark: _Toc213355584]2.6 Conceptual Framework
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Figure 2: Conceptual Framework 
(Source: Self-Created)
[bookmark: _Toc213355585]3. Methodology
[bookmark: _Toc213355586]3.1 Research Philosophy and Approach
This study follows the research philosophy and approach based on the nature of the qualitative research design. The paper takes the positivist approach, focusing on objectivity and quantifiable results. As the aim is to build relationships among the influence of algorithms and the consumer behaviour, deductive approach is used. The theoretical assumptions on the hypothesis of efficacy of personalization are tested by gathering and interpreting numerical data in the research (Saharan et al., 2024).
[bookmark: _Toc213355587]3.2 Research Design
The research design that will be chosen is a quantitative research design to find statistically interpretable data. This design will be used to measure the relationships between dependent variables and independent variables (Sreekumar, 2023).  
[bookmark: _Toc213355588]3.3 Data Collection Method
A structured online survey conducted with the help of Google Forms is going to be used to gather primary data. The questionnaire will be close-ended and divided into the sections that will be based on the purpose of the research. Measures of responses will be based on a five-point Likert scale of strongly disagree, strongly agree, etc. Some of the variables that will be captured by the survey include the perceived personalization accuracy, level of trust, frequency of purchase, satisfaction, and the issue of privacy. The questionnaire will be administered through social media and email where the target respondents are individuals who have used Amazon within the past six months. 
[bookmark: _Toc213355589]3.4 Sampling Strategy
The method of sampling that will be utilized in the study is convenience sampling because of its accessibility and time restriction. The sample will include 120 active Amazon users, which will be adequate to analyse it in terms of descriptive quantitative research. The respondents will be of various age groups and sexes to provide a reasonable level of diversity. 
[bookmark: _Toc213355590]3.5 Data Analysis Plan
The use of Microsoft Excel in data analysis will be done by frequency counts, mean analysis, and cross-tabulation. Descriptive statistics will find out the central tendencies and trends in the consumer responses. The findings will be depicted in graphs and tables. There will be no SPSS or advanced statistical software involved; the results will be interpreted with the help of simple quantitative measures in accordance with the research purposes. 
[bookmark: _Toc213355591]3.6 Ethical Considerations
The members will be made aware of the purpose of the study in terms of academic purpose and assured anonymity. The involvement will be voluntary and the consent will be taken electronically prior to the commencement of the questionnaire. No identifying data will be gathered. The information will safely be stored and will only be utilized in conducting the research. 
[bookmark: _Toc213355592]3.7 Methods Not Used
The research will not be qualitative i.e. using interviews or focus groups because they cannot be used to measure behavioural trends. Similarly, there will not be any secondary data analysis, as the point is to gather the original information directly through users. No complex software analysis is utilized to ensure that the data processing remains simple and transparent. 
[bookmark: _Toc213355593]3.8 Reliability and Validity
A small pilot study of ten respondents will be used to test reliability to make it clear and internally consistent (Dubey and Kothari, 2022). The validity will be ensured by ensuring that survey questions are closely aligned with research objectives and theoretically based on the conceptualization of the literature. 
[bookmark: _Toc213355594]4. Expected Findings
It is anticipated that the research will provide an insight into the fact that Amazon recommendation algorithms have a great impact on consumer buying behaviour. The participants who will be seen to have accurate recommendations will be expected to report greater levels of trust and increased purchases. The predictive personalization will probably be linked to convenience, satisfaction, and impulse purchase. Trust will also be as expected to be a mediating variable between perceived accuracy and purchase behaviour. 
Customers who are more confident in the functioning of the algorithms at Amazon can turn to the platform more frequently and exhibit a lower search intensity. Nevertheless, others respondents might be worried by information usage and over-personalization that state the necessity of balancing between the relevancy and privacy. The results are anticipated to be useful in comprehending how predictive personalization can be streamlined to further consumer experience, without violating the ethical transparency in conducting e-commerce activities.
[bookmark: _Toc213355595]5. Limitations
The research has taken into consideration a number of limitations. Convenience sample could be a weakness of generalizability because the sample is self-selected and not all Amazon users could be represented. As the data is self-reported, they are subject to the risk of response bias, as the respondents may not remember or record the purchasing behaviour accurately. Also, the omission of methodological tools of inferential statistics limits the level of analysis and testing of sophisticated causal associations. The time will also be a factor that can restrict the literature coverage reviewed and the sample. Irrespective of these constraints, the study will offer useful descriptive findings of the influence of algorithms on consumer behaviour. 
[bookmark: _Toc213355596]6. Research Time-Plan
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Figure 3: Research Time-Plan
(Source: Self-Created)
[bookmark: _Toc213355597]7. Conclusion
This dissertation proposal has described research examining the relationship between the recommendation algorithms of Amazon and consumer buying behaviour and the perceived effectiveness of predictive personalisation. Basing its research design on a quantitative study, the researcher will use a survey of 120 active Amazon users on a Google Forms survey to generate quantifiable data on the subject of algorithmic influence, trust, and satisfaction. 
The proposed study will fill the gap in the area of the technological knowledge and consumer psychology and analyse the behavioural reactions to predictive personalization. The results will be relevant to both the academic theory and managerial practice, as they will provide insights on how AI-based personalization can be used to improve customer interaction and ethical principles. The research design is workable in the period suggested and provides the framework of an entire dissertation course.
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