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1. [bookmark: _Toc232280716]CHAPTER ONE: INTRODUCTION
1.1. [bookmark: _Toc232280717]Definition of Key Concepts 
This proposed study explores the impact of strategic integration of AI-driven hyper-personalisation in E-commerce on Gen-Z consumer loyalty.  According to Kumar and Gupta (2025), AI-driven hyper-personalisation refers to the use of AI, real-time data, and machine learning to deliver highly customised, context-specific e-commerce experiences, products, and services to platform users (Kumar and Gupta, 2025). The Gen-Z are demographic cohort that succeeds millennials commonly known as the digital natives. Consumer loyalty refers to the continuous emotional attachment to a brand or a product that leads to repeat purchase and positive brand advocacy (Kumar and Gupta, 2025). On the other hand, data privacy concerns refers to the level at which consumers feel anxious about security of their personal data on digital platforms (Mallika and Siyad, 2025). This calls for algorithmic transparency which involves the level at which brands clearly communicate how they use customer data to organise experiences to allow customers to understand and control the AI’s recommendations (Kumar and Gupta, 2025). 
1.2. [bookmark: _Toc232280718]Significance of the Topic
The proposed study has significant practical and theoretical implications. It will help to bridge the gap in understanding Gen-Z specific responses to AI technologies in E-commerce sector. Moreover, the findings will enable e-commerce strategists and digital marketers to effectively design AI tools that maximize customer value without violating consumer trust. The introduction of modern privacy and regulatory frameworks has compelled brands to develop data-backed guidelines on transparent and ethical AI deployment to uphold long-term competitive advantage.
1.3. [bookmark: _Toc232280719]Purpose of the Research 
1.3.1. [bookmark: _Toc232280720]Background of the study 
The Gen-Z consumers prefer dealing with brands that provide customised shopping journey over those that offering generic mass marketing to attract customers. According to Inasa Putri and Milad (2025), AI-hyper-driven hyper-personalisation is at the vanguard of this digital transformation. This technology plays an important role in leveraging users’ browsing histories, real-time behavior, and predictive analytics to compile customised product suggestions, targeted marketing content, and personalised storefronts (Singkaravalah, Balam, and Nararajan, 2024).  Although, hyper-personalisation has the potential to produce enormous business value, it can also introduce psychological and behavioral complications, particularly for Generation Z. It is important to note that the Gen-Z demographic is very sensitive to data privacy, experimental, and hasty to abandon brands that don’t meet their expectations. This aspect often raises the personalisation paradox, where customers prefer pertinent offers but are likely to feel anxious concerning the handling of their personal data (Mallika and Siyad, 2025). 
ASOS is one of the leading online fashion and beauty brand in the UK based in London. The brand serves the world market but has remained deeply entrenched in the UK. Its platform offers many partner brands, as well as its in-house labels. Moreover, the company offers next-day delivery and standard delivery options in the UK.  ASOS’s main customers base are the Gen-Z consumer in the UK, making this company an ideal one for this proposed study. Many Gen-Z in the UK are very active and familiar with the ASOS platform, which will make their responses to algorithms and personalisation measurable and authentic. 
1.3.2. [bookmark: _Toc232280721]Statement of the Problem 
 	Although, hyper-personalisation has the potential to produce enormous business value, it can also introduce psychological and behavioral complications, particularly for Generation Z (Kumar and Gupta, 2025). This Gen-Z demographic is very sensitive to data privacy, experimental, and hasty to abandon brands that don’t meet their expectations. This aspect often raises the personalisation paradox, where customers prefer pertinent offers but are likely to feel anxious concerning the handling of their personal data (Mallika and Siyad, 2025). Too much algorithmic targeting is likely to lead to offensive shadowing, eroding trust and leading to brand rejection. 
1.4. [bookmark: _Toc232232190][bookmark: _Toc232280722]Proposed Aim, Objectives and Hypothesis
1.4.1. [bookmark: _Toc232280723]Research Aim 
· The proposed study aims to determine the impact of strategic integration of AI-powered personalisation in e-commerce platforms on Gen-Z loyalty in E-commerce brands, particularly in Asos Company in UK?
1.4.2. [bookmark: _Toc232280724]Research Objectives 
· To explore the impact of AI-driven personalisation on Gen-Z purchase behavior and loyalty in Asos.
· To explore how consumer trust intervene between AI personalisation and brand loyalty relationship in e-commerce of Asos.
· To examine how data privacy issues and algorithmic transparency control the relationship between personalisation and Gen-Z responses in Asos. 
1.4.3. [bookmark: _Toc232280725]Research Questions 
· Do AI-driven suggestions influence Gen-Z behavior and loyalty?
· Does consumer trust intervene between AI personalisation and brand loyalty relationship in e-commerce?
· Does data privacy and algorithmic transparency moderate the relationship between personalisation and consumer responses?
1.4.4. [bookmark: _Toc232280726]Hypothesis 
H0: AI-powered personalisation has no significant impact on Gen-Z loyalty in e-commerce.
H1: Algorithmic transparency and data privacy concerns negatively moderate the relationship between personalisation and Gen-Z loyalty in e-commerce. 
H2: Brand trust and transparency positively intervene the relationship between AI-powered personalisation and Gen-Z loyalty in e-commerce. 

