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Abstract 

Artificial Intelligence (AI) has fundamentally restructured commercial brand 

communications by enabling sophisticated hyper-personalized marketing tailored to 

real-time consumer behaviors, preferences, and algorithmic profiles. While 

personalized algorithms enhance promotional relevance and persuasive efficacy, they 

simultaneously introduce critical concerns surrounding data privacy, tracking 

practices, and corporate transparency. This empirical study examined how AI-

powered personalized marketing operates as a digital persuader and evaluated its 

specific impact on building consumer trust among Generation Z consumers in 

Vijayawada, Andhra Pradesh. Employing a quantitative descriptive research design, 

primary data were collected through a structured 30-item questionnaire administered 

to a sample of 87 Generation Z respondents using convenience sampling. Statistical 

analysis encompassed percentage distributions, frequency analysis, mean response 

evaluation, and Pearson bivariate correlation analysis. The empirical results 

demonstrated high digital marketing exposure, with 64.4% of respondents explicitly 

aware of AI-driven personalization mechanisms and 63.2% confirming the perceived 

relevance of customized digital promotions. Crucially, 59.8% of respondents indicated 

that relevant AI personalization enhanced brand trust. Inferential analysis revealed a 

statistically significant positive relationship between AI personalized marketing and 

consumer trust (r = 0.584, p < 0.001), as well as a strong positive correlation between 

privacy-transparency mechanisms and brand trust (r = 0.612, p < 0.001). The findings 

underscore that digital persuasion succeeds among Gen Z when algorithmic capability 

is balanced with transparent data practices and consumer control, offering key 

strategic insights for modern digital marketers. 
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1. Introduction 

1.1. Research Background and Context 

In the contemporary global marketplace, Artificial Intelligence (AI) has emerged as a disruptive technological force transforming 

commercial communication, media consumption, and enterprise marketing strategies (Dwivedi et al., 2021; Grewal et al., 2020) 
[8, 10]. Modern enterprises increasingly transition away from traditional, standardized mass advertising toward machine learning-

driven, hyper-personalized digital marketing models (Kumar et al., 2019; Wedel & Kannan, 2016) [14, 25]. By continuously 

processing real-time consumer data—including browsing histories, geospatial mobility patterns, transactional records, social 

media interactions, and search queries—algorithmic systems synthesize individual user profiles to deliver tailored 
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advertisements, adaptive product recommendations, dynamic 

pricing, and automated promotional messaging (Overgoor et 

al., 2019; Vesanen, 2007) [16, 23]. 

This strategic integration of algorithmic intelligence allows 

commercial communications to function as a 'digital 

persuader.' Tailored marketing messages resonate more 

directly with individual consumer psychological needs, 

functional preferences, and contextual requirements, thereby 

reducing cognitive search costs and maximizing engagement 

(Simonson, 2005; Syam & Sharma, 2018) [19, 21]. However, 

the psychological mechanics of digital persuasion operate 

along a complex dual spectrum. While message relevance 

enhances consumer satisfaction and decision efficiency, 

uninvited data tracking triggers heightened privacy anxiety, 

consumer skepticism, and algorithmic resistance (Aguirre et 

al., 2015; Bleier & Eisenbeiss, 2015; De Keyzer et al., 2017) 
[1, 2, 5]. 

Generation Z—defined demographically as individuals born 

between 1997 and 2012—represents a pivotal cohort of 

digital natives characterized by ubiquitous smartphone 

adoption, constant online connectivity, and heightened digital 

literacy (Voorveld et al., 2018) [24]. Unlike older demographic 

segments, Gen Z consumers continuously interact with AI 

algorithms across e-commerce platforms, streaming services, 

and social media ecosystems. Consequently, they possess 

refined persuasion knowledge regarding digital marketing 

tactics (Boush et al., 1994; Friestad & Wright, 1994) [3, 9]. 

