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​1. Impact of Artificial Intelligence (AI) within Digital Marketing​
​The​​future​​of​​Digital​​Marketing​​is​​increasingly​​characterised​​by​​the​​integration​​of​​Artificial​

​Intelligence​​implications.​​In​​this​​digital​​era,​​the​​implementation​​of​​Artificial​​Intelligence​​provides​​a​
​significant​​competitive​​advantage​​to​​companies​​that​​employ​​automation​​in​​their​​marketing​​strategies​
​(Columbus,​ ​2019).​ ​Therefore,​ ​understanding​ ​generational​ ​differences​​in​​the​​acceptance​​and​​use​​of​
​the​ ​Artificial​ ​Intelligence​ ​implications​ ​benefits​ ​companies​ ​to​ ​develop​ ​their​ ​marketing​ ​strategies​
​efficiently.​ ​Gen​ ​Z​ ​and​ ​Gen​ ​Y​ ​are​ ​known​ ​as​ ​the​ ​generations​ ​with​ ​the​ ​highest​ ​purchasing​ ​power.​
​Understanding​ ​their​ ​behaviours​ ​and​ ​attitudes​ ​leads​ ​to​ ​increased​ ​brand​ ​loyalty​ ​and​ ​customer​
​satisfaction.​

​Artificial​​Intelligence​​(AI)​​has​​a​​significant​​positive​​influence​​on​​digital​​marketing.​​AI-based​
​platforms,​ ​such​ ​as​ ​Microsoft​ ​Cognitive​ ​Services,​ ​Amazon​ ​Lex,​ ​and​ ​Google​ ​Assistant,​ ​improve​
​businesses'​ ​market​ ​forecasting​ ​and​ ​efficiency​ ​while​ ​improving​ ​customer​ ​connection​ ​across​
​marketing​ ​channels​ ​(Vlačić​ ​et​ ​al.,​ ​2021).​ ​Furthermore,​ ​the​ ​digital​ ​environment​ ​facilitates​ ​the​
​collection​ ​of​ ​data​ ​from​ ​consumers.​ ​AI-powered​ ​marketing​ ​provides​ ​incomparable​ ​measurability​
​when​ ​compared​ ​to​ ​traditional​ ​marketing​ ​(Miklosik​ ​et​ ​al.,​ ​2019).​ ​Based​ ​on​ ​the​ ​findings​ ​of​ ​the​
​qualitative​ ​research​ ​conducted​ ​by​ ​Ribeiro​ ​&​ ​Reis​ ​(2020),​ ​the​​future​​of​​marketing​​will​​be​​strongly​
​impacted​​by​​AI,​​and​​even​​small​​enterprises​​can​​employ​​it.​​As​​a​​result,​​businesses​​that​​are​​presently​
​using non-AI-based marketing techniques need to be adaptable to change.​

​In​ ​this​ ​digital​ ​era,​ ​the​ ​implementation​ ​of​ ​Artificial​ ​Intelligence​ ​provides​ ​a​ ​significant​
​competitive​​advantage​​to​​companies​​that​​utilise​​it​​in​​their​​marketing​​strategies.​​According​​to​​a​​study​
​conducted​​by​​Forbes​​Insights​​(Columbus,​​2019),​​AI​​enables​​marketers​​to​​increase​​revenues​​by​​52%,​
​improve​ ​customer​ ​retention​ ​by​ ​51%,​ ​and​ ​develop​ ​successful​​new​​products​​(49%).​​These​​statistics​
​demonstrate​ ​clearly​ ​the​ ​benefits​ ​of​ ​integrating​ ​technologies​ ​on​ ​the​ ​competitive​ ​advantage​ ​of​ ​a​
​company.​​Taking​​into​​consideration​​the​​evolving​​global​​market,​​having​​a​​competitive​​advantage​​is​​a​
​“must” for every business.​

​The​ ​followingt​ ​figure​ ​illustrates​ ​the​ ​impact​ ​of​ ​Artificial​ ​Intelligence​ ​in​ ​Digital​ ​Marketing,​
​providing a higher understanding of its effectiveness:​

​Figure 1. Implications of Artificial Intelligence (AI) in Digital Marketing (Battina, 2017)​

​As​ ​Artificial​ ​Intelligence​ ​(AI)​ ​has​ ​a​ ​significant​ ​positive​ ​impact​ ​on​ ​digital​ ​marketing​
​techniques,​​online​​advertising​​has​​become​​an​​essential​​area​​that​​has​​undergone​​substantial​​evolution​
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​in​ ​recent​ ​years.​ ​Traditional​ ​advertising​ ​methods​ ​are​ ​more​ ​expensive,​ ​time-consuming,​ ​and​
​insight-limited.​ ​In​ ​the​ ​digital​​age,​​big​​data​​resulted​​in​​readily​​available​​and​​personalised​​consumer​
​data.​ ​Artificial​ ​Intelligence​ ​has​ ​established​ ​a​ ​significant​ ​role​ ​in​ ​online​ ​advertising.​ ​To​ ​deeply​
​investigate​​behavioural​​and​​lifestyle​​trajectories​​of​​online​​consumers,​​brand​​agencies​​utilise​​AI​​and​
​Machine​​Learning,​​optimising​​their​​marketing​​strategies​​(Kumar​​and​​Gupta,​​2016;​​cited​​in​​Tahoun​
​& Taher, 2021).​

​AI-powered​ ​chatbots​ ​represent​ ​another​ ​effective​ ​application​ ​of​ ​AI​ ​in​ ​the​ ​field​ ​of​ ​digital​
​marketing.​ ​A​ ​chatbot,​ ​also​ ​known​ ​as​ ​a​ ​virtual​ ​assistant,​ ​is​ ​an​ ​AI-driven​ ​software​ ​that​ ​facilitates​
​communication​​between​​the​​human​​and​​the​​bot​​(Gupta,​​Hathwar,​​&​​Vijayakumar,​​2020).​ ​The​​key​
​advantage​ ​of​ ​this​ ​implication​ ​is​ ​the​​increase​​in​​companies’​​effectiveness,​​improving​​hardware​​and​
​software​ ​resources.​ ​In​ ​this​ ​way,​ ​the​ ​amount​ ​of​​data​​that​​can​​be​​collected​​from​​the​​communication​
​with​ ​customers​ ​is​ ​maximised​ ​(Andrade​ ​&​ ​Tumelero,​ ​2022),​ ​allowing​ ​companies​ ​to​ ​predict​
​consumer​ ​behaviour.​ ​Chatbots​ ​are​ ​widely​ ​used​ ​to​ ​offer​ ​rapid​ ​and​ ​precise​ ​answers​ ​to​ ​FAQs​
​(Frequently​ ​Asked​ ​Questions),​ ​improving​ ​customer​ ​service​ ​and​ ​experience.​ ​Studies​ ​have​
​demonstrated​ ​that​ ​45.8%​ ​of​​people​​prefer​​messaging​​instead​​of​​email​​when​​contacting​​companies,​
​and​ ​49.5%​ ​chose​ ​this​ ​mode​ ​of​ ​communication​ ​over​ ​the​ ​telephone.​ ​Furthermore,​ ​51%​ ​of​ ​people​
​expect​​24/7​​customer​​service,​​and​​organisations​​that​​don’t​​manage​​to​​accomplish​​it​​have​​the​​risk​​of​
​losing​ ​customers​ ​to​ ​competitors​ ​who​ ​are​ ​faster​ ​and​ ​more​ ​accessible​ ​(Hawkins,​ ​2019).​ ​Popular​
​chatbots,​ ​such​ ​as​ ​Amazon​ ​Lex,​ ​Google​ ​Assistant,​ ​and​ ​Facebook​ ​Messenger​ ​Bot,​ ​can​ ​benefit​
​businesses​​by​​increasing​​revenues,​​reaching​​a​​younger​​demographic,​​and​​offering​​customer​​support​
​during non-business hours (Bucuy, 2023; Tucker, 2017).​

​Furthermore,​​ChatGPT,​​a​​recently​​launched​​AI-powered​​chatbot,​​holds​​a​​strong​​potential​​for​
​revolutionising​ ​Digital​ ​Marketing.​ ​The​ ​chatbot​ ​is​ ​perceived​ ​as​ ​a​ ​useful​ ​tool,​ ​generating​ ​texts​ ​and​
​replicating​ ​the​ ​human​ ​writing​ ​style.​ ​One​ ​of​ ​the​ ​main​ ​advantages​ ​of​ ​this​ ​implication​​in​​the​​digital​
​market​​is​​that​​it​​is​​able​​to​​improve​​the​​relations​​between​​businesses​​and​​customers.​​The​​AI-powered​
​chatbot​​creates​​engaging​​user​​experiences,​​offering​​relevant​​suggestions​​and​​information​​(Mutoffar​
​et​ ​al.,​ ​2023).​ ​In​ ​addition,​ ​this​ ​software​ ​can​ ​analyse​ ​the​ ​target​ ​audience​ ​and​ ​create​ ​personalised​
​content,​ ​reducing​ ​the​ ​efforts​ ​of​ ​marketers.​ ​Furthermore,​ ​it​ ​can​ ​suggest​ ​interactive​ ​titles,​ ​opening​
​words,​​and​​structure​​customer​​reviews​​(Haleem,​​Javaid,​​&​​Singh,​​2022).​​The​​increased​​benefits​​of​
​its perceived usefulness led to an enormous increase in the number of users of ChatGPT software.​