2. [bookmark: _Toc232280727]CHAPTER TWO: LITERATURE REVIEW  
2.1. [bookmark: _Toc232280728]Theoretical Framework 
The proposed study is based on the Privacy Calculus Theory and technology acceptance model (TAM). Regarding artificial intelligence, consumer engagement and brand loyalty are based on the perceived usefulness and perceived ease of use digital tools (Haque, Khan, and Agarwal, 2024). Regarding the ease of use, personalisation plays an important role in saving time and organising choice overload. , Moreover, consumers expect flawless navigation of e-commerce platforms to drive their engagement (Iqbal et al., 2025). 
The Privacy Calculus Theory supports TAM, as it holds that individuals often measure the benefits of hyper-personalisation, such as time-saving, relevant recommendations, and convenience against the perceived risks, like data security and privacy (Inasa Putri and Milad, 2025). The Gen-Z are likely to build brand loyalty when they perceive benefits of AI-driven hyper-personalisation. 
2.2. [bookmark: _Toc232280729]Empirical Review 
Empirical studies emphasise both the drawbacks and benefits of integrating AI-driven hyper-personalisation in E-commerce. According to Kumar and Gupta (2025), AI-driven suggestion tools and dynamic pricing and promotion plays an important role in promoting consumer engagement. Mallika and Siyad (2025) undertaken a systematic review of AI personalisation and found that personalised content help to improve perceived relevance and convenience, resulting in active brand engagement. However, concerns surrounding data privacy often act as an obstacle in e-commerce sector. According to Ahmed et al. (2025), personalisation offers many benefits, such as improving customers’ purchasing intent. However, there is no trust or becomes too invasive, it can reverse these benefits, resulting in mistrust. 
2.3. [bookmark: _Toc232280730]Conceptual Framework 
Independent Variables
·  AI-driven hyper-personalisation 
· Dynamic content and offers
· Predictive recommendations
· Adaptive user interfaces