Building and maintaining brand trust among Gen Z 

consumers requires more than superficial message 

customization; it demands an intricate balance between 

utility, transparent data governance, and respect for personal 

privacy boundaries (Krafft et al., 2017; Stevenson, 2016) [13, 

20]. 

Geographically, Vijayawada has experienced rapid 

urbanization, rising commercial digitisation, and accelerated 

smartphone proliferation, making it an essential regional 

economic hub in Andhra Pradesh, India. Studying Gen Z 

consumers within Vijayawada offers crucial contextual 

insights into how localized demographic groups in emerging 

tier-2 urban centers respond to AI-driven digital persuasion 

strategies (Patel et al., 2023; Sebastian et al., 2017) [17, 18]. 

 

1.2. Statement of the Problem 

Although AI-powered personalization offers unprecedented 

capabilities for commercial targeting, businesses face a 

critical strategic dilemma known as the 'personalization 

paradox' (Aguirre et al., 2015) [1]. High message relevance 

improves promotional attentiveness and purchase intent, yet 

unauthorized algorithmic data collection heightens consumer 

vulnerability and distrust (Bleier & Eisenbeiss, 2015; Lauer 

& Deng, 2007) [2, 15]. While prior literature documented 

personalization outcomes in Western e-commerce 

environments, empirical evidence investigating how AI 

marketing acts as a digital persuader and shapes consumer 

trust among Generation Z in emerging Indian regional urban 

centers remained scarce (Patel et al., 2023; Sebastian et al., 

2017) [17, 18]. This study addressed this problem by 

investigating the direct influence of AI-powered personalized 

marketing, perceived relevance, convenience, data privacy, 

and corporate transparency on consumer trust among 

Generation Z in Vijayawada. 

 

1.3. Research Objectives and Formulated Hypotheses 

To address the research problem systematically, this 

empirical investigation pursued five core objectives. First, it 

aimed to evaluate the level of awareness and interactive 

experience of Generation Z consumers in Vijayawada 

regarding AI-powered personalized marketing. Second, it 

sought to examine consumers’ perceptions of the relevance, 

utility, and persuasive effectiveness of AI-driven customized 

advertisements and product recommendations. Third, the 

study aimed to analyze the direct statistical influence of AI-

powered personalized marketing experiences on consumer 

brand trust. Fourth, it investigated the role of data privacy 

concerns and corporate transparency in shaping consumer 

trust in AI-driven marketing practices. Finally, the study 

sought to evaluate the behavioral implications of 

personalized digital marketing, particularly its influence on 

consumer interest and purchase decision-making. 

In accordance with these objectives, the following non-

directional and directional research hypotheses were 

formulated for statistical testing: 

H01: AI-powered personalized marketing has no statistically 

significant relationship with consumer trust among 

Generation Z consumers in Vijayawada. 

H11: AI-powered personalized marketing has a statistically 

significant positive relationship with consumer trust among 

Generation Z consumers in Vijayawada. 

H02: Perceived privacy protection and corporate 

transparency have no statistically significant relationship 

with consumer trust among Generation Z consumers in 

Vijayawada. 

H12: Perceived privacy protection and corporate 

transparency have a statistically significant positive 

relationship with consumer trust among Generation Z 

consumers in Vijayawada. 

 

1.4. Scope and Limitations of the Study 

The scope of this investigation was geographically bounded 

to Generation Z consumers residing in Vijayawada, Andhra 

Pradesh, focusing on their direct experiences with AI-driven 

advertisements, algorithmic product recommendations, 

social media promotions, and e-commerce customization. 

Methodologically, the study evaluated self-reported 

perceptions of utility, relevance, privacy risks, transparency 

mechanisms, and overall brand trust. Certain methodological 

limitations applied to this study: primary data collection was 

restricted to a sample of 87 valid respondents, convenience 

sampling techniques were employed, and data were gathered 

via self-reported survey instruments subject to temporal 

variations in technology adoption (Hair et al., 2019) [11]. 

