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[bookmark: _Toc235123319]1. Introduction 
Artificial Intelligence (AI) has emerged as one of the most transformative technologies shaping contemporary business environments by fundamentally changing how organisations interact with consumers, develop marketing strategies and generate competitive advantage. The increasing availability of big data, advances in machine learning algorithms and improvements in computational capabilities have accelerated the adoption of AI technologies across industries, particularly within digital marketing and e-commerce sectors. Unlike traditional marketing approaches that rely heavily on demographic segmentation and broad promotional campaigns, AI-powered personalized marketing enables organisations to analyse individual consumer behaviour in real time and deliver highly customised product recommendations, advertisements and customer experiences. Consequently, businesses are increasingly investing in AI technologies to improve customer engagement, strengthen customer relationships and enhance purchasing outcomes in highly competitive digital markets.
The growing importance of AI-driven personalization is particularly evident in online retail environments, where recommendation engines, predictive analytics, AI chatbots and behavioural targeting have become essential tools for customer acquisition and retention. Existing research suggests that personalised marketing strategies can improve customer satisfaction, increase conversion rates and positively influence consumer purchase decisions by delivering relevant and timely information (Huang and Rust, 2021; Davenport et al., 2020). However, despite these potential benefits, the effectiveness of AI-powered personalized marketing remains subject to considerable debate. Some studies argue that AI-enabled personalization enhances customer trust and strengthens purchase intention, whereas others suggest that excessive personalization may create privacy concerns, perceptions of surveillance and resistance towards algorithmic decision-making (Ameen et al., 2021). These conflicting findings indicate that the relationship between AI personalization and consumer behaviour remains insufficiently understood and may vary across demographic groups and cultural contexts.
This issue is particularly important in Pakistan, where rapid digital transformation, expanding internet penetration and increasing smartphone adoption have contributed to substantial growth in e-commerce activities. Platforms such as Daraz, Foodpanda, TikTok Shop, Instagram Shops and Temu have transformed consumer purchasing behaviour and intensified competition among online retailers. Simultaneously, Generation Z consumers have emerged as the most significant participants within Pakistan's digital economy because they possess high levels of technological familiarity, strong social media engagement and greater expectations for personalised online experiences. Nevertheless, empirical evidence examining how AI-powered personalized marketing influences the online purchase intentions of Generation Z consumers within Pakistan remains limited. Existing studies have predominantly focused on developed economies, including the United States, China and Western Europe, thereby creating significant contextual and geographical gaps within the literature.
Therefore, the aim of this study is to investigate the impact of AI-powered personalized marketing on online purchase intention among Generation Z consumers in Pakistan. Specifically, the study seeks to examine the influence of AI-powered personalization on consumer trust, evaluate the relationship between consumer trust and purchase intention, and determine whether consumer trust mediates the relationship between AI-powered personalized marketing and online purchase intention. To achieve these objectives, the study will adopt a quantitative research approach based on primary data collected through a structured questionnaire distributed among Generation Z consumers in Pakistan. The findings are expected to contribute to contemporary AI marketing literature, extend consumer behaviour theory within emerging market contexts and provide evidence-based recommendations for businesses seeking to improve the effectiveness of AI-enabled marketing strategies.
[bookmark: _Toc235123320]2. Literature Review 
The literature surrounding Artificial Intelligence (AI)-powered personalized marketing has expanded considerably as organisations increasingly utilise intelligent technologies to improve customer engagement and purchasing outcomes within digital environments. AI-powered personalized marketing refers to the application of machine learning algorithms, predictive analytics and automated decision-making systems to analyse consumer data and deliver customised recommendations, advertisements and interactions tailored to individual preferences and behaviours (Huang and Rust, 2021). Recommendation engines employed by platforms such as Amazon and Netflix utilise collaborative filtering algorithms to predict customer preferences based on previous interactions, thereby increasing product relevance and purchase probability (Davenport et al., 2020). Similarly, behavioural targeting allows organisations to monitor browsing patterns, clickstream behaviour and purchase histories to deliver highly personalised advertising campaigns that improve customer engagement and conversion rates. Dynamic pricing systems further enhance personalization by adjusting prices in response to consumer demand, purchasing behaviour and market conditions, while predictive analytics enables organisations to anticipate future consumer needs and optimise marketing communications accordingly. Furthermore, AI chatbots have transformed customer service by providing immediate responses, personalised recommendations and continuous customer support, thereby improving customer experience and operational efficiency (Chatterjee et al., 2023). Nevertheless, the effectiveness of AI-powered personalization remains contested within the literature. While proponents argue that personalization improves customer satisfaction and loyalty, critics suggest that excessive personalization may generate privacy concerns, perceptions of manipulation and algorithmic fatigue, ultimately reducing trust and purchase intention (Ameen et al., 2021). This debate suggests that the relationship between AI personalization and consumer behaviour remains highly contextual and dependent upon consumer perceptions of trust and privacy.