​The next figure presents the growth rate of ChatGPT users from its launch:​

​Figure 2. ChatGPT growth rate (Carr, 2023)​

​Furthermore,​ ​consumers​ ​have​ ​a​ ​positive​ ​attitude​ ​towards​ ​an​ ​Artificial​ ​Intelligence​
​integration​ ​in​ ​Digital​ ​Marketing,​ ​if​ ​it​ ​can​ ​increase​ ​their​ ​productivity.​ ​As​​an​​example,​​AI-powered​
​chatbots​ ​are​ ​perceived​ ​as​ ​tools​ ​that​ ​increase​ ​the​ ​efficiency​ ​of​ ​consumers.​ ​According​ ​to​ ​a​ ​study​
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​conducted​ ​by​ ​Brandtzaeg​ ​&​ ​Følstad​ ​(2017),​ ​people​ ​state​ ​that​ ​their​ ​main​ ​factor​ ​in​ ​influencing​ ​the​
​decision​ ​to​ ​interact​ ​with​​chatbots​​is​​increasing​​their​​productivity.​​In​​addition,​​consumers​​enjoy​​the​
​rapidity,​ ​accessibility,​ ​and​ ​ease​ ​of​ ​interacting​ ​with​ ​chatbots.​ ​Obtaining​ ​relevant​ ​information​ ​and​
​assistance​​is​​another​​key​​element​​in​​the​​motivation​​factors​​for​​using​​chatbots.​​It​​is​​important​​to​​note​
​that​ ​most​ ​consumers​ ​prefer​ ​interacting​ ​with​ ​chatbots​ ​in​ ​comparison​ ​with​ ​human​ ​assistance,​ ​as​ ​it​
​helps​ ​them​ ​reduce​ ​their​ ​time​ ​consumption.​ ​Fokina​ ​(2023)​ ​states​ ​that​ ​around​ ​90%​ ​of​ ​consumer​
​problems​ ​are​ ​solved​ ​in​ ​ten​ ​texts​ ​or​ ​fewer​ ​with​ ​a​ ​chatbot,​ ​thereby​ ​enhancing​ ​the​ ​user​ ​experience.​
​Furthermore,​​users​​usually​​interact​​with​​the​​technology​​in​​circumstances​​such​​as​​verifying​​the​​status​
​of​ ​the​ ​order,​ ​looking​ ​for​ ​products,​ ​obtaining​ ​promotions​ ​and​ ​deals​ ​information,​ ​placing​ ​an​ ​order,​
​scheduling a meeting, giving contact information, making payments, and processing returns.​

​In​ ​addition,​ ​voice​ ​search​ ​assistants​ ​represent​ ​another​ ​Artificial​ ​Intelligence​ ​implication​ ​in​
​Digital​ ​Marketing​ ​that​ ​has​ ​led​ ​to​ ​increased​ ​consumer​ ​productivity.​ ​Uță​ ​(2019)​ ​emphasises​ ​that​
​consumers​ ​use​ ​voice​​search​​assistants​​in​​order​​to​​facilitate​​multitasking,​​to​​obtain​​information​​in​​a​
​faster​ ​and​ ​more​ ​efficient​ ​way,​ ​and​ ​experience​​more​​natural,​​human-like​​interactions.​​Furthermore,​
​people​ ​who​ ​frequently​ ​use​ ​voice-activated​ ​speakers​ ​state​ ​that​ ​they​ ​are​ ​willing​ ​to​ ​make​ ​purchases​
​through​​these​​technologies.​​According​​to​​a​​study​​conducted​​by​​PWC​​(2018),​​involving​​participants​
​aged​ ​between​ ​the​ ​ages​ ​of​ ​18-64​ ​years,​ ​half​ ​of​ ​the​ ​representative​ ​consumers​ ​use​ ​voice​ ​search​
​assistance​​to​​buy​​or​​order​​a​​product.​​The​​most​​frequent​​products​​or​​services​​purchased​​through​​the​
​technology​ ​are:​ ​food​​(takeout),​​groceries,​​books,​​homecare​​items,​​and​​transportation.​​Furthermore,​
​the​ ​consumers​ ​state​ ​that​ ​voice​ ​search​ ​assistants​ ​are​ ​useful​ ​in​ ​circumstances​​when​​manual​​input​​is​
​impractical, such as while cooking, multitasking, or watching TV.​

​Customers’​ ​increasing​ ​demand​ ​for​ ​more​ ​complex​ ​services​ ​with​ ​fewer​ ​efforts​ ​requires​ ​the​
​implementation​ ​of​ ​voice​ ​search​ ​optimisation​ ​in​ ​digital​ ​marketing​ ​(Nyagadza,​ ​2020).​ ​Voice​​search​
​optimisation​ ​significantly​ ​impacts​ ​search​ ​engine​ ​optimisation​ ​rankings​ ​through​ ​voice-based​
​query-results.​​It​​includes​​improving​​services,​​location​​data,​​and​​information​​about​​the​​business​​and​
​content.​ ​In​ ​addition,​ ​voice​ ​search​ ​assistants​ ​benefit​ ​e-commerce,​ ​as​ ​well.​ ​Previous​ ​findings​ ​show​
​that​​the​​probability​​of​​customers​​taking​​an​​offer​​from​​an​​interaction​​with​​a​​voice​​assistant​​is​​higher,​
​as​ ​this​ ​application​ ​provides​ ​a​ ​more​ ​personal​ ​and​ ​natural​​connection.​​Furthermore,​​voice​​shopping​
​assistants​​collect​​data​​regarding​​the​​characteristics​​of​​the​​consumers​​and​​help​​companies​​to​​predict​
​behaviours,​ ​and​ ​to​ ​offer​ ​personalised​ ​recommendations.​ ​Additional​ ​notable​ ​benefits​ ​that​ ​this​
​implication​ ​offers​ ​to​ ​businesses​ ​are:​ ​brand​ ​recognition,​ ​more​ ​visitors​ ​to​ ​webpages,​ ​and​ ​improved​
​click-through​ ​performance​ ​(Donepudi,​ ​2014).​ ​According​ ​to​ ​Web​ ​CEO​ ​(2019),​ ​voice​ ​searches​
​constitute​ ​10%​ ​of​ ​Google's​ ​daily​ ​search​ ​volume,​ ​emphasising​ ​the​ ​high​ ​importance​ ​of​ ​the​
​implementation​ ​of​ ​Artificial​ ​Intelligence​ ​in​ ​voice​ ​search​ ​optimisation.​ ​Advertisers​ ​are​ ​investing​
​substantial​​resources​​to​​local​​language​​artificial​​intelligence​​voice​​search,​​such​​as​​Google​​Assistant,​
​Alexa, and Cortana. These tools facilitate the evaluation and gathering of data.​

​In​ ​addition​ ​to​ ​the​ ​previously​ ​mentioned​ ​implications,​ ​Artificial​ ​Intelligence​ ​significantly​
​improves​ ​email​ ​marketing​ ​campaigns,​ ​both​​from​​a​​marketer​​and​​consumer​​perspective.​​A​​primary​
​objective​​in​​email​​marketing​​is​​to​​personalise​​content​​broadly,​​and​​AI​​facilitates​​this​​process.​​Based​
​on​ ​the​ ​user’s​ ​previous​ ​interactions,​ ​which​ ​include​ ​reading​ ​the​ ​articles,​ ​items​ ​on​ ​wish​ ​lists,​ ​or​​the​
​most​ ​time​ ​spent​ ​on​ ​a​ ​page,​ ​Artificial​ ​Intelligence​ ​leverages​ ​data​ ​to​ ​generate​ ​personalised​ ​email​
​content​ ​for​ ​every​ ​subscriber​ ​of​ ​the​ ​company.​ ​It​ ​is​ ​noteworthy​ ​that​ ​a​ ​user​ ​who​ ​regularly​ ​visits​
​product​​pages​​may​​receive​​different​​email​​campaigns​​compared​​to​​a​​user​​who​​is​​more​​interested​​in​
​the​ ​content​ ​(Murgai,​ ​2018).​ ​Analysing​ ​consumer​ ​data,​ ​Machine​ ​Learning​ ​can​ ​also​ ​determine​ ​the​
​best​ ​times​ ​and​ ​days​ ​of​ ​the​ ​week​ ​to​ ​send​ ​emails,​ ​the​ ​recommended​ ​frequency,​ ​and​ ​which​ ​email​
​headers​ ​and​ ​themes​ ​provide​ ​the​ ​most​ ​clicks​ ​(Mustak​ ​et​ ​al.,​ ​2021).​ ​Overall,​ ​the​ ​implications​ ​of​
​technologies​ ​in​ ​email​ ​marketing​ ​campaigns​ ​can​ ​lead​ ​to​ ​enhanced​ ​personalisation,​ ​improved​ ​user​
​engagement, and, as a result, to a more efficient use of marketing techniques.​
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​Table 1. AI Applications in Digital Marketing: Generational Differences in Usage and Perception​
​AI Application​ ​Primary Function​ ​Gen Z Response​ ​Gen Y Response​ ​Cognitive​