 

2. Literature Review and Conceptual Framework 

2.1. Foundational Architecture of AI-Powered 

Personalized Marketing 

Personalization in marketing communication represents the 

technological capability to tailor promotional content, 

product suggestions, and user interfaces to match individual 

psychological profiles and behavioral traits (Vesanen, 2007) 
[23]. Early digital personalization relied upon static user-

selected preferences and basic demographic segmentation 

(Chen & Wells, 1999) [4]. However, modern machine learning 

algorithms and artificial intelligence architectures execute  
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hyper-personalization by continuously harvesting dynamic 

big data streams, predictive analytics, and natural language 

processing (Kumar et al., 2019; Wedel & Kannan, 2016) [14, 

25]. Machine learning models analyze clickstream tracking, 

dwell times, historical purchases, and real-time location data 

to construct autonomous consumer profiles, anticipating 

consumer latent needs prior to active searching (DeMers, 

2020; Overgoor et al., 2019) [6, 16]. 

 

2.2. AI as a Digital Persuader and Persuasion 

Knowledge Dynamics 

The conceptualization of AI as a 'digital persuader' draws 

heavily upon the Persuasion Knowledge Model (PKM) 

introduced by Friestad and Wright (1994) [9]. According to 

PKM, consumers develop intuitive cognitive schemas to 

recognize, evaluate, and cope with commercial persuasion 

attempts (Boush et al., 1994) [3]. When AI algorithms deliver 

hyper-relevant promotional messages at optimal decision-

making moments, consumers perceive high message utility 

and operational convenience, which lowers defensive 

psychological barriers (Simonson, 2005; Syam & Sharma, 

2018) [19, 21]. In e-commerce contexts, personalized product 

recommendations act as automated decision aids, 

streamlining information search and reducing choice 

overload (Dietvorst et al., 2018) [7]. Nonetheless, when digital 

persuasion mechanisms become excessively aggressive or 

intrusive, consumers activate persuasive resistance 

mechanisms, evaluating the underlying motives of the 

commercial algorithm (Friestad & Wright, 1994; Takeuchi, 

2020) [9, 22]. 

 

2.3. The Personalization Paradox, Data Privacy, and 

Consumer Trust 

A central thematic focus within contemporary interactive 

marketing literature is the 'personalization paradox' (Aguirre 

et al., 2015; Bleier & Eisenbeiss, 2015) [1, 2]. Research 

demonstrates that while highly personalized messages 

increase promotional relevance and click-through rates, 

unexpected or unauthorized data collection triggers 

psychological reactance and privacy concerns (De Keyzer et 

al., 2017) [5]. Krafft et al. (2017) [13] emphasized that 

sustainable customer relationship management requires 

explicit permission and privacy management. When brands 

utilize covert tracking techniques without consumer consent, 

perceived privacy vulnerability damages organizational trust 

(Lauer & Deng, 2007; Stevenson, 2016) [15, 20]. Conversely, 

when companies implement transparent data practices, clear 

disclosure policies, and user control settings, consumers 

display higher willingness to share personal data in exchange 

for customized utility (Krafft et al., 2017; Stevenson, 2016; 

Takeuchi, 2020) [13, 20, 22]. 

 

2.4. Empirical Evidence from the Indian E-Commerce 

Context and Gen Z Dynamics 

Empirical investigations within the Indian digital market 

highlight unique consumer behavioral patterns. Sebastian et 

al. (2017) [18] evaluated customization-based design 

strategies among Indian digital users, finding that tailored 

user experiences significantly enhanced user motivation, 

brand attitude, and willingness to pay premium prices. 