Among contemporary consumers, Generation Z represents one of the most important demographic groups influencing the future of digital commerce. Born between approximately 1997 and 2012, Generation Z consumers are often characterised as digital natives because they have grown up with smartphones, social media and internet connectivity as integral components of daily life (Dimock, 2019). Compared with previous generations, Generation Z demonstrates stronger mobile-first behaviour, greater social commerce engagement and higher acceptance of intelligent technologies within purchasing environments. Social media platforms such as TikTok, Instagram and YouTube increasingly influence purchasing decisions through influencer marketing, algorithmic recommendations and integrated shopping functions. Within Pakistan, these developments are particularly significant because approximately 64% of the population is under the age of thirty, while social media adoption continues to expand rapidly among younger consumers (DataReportal, 2025). Consequently, Generation Z consumers increasingly expect seamless digital experiences, personalised recommendations and instant interactions with brands. However, despite their technological sophistication, this cohort also exhibits heightened sensitivity towards privacy protection and ethical AI practices, creating important tensions between personalization and consumer autonomy.
Consumer trust has therefore emerged as a central construct within AI-enabled marketing research because trust reduces uncertainty associated with online transactions and technology-mediated interactions. Existing literature identifies reliability, security, privacy, transparency and credibility as the primary dimensions of online consumer trust (Pavlou, 2003). Reliability refers to consumers' confidence in the consistency of organisational performance, while security concerns the protection of personal and financial information. Privacy reflects perceptions regarding data collection and usage practices, whereas transparency relates to the extent to which organisations explain algorithmic decisions and personalization mechanisms. Credibility reflects consumers' beliefs regarding organisational integrity and competence. However, AI technologies introduce new challenges regarding algorithmic trust because consumers frequently lack understanding of how recommendation systems operate or how their personal data are processed (Dwivedi et al., 2023). Consequently, excessive personalization may create perceptions of surveillance and manipulation, reducing trust despite improvements in recommendation accuracy.
Online purchase intention represents an individual's conscious willingness to purchase products or services through digital channels and is widely recognised as one of the strongest predictors of actual consumer behaviour (Ajzen, 1991). Previous studies indicate that purchase intention is positively influenced by customer engagement, perceived value and trust within online environments (Pavlou, 2003). Nevertheless, the increasing integration of AI technologies suggests that purchase intention may be influenced not only by traditional determinants but also by perceptions regarding algorithmic recommendations, personalization quality and AI credibility.
The present study adopts the Stimulus–Organism–Response (SOR) Theory as its principal theoretical framework because it provides a comprehensive explanation of how environmental stimuli influence psychological responses and subsequent behaviours (Mehrabian and Russell, 1974). Within this study, AI-powered personalized marketing represents the stimulus, consumer trust constitutes the organism, and online purchase intention represents the response. Compared with the Technology Acceptance Model (TAM), which focuses primarily on perceived usefulness and ease of use, and the Theory of Reasoned Action (TRA) and Theory of Planned Behaviour (TPB), which emphasise attitudes and behavioural control, SOR offers greater explanatory power because it captures both cognitive and emotional processes associated with AI-enabled personalization and trust formation. Consequently, SOR provides a more holistic framework for understanding AI-driven consumer behaviour within contemporary digital environments.
The conceptual framework proposes that AI-powered personalized marketing positively influences consumer trust and online purchase intention, while consumer trust mediates the relationship between AI personalization and purchasing behaviour. Accordingly, the study develops four hypotheses: H1: AI-powered personalized marketing positively influences consumer trust; H2: Consumer trust positively influences online purchase intention; H3: AI-powered personalized marketing positively influences online purchase intention; and H4: Consumer trust mediates the relationship between AI-powered personalized marketing and online purchase intention among Generation Z consumers in Pakistan.
Table 2.1: Summary of Key Literature
	Author
	Focus
	Key Findings
	Research Gap

