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[bookmark: _Toc224732268]1. Introduction
Artificial Intelligence (AI) is an emerging phenomenon in digital marketing and e-commerce that allows organisations to process large volumes of consumer data and provide extremely personalised experiences. The intensive development of online stores, including Amazon, has fundamentally changed the nature of the consumer behaviour so that the concept of personalised recommendation has become an essential part of the online shopping experience. AI-based solutions will use machine learning and predictive analytics on browsing history, preference, and past purchase to suggest custom product recommendations to customers and increase user interaction (Dwivedi et al., 2021; Huang and Rust, 2021).
Personalisation is important in lessening the amount of information overload and enhancing consumer decision making process by guiding users to useful products. Recent research indicates that AI-based personalisation can help to improve customer satisfaction, engagement, and purchase intention in online stores (Bedi et al., 2022; Das et al., 2022). Moreover, AI technologies enhance the perceived value and enhance the interaction between consumers and digital platforms, and eventually purchase behaviour (Jain and Gandhi, 2021; Mussa, 2020).
Nonetheless, the current use of AI in e-commerce still does not have empirical studies that investigate how AI-based personalisation has a direct effect on consumer purchasing intention, especially when it concerns a particular platform like Amazon (Mariani et al., 2023). Moreover, the relevance perception and customer experience are among the factors that need to be explored further in order to identify how consumers react on AI-driven systems better. Thus, the purpose of this study is to investigate how AI-powered personalisation influences consumer purchase intention in the e-commerce context of Amazon.
[bookmark: _Toc224732269]1.1 Research Aim and objectives	
The main aim of this study is to investigate AI-enhanced personalisation on the consumer purchase intention in the e-commerce platform of Amazon. Therefore, the objectives are