Similarly, Patel et al. (2023) [17] examined AI-driven 

customer feedback systems and personalized marketing in 

emerging markets including India, demonstrating that 

algorithmic responsiveness directly correlated with brand 

engagement. Furthermore, Generation Z digital consumers 

demonstrate sophisticated digital fluency; they value hyper-

convenience and customized recommendations but display 

acute sensitivity toward data misuse, intrusive tracking, and 

unverified commercial algorithms (Grewal et al., 2020; 

Voorveld et al., 2018) [10, 24]. 

 

2.5. Research Gap and Derived Conceptual Model 

While prior literature established broad relationships between 

personalization, privacy, and digital engagement, a 

noticeable empirical gap persisted regarding how AI 

personalized marketing functions as a digital persuader 

specifically among Generation Z in tier-2 Indian urban 

centers such as Vijayawada (Patel et al., 2023; Sebastian et 

al., 2017) [17, 18]. Most prior studies focused exclusively on 

major metropolitan hubs or Western digital ecosystems. This 

research bridged this gap by formulating a localized 

quantitative framework linking AI Marketing Capabilities 

(Independent Variable) with Consumer Trust (Dependent 

Variable), mediated by Perceived Relevance, Usefulness, 

Privacy Protection, and Corporate Transparency (Henseler et 

al., 2015) [12].

 

 
 

Fig 1: Conceptual framework of the study 
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Figure 1 illustrates the structural model examining the 

relationship between AI Marketing Capabilities (independent 

variable) and Consumer Trust (dependent variable) among 

Generation Z consumers in tier-2 Indian urban centers. 

Grounded in quantitative mediation principles (Henseler et 

al., 2015) [12], the framework posits that the influence of AI 

marketing on consumer trust is not entirely direct, but 

operates through four critical parallel mediators: Perceived 

Relevance, Usefulness, Privacy Protection, and Corporate 

Transparency. By accounting for both functional benefits 

(relevance and usefulness) and governance mechanisms 

(privacy protection and transparency), this model provides an 

empirical structure to assess how localized digital persuasion 

mechanisms drive brand trust in non-metropolitan emerging 

markets. 

 

3. Research Methodology 

3.1. Research Design and Methodological Approach 

This study adopted a quantitative descriptive research design 

to systematically examine the relationships between AI-

powered personalized marketing, consumer perceptions, 

privacy dimensions, and brand trust (Hair et al., 2019) [11]. 

The descriptive approach enabled structured measurement of 

consumer awareness, agreement levels, and statistical 

associations across demographic sub-groups. 

 

3.2. Sampling Design and Data Collection 

The target population comprised Generation Z consumers 

(aged 18 to 27) residing in Vijayawada, Andhra Pradesh, who 

actively used digital platforms, e-commerce applications, 

social media, and search engines. A non-probability 

convenience sampling technique was utilized to recruit 

eligible participants based on accessibility, digital literacy, 

and voluntary participation. Primary data collection yielded a 

final valid sample size of N = 87 complete responses. 

Secondary data were integrated from peer-reviewed 

academic journals, industry reports, and foundational texts to 

establish theoretical grounding. 

 

3.3. Measurement Instrument and Operationalization 

The primary data collection instrument consisted of a 

structured, self-administered questionnaire containing 30 

items divided into three principal sections: (1) Demographic 

and behavioral profiles, (2) AI marketing awareness and 

perceptual evaluations, and (3) Likert-scale statements 

measuring construct indicators. Standardized 5-point Likert 

scales ranging from 1 ('Strongly Disagree') to 5 ('Strongly 

Agree') were utilized. Construct operationalization aligned 

with validated academic scales: AI Personalized Marketing 

(adapted from Vesanen, 2007; Kumar et al., 2019) [14], 

Perceived Relevance and Utility (adapted from Simonson, 

2005), Data Privacy and Transparency (adapted from Aguirre 

et al., 2015; Stevenson, 2016) [20], and Consumer Trust 

(adapted from Lauer & Deng, 2007). 