​Mechanism​
​Chatbots​ ​Instant​ ​Q&A​ ​and​

​assistance​
​High​ ​adoption,​ ​seen​
​as convenient​

​More​ ​cautious,​
​less trusting​

​Reward​ ​feedback​
​loop,​ ​perceived​
​control​

​Voice Assistants​ ​Hands-free​ ​search,​
​ordering​

​Less​ ​frequent​ ​use;​
​multitasking benefit​

​Higher​ ​usage​ ​for​
​productivity​

​Cognitive​ ​ease,​
​auditory​ ​processing,​
​habitual behaviour​

​Personalised​
​Recommendations​

​Product​ ​discovery,​
​relevance​

​Perceived​ ​as​
​engaging and helpful​

​Seen​​as​​useful​​but​
​occasionally​
​intrusive​

​Attention​ ​capture,​
​decision​ ​fatigue​
​reduction​

​Email Automation​ ​Timed,​ ​tailored​
​communication​

​Passive interaction​ ​Acceptable​ ​if​
​unobtrusive​

​Helpful​ ​timing​ ​and​
​gentle​​reminders​​that​
​support​ ​memory​ ​and​
​encourage action​

​Source:​​own​​development​​from​​the​​follow​​ing​​articles:​​(Lee,​​Tan,​​&​​Goh,​​2025),​​(Ding,​​Chen,​​&​​Hu,​
​2025), (Fusion & Fusion, 2025), (Gen Z Leads in Gen AI’s Widespread Adoption, 2024)​

​Recent​​studies​​in​​cognitive​​neuroscience​​and​​artificial​​intelligence​​(AI)​​have​​created​​a​​robust​
​foundation​ ​for​ ​understanding​ ​how​ ​intelligent​ ​systems​ ​are​ ​shaped​ ​by​ ​human​ ​cognitive​​behaviours.​
​Scholars​ ​such​ ​as​ ​Hassabis​ ​et​ ​al.​ ​(2017)​ ​and​ ​Lake​ ​et​ ​al.​ ​(2017)​ ​emphasise​ ​that​ ​AI​ ​architectures,​
​which​ ​refer​ ​to​ ​deep​ ​learning​ ​systems,​ ​like​ ​convolutional​ ​neural​ ​networks​ ​(CNNs)​ ​and​ ​recurrent​
​neural​ ​networks​ ​(RNNs),​ ​are​ ​inspired​ ​by​ ​the​ ​hierarchical​ ​and​​temporal​​processing​​mechanisms​​of​
​the​ ​human​ ​brain.​ ​These​ ​AI​ ​systems​ ​are​ ​increasingly​ ​embedded​ ​in​ ​digital​ ​marketing​ ​through​
​applications​​such​​as​​personalised​​recommendation​​engines,​​AI-powered​​chatbots,​​and​​voice​​search​
​assistants,​ ​each​ ​reflecting​ ​neural-like​ ​structures​ ​that​ ​simulate​ ​memory,​ ​reward​ ​prediction,​ ​and​
​pattern​ ​recognition​ ​(LeCun,​ ​Bengio,​ ​&​ ​Hinton,​ ​2015;​ ​Friston,​ ​2010).​ ​Cognitive​ ​neuroscience​ ​has​
​demonstrated​​that​​human​​decision-making​​is​​governed​​by​​the​​reward-based​​dopaminergic​​system,​​a​
​principle​ ​now​ ​replicated​ ​in​ ​reinforcement​ ​learning​ ​algorithms,​ ​where​ ​agents​ ​learn​ ​through​
​prediction​ ​errors.​ ​This​ ​is​ ​a​ ​model​ ​that​ ​informs​ ​how​​users​​engage​​with​​adaptive​​marketing​​content​
​(Schultz,​ ​2015).​ ​In​ ​this​ ​context,​ ​Generation​ ​Z,​ ​as​ ​digital​ ​natives,​ ​exhibits​ ​higher​ ​familiarity​ ​and​
​cognitive​ ​ease​ ​when​ ​interacting​ ​with​ ​AI-driven​ ​platforms,​ ​supporting​ ​the​ ​claim​ ​that​ ​early​ ​digital​
​exposure​ ​enhances​ ​neural​ ​adaptability​ ​and​ ​user​ ​trust​ ​(Prensky,​ ​2001;​ ​Berkup,​ ​2014).​ ​Conversely,​
​Generation​ ​Y​ ​demonstrates​ ​more​ ​cautious​ ​engagement,​ ​often​ ​driven​ ​by​ ​stronger​ ​concerns​ ​around​
​data​ ​privacy​ ​and​ ​algorithmic​ ​reliability.​ ​These​ ​concerns​ ​align​ ​with​ ​cognitive​ ​risk​ ​evaluation​
​mechanisms​ ​in​ ​adult​ ​prefrontal​ ​cortex​ ​development​ ​(Tversky​ ​&​ ​Kahneman,​ ​1974;​ ​Slovic,​ ​1987).​
​Thus,​ ​the​ ​integration​ ​of​ ​neurocognitive​ ​models​ ​into​ ​AI​ ​design​ ​not​ ​only​ ​modulates​ ​consumer​
​interaction​ ​but​ ​also​ ​highlights​ ​how​ ​digital​ ​marketing​ ​strategies​ ​must​ ​evolve​ ​to​ ​align​ ​with​ ​the​
​psychological and neurological profiles of generations.​

​E-commerce​ ​is​​another​​digital​​marketing​​field​​that​​has​​been​​evolving​​significantly​​with​​the​
​implementation​ ​and​ ​development​ ​of​ ​Artificial​ ​Intelligence.​ ​With​ ​the​ ​support​ ​of​ ​multimodal​ ​data​
​streams,​ ​the​ ​new​ ​technologies​ ​can​ ​evaluate​ ​the​ ​company’s​ ​objectives​ ​and​ ​recommend​ ​the​ ​most​
​suitable​​customer​​acquisition​​strategies.​​As​​an​​example,​​Machine​​Learning​​can​​be​​used​​to​​optimise​
​prices​ ​and​ ​increase​ ​a​ ​company’s​ ​revenues.​ ​Furthermore,​ ​these​ ​technologies​ ​benefit​ ​companies​ ​by​
​developing​ ​customer​ ​recommendations​ ​and​ ​market​ ​basket​ ​evaluation.​ ​Artificial​ ​Intelligence​
​technologies​ ​benefit​ ​e-commerce​ ​businesses​ ​with​ ​effective​ ​management​ ​of​ ​inventory,​ ​too.​
​Analytical​ ​research​ ​based​​on​​past​​sales​​is​​elaborated​​by​​AI​​software,​​and,​​as​​a​​result,​​a​​correlation​
​between​ ​the​ ​present​ ​and​ ​future​ ​sales​ ​is​ ​made.​ ​So,​ ​companies​ ​have​ ​the​ ​advantage​ ​of​ ​tracking​ ​the​
​inventory​ ​well​ ​and​ ​forecasting​ ​sales​ ​effectively​ ​(Pallathadka​ ​et​ ​al.,​ ​2006).​ ​The​ ​pandemic​ ​crisis​
​resulted​ ​in​ ​a​ ​surge​ ​in​ ​the​ ​number​ ​of​ ​online​ ​purchases​ ​with​ ​sustained​ ​post-pandemic​ ​impact.​
​According​ ​to​ ​a​ ​study​ ​conducted​ ​by​ ​Influencer​​Marketing​​Hub​​(2022),​​the​​leaders​​in​​E-commerce,​
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​including​ ​Amazon,​ ​Walmart,​ ​eBay,​ ​and​ ​Etsy,​ ​had​ ​a​ ​51%​ ​increase​ ​in​ ​their​ ​online​ ​sales​ ​after​ ​the​
​pandemic.​

​The​ ​evolution​ ​of​ ​Artificial​ ​Intelligence​ ​in​ ​digital​ ​marketing​ ​has​ ​completely​ ​changed​ ​the​
​interaction​ ​paradigm​ ​between​ ​companies​ ​and​ ​their​ ​customers.​ ​Artificial​ ​Intelligence​ ​enables​
​marketers​ ​to​ ​share​ ​information​ ​with​ ​their​ ​customers​ ​in​ ​a​ ​more​ ​efficient​ ​way,​ ​increasing​ ​their​
​satisfaction​ ​as​ ​a​ ​result.​ ​According​ ​to​ ​a​ ​study​ ​conducted​ ​by​ ​“Customer​ ​Data​ ​Platform​ ​Resource”​
​(2022),​ ​81%​ ​of​ ​consumers​ ​have​ ​a​ ​positive​ ​attitude​ ​towards​ ​the​ ​implementation​ ​of​ ​Artificial​
​Intelligence in offering personalised recommendations.​