· To examine the effect of the AI-driven personalised product recommendations on consumer purchase intention on Amazon.
· To investigate the effects of perceived relevance regarding consumer reactions to AI-powered personalisation.
· To explore the effect of customer experience on the connection between AI-driven personalisation and purchase intention.
[bookmark: _Toc224732270]1.2 Research Questions
· What is the effect of AI-based personalised recommendations on Amazon consumers buying intention?
· What impact does perceived relevance have on the consumer response to AI-powered personalisation?
· What role does customer experience play in the correlation between personalisation through AI and consumer purchase intention?
[bookmark: _Toc224732271]2. Literature Review
[bookmark: _Toc224732272]2.1 Theoretical Foundations
The effects of artificial intelligence (AI) on the consumer behaviour in the presence of digital space can be discussed using several theoretical models of marketing and consumer behaviour study. The Stimulus- Organism- Response (S-O-R) model is one of the most commonly used models that explain the relationship between the environmental stimuli and the effects they have on the psychological states and behavioural consequences of individuals. In the context of e-commerce, AI-based personalisation is the stimulus, whereas the perceptions, emotions, and experience of consumers constitute the organism, and eventually, the behavioural response (purchase intention) occurs (Huang and Rust, 2021).
The recent study has utilized the use of S-O-R model in the study of consumer interaction with AI-based technologies in the online marketplace. As an illustration, Li et al., (2022) also discovered that personalised recommendation systems produce a significant impact on the emotional and cognitive reactions of consumers, which in turn has an effect on their online purchasing behaviour. Likewise, Islam and Rahman (2023) indicate that personalisation provided through AI leads to better perceived value and consumer interest, which leads to increased behavioural intentions in online shopping contexts.
The other theoretical framework would be the Technology Acceptance Model (TAM), which clarifies the process by which individuals can take up new technologies depending on the perceived usefulness and perceived ease of use. Within e-commerce systems, AI-driven recommendation systems raise the perceived usefulness of the systems through simplified product searches and relevant suggestions which an incentive consumer to use the systems when making decisions (Venkatesh et al., 2021).
[bookmark: _Toc224732273]2.2 AI in Digital Marketing
Digital marketing strategies have been given a significant impetus by artificial intelligence. The improvement of machine learning, predictive analytics and big data technologies enables organisations to process high amounts of consumer data and create individualised marketing plans. E-commerce platforms exploit AI technologies to suggest items, customise ads and anticipate consumer tastes (Davenport et al., 2020).
The use of AI-driven recommendation systems is of special significance to online retail settings due to their ability to assist consumers in overcoming the presence of massive product collections that online stores present. These systems use these parameters to give product suggestions that are within the individual preferences of consumers by analysing their browsing history, past purchases and behaviour information. Mariani et al., (2023) suggest that marketing tools powered by AI would help companies to provide more relevant customer experiences and enhance the efficiency of marketing.
Additionally, it enables companies to automate their marketing and enhance decision-making based on predictive analytics with AI technologies. To illustrate, AI algorithms can be used to determine consumer preferences by firms and predict demand and offer targeted promotions at the most suitable time. Paschen et al., (2020) argue that AI-based marketing helps organisations to engage more with customers and enables organisations to build more efficient marketing efforts. Nevertheless, even with such advantages, issues of data privacy and consumer trust are also critical when it comes to AI-based marketing activities.
[bookmark: _Toc224732274]2.3 Personalisation and Purchase Intention
Online shopping has led to the practice of personalisation as one of the best tools of shaping consumer behaviour. Recommendation systems that are personalized allow the business to introduce products that suit the interests and preference of the consumer and therefore have higher chances of purchase. The studies show that personalised recommendations minimize the information load and assist consumers to make their purchasing choices quicker and more confident (Bleier et al., 2022).
Other studies have further proved that AI-based personalisation has a great impact on consumer interest and buying motivation. Indicatively, Zhang and Benyoucef (2021) realised that customised recommendations enhance the confidence of consumers in the purchasing decisions and prompt them to seek more products in the e-commerce platforms. On the same note, Xu et al., (2022) note that the perceived value and consumer confidence in digital platforms is increased through personalised marketing strategies.
Perceived relevance is another key variable that determines the intention to purchase as it describes the degree to which the recommended products are relevant to the needs and interests of the consumers. Consumers respond to the recommendations better when they consider them as relevant and useful, thereby engaging with the platform and making purchases. According to Luo et al., (2023), the perceived relevance mediates the relationship between the personalisation strategies and consumer purchase behaviour.
[bookmark: _Toc224732275]2.4 Identified Research Gap
Although the use of artificial intelligence (AI) in digital marketing is increasingly being adopted, there are a number of gaps in the literature. The research mostly addresses the technological advancement and functionality of AI systems instead of measuring the effect of these systems directly on consumer buying behavior in the online retail setting in an empirical manner (Mariani et al., 2023). Whilst the previous studies reveal the advantages of AI-based recommendation systems in enhancing marketing performance and customer interaction, few studies have been carried out to understand the behavioural processes that govern the role of AI-based personalisation in consumer decision-making. Specifically, the perceived relevance and customer experience as the variables have been relatively understudied as mediating variables in the context of AI personalisation studies (Bleier et al, 2022). Moreover, a lot of the literature out there also analyses AI applications in the general digital marketing but does not consider it when applied to a particular e-commerce platform. Thus, additional empirical studies are required to examine how AI-driven personalisation impacts consumer purchase intention and takes into consideration the mediating variables of perceived relevance and customer experience in platforms like Amazon.
[bookmark: _Toc224732276]3. Methodology	
[bookmark: _Toc224732277]3.1 Research Philosophy
Research philosophy can be defined as the belief system, in general, regarding the way knowledge is produced and perceived in a study. The philosophy applied in this research is positivist research that seeks to measure objectively and empirically test the relations between variables. Positivism is typically applied in quantitative marketing and consumer behaviour analysis since it allows researchers to study observable phenomena by the use of statistical tools (Saunders et al., 2023). Positivism is fitting in this research since the research problem is to investigate the relationship between AI-based personalisation and the consumer purchase intention using quantifiable constructs like the perceived relevance and the customer experience.