Mediating Variables 
· Perceived benefits 
· Brand trust 



Dependent Variable 
Gen-Z Consumer Loyalty 


Moderating Variables 
· Data privacy concerns 
· Algorithmic transparency 







Figure 1: Conceptual Framework 
Source: Self-generated 
3. [bookmark: _Toc232280731]CHAPTER: RESEARCH METHODOLOGY 
3.1. [bookmark: _Toc232280732]Research Philosophy
The proposed study focuses on understanding how AI-driven hyper-personalisation in E-commerce influences Gen-Z brand loyalty. The proposed study seeks to understand what e-commerce retailers can do address the issue of Gen-Z consumers’ brand loyalty, making Pragmatism the most appropriate research philosophy for the proposed study. According to Žukauskas, Vveinhardt, and Andriukaitienė (2018), pragmatism considers reality as an amalgamation of observable individuals and patterns that are socially constructed experiences with artificial intelligence technology and not purely subjective or strictly objective. Similarly, pragmatism holds that knowledge is produced by exploring problems from different perspectives (Žukauskas, Vveinhardt, and Andriukaitienė, 2018). Based on this research philosophy, the research can objectively examine Gen-Z consumers’ loyalty through repeat purchase rates, while seeking to understand it subjectively through emotional connection and trust in the brand. 
3.2. [bookmark: _Toc232280733]Research Paradigm
The E-commerce’s dynamic nature required the researcher to employ a mixed-methods sequential explanatory research design (Žukauskas, Vveinhardt, and Andriukaitienė, 2018). This design will play an important role in enabling researchers to quantify the impact of AI-driven personalisation variables on Gen-Z loyalty, followed by exploring the main reasoning behind consumer perceptions. 
Quantitative research approach plays an important role in testing the cause-and-effect link between AI-powered hyper-personalisation methods and Gen-Z consumers’ brand loyalty metrics, such as net promoter score and customer retention rate (Žukauskas, Vveinhardt, and Andriukaitienė, 2018). The qualitative research approach will explore how and why the Generation-Z builds these brand loyalties (Kayyali, 2025). The embedded qualitative strand will examine Gen-Z consumers’ attitudes toward algorithmic fatigue, data privacy, and the personalisation’s “convenient vs. creepy” threshold.
3.3. [bookmark: _Toc232280734]Research Approach 
The proposed research will utilize an abductive reasoning to bridge the gap between empirical data and theory (Kayyali, 2025). The researcher will move back and forth between inductive reasoning and deductive testing to effectively bridge the gap between empirical data and theory. With deductive reasoning, the researcher will use established loyalty and e-commerce theories to their quantitative data (Žukauskas, Vveinhardt, and Andriukaitienė, 2018). On the other hand, the researcher will use inductive reasoning to identify different themes from qualitative data regarding Generation-Z consumers’ AI interactions. Abductive reasoning approach will be suitable for this proposed study (Kayyali, 2025). It will allow the researchers to ratify current theoretical frameworks concerning brand loyalty while being open to identifying new Gen-specific behaviors that are unique to the era of AI. 
3.4. [bookmark: _Toc232280735]Research Methodology and Strategy 
The proposed study will adopt a mixed-methods sequential explanatory design, comprising quantitative and qualitative research methods (Kayyali, 2025). The first phase will comprise quantitative research method using cross-sectional survey to allow the researcher to quantify the impact of AI-powered features on Gen-Z consumer loyalty variables (Kayyali, 2025). This will be followed by qualitative research using semi-structured interviews to validate the quantitative findings and understand why AI-driven hyper-personalisation influences Gen-Z consumers in E-Commerce. 
3.5. [bookmark: _Toc232280736]Sampling Design
The proposed study will employ a target population sampling design by targeting Generation-Z consumers (Kayyali, 2025). The study will target individuals born between 1997 and 2012, with active digital accounts on platforms that use AI personalisation. 
3.6. [bookmark: _Toc232280737]Sampling Method 
The proposed study will use stratified purposive sampling method for quantitative research to effectively divide respondents across the Generation-Z consumers and E-commerce usage rate (Kayyali, 2025).  For qualitative research, the researcher will use criterion sampling method to select a subset of the very active from the first phase survey for interviewing. The researcher will use Cochran’s formula for unknown population to compute the sample size of 200 respondents for quantitative research. Regarding, qualitative research, the researcher will use about 7 to10 respondents for interviews. 
3.7. [bookmark: _Toc232280738]Data Collection Methods
The researcher will use a structured, self-administered online questionnaire for quantitative data using a 5-point Likert scale, where 1 represent strongly disagree and 5 will represent strongly agree (Kayyali, 2025). The questionnaire’s constructs will focus on measuring consumer privacy and trust concerns, behavioral loyalty and brand advocacy, perceived intrusiveness vs. perceived usefulness, and AI personalisation timeliness and accuracy (Kayyali, 2025). Regarding qualitative data, the researcher will conduct online semi-structured interviews through Teams or Zoom to capture the emotional responses, feelings concerning algorithmic suggestions, and cases of brand rejection.  
3.8. [bookmark: _Toc232280739]Data Analysis 
The research will use SPSS to analayse the collected quantitative data by testing different variables, including trust as the mediator between loyalty and AI personalisation (Kayyali, 2025). Moreover, the researcher will use thematic analysis method to analyse qualitative data using inductive/deductive coding to identify various themes. 
3.9. [bookmark: _Toc232280740]Gantt chart 
The proposed research will be completed within two months 
	Steps 
	Activities  (Months)
	Days 1-10 
	Days 11-20 
	Days 21-30 
	Days 31-40 
	Days 41-50 
	Days 51-60  

	1
	Preparing Proposal, defending, and reviewing literature 
	
	
	
	
	
	

	2
	Survey design and interview procedure  
	
	
	
	
	
	

	3
	Quantitative Data Survey
	
	
	
	
	
	

	4
	Qualitative data interviews
	
	
	
	
	
	

	5
	Writing and defending thesis 
	
	
	
	
	
	






3.10. [bookmark: _Toc232280741]Ethical Consideration of the Research 
The researcher will observe various ethical considerations, including data privacy, informed consent, and transparency on artificial intelligence (Kayyali, 2025). The researcher will provide all participants with the digital consent forms which explains the purpose of the study and the right to pull out anytime they want (Kayyali, 2025). Moreover, the researcher will ensure all the participants remain anonymous to protect their data. Similarly, the researcher will ensure all participants are informed about the level at which AI algorithms will analayse their digital footmark. 
4. [bookmark: _Toc232280742]Conclusion 
The proposed research examines the impact of strategic integration of AI-driven hyper-personalisation in E-Commerce on Gen-Z consumer loyalty. The study will examine the mediating roles of customer engagement, satisfaction, and brand trust. Furthermore, it analyses the generation-Z’s personalisation inconsistency to understand the verge between importance of personalisation and data invasion in the era of AI. The proposed study have both practical and theoretical contributions to the e-commerce retail sector. The findings will allow e-commerce brands to understand the tolerance levels of their Generation-Z consumers. This will enable them to adopt AI-powered tools that will help to drive consumer engagement and build brand loyalty while maintain the required ethical values.
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