​Furthermore,​​the​​majority​​of​​consumers​​prefer​​recommendations​​that​​are​​based​​on​​their​​past​
​behaviours.​ ​Such​ ​elements​ ​include​ ​their​ ​search​ ​history,​ ​past​ ​interactions​ ​or​ ​ratings,​ ​and​ ​previous​
​purchases​ ​of​ ​the​ ​specific​ ​products​ ​or​​services.​​Further​​evidence​​of​​enhanced​​customer​​experience,​
​through​ ​the​ ​implementation​ ​of​ ​Artificial​ ​Intelligence​ ​in​ ​Digital​ ​Marketing,​​is​​the​​fact​​that​​51%​​of​
​the​ ​consumers​ ​affirmed​ ​that​ ​AI​ ​is​ ​improving​ ​their​ ​overall​ ​shopping​ ​experiences​ ​(Onorato,​ ​2022).​
​Furthermore,​​the​​increased​​satisfaction​​of​​consumers​​is​​linked​​to​​several​​factors.​​Firstly,​​they​​prefer​
​personalised​ ​interfaces​ ​that​ ​are​ ​intuitivelyy​ ​navigable​ ​and​ ​to​ ​require​ ​minimal​ ​effort.​ ​Another​ ​key​
​element​​is​​the​​relevance​​of​​context-aware​​product​​or​​service​​suggestions.​​Consumers​​have​​a​​positive​
​attitude​ ​towards​ ​receiving​ ​recommendations​ ​that​ ​align​ ​with​ ​their​ ​needs​ ​and​ ​preferences.​ ​Another​
​important​ ​aspect​ ​is​ ​that​ ​offering​ ​target​ ​promotions​ ​and​ ​following​ ​up​ ​with​ ​the​ ​consumer​ ​post​
​purchase​ ​led​ ​to​ ​a​ ​higher​ ​positive​ ​attitude​ ​towards​ ​accepting​ ​personalised​ ​recommendations.​ ​In​
​addition,​ ​consumers​ ​prefer​ ​a​ ​more​ ​personal​ ​connection,​ ​affirming​ ​that​ ​personally​ ​addressed​
​messages​​and​​active​​engagement​​for​​the​​initial​​purchase​​experience​​are​​very​​important​​(Arora​​et​​al.,​
​2021).​

​Even​​though​​Artificial​​Intelligence​​has​​a​​high​​potential​​in​​revolutionising​​Digital​​Marketing,​
​data​ ​privacy​ ​remains​​a​​noticeable​​concern.​​Nowadays,​​it​​is​​extremely​​challenging​​for​​marketers​​to​
​use​ ​collected​ ​data​ ​effectively​ ​and​ ​to​ ​respect​ ​people’s​ ​right​ ​to​ ​privacy​ ​at​ ​the​ ​same​ ​time.​ ​In​ ​online​
​shopping,​ ​customers​ ​desire​ ​to​ ​be​ ​informed​ ​about​ ​the​​use​​of​​their​​private​​data.​​Consumers​​want​​to​
​know​​what​​personal​​information​​is​​shared​​about​​them,​​who​​collects​​the​​data​​and​​what​​is​​the​​purpose​
​of using it (Wang, Lee, & Wang, 1998).​

​According​ ​to​ ​statistics,​ ​82%​ ​perceive​ ​data​ ​collection​ ​as​ ​a​ ​significant​ ​ethical​ ​concern​
​associated​​with​​AI​​in​​Digital​​Marketing,​​to​​some​​extent​​(Onorato,​​2022).​​Furthermore,​​Aytekin​​et​​al.​
​(2021)​ ​state​ ​that​ ​consumers​ ​perceive​ ​the​ ​violation​ ​of​ ​their​ ​privacy​ ​as​ ​one​ ​of​ ​the​ ​highest​ ​risks​ ​of​
​Artificial​ ​Intelligence​ ​in​ ​E-commerce.​ ​Consumers​ ​believe​ ​that​ ​there​ ​are​ ​not​ ​sufficient​ ​measures​
​taken​ ​to​ ​ensure​ ​data​ ​security,​ ​and​ ​they​ ​are​ ​afraid​ ​that​ ​fraudsters​ ​could​ ​hack​ ​their​ ​accounts.​ ​In​
​addition,​​they​​are​​concerned​​that​​their​​personal​​data​​can​​be​​used​​against​​their​​will.​​In​​consequence,​
​companies​​must​​enhance​​consumer​​trust​​in​​order​​to​​improve​​their​​confidence​​regarding​​the​​safe​​use​
​of their personal data.​

​Furthermore,​ ​the​ ​impact​ ​of​ ​Artificial​ ​Intelligence​ ​applications​ ​in​ ​digital​ ​marketing​ ​varies​
​among​ ​different​ ​demographic​ ​variables,​ ​including​ ​age.​ ​When​ ​it​​comes​​to​​online​​shopping,​​Gen​​Y​
​prioritises​ ​rational​ ​decision-making.​ ​In​ ​comparison,​ ​Gen​ ​Z​ ​seeks​ ​pleasure,​ ​obtaining​ ​knowledge,​
​investigation,​ ​and​ ​promotions.​ ​Another​ ​distinctive​ ​trait​ ​of​ ​Gen​ ​Z​ ​is​ ​the​ ​fact​ ​that​ ​they​ ​care​
​considerably​ ​about​ ​product​ ​feedback​ ​and​ ​online​ ​ratings.​ ​It​ ​is​ ​important​ ​to​ ​mention​ ​that​
​representatives​​of​​Gen​​Y​​employ​​technologies​​purposely.​​On​​the​​other​​hand,​​Gen​​Z​​exhibits​​greater​
​emotional engagement with the integration of technology (Agrawal, 2022).​

​2. The Conceptual Model​
​While​ ​traditional​ ​technology​ ​adoption​ ​models​ ​such​ ​as​ ​the​ ​Technology​ ​Acceptance​ ​Model​

​(TAM)​ ​(Davis,​ ​1989)​ ​emphasise​ ​perceived​ ​usefulness​ ​and​ ​ease​ ​of​ ​use,​ ​emerging​​interdisciplinary​
​perspectives​​have​​begun​​to​​explore​​t​​he​​cognitive​​dimensions​​that​​underpin​​how​​individuals​​perceive​
​and​​interact​​with​​technological​​innovations.​​This​​broader​​interpretive​​framework​​is​​often​​referred​​to​
​as​​cognitive​​acceptance​​theory​​which​​is​​a​​term​​used​​to​​describe​​how​​fundamental​​mental​​processes​
​influence an individual’s openness, judgment, and decision to adopt or reject a given technology.​
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​At​​its​​core,​​cognitive​​acceptance​​theory​​is​​rooted​​in​​cognitive​​psychology,​​which​​investigates​
​mechanisms​ ​such​ ​as​ ​attention,​ ​perception,​ ​memory,​ ​trust​ ​formation,​ ​and​ ​the​ ​decision-making​
​process.​ ​These​ ​processes​ ​are​ ​particularly​ ​relevant​ ​in​ ​the​ ​context​ ​of​ ​digital​ ​environments,​ ​where​
​users​​are​​constantly​​exposed​​to​​complex​​stimuli,​​automated​​systems,​​and​​algorithmically​​generated​
​interactions.​ ​Unlike​ ​purely​ ​behavioural​ ​models,​ ​cognitive​ ​acceptance​ ​theory​ ​emphasises​ ​how​
​individuals​ ​process​ ​information​ ​about​ ​a​ ​technology,​ ​and​ ​how​ ​they​ ​assess​ ​its​ ​trustworthiness,​
​interpret its outcomes, and assign value or risk to its use.​

​A​​useful​​way​​to​​operati​​onalise​​these​​cognitive​​mechanisms​​is​​through​​Dual​​Process​​Theory​
​(Kahneman,​ ​2011),​ ​which​ ​posits​ ​that​ ​individuals​ ​make​ ​decisions​ ​through​ ​two​ ​mental​ ​systems:​
​System​ ​1,​ ​which​ ​is​ ​fast,​ ​automatic,​ ​and​ ​intuitive,​ ​and​ ​System​ ​2,​ ​which​ ​is​ ​slow,​ ​reflective,​ ​and​
​analytical.​​In​​the​​context​​of​​AI-powered​​tools​​in​​digital​​marketing,​​Generation​​Z​​often​​engages​​with​
​technology​ ​through​ ​system​ ​1​ ​processes,​ ​responding​ ​quickly​ ​to​ ​well-designed​ ​interfaces,​ ​instant​
​personalisation,​ ​and​ ​seamless​ ​integration​ ​with​ ​their​ ​digital​ ​habits.​ ​By​ ​contrast,​​Gen​​eration​​Y​​may​
​activate​ ​system​ ​2​ ​thinking,​ ​evaluating​ ​the​ ​implications​ ​of​ ​data​ ​use,​ ​reliability,​ ​or​ ​long-term​
​engagement more cautiously.​