 

3.4. Data Analysis Techniques 

Quantitative data were processed and analyzed using 

Microsoft Excel and statistical software packages. Analytical 

procedures encompassed: (1) Frequency and percentage 

distribution analysis for categorical profile variables, (2) 

Descriptive statistic evaluations including composite 

percentage scores and level-of-agreement measures, and (3) 

Pearson bivariate correlation analysis (r) to evaluate the 

statistical significance and directional strength of formulated 

hypotheses at the p < 0.05 and p < 0.001 confidence levels 

(Hair et al., 2019) [11]. 

 

4. Empirical Results and Data Analysis 

4.1. Demographic and Behavioral Profile of Respondents 

The empirical investigation examined the digital shopping 

behavioral patterns of the N = 87 Generation Z respondents 

in Vijayawada. Table 1 summarizes the frequency 

distribution and percentage breakdowns for online shopping 

engagement.

 
Table 1: Frequency of Online Shopping Among Respondents 

 

Online Shopping Frequency Frequency (f) Percentage (%) 

Very Frequently 18 20.7% 

Frequently 27 31.0% 

Sometimes 30 34.5% 

Rarely 9 10.3% 

Never 3 3.4% 

As detailed in Table 1, the sample exhibited robust digital 

commerce participation. The largest segment of respondents 

engaged in online shopping 'Sometimes' (34.5%, n = 30), 

closely followed by those who shopped 'Frequently' (31.0%, 

n = 27) and 'Very Frequently' (20.7%, n = 18). Combined, 

86.2% of respondents engaged in regular digital shopping 

activities, confirming that the sample possessed substantial 

ongoing exposure to e-commerce recommendation 

algorithms and digital promotions. 

 

4.2. Consumer Awareness of AI-Powered Personalized 

Marketing 

The survey measured explicit consumer awareness regarding 

brand utilization of artificial intelligence algorithms for 

delivery of customized promotions, targeted advertisements, 

and individualized product recommendations. Table 2 details 

the empirical awareness distribution.

 
Table 2: Respondents’ Awareness of AI-Powered Personalized Marketing 

 

Awareness Status Frequency (f) Percentage (%) 

Aware (Yes) 56 64.4% 

Unaware (No) 17 19.5% 

Uncertain (Not Sure) 14 16.1% 

Total Sample 87 100.0% 
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Data in Table 2 indicated that a clear majority of Generation 

Z consumers in Vijayawada (64.4%, n = 56) were 

consciously aware that commercial platforms employed AI 

tools to track personal preferences and personalize marketing 

messages. Meanwhile, 19.5% (n = 17) reported lack of 

awareness, and 16.1% (n = 14) remained uncertain, 

highlighting that while digital literacy was prevalent, 

cognitive understanding of automated algorithmic profiling  

varied across the demographic cohort. 

 

4.3. Perceived Relevance of Personalized Advertisements 

To evaluate the digital persuasion efficacy of AI marketing, 

respondents rated the degree to which personalized 

advertisements matched their functional interests, personal 

preferences, and shopping needs. Table 3 illustrates the 5-

point Likert agreement distribution.

Table 3: Respondents’ Perceptions of the Relevance and Effectiveness of AI-Powered Personalized Marketing 
 

Level of Agreement Frequency (f) Percentage (%) 

Strongly Disagree 5 5.7% 

Disagree 8 9.2% 

Neutral 19 21.8% 

Agree 35 40.2% 

Strongly Agree 20 23.0% 

Total Sample 87 100.0% 

Empirical analysis in Table 3 revealed high perceived 

promotional utility: 40.2% (n = 35) agreed and 23.0% (n = 

20) strongly agreed that AI-personalized advertisements were 

highly relevant. A cumulative 63.2% (n = 55) expressed 

positive agreement regarding message relevance, whereas 

only 14.9% (n = 13) expressed disagreement. These findings 

confirmed that AI algorithms successfully delivered content 

aligned with Gen Z user needs, establishing baseline  

persuasive utility. 

