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[bookmark: _Toc235195186]1. Introduction
[bookmark: _Toc235195187]1.1 Background of the Study
The advent of Artificial Intelligence (AI) has transformed online shopping. Many shops are already employing AI to review the customer's past purchases and browsing history. The AI then recommends the products that the customer may appreciate. This is the type of system that can be found on large platforms such as Amazon and it is claimed to take up a large portion of their sales. Meanwhile, a new set of consumers has emerged which is no longer insignificant. This group is known as Generation Z, also referred to as Gen Z. It includes people born from the mid-1990s to the early 2010s. Gen Z has been born into an internet and mobile-first world. They are tech-savvy and they are receptive to marketing using technology (ElSayad and Mamdouh, 2024). The study revealed that nearly half of Gen Z consumers have already explored AI tools like chatbots to discover products. Nearly half of Gen Z shoppers have already turned to AI tools, like chatbots, for product discovery, the research found. One-third of them then went to purchase the AI's suggestion afterwards (Whistl, 2026). Three in five Gen Z shoppers indicated they would be likely to purchase a product if AI suggested it and it aligned with their desired product. Nearly one-third believe the suggestions made by AI are more reliable than reviews or influencers (Whistl, 2026). Previous theories on impulse buying focused on transactions in physical stores. They might not have a full explanation of what is happening online, what AI is doing at the moment for every individual (Williams, 2024).
[bookmark: _Toc235195188]1.2 Research Problem and Reason for the Study
Three areas of current research that are missing are identified. First, it has been investigated whether AI suggestions influence purchasing, but not much attention has been paid to the emotions and thoughts that shape a person from viewing an AI suggestion to purchasing an impulse buy (Pathak et al., 2025). Second, the researchers understand that different generations react to AI suggestions in different ways, but they are not sure what accounts for some generations being more affected than others (Rancati et al., 2025). Thirdly, most studies gather their own fresh information. Fewer studies examine data that is already available and identify broader patterns (Liu, Yang and Kang, 2022). The work carried out in this research will address these needs. It will carefully examine the research information available to gain insights into impulse buying behaviors of Gen Z when using AI product recommendations. The results will help us learn more about the purchasing behavior in the AI-driven world. They will also provide valuable insights for marketers, platform developers, and policymakers considering the use of AI in relationship marketing.
[bookmark: _Toc235195189]1.3 Research Aim and Objectives
Aim: The aim of the study is to analyse and assess systematically the impact of AI recommendations on the impulse buying behaviour of Gen Z online consumers.
Objectives:
1. [bookmark: _Toc235195190]To investigate the effect of AI-based product recommendations on impulse buying behaviour of Gen Z.

2. To examine the impact of trust, personal innovativeness and product category on this relationship.

3. To build a conceptual framework and to examine emotional and cognitive underpinnings of AI-induced impulse purchasing.

1.4 Research Questions
1. How do AI product recommendations influence Gen Z’s online impulse buying?
2. What emotional and cognitive factors encourage Gen Z to make impulse purchases?
3. How do trust, personal innovativeness, and product category affect AI-driven impulse buying?
4. What are the implications of AI-driven impulse buying for digital marketing and consumer welfare?
[bookmark: _Toc235195191]1.5 Why This Study Matters
This study is significant for two reasons. It compiles fragmented evidence linking AI and purchasing and presents it in an easily comprehensible format for research. It targets Gen Z, a generation that is accustomed to the online environment and might react differently to AI (ElSayad and Mamdouh, 2024). It also demonstrates the importance of examining the current data carefully for future scientists to use (Liu, Yang and Kang, 2022).
[bookmark: _Toc235195192]The results would be useful for practitioners to guide the development of the AI-powered suggestion systems, ensuring they are effective and equitable. The results would be beneficial for practitioners to inform the development of effective and fair AI-powered suggestion systems. The study highlights the policy implications for the potential impact of AI selling on young and less experienced consumers (Williams, 2024).