​Complementing​ ​this,​ ​the​ ​Elaboration​ ​Likelihood​ ​Model​ ​(ELM)​ ​(Petty​ ​&​ ​Cacioppo,​ ​1986)​
​introduces​ ​the​ ​concepts​ ​of​ ​central​ ​and​ ​peripheral​ ​routes​ ​to​ ​persuasion,​ ​which​ ​further​​explain​​how​
​users​ ​develop​ ​evaluative​ ​judgements​ ​towards​ ​technologies.​ ​Central​ ​processing​ ​involves​ ​high​
​cognitive​​involvement​​with​​the​​content,​​as​​often​​observed​​in​​Gen​​Y’s​​critical​​evaluation​​of​​AI​​tools.​
​Peripheral​ ​processing,​ ​on​ ​the​ ​other​ ​hand,​ ​is​ ​more​ ​heuristic​ ​and​ ​superficial,​ ​an​ ​approach​ ​more​
​commonly​ ​associated​ ​with​ ​Gen​ ​Z’s​ ​rapid​ ​adoption​ ​of​ ​technology​ ​based​ ​on​ ​visual​ ​appeal,​
​convenience,​ ​or​ ​social​ ​influence.​ ​The​​application​​of​​ELM​​in​​the​​context​​of​​AI​​acceptance​​offers​​a​
​refined​ ​insight​ ​of​ ​how​ ​individuals​ ​cognitively​ ​justify​​their​​trust​​in​​algorithmic​​decision-making​​or​
​chatbot interactions.​

​Trust​ ​formation​ ​is​ ​another​ ​central​ ​psychological​ ​construct​ ​within​ ​cognitive​ ​acceptance​
​th​​eory.​ ​Studies​ ​by​ ​Gefen​ ​&​ ​Keil​ ​(1998)​ ​and​ ​McKnight,​ ​Choudhury,​ ​&​​Kacmar​​(2002)​​emphasise​
​that​​trust​​in​​technology​​is​​not​​solely​​beh​​avioural,​​but​​emerges​​from​​cognitive​​evaluations​​of​​system​
​reliability,​ ​transparency,​ ​and​ ​predictability.​ ​For​ ​Gen​ ​Y​ ​consumers,​ ​who​ ​experienced​ ​the​​transition​
​from​​traditional​​to​​digital​​commerce,​​trust​​must​​often​​be​​earned​​through​​repeated,​​consistent​​system​
​behaviour.​​Gen​​Z​​users,​​by​​contrast,​​may​​develop​​trust​​more​​rapidly​​if​​the​​technology​​exhibits​​social​
​prompts, such as personalised language or peer validation.​

​In​​digital​​marketing​​contexts,​​AI​​systems​​such​​as​​recommendation​​engines,​​voice​​assistants,​
​or​ ​chatbots​ ​trigger​ ​attention​ ​mechanisms​ ​by​ ​presenting​ ​users​ ​with​ ​adaptive,​ ​targeted​ ​content.​
​Memory,​ ​such​ ​as​ ​reminding​ ​users​ ​of​ ​past​ ​purchases​ ​or​ ​wish-listed​ ​items,​ ​supports​ ​ongoing​
​engagement​ ​and​ ​facilitates​ ​cognitive​ ​fluency,​ ​which​ ​is​​a​​state​​where​​interaction​​feels​​intuitive​​and​
​mentally effortless (Alter & Oppenheimer, 2009).​

​These​ ​principles​ ​suggest​ ​that​ ​Gen​ ​Z​ ​may​ ​prefer​ ​AI​​tools​​that​​offer​​minimal​​cognitive​​load​
​and​ ​high​ ​interaction​ ​fluidity,​ ​while​ ​Gen​ ​Y​ ​seeks​ ​systems​ ​that​ ​align​ ​with​ ​deliberate​​reasoning​​and​
​perceived control.​

​The​ ​conceptual​ ​model​ ​for​ ​this​ ​research​ ​study​ ​is​ ​represented​ ​by​ ​the​ ​Technology​ ​of​
​Acceptance​ ​Model​ ​(TAM)​ ​(Davis,​ ​1989),​ ​which​ ​will​ ​be​ ​illustrated​ ​in​ ​the​ ​following​ ​figure.​ ​The​
​conceptual​ ​model​ ​aligns​ ​with​ ​the​ ​aim​ ​of​ ​the​ ​research,​ ​specifically​ ​to​ ​investigate​ ​the​ ​degree​ ​of​
​acceptance​ ​of​ ​the​ ​implementation​ ​of​ ​Artificial​ ​Intelligence​ ​in​ ​digital​ ​marketing,​ ​perceived​ ​by​
​Generation Z and Generation Y.​
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​Source: own computing, adapted from Davis (1989)​
​Figure 3. Conceptual Model, adapted from “The Technology Acceptance Model”​

​(Davis, 1989)​

​The​ ​Technology​ ​Acceptance​​Model​​was​​created​​by​​Fred​​D.​​Davis​​in​​1989,​​and​​it​​is​​widely​
​regarded​​as​​one​​of​​the​​most​​significant​​research​​models​​in​​investigations​​of​​the​​factors​​influencing​
​the​ ​acceptance​ ​of​ ​technologies.​ ​It​ ​is​ ​used​ ​to​ ​forecast​ ​people’s​ ​willingness​ ​to​ ​use​ ​and​ ​attitudes​
​towards​​digital​​tools​​and​​information​​technologies.​​In​​recent​​years,​​researchers​​have​​shown​​growing​
​interest​ ​in​ ​this​ ​model​ ​and​ ​started​ ​to​ ​implement​ ​it​ ​across​ ​disciplines​ ​(Chen,​ ​Li,​ ​&​ ​Li,​ ​2011).​
​According​ ​to​ ​Legris,​ ​Ingham,​ ​&​ ​Collerette​ ​(2003),​ ​the​ ​Technology​ ​Acceptance​ ​Model​ ​has​ ​been​
​demonstrated​ ​to​ ​be​ ​an​ ​efficient​ ​theoretical​ ​model,​ ​benefiting​ ​researchers​ ​with​ ​clear​ ​justifications​
​related​ ​to​ ​people’s​ ​attitudes​ ​towards​ ​technologies.​ ​Furthermore,​ ​after​ ​being​ ​repeatedly​ ​tested,​ ​the​
​model​​was​​confirmed​​to​​lead​​to​​findings​​that​​are​​statistically​​trustworthy​​and​​of​​high​​quality​​(Legris,​
​Ingham, & Collerette, 2003).​

​According​ ​to​ ​Davis​ ​(1989),​ ​perceived​ ​usefulness​ ​represents​ ​“the​ ​degree​ ​to​​which​​a​​person​
​believes​​that​​using​​a​​particular​​system​​would​​enhance​​his​​or​​her​​job​​performance”.​​Furthermore,​​the​
​author​ ​relates​ ​the​ ​concept​ ​to​ ​increased​ ​productivity​ ​and​​effectiveness.​​According​​to​​Gefen​​&​​Keil​
​(1998),​ ​Perceived​ ​Usefulness​ ​is​ ​correlated​ ​with​ ​improved​ ​quality​ ​of​ ​work​ ​and​ ​accelerated​ ​task​
​completion.​​In​​accordance​​with​​the​​concepts​​presented​​by​​the​​authors,​​the​​study​​will​​further​​analyse​
​how​ ​consumers​ ​perceive​ ​the​ ​usefulness​ ​of​ ​AI​ ​implementation​ ​in​ ​digital​ ​marketing,​ ​in​ ​delivering​
​personalised and relevant experiences.​

​Perceived​ ​ease​ ​of​ ​use​ ​is​ ​defined​ ​as​ ​“the​ ​degree​ ​to​ ​which​ ​a​ ​person​ ​believes​ ​that​ ​using​ ​a​
​particular​ ​system​ ​would​ ​be​ ​free​ ​of​ ​effort”.​ ​In​ ​addition,​ ​the​ ​technology​ ​should​ ​be​ ​transparent,​
​comprehensible,​ ​and​ ​user-governable​ ​(Davis,​ ​1989).​ ​According​ ​to​ ​the​ ​concept,​ ​the​ ​study​ ​will​
​investigate​​how​​consumers​​experience​​the​​ease​​of​​use​​of​​Artificial​​Intelligence​​in​​digital​​marketing​
​techniques, including chatbots, personalised recommendations, and voice searches.​