 

4.4. Evaluation of Consumer Trust in AI Personalized 

Marketing 

The core dependent variable—consumer brand trust—was 

measured by analyzing whether relevant, customized AI 

digital experiences fostered positive brand perceptions and 

reliance. Table 4 presents the agreement levels.

Table 4: Respondents’ Perceptions of the Influence of AI-Powered Personalized Marketing on Brand Trust 
 

Level of Agreement Frequency (f) Percentage (%) 

Strongly Disagree 4 4.6% 

Disagree 9 10.3% 

Neutral 22 25.3% 

Agree 34 39.1% 

Strongly Agree 18 20.7% 

Total Sample 87 100.0% 

As reflected in Table 4, 39.1% (n = 34) of respondents agreed 

and 20.7% (n = 18) strongly agreed that AI-powered 

personalized marketing positively enhanced their trust in 

commercial brands, yielding a cumulative positive trust 

rating of 59.8% (n = 52). Notably, 25.3% (n = 22) adopted a 

neutral stance, and 14.9% (n = 13) disagreed. The substantial 

neutral cohort indicated that while personalization generates 

promotional utility, trust remains conditional upon secondary 

factors such as privacy guarantees and operational 

 transparency. 

 

4.5. Bivariate Correlation Analysis and Hypothesis 

Testing 

To test the formulated research hypotheses, Pearson bivariate 

correlation coefficients (r) were computed between construct 

variables. Table 5 presents the statistical correlation matrix, 

p-values, and hypothesis decisions.

 
Table 5: Pearson Correlation Analysis of AI-Powered Personalized Marketing, Data Privacy, Transparency, and Consumer Brand Trust 

 

Hypothesis Relationship Path Pearson (r) p-value Decision 

H1 AI Personalized Marketing -> Consumer Trust 0.584 < 0.001 Rejected H01 

H2 Privacy & Transparency -> Consumer Trust 0.612 < 0.001 Rejected H02 

Statistical testing in Table 5 confirmed significant positive 

empirical relationships across both hypothesis paths at the p 

< 0.001 level. For Hypothesis 1, Pearson's correlation 

coefficient was r = 0.584 (p < 0.001), demonstrating a strong, 

statistically significant positive relationship between AI-

powered personalized marketing experiences and consumer 

trust among Generation Z consumers in Vijayawada. 

Consequently, the null hypothesis H01 was rejected and the 

directional hypothesis H11 was supported. For Hypothesis 2, 

Pearson's correlation coefficient was r = 0.612 (p < 0.001), 

indicating that perceived data privacy protection and 

corporate transparency exerted a highly potent positive 

influence on consumer trust. Thus, null hypothesis H02 was 

rejected and directional hypothesis H12 was supported. 

 

5. Discussion, Implications, and Conclusion 

5.1. Synthesis and Discussion of Findings 

The empirical findings of this study provide crucial academic 

insights into how AI personalized marketing functions as a 

digital persuader within Generation Z consumer segments in 

regional Indian market settings (Patel et al., 2023; Sebastian 

et al., 2017) [17, 18]. The high observed awareness level 

(64.4%) and perceived relevance score (63.2%) align directly 

with the Persuasion Knowledge Model, confirming that Gen 
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Z consumers actively process algorithmic promotional tactics 

(Boush et al., 1994; Friestad & Wright, 1994) [3, 9]. Rather 

than rejecting customized advertising, Gen Z consumers 

value algorithmic efficiency when recommendations reduce 

choice complexity and match individual preferences 

(Dietvorst et al., 2018; Simonson, 2005) [7, 19]. 