	Huang and Rust (2021)
	AI in Marketing
	AI enhances customer engagement and personalization effectiveness
	Limited evidence from emerging economies

	Davenport et al. (2020)
	AI Technologies
	Recommendation systems improve customer experience
	Limited focus on consumer trust

	Ameen et al. (2021)
	Privacy and AI
	Excessive personalization increases privacy concerns
	No focus on Pakistan

	Dwivedi et al. (2023)
	AI and Consumer Behaviour
	AI changes trust formation and purchase behaviour
	Limited Generation Z evidence

	Pavlou (2003)
	Consumer Trust
	Trust significantly predicts online purchase intention
	Developed economy focus



[bookmark: _Toc235123321]3. Methodology 
The purpose of this study is to investigate the impact of AI-powered personalized marketing on online purchase intention among Generation Z consumers in Pakistan and examine the mediating role of consumer trust. Given the objective of testing relationships between predefined constructs and generating statistically generalisable findings, the study adopts a quantitative methodological framework underpinned by positivist assumptions and deductive reasoning. This methodological choice ensures consistency between the research objectives, theoretical framework and analytical techniques while enhancing the reliability and validity of the findings.
[bookmark: _Toc235123322]3.1 Research Philosophy
This research adopts the positivist research philosophy because it assumes that social phenomena can be objectively measured and explained through empirical observation and statistical analysis (Saunders, Lewis and Thornhill, 2023). Positivism is particularly appropriate for studies investigating causal relationships between measurable variables because it enables researchers to test hypotheses and generate objective conclusions independent of researcher interpretation. Since the present study examines the relationships between AI-powered personalized marketing, consumer trust and online purchase intention using numerical data, a positivist approach provides greater methodological rigour than interpretivist approaches, which emphasise subjective experiences and contextual meanings (Bryman, 2022). Furthermore, positivism facilitates hypothesis testing and enhances the generalisability of findings across similar populations.
[bookmark: _Toc235123323]3.2 Research Approach
The study employs a deductive research approach because it seeks to test theoretically derived hypotheses developed from existing literature and the Stimulus–Organism–Response (SOR) framework. Deduction begins with established theories and examines whether empirical evidence supports theoretical expectations (Saunders et al., 2023). This approach is appropriate because the study aims to verify whether AI-powered personalized marketing influences consumer trust and purchase intention among Generation Z consumers in Pakistan rather than generating new theory inductively.
[bookmark: _Toc235123324]3.3 Research Design
A quantitative, cross-sectional and survey-based research design is adopted in this study. Quantitative methods are suitable because they facilitate objective measurement of attitudes and behavioural intentions using numerical indicators and statistical analysis (Creswell and Creswell, 2018). A cross-sectional design is selected because data will be collected at a single point in time rather than across multiple periods, making the study both cost-effective and practically feasible within the dissertation timeframe. The survey strategy is widely used within marketing and consumer behaviour research because it enables researchers to collect data from relatively large samples efficiently while improving external validity.
[bookmark: _Toc235123325]3.4 Population and Sampling
The target population comprises Generation Z consumers aged between 18 and 27 years residing in Pakistan who have previous experience purchasing products or services through online platforms. This population is particularly relevant because Generation Z represents the most technologically engaged consumer segment and demonstrates high levels of exposure to AI-enabled marketing technologies (Dimock, 2019). Due to the absence of a comprehensive sampling frame for online Generation Z consumers in Pakistan, the study adopts a combination of convenience sampling and snowball sampling techniques. Convenience sampling allows efficient access to respondents through social media platforms and university networks, whereas snowball sampling increases participation by encouraging respondents to distribute the questionnaire within their social circles (Bryman, 2022). The study aims to collect responses from 250–350 participants, with a minimum target of 200 valid responses for analysis. This sample size exceeds the minimum recommendations for multivariate statistical analysis and improves the reliability and stability of regression estimates (Hair et al., 2019).
Table 3.1: Target Population and Sampling Strategy
	Component
	Description

