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ABSTRACT 

The increasing adoption of Artificial Intelligence (AI) in digital marketing has significantly transformed personalization 

strategies used by organizations to engage consumers. AI-based personalization enables marketers to analyze large 

volumes of consumer data and deliver customized content, advertisements, and product recommendations in real time. 

While traditional human-based personalization relies on marketer experience and intuition, AI-driven approaches 

offer greater scalability, accuracy, and efficiency. However, the effectiveness of AI-based personalization compared to 

human-based personalization, particularly in the Indian consumer market, remains underexplored. 

This study aims to examine the effectiveness of AI-based personalization in digital marketing campaigns, with 

empirical evidence from Indian consumers. The research adopts a quantitative approach, using structured 

questionnaire responses collected from Indian digital consumers. The study evaluates key factors such as consumer 

engagement, trust, satisfaction, and purchase intention to compare the impact of AI-based and human-based 

personalization techniques. Statistical tools are used to analyze consumer perceptions and behavioral responses toward 

personalized digital marketing efforts. 

The findings indicate that AI-based personalization has a significant positive impact on consumer engagement and 

purchase intention due to its relevance, speed, and data-driven accuracy. However, human-based personalization 

continues to play an important role in building emotional connection and trust among consumers. The study highlights 

that an integrated approach combining AI efficiency with human insight may be most effective for digital marketing 

success in the Indian context. 

The research contributes to existing literature on AI-driven marketing and provides practical implications for marketers 

seeking to optimize personalization strategies in emerging digital markets such as India. 

Keywords: Artificial Intelligence, Digital Marketing, Personalization, Indian Consumers, Human-Based Marketing, 

Consumer Behaviour 

http://www.jaafr.org/


                                                    2026 JAAFR | Volume 4, Issue 2 February 2026 | ISSN: 2984-889X | JAAFR.ORG 

JAAFR2602050 Journal of Advance and Future Research (www.jaafr.org)  

 

460 

INTRODUCTION 

The rapid evolution of digital technologies has significantly reshaped modern marketing practices, particularly in the 

area of customer engagement and communication. Among these advancements, personalization in digital marketing 

has emerged as a critical strategy for organizations seeking to enhance consumer experience, improve brand loyalty, 

and increase conversion rates. Personalization refers to the process of tailoring marketing content, messages, and 

offerings to individual consumers based on their preferences, behavior, and demographic characteristics. 

Historically, personalization in marketing was predominantly human-driven, relying on marketers’ expertise, intuition, 

customer feedback, and traditional market research techniques. While human-based personalization allows for 

emotional intelligence, creativity, and contextual understanding, it is constrained by limitations such as scalability, 

response time, and the ability to process large volumes of consumer data. As digital platforms expanded and consumer 

interactions became increasingly data-intensive, these limitations highlighted the need for more advanced and automated 

personalization mechanisms. 

The integration of Artificial Intelligence (AI) into digital marketing has transformed personalization practices by 

enabling real-time data analysis, predictive modeling, and automated decision-making. AI-based personalization 

employs technologies such as machine learning algorithms, natural language processing, and big data analytics to 

analyze consumer behavior patterns and deliver customized marketing content at scale. This approach allows marketers 

to provide highly relevant advertisements, product recommendations, and communication strategies with greater 

accuracy and efficiency than traditional human-based methods. 

In the context of India, the digital ecosystem has experienced exponential growth due to increased internet penetration, 

widespread smartphone adoption, and the expansion of e-commerce and social media platforms. Indian consumers are 

frequently exposed to AI-driven personalized marketing through search engines, online marketplaces, and social 

networking sites. However, despite the growing adoption of AI technologies, concerns related to data privacy, 

transparency, trust, and consumer perception remain significant. Moreover, the effectiveness of AI-based 

personalization in comparison to human-based personalization in influencing consumer attitudes and purchase behavior 

has not been extensively examined in the Indian market. 

Therefore, this research paper aims to analyze the effectiveness of AI-based personalization in digital marketing 

campaigns, with empirical evidence from Indian consumers. The study also seeks to compare AI-based personalization 

with human-based personalization to assess their impact on consumer engagement, trust, satisfaction, and purchase 

intention. By providing insights into consumer perceptions and behavioral outcomes, this research contributes to the 

existing literature on digital marketing and offers practical implications for marketers and organizations operating in the 

Indian digital landscape. 