Crucially, the statistical verification of H1 (r = 0.584) and H2 

(r = 0.612) provides empirical validation of the 

personalization paradox within emerging market regional 

contexts (Aguirre et al., 2015; Bleier & Eisenbeiss, 2015) [1, 

2]. While personalization drives message relevance, trust 

building is fundamentally governed by privacy assurances 

and transparency protocols (Krafft et al., 2017; Stevenson, 

2016) [13, 20]. The higher correlation observed for privacy and 

transparency (r = 0.612) underscores that ethical data 

governance acts as the foundational prerequisite for 

sustainable AI persuasion. 

 

5.2. Theoretical and Managerial Implications 

From a theoretical perspective, this study extends interactive 

marketing literature by integrating AI personalization 

capabilities, privacy paradox dynamics, and trust models into 

a unified framework validated among Generation Z in a tier-

2 Indian urban ecosystem (Grewal et al., 2020; Patel et al., 

2023) [10, 17]. Methodologically, it demonstrates that 

persuasion knowledge operates not merely as a defensive 

barrier, but as an evaluative filter where utility and 

transparency jointly dictate consumer brand equity (Friestad 

& Wright, 1994; Lauer & Deng, 2007) [9, 15]. 

For marketing practitioners, retail brands, and e-commerce 

managers, the empirical findings highlight several strategic 

imperatives for strengthening consumer trust in AI-powered 

personalized marketing. First, brands should prioritize ethical 

data transparency by providing clear, accessible disclosures 

explaining how consumer data are collected, processed, and 

utilized by machine learning models to generate personalized 

recommendations (Krafft et al., 2017; Stevenson, 2016) [13, 

20]. Second, AI-driven marketing strategies should emphasize 

relevance over frequency, ensuring that recommendations are 

contextually appropriate and valuable rather than relying on 

aggressive, high-frequency retargeting practices that may 

heighten privacy concerns and generate negative consumer 

responses (Aguirre et al., 2015; De Keyzer et al., 2017) [1, 5]. 

Third, e-commerce platforms should empower consumers 

with greater control over their personal data by offering 

granular consent options, customizable privacy settings, and 

flexible recommendation preferences that enable Generation 

Z consumers to manage their digital experiences according to 

their individual needs (Dietvorst et al., 2018; Takeuchi, 2020) 
[7, 22]. Finally, marketers seeking to expand their presence in 

Tier-2 Indian urban centers such as Vijayawada should focus 

on strengthening regional digital trust by combining 

culturally relevant and localized marketing communication 

with robust data protection practices and secure digital 

payment systems. Such an integrated approach can enhance 

brand credibility, reduce perceived risks, and foster stronger 

consumer relationships in emerging digital markets (Patel et 

al., 2023; Sebastian et al., 2017) [17, 18]. 

 

5.3. Limitations and Directions for Future Research 

While this research delivered substantive empirical insights, 

several limitations warrant consideration. First, the sample 

size of N = 87, derived via convenience sampling within  

Vijayawada, limits macro-level generalization across 

heterogeneous national populations (Hair et al., 2019) [11]. 

Second, cross-sectional survey data capture consumer 

attitudes at a single juncture, whereas AI technology adoption 

evolves dynamically over time. Future researchers are 

encouraged to conduct longitudinal investigations, expand 

sample sizes across multiple tier-2 and tier-3 regional hubs, 

and employ experimental structural equation modeling (PLS-

SEM) to examine complex mediating mechanisms between 

AI personalization, algorithm aversion, and brand equity 

(Henseler et al., 2015) [12]. 

 

5.4. Conclusion 

This empirical investigation examined how AI-powered 

personalized marketing operates as a digital persuader and 

influences consumer trust among Generation Z in 

Vijayawada. The study concluded that AI-driven 

personalization significantly enhances promotional relevance 

and brand trust when executed effectively. However, long-

term brand trust among digital natives remains fundamentally 

reliant upon rigorous data privacy standards, transparent 

algorithmic governance, and respect for consumer autonomy. 

Marketers who successfully harmonize technological 

personalization with ethical transparency will establish 

durable competitive advantages and consumer trust in the 

evolving digital economy. 
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