​Davis​ ​(1989)​ ​states​ ​that​ ​attitudes​ ​towards​ ​using​ ​technology​ ​are​ ​related​ ​to​ ​“the​ ​degree​ ​to​
​which​ ​an​ ​individual​ ​evaluates​ ​and​ ​associates​ ​the​​target​​system​​with​​his​​or​​her​​job”.​​A​​consumer’s​
​attitude​ ​towards​ ​adopting​ ​is​ ​shaped​ ​by​​evaluative​​affect,​​encompassing​​both​​positive​​and​​negative​
​emotional​​responsive​​toward​​the​​behaviour​​(Ajzen​​&​​Fishbein,​​2000;​​Shroff,​​Deneen,​​&​​Ng,​​2011).​
​Therefore,​ ​the​ ​study​ ​will​ ​investigate​ ​the​ ​attitudes​ ​and​ ​perceptions​ ​of​ ​the​ ​sample​ ​about​ ​the​
​technology​ ​implementation​ ​in​ ​digital​ ​marketing.​ ​In​ ​addition,​ ​the​ ​study​ ​will​​investigate​​the​​factors​
​that impact attitudes.​

​As​​a​​result,​​attitudes​​towards​​using​​technology​​are​​positively​​correlated​​with​​the​​intention​​to​
​use​​and​​usage​​of​​technology.​​The​​study​​will,​​therefore,​​examine​​consumers’​​intention​​and​​actual​​use​
​of​ ​AI-driven​ ​solutions​ ​in​ ​digital​ ​marketing,​ ​analysing​ ​factors​ ​that​​impact​​the​​intentions,​​including​
​perceived ease of use, perceived usefulness, and external factors.​
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​3. Methodology​
​Positivist​ ​objectivism​ ​is​ ​employed​ ​by​ ​the​ ​quantitative​ ​research​ ​in​ ​this​ ​study.​ ​According​​to​

​Cooper​ ​&​ ​Schindler​ ​(2006),​ ​the​ ​philosophy​ ​of​ ​objectivism​ ​is​ ​strongly​ ​correlated​ ​with​ ​positivism.​
​The​ ​philosophies​ ​argue​ ​that​ ​researchers​ ​express​ ​their​ ​perspective​ ​to​ ​assess​ ​society,​ ​employing​
​objectivism​ ​instead​ ​of​ ​subjectivism.​ ​Therefore,​ ​the​ ​study​ ​aims​ ​to​ ​collect​ ​and​ ​analyse​ ​quantitative​
​data​ ​objectively,​ ​by​ ​adopting​ ​the​ ​positivist​ ​objectivism​ ​philosophy.​ ​This​ ​will​ ​benefit​ ​the​ ​study​ ​to​
​better​​comprehend​​the​​phenomenon​​and​​to​​validate​​the​​hypothesis​​developed​​from​​the​​literature​​and​
​qualitative research findings.​

​The​ ​study​ ​employs​ ​a​ ​deductive​ ​reasoning​ ​approach.​ ​According​ ​to​ ​Saunders,​ ​Lewis,​ ​&​
​Thornhill​ ​(2016),​ ​by​ ​adopting​ ​a​ ​deductive​ ​approach,​ ​the​ ​theoretical​ ​background​ ​is​ ​tested​ ​through​
​data​ ​collection.​ ​Deductive​ ​Reasoning​​aims​​to​​develop​​specific​​hypotheses​​and​​afterward​​to​​collect​
​practical​​evidence​​to​​confirm​​or​​invalidate​​these​​hypotheses.​​Therefore,​​the​​approach​​aligns​​with​​the​
​aim​ ​of​ ​the​ ​study-​ ​to​ ​investigate​ ​the​ ​degree​ ​of​ ​acceptance​ ​of​ ​artificial​ ​intelligence​ ​applications​ ​in​
​Digital​​Marketing,​​from​​a​​consumer​​perspective.​​The​​hypotheses​​of​​the​​research​​seek​​to​​determine​
​whether​​there​​are​​significant​​differences​​between​​Generation​​Z​​and​​Generation​​Y​​in​​their​​degree​​of​
​acceptance of Artificial Intelligence implications in Digital Marketing.​

​The​ ​study​ ​employs​ ​a​ ​stratified​ ​random​ ​sampling​ ​technique​ ​in​ ​order​ ​to​ ​investigate​ ​the​
​differences​​between​​Generation​​Z​​and​​Generation​​Y.​​According​​to​​Kothari​​(2004),​​stratified​​random​
​sampling​ ​is​ ​a​ ​technique​ ​that​ ​comprises​ ​the​ ​division​ ​of​ ​the​ ​population​ ​into​ ​several​ ​categories,​
​according​​to​​an​​established​​criterion.​​A​​random​​sample​​is​​chosen​​from​​each​​subgroup​​to​​ensure​​that​
​it​ ​is​ ​representative.​ ​The​ ​sampling​ ​technique​ ​will​ ​ensure​ ​that​ ​there​ ​will​ ​be​ ​selected​ ​representative​
​samples​ ​from​ ​each​ ​generation​ ​group,​ ​providing​ ​a​ ​comparison​ ​between​ ​generations​ ​of​​the​​level​​of​
​acceptance towards AI in Digital Marketing.​

​The​​population​​is​​represented​​by​​Gen​​Z​​and​​Gen​​Y​​consumers​​of​​AI​​applications​​in​​Digital​
​Marketing.​ ​The​ ​research​ ​comprises​ ​a​​total​​sample​​size​​of​​140​​participants,​​of​​which​​70​​are​​Gen​​Z​
​and​​70​​are​​Gen​​Y​​respondents.​​The​​balanced​​sample​​size​​benefits​​the​​study,​​as​​it​​allows​​for​​an​​equal​
​comparison​​between​​the​​generations.​​The​​descriptive​​characteristics​​of​​the​​participants​​are​​presented​
​in Table 1.​

​Table 2. Descriptive characteristics of the sample. Source: own computing​
​Variable​ ​Category​ ​Number of participants​ ​Frequency (%)​

​Age​

​Gen Z​
​18-20​ ​18​ ​12.86%​
​21-23​ ​40​ ​28.57%​
​24-26​ ​12​ ​8.57%​

​Gen Y​
​27-32​ ​13​ ​9.29%​
​33-38​ ​26​ ​18.57%​
​39-43​ ​31​ ​22.14%​

​Gender​
​Female​ ​86​ ​61.43%​
​Male​ ​53​ ​37.86%​

​Undisclosed​ ​1​ ​0.71%​

​Occupation​

​Employed​ ​72​ ​51.43%​
​Student​ ​61​ ​43.57%​

​Entrepreneur​ ​6​ ​4.29%​
​Freelancer​ ​1​ ​0.71%​

​Nationality​ ​Romanian​ ​107​ ​76.43%​
​Moldovan​ ​33​ ​23.57%​
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​The​ ​research​ ​analyses​ ​primary​ ​data,​ ​due​ ​to​ ​its​ ​reliability​ ​and​ ​accuracy​​in​​comparison​​with​
​secondary​ ​sources.​ ​The​ ​study​ ​employs​ ​a​ ​questionnaire​​for​​the​​data​​collection​​tool,​​which​​includes​
​the​​following​​elements​​extracted​​from​​the​​Technology​​Acceptance​​Model​​(Davis,​​1998):​​perceived​
​usefulness,​ ​perceived​ ​ease​ ​of​ ​use,​ ​attitude​ ​(including​ ​cognitive​ ​and​ ​emotional​ ​components),​
​intention​ ​to​ ​use,​ ​and​ ​actual​ ​usage​ ​of​ ​Artificial​ ​Intelligence​​implications​​in​​Digital​​Marketing.​​The​
​questionnaires​ ​were​ ​distributed​ ​to​ ​the​ ​participants​ ​in​ ​digital​ ​format,​ ​through​ ​the​ ​platform​ ​Google​
​Forms.​

​Reliability​ ​and​ ​validity​ ​are​ ​the​ ​criteria​ ​for​ ​quality​ ​in​ ​Quantitative​ ​Research.​ ​According​ ​to​
​Saunders,​ ​Lewis,​ ​&​ ​Thornhill​ ​(2016),​ ​the​ ​validity​ ​of​ ​the​ ​research​ ​is​ ​achieved​ ​when​ ​the​ ​study​
​measures​ ​what​ ​it​ ​intends​ ​to​ ​measure.​ ​Therefore,​ ​the​ ​study​ ​accurately​ ​captures​ ​and​ ​measures​ ​the​
​concepts​ ​related​ ​to​ ​the​ ​acceptance​ ​of​ ​artificial​ ​intelligence​ ​in​​digital​​marketing,​​in​​alignment​​with​
​the​​Technology​​Acceptance​​Model​​(Davis,​​1998).​​Furthermore,​​the​​reliability​​shows​​that​​consistent​
​findings were obtained in the study that can be replicated by other researchers.​

