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 This study investigates the influence of AI-driven advertising strategies 

on the purchasing behavior of digital natives. By examining how 

personalized, interactive, and targeted AI technologies affect consumer 

engagement, trust, and decision-making, the research highlights the 

pivotal role of AI in shaping modern online marketing. Utilizing a 

descriptive and analytical approach, data collected through surveys and 

secondary sources provide insights into the perceptions and responses 

of young consumers toward AI-based advertisements. The findings aim 

to inform marketers on optimizing AI integration to meet the evolving 

expectations of digital natives while addressing ethical considerations 

related to privacy and data security. 
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INTRODUCTION 

In the rapidly evolving landscape of digital marketing, artificial intelligence (AI) has emerged as a 

transformative force, reshaping how brands engage with consumers. As digital natives individuals who 

have grown up in the age of the internet and digital technology become the predominant consumer 

demographic, understanding the impacts of AI in online advertising on their purchasing behavior is 

crucial for marketers and businesses alike. This project aims to explore the intricate relationship between 

AI-driven advertising strategies and the decision-making processes of digital natives, who are 

characterized by their comfort with technology and their expectations for personalized, relevant 

experiences. AI-driven personalization enhances user engagement, particularly among young people, 

leading to increased purchase intentions.Kumar et al. (2020)  found that youth prefer interactive AI tools, 

which significantly influence their decision-making process and purchase behavior.AI technologies, such 
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as machine learning algorithms, natural language processing, and predictive analytics, enable advertisers 

to analyze vast amounts of data, identify consumer preferences, and deliver tailored content in real-time. 

This level of personalization not only enhances user engagement but also influences purchasing decisions, 

as digital natives are more likely to respond positively to ads that resonate with their interests and 

behaviors.Rogers & Shyam Sundar (2020): .  AI-driven interactive ads lead to higher engagement 

levels among youth, which correlates with increased purchase behavior. However, the implications of AI 

in advertising extend beyond mere personalization; they raise important questions about privacy, data 

security, and the ethical considerations of targeting consumers based on their online behavior.Liu & 

Zhang (2021):  The findings suggest that personalized ads based on AI algorithms lead to higher 

conversion rates among young consumers, as they feel more understood and catered to. This paper will 

investigate how AI impacts the effectiveness of online advertisements, the perceptions of digital natives 

towards these technologies, and the subsequent effects on their purchasing behavior. Ultimately, this 

research seeks to equip marketers with insights that can enhance their strategies, ensuring they meet the 

evolving expectations of a generation that values authenticity, transparency, and innovation in their 

shopping experiences. 

REVIEW OF LITERATURE 

Chaffey & Ellis-Chadwick (2019): explore the integration of AI in digital marketing strategies. It 

highlights how AI-driven personalization enhances user engagement, particularly among youth, leading 

to increased purchase intentions. 

Liu & Zhang (2021): This research focuses on the role of AI in targeted advertising. The findings 

suggest that personalized ads based on AI algorithms lead to higher conversion rates among young 

consumers, as they feel more understood and catered to.Smith & Rupp (2020): The authors examined 

the emotional responses of youth to AI-generated advertisements. Their study indicates that ads that 

evoke positive emotions through AI personalization can significantly boost purchase likelihood 

.Davenport et al. (2020): This paper discusses the ethical implications of AI in advertising. It highlights 

concerns about privacy and data security, which can affect youth's trust in brands and their subsequent 

purchasing behavior 

.Huang & Rust (2021): The researchers analyzed the impact of AI on customer experience in online 

shopping. They found that AI enhances user experience, leading to increased satisfaction and loyalty 

among young consumers 
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.Bennett & Rundle-Thiele (2020): This study investigates the influence of AI on brand perception 

among youth. The results show that AI-driven advertisements improve brand image, which positively 

affects purchase decisions.  

Grewal et al. (2020): The authors explored the role of AI in dynamic pricing strategies. They found that 

youth are more responsive to price changes influenced by AI algorithms, which can lead to impulsive 

buying behavior 

.Kumar & Gupta (2021): This research highlights the effectiveness of AI in social media advertising. 