2. Literature Review
[bookmark: _Toc235195193]2.1 Theories Behind the Study
[bookmark: _Toc235195194]2.1.1 Stimulus Organism Response Model
Mehrabian's and Russell's (1974) model is a good explanation for the behavior of people online. It involves a stimulus in the environment that evokes thoughts and feelings in a person, which in turn produce an action or a response in the person (Nguyen and Nguyen, 2025). In this study, the AI product suggestion is the stimulus. The thoughts that the person has, such as excitement and the feeling that the suggestion will be helpful, are the reaction within the person. Amin (2025) states that the last answer (A) is the impulsive purchase. Recent studies have used this model to study AI selling. Personalised recommendations and indicators, such as limited availability, have been shown in one study on short video shopping platforms to create excitement and a fear of missing out, which subsequently compels impulse buying (Nguyen and Nguyen, 2025). In another study, the feeling of usefulness due to the AI suggestions is responsible for impulse buying (Pathak et al., 2025).
[bookmark: _Toc235195195]2.1.2 Cue Consistency Theory
This theory proposes that the more congruent the information that is presented about a given object, the more likely that information will be believed (Nguyen and Nguyen, 2025). In the case of AI suggestions, it is when all of the information, images, and overall impression of a suggestion align that shoppers trust and engage the suggestion. A recent study indicated that when these elements aligned well with the purchasers' experience, they were more positive and inclined to make impulse purchases (Nguyen and Nguyen, 2025).
[bookmark: _Toc235195196]2.2 AI Product Suggestions
AI suggestion systems look at what a person has browsed, bought, and liked before, along with other details about them, to suggest products they may want (ElSayad and Mamdouh, 2024). Now, they are widely used on eCommerce platforms, social media and video apps. They're also effective because they reduce the number of options a potential customer would need to wade through, and they help deliver a quick hit of a relevant product (Pathak et al., 2025).
According to recent industry research, the use of generative AI is now a significant influence on the number of Gen Z consumers who discover products. Nearly half of Gen Z have used these tools to search for products, and roughly 1/3 of Gen Zers have purchased a product based on the AI suggestions (Whistl, 2026). Nearly a third of Gen Z say they fully trust AI to give them suggestions that fit their needs, more than any other generation (Klaviyo, 2026). 
[bookmark: _Toc235195197]2.3 Impulse Buying
Impulse buying is the act of purchasing an item without planning, without consideration (Amin, 2025). Prior studies on impulse buying examined the location of a product in a store, visibility of the product, and when a sale is offered (Williams, 2024). In the era of AI, however, impulse buying is more influenced by what the algorithm suggests is the most relevant product for a shopper to buy than what the shopper may notice during his own independent journey.
The first is the level of confidence that shoppers have in AI recommendations. Once, impulse buying was based on urgency, like limited-time offers. Nowadays, AI-driven impulse buying can occur when consumers believe that the recommendation is personalised and relevant to their specific needs, thereby making the purchase seem like a more thoughtful decision (Pathak et al., 2025). This may account for why people don't regret purchasing after an AI-suggested impulse buy as much as they do after an old-style impulse buy. 
[bookmark: _Toc235195198]2.4 How Gen Z Shops
It's important to keep in mind that Gen Z, often referred to as the digital native generation, is an entirely different shopper from previous generations, so it needs to be taken into account when selling with AI. AI-powered shopping tools are easy to use for Gen Z, as they have grown up with technology (ElSayad and Mamdouh, 2024). Kantar Retail IQ, 2026, reveals that Millennials and Gen Z have higher trust in suggestions from AI than their counterparts. Gen Z shoppers, the overwhelming majority of whom are under 28, spend over 4 hours per day on social media and shopping apps, on average. However, the relationship between Gen Z and AI suggestions is by no means straightforward. One study found that while Gen Z paid more attention to voice assistant suggestions, they were not very likely to actually use voice assistants to shop (Rancati et al., 2025). This has been confirmed by other research, which has shown that AI can be helpful when consumers are considering new items or are in the process of selecting between unfamiliar options (Pathak et al., 2025).
[bookmark: _Toc235195199]2.5 Factors That Shape the Effect
Feelings and Thoughts: Positive feelings (e.g., excitement or enjoyment) and positive thoughts (e.g., finding information to be useful or trustworthy) are both important factors that influence the relationship between AI suggestions and impulsive buying (Nguyen and Nguyen, 2025). If the information, images and presentation of a suggestion are all congruent, it's a recipe for positive feelings and positive thoughts that will in turn drive the shopper's behavior.
Trust and Usefulness: Young shoppers are more likely to purchase an AI-powered shopping platform if they trust the platform and find it to be useful (ElSayad and Mamdouh, 2024). Optimism and openness to new technology create trust, and this trust results in a sense of usefulness and a willingness to purchase (ElSayad and Mamdouh, 2024).
The impact of AI varies with openness to new technology: a person's openness to new technology will also influence their experience of AI. Research has shown that more tech-savvy consumers are more likely to be swayed by AI, particularly when shopping via chatbots (Liu and Chen, 2025).
[bookmark: _Toc235195200]2.6 Gap in the Research and Why This Study Is Needed
Current studies provide valuable insights into the nature of AI-generated suggestions and consumers' purchasing decisions; however, three gaps exist. First, most studies gather their own data, which allows for a study to revisit existing data to see if it can reveal patterns and resolve some disagreements among studies (Liu, Yang and Kang, 2022). Secondly, there is still a lack of understanding regarding the interaction between feelings and thoughts in the process of impulse buying with AI among Gen Z. Third, the effect of this type of branding is not yet fully modelled by factors such as product type, platform type and personal traits. This research will fill these gaps by synthesising the existing evidence and developing a clear model using existing theories.
[bookmark: _Toc235195201]3. Methodology
[bookmark: _Toc235195202]3.1 Approach to the Research