	Population
	Generation Z consumers in Pakistan

	Age Range
	18–27 years

	Sampling Technique
	Convenience and Snowball Sampling

	Target Sample Size
	80 -100 respondents

	Minimum Valid Responses
	80 respondents

	Data Collection Platform
	Online questionnaire



[bookmark: _Toc235123326]3.5 Data Collection Instrument
Primary data will be collected using a structured online questionnaire administered through Google Forms. The questionnaire will consist of four sections. Section A will collect demographic information including age, gender, education and online shopping frequency. Section B will measure perceptions of AI-powered personalized marketing, including recommendation systems, personalized advertising and AI chatbots. Section C will measure consumer trust dimensions including reliability, privacy, transparency and credibility, while Section D will examine online purchase intention. Responses will be measured using a five-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree) because this scale improves respondent understanding and is widely applied in consumer behaviour research (Sekaran and Bougie, 2020).
[bookmark: _Toc235123327]3.6 Data Analysis
The collected data will be analysed using IBM SPSS Statistics Version 31. Descriptive statistics including frequencies, means and standard deviations will be used to summarise respondent characteristics and variable distributions. Reliability will be assessed using Cronbach's Alpha, where values exceeding 0.70 indicate acceptable internal consistency (Hair et al., 2019). Exploratory Factor Analysis (EFA) will be performed to assess construct validity and dimensionality. Relationships between variables will initially be examined using Pearson Correlation Analysis, followed by Multiple Regression Analysis to test the direct effects of AI-powered personalized marketing and consumer trust on purchase intention. Finally, mediation analysis will be conducted to determine whether consumer trust mediates the relationship between AI-powered personalized marketing and online purchase intention.
Table 3.2: Data Analysis Techniques
	Research Objective
	Statistical Technique

	Describe respondents
	Descriptive Statistics

	Assess reliability
	Cronbach's Alpha

	Assess validity
	Exploratory Factor Analysis

	Examine relationships
	Pearson Correlation

	Test hypotheses
	Multiple Regression

	Test mediation
	Mediation Analysis



[bookmark: _Toc235123328]3.7 Ethical Considerations
The study will comply with the ethical principles outlined by the University and the UK General Data Protection Regulation (GDPR). Participation will be entirely voluntary and respondents will receive an information sheet explaining the purpose of the study before providing informed consent. Participants will retain the right to withdraw from the study at any stage prior to submission of the questionnaire without penalty. No personally identifiable information will be collected and all responses will remain anonymous and confidential. Data will be stored on password-protected devices and secure cloud storage accessible only to the researcher and supervisor. These procedures minimise ethical risks while ensuring the protection of participant rights and privacy throughout the research process.
[bookmark: _Toc235123329]4. Expected Findings 
The study is expected to find that AI-powered personalized marketing positively influences consumer trust and online purchase intention among Generation Z consumers in Pakistan. Specifically, personalised recommendations, AI chatbots and behavioural targeting are anticipated to improve perceptions of relevance, convenience and engagement, thereby increasing trust in online retailers (Huang and Rust, 2021). Consumer trust is further expected to positively influence purchase intention and partially mediate the relationship between AI personalization and purchasing behaviour (Pavlou, 2003). These findings may provide practical guidance for organisations seeking to improve personalization strategies, increase customer retention and optimise investments in AI-enabled marketing technologies within emerging digital markets.
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[bookmark: _Toc235123330]5. Limitations 
Despite its potential contributions, the study is subject to several limitations. First, the use of convenience and snowball sampling may reduce the representativeness of the findings; therefore, wider distribution channels will be employed to improve sample diversity. Second, the cross-sectional design limits causal interpretation and future research may adopt longitudinal approaches to examine behavioural changes over time (Saunders et al., 2023). Third, self-reported responses may introduce common method bias, which will be mitigated through anonymity and neutral questionnaire wording. Finally, the exclusive focus on Generation Z consumers and Pakistan may limit generalisability to other populations and geographical contexts.
Table 5.1: Study Limitations and Mitigation Strategies
	Limitation
	Mitigation Strategy

	Convenience sampling
	Wider respondent recruitment channels

	Cross-sectional design
	Future longitudinal studies

	Self-report bias
	Anonymous responses and neutral wording

	Generation Z focus only
	Future comparative studies

	Pakistan context only
	Cross-country comparative research



[bookmark: _Toc235123331]6.0 Timeframe 
The research will be conducted over a four-month period to ensure systematic completion of all research activities. The initial stage will involve proposal development, literature review and ethical approval, followed by questionnaire design and pilot testing. Data collection will occur during the second and third months, after which statistical analysis will be conducted using IBM SPSS Statistics. The final stage will involve interpretation of findings, report writing, editing and submission. This schedule ensures sufficient time for data collection, analysis and academic quality assurance while maintaining project feasibility within the dissertation timeframe.
[bookmark: _Toc235123332]7. Conclusion
This proposal highlights the growing strategic importance of AI-powered personalized marketing within contemporary digital commerce and emphasises the significance of Generation Z consumers as a major driver of online purchasing activity in Pakistan. By addressing an important theoretical and contextual gap, the study is expected to contribute to emerging market literature and advance understanding of AI-enabled consumer behaviour. Furthermore, the findings are anticipated to provide practical insights for Pakistani retailers, digital marketers and technology developers seeking to optimise personalization strategies and improve customer engagement. The proposed methodology offers an appropriate and rigorous approach for achieving these objectives.
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