The study shows that AI-targeted ads on platforms like Instagram and TikTok significantly influence the 

purchasing decisions of young users.Tuten & Solomon (2020): The authors discuss the role of AI in 

influencer marketing. Their findings suggest that AI can identify the most effective influencers for youth, 

leading to higher engagement and purchase rates.Zhang et al. (2021): This study examines the impact of 

AI on consumer trust. The researchers found that transparency in AI algorithms can enhance trust among 

youth, positively influencing their purchase behavior. 

SIGNIFICANCE OF THE STUDY 

This study explores the impact of AI-based advertising on the purchasing behavior of digital natives, 

focusing on how AI technologies—such as recommendation systems and predictive targeting—shape 

their decision-making processes and trust in online products. As AI integration in online advertising 

advances rapidly, understanding its influence on consumer behavior is crucial. The findings aim to assess 

the effectiveness and trustworthiness of AI-driven advertisements and chatbots, providing insights into 

their role in enhancing online marketing strategies and consumer confidence in AI-recommended 

products 

OBJECTIVES OF THE STUDY 

1. To assess how AI-Driven personalization in online advertisements impacts the purchasing decisions of 

digital natives. 

 2. To examine the level of engagement and trust youth exhibit towards AI-Based advertising techniques, 

such as recommendation systems and predictive targeting. 

RESEARCH METHODOLOGY 

This study adopts a descriptive and analytical research design to explore the relationship between AI-

influenced purchasing decisions and consumer behavior. Data were collected from both primary and 



         The Academic                                                                                   Volume 3 | Issue 8 | August 2025 

Rejimol C S                                                                                                                                Page | 1098 

secondary sources to ensure a comprehensive understanding. Primary data were gathered through 

structured surveys administered via Google Forms, targeting digital natives who actively engage with 

online platforms. Secondary data were obtained from reputable sources such as academic journals, 

websites, Google Scholar, and relevant articles to provide contextual support. The primary data collection 

tool was an online survey created on Google Forms, aimed at capturing insights regarding consumers' 

interactions with AI-based advertisements and their purchasing behaviors. The target population 

consisted of digital consumers—referred to as digital natives—who regularly use social media and other 

online digital platforms and are exposed to AI-driven advertisements. A sample of 100 respondents was 

selected through a convenience sampling approach, chosen based on accessibility and willingness to 

participate, with findings derived from their responses. The study employed a non-probability 

convenience sampling method to facilitate efficient data collection.   

DATA ANALYSIS AND DISCUSSION 

. The majority of participants were below 25 years of age (94%), with a smaller proportion aged 25-35 

years (6%). The gender distribution included 56 males and 44 females. Regarding purchase frequency, 

62% reported rarely purchasing via online platforms, 34% purchased monthly, 4% weekly, and none 

made daily purchases. When assessing perceptions of personalized ads, 10% viewed them very 

positively, 34% positively, 50% neutrally, 4% negatively, and 2% very negatively. The most common 

platforms hosting AI-powered ads were Instagram (70%), YouTube (18%), Facebook (6%), Google 

(4%), and others (2%). Engagement with personalized ads varied, with 24% never engaging, 26% rarely, 

44% sometimes, 6% often, and none always. Concerning purchase decisions influenced by AI ads, 24% 

strongly agreed, 30% agreed, 36% neither agreed nor disagreed, 4% disagreed, and 6% strongly 

disagreed.  

HYPOTHEIS TESTING 

H0: There is no significant relationship between engagement with customized adds and purchase 

decisions. 

H1: There is a significant relationship between engagement with customized ads and purchase decisions. 

Test statistic Value DF Level of 

Significance 

Critical Value decision 

 Chi-Square 12.6 12 5% 21.06 accept 
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The above results suggest that there is no statistically significant relationship between engagement with 

customized ads and purchase decisions of digital natives. Therefore, engagement with AI ads does not 

appear to have a meaningful impact on the' purchase decisions of digital natives 

CONCLUSION 

This study provides valuable insights into the perceptions and behaviors of young digital natives 

regarding AI-driven personalized advertising. The data indicate that the majority of participants are under 

25 years of age, with a relatively balanced gender distribution. Despite low overall purchase frequency 

via online platforms, a significant portion of respondents (64%) acknowledged being influenced by AI-

powered ads, with nearly two-thirds demonstrating at least some level of engagement or agreement that 

these ads impact their purchasing decisions. Notably, platforms such as Instagram and YouTube serve as 

primary channels for AI-based advertising, reflecting their prominence in youth digital ecosystems. 