The approach of this study is positivist. That is, this takes a subject and interprets it as a thing that can be studied objectively, based on evidence that can be observed and measured. Studies have been conducted to determine if there are clear links between AI suggestions and impulse buying, which this study would aim to do, using existing research evidence (Saunders, Lewis and Thornhill, 2019). The study is in line with this; therefore, it applies the quantitative approach, which involves working with numbers and data that are comparable with other studies conducted (Creswell and Creswell, 2018).
[bookmark: _Toc235195203]3.2 Research Design: Studying Existing Data
This study adopts a design of secondary data analysis, which is conducted as a systematic literature review. The study will involve reusing and analysing data that has been collected and published by other researchers (Liu, Yang and Kang, 2022).
Advantage(s): This makes it possible to make comparisons across a multitude of studies, leading to a more reliable set of findings. It is cost- and time-saving. The data is readily accessible in academic databases. It enables numerical and descriptive results to be consolidated. 
Limits: The findings of the studies are dependent on the quality of the original studies. Rarely, if ever, are studies conducted that find no effect of particular treatments or that yield weak results; such studies are less likely to be published, and can therefore lead to misperceptions. 
[bookmark: _Toc235195204]3.3 Where the Data Will Come From
Databases: Searches will be limited to Scopus, Web of Science, Google Scholar, ScienceDirect, Emerald Insight and ProQuest Dissertations and Theses.
Search Terms: Three sets of terms will be used in the search. The first includes AI and suggestions including artificial intelligence, AI recommendation, and algorithmic recommendation. The second one involves impulse buying, which includes impulse buying, impulse purchase, and unplanned purchase. The third focuses on Generation Z, which includes Generation Z, Gen Z, and digital natives. 
What Will NOT Be Included: Books, book chapters, book reviews, book newsletters, book announcements, and other publications that are not peer reviewed. The works from 2020 to 2026. Research using actual data: numeric, descriptive, both. Research on AI recommendations. The literature review on impulse buying. Research on the Generation Z or young adults (18-27 years). Essays in English. What Will Be Left Out: Sources that are not peer reviewed. Studies published before 2020. Research not specifically focused on AI suggestions and purchasing behaviour. 
[bookmark: _Toc235195205]3.4 Pulling Out and Combining the Data
Details from each study will be documented using a standard form, which will include reference details, setting of the study, theory applied, research design, participants, measures, findings, and any limitations in the research design. The summary table of the literature will be provided as required by the assessment guidelines in the findings chapter (University of Wales Trinity Saint David, 2026).
[bookmark: _Toc235195206]3.5 How the Data Will Be Analysed
Narrative synthesis will be the method of analysis to be employed. This implies that the results will initially be organised by theme. Patterns, links and conflicts between studies will then be discussed. The quality and reliability of each of the studies will be examined. Lastly, all the results will be synthesised into a unified model. There's a possibility of some statistical combining if there is enough numeric data, but the primary mode of combining is narrative, because the studies will probably vary greatly in how they were done.
[bookmark: _Toc235195207]3.6 Checking the Quality of Sources
Each study will be evaluated with standard tools for quality. For studies with numeric data, an adapted STROBE checklist will be used. The CASP checklist will be used for descriptive studies. Studies combining both will be conducted using the MMAT tool. Studies with weaker evidence will be included in the review, but only if the weakness is serious will they not be included.
[bookmark: _Toc235195208]3.7 Ethics
Since this study only uses existing published data, it does not need separate ethical approval. All sources will be cited appropriately in the UWTSD Harvard style (Cite Them Right, 2026). Project files will be safely stored in the University of Wales Trinity Saint David OneDrive account and shared with the supervisor and relevant staff (University of Wales Trinity Saint David, 2026). The entire search process and analysis method will be clearly written, which will enable the study to be repeated by others (Liu, Yang and Kang, 2022).
[bookmark: _Toc235195209]4. Expected Findings
From the theories and literature studied it is expected that the following will be found:
We expect that for Gen Z, AI product suggestions will have a positive effect on impulse buying, with those that are relevant and timely likely to result in more unplanned purchases (Pathak et al., 2025; Amin, 2025).
Changes that Affect the Strength: The strength of the link is believed to vary with the type of product, with stronger links for products that the shopper is less familiar with (Rancati et al., 2025). It is likely to be stronger in areas of higher trust in AI (ElSayad and Mamdouh, 2024), more open to new technology (Liu and Chen, 2025), and on social shopping and short video platforms (Nguyen and Nguyen, 2025).
“Because Gen Z has been born into this world of AI and are more likely to trust in AI than previous generations, their difference lies in how they will react to AI suggestions,” said ElSayad and Mamdouh (2024) and Kantar Retail IQ (2026).
[bookmark: _Toc235195210]5. Limitations
[bookmark: _Toc235195211]5.1 Limits of the Method
Published Studies: This study is dependent on the quality and availability of existing published studies. This study will also be impacted by any biases in the original studies (Liu, Yang and Kang, 2022) or by errors in measuring or recording the results.
Publication Bias: This is because reviews such as this may suffer from publication bias, as studies with strong or positive results are more likely to be published. This may make the complete image appear more robust than it is.
Time Related Limits: AI technology is evolving rapidly, and AI suggestions and Gen Z shoppers may not correspond entirely with studies from recent past years.
Limited Scope: Results could be specific to Generation Z and may not be applicable to other age groups. Not considering non-English studies could also result in the omission of useful findings from other parts of the world.
[bookmark: _Toc235195212]5.2 How These Limits Will Be Managed
Reduce publication bias: Wide Search: Searching several databases and also checking reference lists of key studies will help reduce the effect of publication bias.
Quality Checks: Examining the quality of each study will help distinguish strong evidence from weaker evidence.
Clear Reporting: Each search decision and each step in the analysis will be clearly written so that the analysis can be repeated.
Careful Conclusions: The conclusions will be made with caution, saying what conclusions can be drawn using existing data and why it is not necessary to collect new data.
[bookmark: _Toc235195213]6. Timeframe
The dissertation will be carried out over sixteen weeks, as shown below.
	Phase
	Activity
	Weeks