​Throughout​ ​the​ ​data​ ​collection​ ​process,​ ​all​ ​the​ ​provisions​ ​of​ ​the​ ​General​ ​Data​ ​Protection​
​Regulation​ ​(GDPR,​ ​2018)​ ​were​ ​respected.​ ​Firstly,​ ​the​ ​confidentiality​ ​and​ ​anonymity​ ​of​ ​the​
​respondents​ ​were​ ​respected,​ ​with​ ​clear​ ​explanations​ ​of​ ​these​ ​criteria​ ​provided​ ​at​​the​​beginning​​of​
​the​ ​questionnaires.​ ​Secondly,​ ​in​ ​terms​ ​of​ ​transparency,​ ​the​ ​respondents​ ​were​ ​informed​ ​of​ ​the​
​purpose​​of​​the​​research​​and​​where​​all​​the​​data​​would​​be​​collected.​​Additionally,​​particular​​attention​
​was paid to the emotional well-being of the respondents. (GDPR, 2018).​

​4. Results​
​The​ ​data​ ​analysis​ ​of​ ​the​ ​quantitative​ ​research​ ​will​ ​begin​ ​by​ ​utilising​ ​graphs​ ​to​ ​visually​

​represent​ ​the​ ​differences​ ​between​ ​Generation​ ​Z​ ​and​ ​Generation​ ​Y​ ​in​ ​their​ ​acceptance​ ​of​ ​AI​
​appplications​​in​​digital​​marketing.​​Therefore,​​independent​​t-tests​​will​​be​​utilised​​to​​analyse​​if​​there​
​is​ ​a​ ​significant​ ​difference​ ​between​ ​these​ ​generations.​ ​Additionally,​ ​correlation​​coefficients​​will​​be​
​calculated​​and​​tested​​to​​examine​​the​​potential​​associations​​between​​perceived​​usefulness​​and​​actual​
​usage,​​as​​well​​as​​perceived​​ease​​of​​use​​and​​actual​​usage​​of​​AI​​in​​digital​​marketing​​implications.​​The​
​results​ ​interpretation​ ​is​ ​divided​ ​into​ ​the​ ​objectives​ ​set.​ ​The​ ​hypotheses​ ​are​ ​addressed​ ​within​ ​the​
​discussion​ ​of​ ​each​ ​corresponding​ ​objective.​ ​In​ ​addition​ ​to​ ​p-values,​ ​Cohen’s​ ​d​​was​​calculated​​for​
​each​ ​t-test​ ​to​ ​assess​ ​the​ ​practical​ ​significance​ ​of​ ​observed​ ​differences.​ ​Where​ ​applicable,​ ​95%​
​confidence intervals were also reported to support interpretation.​

​O1:​ ​To​ ​examine​ ​whether​ ​a​ ​difference​ ​between​ ​Gen​ ​Z​ ​and​ ​Gen​ ​Y​ ​in​ ​the​ ​cognitive​
​component​ ​of​ ​the​ ​attitude​ ​towards​ ​using​ ​Artificial​ ​Intelligence​ ​(AI)​ ​implications​ ​in​ ​digital​
​marketing.​

​RQ11: How do partcipants understand the concept "Artificial Intelligence"?​
​Before​ ​proceeding​ ​with​ ​the​ ​interpretation​ ​of​ ​the​ ​results,​ ​it​ ​is​ ​important​ ​to​ ​clarify​ ​that​ ​any​

​unnumbered​ ​segments​ ​in​ ​the​ ​upcoming​ ​figures​ ​represent​ ​a​ ​value​ ​of​ ​one​ ​(1).​ ​These​ ​labels​ ​were​
​omitted to avoid potential misinterpretation or visual distortion of the charts.​
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​Figure 4. Questionnaire findings. Understanding the concept "Artificial Intelligence"; Source: own​
​computing​

​The​​first​​research​​question​​reveals​​that​​40%​​of​​respondents​​defined​​artificial​​intelligence​​as​
​“a​​program​​that​​collects​​data​​from​​various​​sources​​to​​enhance​​its​​intelligence.”​​This​​definition​​was​
​most​​selected​​by​​32​​Gen​​Y​​and​​24​​Gen​​Z​​individuals,​​with​​Gen​​Y​​showing​​a​​stronger​​awareness​​of​
​data​​collection​​(45.71%​​of​​Gen​​Y).​​Gen​​Y​​women​​(43.9%)​​and​​men​​(48.27%)​​were​​more​​concerned​
​about data collection than Gen Z women (31.11%) and men (41.66%).​

​The​​second​​most​​selected​​definition,​​with​​34%​​of​​responses,​​described​​AI​​as​​a​​program​​for​
​enhancing​ ​productivity.​ ​This​ ​was​ ​favoured​ ​by​ ​26​ ​Gen​ ​Z​ ​and​ ​21​ ​Gen​ ​Y​ ​individuals,​ ​with​ ​Gen​ ​Z​
​showing​ ​a​ ​greater​ ​awareness​ ​of​ ​AI’s​ ​benefits​ ​(37.14%).​ ​Gen​ ​Z​ ​women​ ​(37.77%)​ ​understood​ ​AI​
​benefits​​more​​than​​Gen​​Y​​women​​(36.58%),​​and​​similarly,​​Gen​​Z​​men​​(33.33%)​​were​​more​​aware​
​than Gen Y men (20.68%). Women showed a higher understanding of AI benefits than men.​

​The​ ​least​​chosen​​definition​​linked​​AI​​to​​replicating​​human​​intelligence,​​selected​​by​​26%​​of​
​respondents.​​Of​​this,​​28.57%​​were​​Gen​​Z​​and​​24.28%​​were​​Gen​​Y.​​Gen​​Z​​females​​(31.11%)​​showed​
​more​​understanding​​than​​Gen​​Y​​females​​(19.51%),​​while​​Gen​​Y​​men​​(31.03%)​​were​​more​​inclined​
​than Gen Z men (25%) to select this definition.​

​RQ12: How do consumers understand the concept of "digital marketing"?​
​The following figure presents the data findings for the second research question:​

​Figure 5. Questionnaire findings. Understanding the concept "Digital Marketing"; Source: own​
​computing​
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​The​ ​majority​ ​of​ ​the​ ​respondents,​ ​corresponding​ ​to​ ​40%​ ​of​ ​respondents​ ​defined​ ​Digital​
​Marketing​​as​​"the​​strategy​​of​​companies​​to​​promote​​products​​or​​services​​on​​digital​​platforms."​​This​
​definition​ ​was​ ​selected​ ​by​ ​31​ ​Gen​ ​Y​ ​(44.28%)​​and​​25​​Gen​​Z​​(35.71%)​​individuals​​(together​​with​
​the​ ​Gen​ ​Z​ ​respondents​ ​which​ ​did​ ​not​ ​want​ ​to​ ​disclose​ ​their​ ​gender​ ​information).​ ​Gen​ ​Y​ ​women​
​(53.65%)​​showed​​more​​awareness​​of​​digital​​marketing​​functions​​compared​​to​​Gen​​Z​​women​​(40%),​
​and Gen Y men (31%) were more aware than Gen Z men (25%).​

​The​ ​second​ ​most​ ​chosen​ ​definition​ ​emphasised​ ​"data​ ​collection"​ ​in​ ​digital​ ​marketing,​
​selected​​by​​36%​​of​​the​​sample.​​Of​​this,​​26​​Gen​​Y​​(37.14%)​​and​​25​​Gen​​Z​​(35.71%)​​chose​​it.​​Gen​​Y​
​men​ ​(58.62%)​ ​showed​ ​more​​awareness​​of​​data​​collection​​than​​Gen​​Z​​men​​(29.16%),​​while​​Gen​​Z​
​women (40%) were more aware than Gen Y women (21.95%).​

​The​​least​​chosen​​definition,​​linking​​digital​​marketing​​to​​market​​penetration​​and​​added​​value,​
​was​​selected​​by​​24%​​of​​the​​respondents.​​Among​​them,​​13​​Gen​​Y​​(18.57%)​​and​​20​​Gen​​Z​​(28.57%)​
​emphasised​ ​its​ ​positive​ ​impact.​ ​Gen​ ​Z​ ​men​ ​(45.83%)​ ​showed​ ​greater​ ​awareness​​than​​Gen​​Y​​men​
​(10.34%), while Gen Y women (24.39%) were more aware than Gen Z women (20%).​

​RQ13: Which AI applications in digital marketing are participants familiar with?​
​The following figure presents the data findings for the second research question:​

​Figure 6. Questionnaire findings. Familiarity with AI in Digital Marketing"; Source: own computing​

​AI-powered​ ​chatbots​ ​represent​ ​the​ ​implication​ ​of​​artificial​​intelligence​​in​​digital​​marketing​
​that​ ​participants​ ​report​ ​the​ ​highest​ ​familiarity​ ​with​ ​(s​​elected​ ​by​ ​104​ ​respondents,​ ​representing​
​24.82%​ ​of​ ​total​ ​responses).​ ​On​ ​the​ ​other​ ​hand,​ ​the​ ​lowest​​number​​of​​consumers​​are​​familiar​​with​
​Product Review Analysis (selected by 42 respondents, representing 9.92% of total responses).​