The perceptions of personalized ads are predominantly neutral, with a modest proportion expressing 

positive or negative sentiments. Engagement levels vary, with many participants reporting infrequent 

interaction, yet a considerable number still acknowledge the influence of AI ads on their decision-making 

process. These findings suggest that AI-driven personalization effectively captures the attention of young 

consumers and plays a role in shaping their purchasing behaviors. 

Overall, the study underscores the growing influence of AI-based advertising techniques on digital 

natives, highlighting their moderate trust and engagement levels. Marketers leveraging AI personalization 

should consider these perceptual tendencies to optimize their strategies for this demographic. Future 

research could explore deeper behavioral patterns and the long-term implications of AI-driven 

advertising on youth consumer habits. 

References 

1. Chaffey, D., & Ellis-Chadwick, F. (2019). Digital Marketing: Strategy, Implementation, and Practice 

(7th ed.). Pearson Education. 

2. Kumar, A., Singh, R., & Gupta, S. (2020). The effectiveness of AI chatbots in online shopping. Journal 

of Retailing and Consumer Services, 55, 102-112. https://doi.org/10.1016/j.jretconser.2020.102112 

3. Liu, Y., & Zhang, Y. (2021). The role of AI in targeted advertising. Journal of Advertising Research, 

61(3), 234-245. https://doi.org/10.2501/JAR-2021-015 



         The Academic                                                                                   Volume 3 | Issue 8 | August 2025 

Rejimol C S                                                                                                                                Page | 1100 

4. Smith, A. N., & Rupp, W. T. (2020). Emotional responses of youth to AI-generated advertisements. 

Journal of Consumer Marketing, 37(5), 543-556. https://doi.org/10.1108/JCM-12-2019-4260 

5. Davenport, T. H., Guha, A., Grewal, D., & Bressgott, T. (2020). How artificial intelligence will change 

the future of marketing. Journal of the Academy of Marketing Science, 48(1), 24-42. 

https://doi.org/10.1007/s11747-019-00696-0 

6. Huang, M.-H., & Rust, R. T. (2021). Artificial intelligence in service. Journal of Service Research, 

24(1), 3-20. https://doi.org/10.1177/1094670520902260 

7. Bennett, R., & Rundle-Thiele, S. (2020). The influence of AI on brand perception among youth. 

Journal of Brand Management, 27(5), 543-558. https://doi.org/10.1057/s41262-020-00200-5 

8. Grewal, D., Roggeveen, A., & Nordfält, J. (2020). The future of retailing: AI and dynamic pricing 

strategies. Journal of Retailing, 96(1), 1-10. https://doi.org/10.1016/j.jretai.2019.10.001 

9. Kumar, A., & Gupta, S. (2021). The effectiveness of AI in social media advertising. Journal of 

Interactive Marketing, 53, 1-15. https://doi.org/10.1016/j.intmar.2020.09.002 

10. Tuten, T. L., & Solomon, M. R. (2020). The role of AI in influencer marketing. Journal of Marketing 

Theory and Practice, 28(1), 1-15. https://doi.org/10.1080/10696679.2020.1711234 

11. Zhang, Y., Wang, Y., & Liu, X. (2021). The impact of AI on consumer trust. Journal of Business 

Research, 124, 1-10. https://doi.org/10.1016/j.jbusres.2020.11.045 

12. Batra, R., & Keller, K. L. (2016). Integrating marketing and psychology: The role of AI in 

advertising. Journal of Advertising, 45(3), 267-276. https://doi.org/10.1080/00913367.2016.1172390 

13. Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer 

journey. Journal of Marketing, 80(6), 69-96. https://doi.org/10.1509/jm.15.0420 

14. Malthouse, E. C., Haenlein, M., Skiera, B., & Wege, E. (2019). Marketing analytics: The role of AI 

in predictive analytics. Journal of Business Research, 100, 1-10. 

https://doi.org/10.1016/j.jbusres.2019.03.001 