	1
	Proposal and ethics form submission
	1 to 2

	2
	Literature search and database queries
	3 to 4

	3
	Screening and data extraction
	5 to 8

	4
	Data synthesis and analysis
	9 to 12

	5
	Writing the findings chapter
	13 to 14

	6
	Writing the other chapters
	14 to 15

	7
	Review, revision, and proofreading
	15 to 16

	8
	Final submission
	25 Sept 2026
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7. Conclusion
The following proposal outlines a study of the influence of AI product recommendations on impulsive purchasing by Gen Z online shoppers. It's an important and timely topic, and one in which AI, digital marketing and digital purchasing come together. The study will consider using systematic literature review to highlight what has already been achieved, look at patterns, causes and factors that affect the impact, and any changes to this. It is based on two theories: Stimulus Organism Response and Cue Consistency Theory. The intent is to join up loose ends and form one model. The results will be expected to reveal the role of AI suggestions in influencing impulse buying at the affective and cognitive levels and its differential impact across various product categories, trust in AI, and openness to new technology. This will help define what makes people want to buy when using AI and what it means for marketers, platform builders and regulators in terms of the benefits and drawbacks of AI-powered selling. This study will attempt to make a contribution to the research at the MBA level by a clear and careful method and the researcher will be honest concerning the limitations of working with existing data. 
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