[bookmark: _Toc224732278]3.2 Research Approach
This research is a deductive research process and this means that the hypotheses are formed using the current theories and are proven by means of empirical evidence. Deductive research starts with hypotheses and tests the hypothesis of whether the concepts are valid in the real-world setting or not (Sekaran and Bougie, 2020). In this study, the theories like Stimulus-Organism-Response (S-O-R) model and Technology Acceptance Model (TAM) can be used as the basis of the study of the impact of AI-based personalisation on the consumer purchase intention. The deductive method is commonly used in marketing research when exploring how people react to technological advances (Dwivedi et al., 2021).
[bookmark: _Toc224732279]3.3 Research Design
The research design is quantitative research design based on the cross-sectional survey approach. Through quantitative research, the researcher is able to quantify the relationship between variables in terms of numerical data and statistical analysis. Cross-sectional design is an appropriate design to use in the analysis of consumer perceptions and behavioural intentions in online shopping settings because it focuses on data collection of respondents at one point in time (Hair et al., 2022). The survey will be used to gauge the perception of AI-powered personalisation, perceived relevance, customer experience and purchase intention of consumers on e-commerce platform of Amazon in this research.
[bookmark: _Toc224732280]3.4 Data Collection
The structured online questionnaire will be created using Google Forms and will be used to collect primary data. Digital marketing research frequently involves online surveys since researchers can gain the responses of a high number of responses in an efficient way (Sekaran and Bougie, 2020). The questionnaire will be in a form of closed ended questions based on a five point Likert scale with a strong disagreement (1) to strong agree (5). The survey will be gauging four key constructs, which include AI-powered personalisation, perceived relevance, customer experience and purchase intention. The constructs are common in the research of consumer behaviour within online retail settings (Bleier et al., 2022). Demographic questions will also be incorporated to be able to describe characteristics of respondents.
[bookmark: _Toc224732281]3.5 Sampling
The study will use a convenience sampling method, which entails the selection of the subjects that are very close at hand and those that will readily agree to take part in the study. Convenience sampling is frequently applied to the research of consumer behaviour when it is important to gather the data of the people who have experience in the research subject matter (Hair et al., 2022). The chosen sample size of this research will be 100 respondents that have an experience of using Amazon to make online purchases. The recruitment of the participants will be based on social media and online networks.
[bookmark: _Toc224732282]3.6 Data Analysis
Statistical Package of Social Sciences (SPSS) software will be used to analyse the data obtained. A number of statistical methods will be used to test the interactions among the study variables. To begin with, demographic data will be summarised using descriptive statistics and will have a summary of the data. Second, to test the internal consistency of the measurement scales, reliability analysis with the use of Cronbach’s Alpha will be done. Third, correlation analysis shall be applied to determine the strength and direction of relationships between the variables. Lastly, the analysis shall then include multiple regression analysis to identify the effects of AI-based personalisation on consumer purchase intention as well as testing the mediating effects of perceived relevance and customer experience. Regression analysis is an extensively employed method of marketing research to study how variables relate to each other (Hair et al., 2022).
[bookmark: _Toc224732283]3.7 Ethical Considerations
To provide responsible research, ethical issues should be considered. The participants will be made to know the purpose of the study and their participation will be voluntary. The respondents will be free to opt out of the survey any time they please. As well, anonymity and confidentiality of the participants will be ensured. All data obtained will be utilized in academic purposes only and kept in a safe place to maintain the privacy of the participants (Saunders et al., 2023).
[bookmark: _Toc224732284]4. Expected Findings 
According to the available literature, the application of AI-based personalisation is likely to positively affect consumer buying intent in online shopping platforms like Amazon. Recommendation systems run by AI can offer individualized product recommendations that are close to the preferences of consumers, thus making decision making more convenient and increasing their chances of purchase (Chatterjee et al., 2023). Also, the customised recommendations will enhance the perceived relevance, which assists consumers to find products that will suit their needs better. It also has been suggested in the research that a better customer experience through personalised interaction and effective product discovery can result in a better level of engagement with online platforms (Mikalef and Gupta, 2021). As a result, the linkage between AI-powered personalisation and purchase intention is presumed to be mediated by perceived relevance and customer experience to some degree.
[bookmark: _Toc224732285]5. Limitations
Nevertheless, this research could be limited in a number of ways despite its contributions. To begin with, convenience sampling can decrease the external validity of the results due to the unrepresentativeness of the sample on the overall population of the online consumer. Second, the cross-sectional research design captures the data at one point in time, which can be a limitation of investigating how consumer behaviour changes with time (Bryman, 2021). Third, the research is based on self-report survey data, and this can bring in bias of response and poor reporting of the consumer perception. Also, there are personal factors that could affect consumer reactions to AI-based personalisation, including technological knowledge or privacy issues (Rai et al., 2022).
[bookmark: _Toc224732286]6. Timeframe
	Work
          
            Weeks
	1
	2
	3
	4
	5
	6
	7
	8

	Topic Selection
	
	
	
	
	
	
	
	

	Literature Review
	
	
	
	
	
	
	
	

	Research
approach
	
	
	
	
	
	
	
	

	Data collection
	
	
	
	
	
	
	
	

	Data analysis
	
	
	
	
	
	
	
	

	Finalized
	
	
	
	
	
	
	
	

	Submission
	
	
	
	
	
	
	
	



[bookmark: _Toc224732287]7. Conclusion
This proposal describes a designed quantitative research study of the effect of AI-driven personalisation on consumer buying intention in online shopping, especially Amazon. The research aims to fill the gap between the theory of AI marketing and the quantifiable consumer behaviour results. Through the analysis of the mediating variables, including perceived relevance and customer experience, the study will provide both theoretical and practical solutions to e-commerce companies that require more customer engagement and optimal marketing initiatives using AI-based personalisation technologies.
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