OBJECTIVES OF THE STUDY 

1. To study the concept and importance of AI-based personalization in digital marketing campaigns. 

2. To analyze the perception and awareness of Indian consumers toward AI-based personalized marketing. 

3. To evaluate the effectiveness of AI-based personalization in influencing consumer engagement and purchase 

intention. 
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4. To compare the impact of AI-based personalization and human-based personalization on consumer trust and 

decision-making. 

5. To provide insights and recommendations for improving digital marketing strategies using AI-driven 

personalization. 

LIMITATIONS OF THE STUDY 

1. The study is confined to Indian consumers, which limits the generalization of the findings to other countries 

or global markets. 

2. The research is based on primary data collected through questionnaires, which may involve respondent bias 

or inaccurate self-reporting. 

3. The sample size is limited, and therefore may not fully represent the entire population of Indian digital 

consumers. 

4. The study focuses only on selected variables such as consumer engagement, trust, satisfaction, and purchase 

intention, while other influencing factors are not considered. 

5. The research is restricted to digital marketing platforms and does not account for offline or hybrid marketing 

personalization methods. 

LITERATURE REVIEW 

The literature review presents an overview of existing studies related to AI-based and human-based personalization 

in digital marketing. Previous research highlights the impact of personalization on consumer engagement, trust, and 

purchase intention, while also addressing challenges such as data privacy. This section reviews key empirical studies 

relevant to the present research. 

The following key studies form the foundation for this research: 

1. Bleier and Eisenbeiss (2015) conducted an empirical study to examine the impact of personalized online 

advertising on consumer engagement.  

 The study revealed that personalized advertisements significantly increased click-through rates 

(CTR) by nearly 30% compared to non-personalized ads. The findings emphasize the importance of 

relevance and timing in AI-driven personalization, supporting its effectiveness in digital marketing 

campaigns. 

2. Jarek and Mazurek (2019) analyzed the role of Artificial Intelligence (AI) in marketing personalization 

using quantitative research methods.  

 The results showed that AI-based recommendation systems positively influence purchase intention, 

customer satisfaction, and consumer engagement. This study highlights the growing importance of 

AI technologies in delivering data-driven personalized marketing. 
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3. Chatterjee et al. (2020) conducted a survey-based empirical study among Indian consumers to examine 

consumer acceptance of AI-based personalization.  

 The findings indicated that more than 70% of respondents had a positive attitude toward AI-driven 

personalized advertisements, although data privacy and security concerns were identified as major 

challenges. This study is highly relevant to the Indian digital marketing context. 

4. Pappas et al. (2018) used structural equation modeling (SEM) to analyze the relationship between 

personalization, consumer trust, and purchase intention in e-commerce platforms.  

 The results demonstrated that trust acts as a mediating variable, meaning higher trust levels lead to 

stronger buying intentions in personalized digital environments. 

5. Grewal, Roggeveen, and Nordfält (2017) examined technology-enabled personalization in online retailing 

through empirical consumer data.  

 The study found that personalized digital interactions significantly enhance customer satisfaction 

and perceived value, reinforcing the effectiveness of personalized marketing technologies. 

6. Martin and Murphy (2017) investigated consumer perceptions of data privacy in personalized digital 

marketing.  

 Their findings showed that nearly 60% of consumers were concerned about excessive data collection, 

which negatively impacts consumer trust toward AI-based personalization. This highlights an 

important ethical challenge in AI-driven marketing. 

7. Arora, Dwivedi, and Alalwan (2021) conducted an empirical study in emerging markets, including India, 

to analyze AI adoption in marketing.  

 The results revealed that perceived usefulness and ease of use significantly influence consumer 

acceptance of AI-based personalized marketing strategies. 

Summary of Insights 

1. AI-based personalization improves consumer engagement, content relevance, and purchase intention in 

digital marketing campaigns. 

2. Empirical studies confirm that AI-driven personalization is more efficient and scalable than human-based 

personalization. 

3. Consumer trust plays a crucial role in the effectiveness of personalized marketing strategies. 

4. Data privacy concerns negatively influence consumer acceptance of AI-based personalization. 

5. A combined approach of AI technology and human insight is found to be more effective for sustainable 

digital marketing success. 
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RESEARCH GAP 

Existing literature provides valuable insights into AI-based personalization and its role in digital marketing. However, 

most studies focus on individual aspects of personalization and are limited in explaining the comparative effectiveness 

of AI-based and human-based personalization, especially in the Indian consumer context. 

Key gaps identified: 

1. Limited comparative studies between AI-based personalization and human-based personalization in 

influencing consumer behavior. 

2. Lack of empirical evidence focusing specifically on Indian consumers and their response to personalized 

digital marketing campaigns. 

3. Insufficient emphasis on consumer trust and data privacy concerns in existing AI-driven personalization 

studies. 

4. Minimal research examining the combined impact of AI technology and human insight on purchase 

intention. 

5. Need for updated studies considering rapid advancements in Artificial Intelligence (AI) and changing 

consumer perceptions. 

RESEARCH METHODOLOGY 

 

1. Research Design 

The present study adopts a descriptive and analytical research design to examine the effectiveness of AI-based 

personalization in digital marketing campaigns with reference to Indian consumers. This design is appropriate as it 

helps in describing consumer perceptions and analyzing relationships between variables such as AI-based 

personalization, consumer trust, and purchase intention.  

The research design enables a systematic comparison between AI-based personalization and human-based 

personalization based on empirical data collected from respondents. 

2. Data Collection 

The survey link was circulated mainly through professional networks, including LinkedIn and WhatsApp groups of 

working professionals. 

 Primary Data - Collected using a Google Form–based structured questionnaire distributed among digital 

users / working professionals and students. 

 Sample Size - 156 valid responses were recorded. 
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3. Tools and Techniques 

 

Tool / Technique Purpose 

Descriptive 

Statistics 

To summarize and describe respondent characteristics and  

key variables such as consumer perception, trust, and  

purchase intention 

Correlation 

Analysis 

To examine the relationship between AI-based personalization  

and consumer variables like engagement and purchase intention 

Regression Analysis To measure the impact of AI-based personalization on  

consumer purchase intention and related factors 

Excel 

Visualization 

To present data using charts and graphs for easy interpretation 

Excel To organize data, perform statistical analysis, and generate visual 

representations 

 

ANALYSIS AND INTERPRETATIONS 

This section presents the analysis and interpretation of primary data collected from respondents to examine the 

effectiveness of AI-based personalization in digital marketing campaigns. The data collected through the 

questionnaire was analyzed using statistical tools such as descriptive statistics, correlation analysis, and regression 

analysis with the help of MS Excel. 

The analysis focuses on understanding respondents’ perceptions regarding AI-based and human-based 

personalization, consumer trust, engagement, and purchase intention. The results are presented in the form of 

tables, charts, and graphs, followed by appropriate interpretations to draw meaningful conclusions aligned with the 

objectives of the study. 
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Table 1: Impact of AI-Based Personalization on Purchase Intention 

Variable Measured: Impact of AI-based personalized digital marketing on consumers purchase intention (relevance 

of ads, recommendations, and decision-making) 

Test Used: Descriptive Statistics (Frequency Analysis) 

 

 

Interpretation: 

The data illustrates consumers’ perceptions regarding the influence of AI-based personalization on their purchase 

decisions. 

 Strong Impact: A large proportion of respondents selected overwhelming agreement levels (4 = 50 

respondents, 5 = 31 respondents), indicating that AI-based personalization strongly influences purchase 

decisions. 

 Moderate to Slight Impact: A considerable number of respondents (38) reported a moderate influence, 

suggesting that personalized recommendations still play an important role even when not strongly 

persuasive. 

 No Impact: A smaller group of respondents (29 disagreed and 8 strongly disagreed) indicated 

minimal influence, reflecting variation in individual preferences and trust toward AI-driven marketing. 

Overall, the data indicates that AI-based personalization has a strong influence on consumer purchase decisions, 

as the majority of respondents expressed high levels of agreement  
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Table 2: Consumer Trust in AI-Based Platforms 

Variable Measured: Level of consumer trust in AI-based digital platforms 

Test Used: Descriptive Statistics (Frequency Analysis) 

 

 

Interpretation: 

The data reflects consumers’ trust levels toward AI-based platforms. 

 High Trust: A majority of respondents reported high trust (51 agree, 29 strongly agree), indicating positive 

acceptance of AI-driven platforms. 

 Moderate Trust: A notable number of respondents (44) expressed moderate trust, suggesting cautious 

optimism toward AI systems. 

 Low Trust: A small segment (27 disagree, 5 strongly disagree) showed low trust, possibly due to privacy or 

transparency concerns. 

Overall, the findings show that most consumers trust AI-based platforms, reflecting strong acceptance of AI-driven 

technologies, although a smaller group remains cautious due to privacy and transparency concerns. 

 

Table 3: Privacy Concern Regarding AI-Based Personalization 

Variable Measured: Level of concern regarding data privacy in AI-based personalization 

Test Used: Descriptive Statistics (Frequency Analysis 
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The data illustrates respondents’ concerns about privacy and data usage in AI-driven marketing. 

 High Privacy Concern: A large proportion of respondents (48 agree, 34 strongly agree) expressed strong 

concern regarding privacy. 

 Moderate Concern: 41 respondents showed moderate concern, indicating awareness of data usage risks. 

 Low Concern: A smaller group (20 disagree, 13 strongly disagree) indicated minimal concern, reflecting 

variation in privacy sensitivity. 

Overall, the results indicate that privacy concern is high among consumers, suggesting that while AI-based 

personalization is accepted, data security and ethical data usage remain major issues influencing consumer trust. 

Table 4: AI Enhances Overall Shopping Experience 

Variable Measured: Perception of AI in improving overall shopping experience 

Test Used: Descriptive Statistics (Frequency Analysis) 

 

Interpretation: 

The data shows respondents’ opinions on whether AI enhances the shopping experience. 

 Positive Experience: A strong majority (60 agree, 33 strongly agree) believe AI improves their overall 

shopping experience. 

 Moderate Experience: 33 respondents expressed neutral opinions, suggesting mixed experiences. 

 Negative Experience: A smaller group (18 disagree, 12 strongly disagree) reported limited or no 

enhancement. 

Overall, the findings indicate that AI-based personalization significantly enhances the shopping experience for 

most consumers, though a smaller group reports neutral or negative experiences, reflecting differences in expectations 

and usage patterns. 
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Overall Interpretation 

Overall, the figures indicate that AI-based personalization is widely accepted and effective, as most respondents 

reported positive influence on purchase decisions, high trust in AI-based platforms, and an enhanced shopping 

experience. However, the presence of moderate to high privacy concerns suggests that while consumers value 

personalization, data security and transparency play a crucial role in shaping long-term acceptance. 

FINDINGS 

1. The study found that AI-based personalization significantly influences consumer purchase decisions, with 

a majority of respondents agreeing that personalized advertisements and recommendations affect their buying 

behavior. 

2. Most respondents reported high levels of trust in AI-based platforms, indicating positive acceptance of AI-

driven digital marketing, although a small segment remains skeptical. 

3. Privacy concern emerged as a major issue, with a large proportion of consumers expressing worry about data 

usage and security in AI-based personalization. 

4. The findings reveal that AI enhances the overall shopping experience by improving convenience, relevance, 

and ease of decision-making for consumers. 

5. Despite the overall positive perception, individual differences in trust, privacy sensitivity, and responsiveness 

toward AI-driven marketing were observed. 

6. The results suggest that while AI-based personalization is effective, its long-term success depends on 

maintaining consumer trust and ethical data practices. 

CONCLUSION 

The study concludes that AI-based personalization plays a significant role in enhancing the effectiveness of digital 

marketing campaigns among Indian consumers. The findings indicate that personalized advertisements and 

recommendations positively influence purchase decisions, consumer trust, and the overall shopping experience. AI-

driven personalization enables marketers to deliver relevant and convenient content, leading to improved consumer 

engagement. 

However, the study also highlights that data privacy and security concerns remain a major challenge affecting 

consumer acceptance of AI-based personalization. While consumers appreciate the benefits of personalization, 

transparency and ethical use of consumer data are critical for building long-term trust. Therefore, the study suggests that 

organizations should adopt a balanced approach by combining advanced AI technologies with responsible data 

practices to ensure sustainable digital marketing success. 

Overall, the research contributes valuable insights into the growing importance of AI-based personalization in the Indian 

digital marketing landscape and provides practical implications for marketers aiming to optimize personalized marketing 

strategies. 
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