​The​ ​findings​ ​show​ ​that​ ​Gen​ ​Z​ ​women​ ​are​ ​most​ ​familiar​ ​with​ ​the​ ​implications​ ​(163​
​responses,​ ​representing​ ​38.53%​ ​of​ ​total​ ​responses).​ ​On​ ​the​​other​​hand,​​Gen​​Y​​women's​​responses​
​account​​for​​25.76%​​of​​the​​total​​(109​​out​​of​​423).​​However,​​Gen​​Y​​males​​are​​more​​familiar​​with​​the​
​implications​ ​(75​ ​responses,​ ​representing​ ​17.77%​ ​of​ ​the​ ​total)​ ​than​ ​Gen​ ​Z​ ​males​ ​(72​ ​responses,​
​representing 17.02% of the total).​

​Based​ ​on​ ​data​ ​findings,​ ​overall,​ ​Gen​ ​Z​ ​is​ ​more​ ​familiar​ ​with​ ​the​ ​implications,​ ​with​ ​the​
​responses​ ​accounting​ ​for​ ​56.65%​ ​(239​ ​out​ ​of​ ​423​ ​total​ ​selected​ ​options).​ ​Therefore,​ ​the​ ​only​
​participant​ ​who​ ​reported​ ​complete​ ​unfamiliarity​ ​with​ ​all​ ​listed​ ​applications​ ​is​ ​a​ ​Gen​ ​Y​
​representative.​

​The​​fact​​that​​just​​one​​person​​from​​the​​whole​​sample​​stated​​that​​he​​is​​not​​familiar​​with​​any​​of​
​the​​implications,​​and​​the​​majority​​of​​respondents​​selected​​more​​options,​​demonstrates​​a​​high​​overall​
​familiarity with artificial intelligence implications in digital marketing.​
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​O2:​ ​To​ ​analyse​ ​if​ ​there​ ​is​ ​a​ ​difference​ ​between​ ​Gen​ ​Z​ ​and​ ​Gen​ ​Y​ ​in​ ​the​ ​emotional​
​component​ ​of​ ​the​ ​attitude​ ​towards​ ​using​ ​artificial​ ​intelligence​ ​(AI)​ ​appplications​ ​in​ ​digital​
​marketing.​

​RQ21:​ ​What​ ​are​ ​consumers’​ ​feelings​ ​regarding​ ​the​ ​use​ ​of​ ​artificial​ ​intelligence​ ​(AI)​
​implications in digital marketing?​

​H0:​ ​There​ ​is​​no​​significant​​difference​​in​​the​​emotional​​component​​of​​the​​respondents’​​attitude​
​towards using AI implications in digital marketing between Gen Z and Gen Y. (μ1=μ2)​

​Ha:​ ​There​ ​is​ ​a​ ​significant​ ​difference​ ​in​ ​the​ ​emotional​ ​component​ ​of​ ​the​ ​respondents’​​attitude​
​towards using AI implications in digital marketing between Gen Z and Gen Y. (μ1≠μ2)​

​(Based on qualitative research results, Euromonitor International (2022), The Atlantic (2019))​
​The​​next​​table​​presents​​mean​​ratings​​given​​by​​Gen​​Z​​and​​Gen​​Y​​respondents​​on​​a​​scale​​of​​1-5​​to​

​the​ ​following​ ​statements​ ​related​ ​to​ ​the​ ​emotional​ ​component​ ​of​ ​the​ ​attitude​ ​towards​ ​using​ ​artificial​
​intelligence (AI) implications in digital marketing:​

​Table 3. Questionnaire results + statistical analysis results (second objective).​​Source: own computing​
​Gen Z​ ​Gen Y​ ​P-value​ ​Decision​

​I feel that AI in digital marketing makes​
​my interactions more efficient and​
​convenient.​

​3.90​ ​3.74​ ​0.17​
​P-value<0.05->Reject Ho->There is a​
​significant difference between Gen Z​
​and Gen Y.​

​I feel that AI in digital marketing provides​
​me with a more enjoyable and interactive​
​user experience.​

​3.97​ ​3.67​ ​0.038*​
​P-value<0.05->Reject Ho->There is​
​a significant difference between​
​Gen Z and Gen Y.​

​I feel that AI in digital marketing​
​enhances my level of satisfaction with the​
​products or services I receive.​

​3.56​ ​3.31​ ​0.08​
​P-value>0.05->Fail to Reject​
​Ho->There is not a significant​
​difference between Gen Z and Gen Y.​

​I feel concerned about the potential impact​
​of AI in digital marketing on employment​
​opportunities.​

​3.47​ ​3.04​ ​0.021*​
​P-value<0.05->Reject Ho->There is​
​a significant difference between​
​Gen Z and Gen Y.​

​I am uncomfortable with sharing my​
​personal information because I have​
​concerns about how AI is used in digital​
​marketing.​

​3.03​ ​3.37​ ​0.046*​
​P-value<0.05->Reject Ho->There is​
​a significant difference between​
​Gen Z and Gen Y.​

​I feel skeptical about the reliability of data​
​insights generated by AI in digital​
​marketing.​

​3.01​ ​3.34​ ​0.065​
​P-value>0.05->Fail to Reject​
​Ho->There is not a significant​
​difference between Gen Z and Gen Y.​

​I feel that AI interactions in digital​
​marketing can be impersonal and less​
​engaging.​

​3.20​ ​3.19​ ​0.47​
​P-value>0.05->Fail to Reject​
​Ho->There is not a significant​
​difference between Gen Z and Gen Y.​

​I feel that society's increasing dependence​
​on AI in digital marketing is a cause for​
​concern.​

​2.81​ ​2.91​ ​0.08​
​P-value>0.05->Fail to Reject​
​Ho->There is not a significant​
​difference between Gen Z and Gen Y.​

​The​​study​​identifies​​generational​​differences​​in​​the​​affective​​attitudes​​towards​​AI's​​role​​in​​digital​
​marketing.​ ​A​ ​statistical​ ​analysis​ ​using​ ​t-tests​ ​further​ ​explored​ ​these​ ​differences,​ ​revealing​ ​variations​
​between​​generations.​​A​​significant​​difference​​was​​found​​between​​Gen​​Z​​and​​Gen​​Y​​in​​usability​​of​​AI,​
​where​ ​Cohen’s​ ​d​​of​​0.541,​​indicating​​a​​small-to-moderate​​effect​​size.​​The​​key​​differences​​were​​found​
​in​​responses​​to​​statements​​like:​​“AI​​in​​digital​​marketing​​provides​​a​​more​​enjoyable​​and​​interactive​​user​
​experience”​ ​(p=0.038),​ ​“AI's​ ​impact​ ​on​ ​employment​ ​concerns​ ​me,”​ ​(p=0.021),​ ​and​ ​“I​ ​am​
​uncomfortable​ ​sharing​ ​personal​ ​information​ ​due​ ​to​​AI​​in​​digital​​marketing.”​​(p=0.046).​​Although​​the​
​p-values​​approach​​the​​conventional​​threshold​​of​​0.05,​​they​​still​​show​​the​​existence​​of​​some​​differences.​
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​Overall,​ ​the​​study​​concludes​​that​​generations​​differ​​in​​their​​perceived​​user​​experience,​​concerns​​about​
​unemployment, and privacy worries.​

​Furthermore,​ ​the​ ​research​ ​aims​ ​to​ ​analyse​ ​whether​ ​there​ ​is​ ​a​ ​significant​ ​overall​ ​difference​
​between Gen Z and Gen Y, using a t-test that comprises an analysis of all the statements:​

​Table 4. Statistical analysis t-test results. Source: own computing​
​t-Test: Two-Sample Assuming Unequal Variances​

​ ​ ​Variable 1​ ​Variable 2​
​Mean​ ​3.3375​ ​3.35​
​Variance​ ​0.37787591​ ​0.23600264​
​Observations​ ​70​ ​70​
​Hypothesised Mean Difference​ ​0​
​df​ ​131​
​t Stat​ ​-0.1334805​
​P(T<=t) one-tail​ ​0.44700911​
​t Critical one-tail​ ​1.65656865​
​P(T<=t) two-tail​ ​0.89401822​
​t Critical two-tail​ ​1.97823854​ ​ ​

​According​​to​​the​​Independent​​t-test,​​the​​mean​​value​​for​​Gen​​Z​​was​​3.3375​​and​​for​​Gen​​Y=3.35.​
​Furthermore,​​the​​p-value​​>​​0.05,​​indicating​​that​​the​​null​​hypothesis​​(H₀)​​cannot​​be​​rejected.​​Therefore,​
​there is no overall significant difference between Gen Z and Gen Y.​

​O23:​ ​To​ ​examine​ ​whether​ ​a​ ​significant​ ​difference​ ​exists​ ​between​ ​Generation​ ​Z​ ​and​
​Generation​ ​Y​ ​in​ ​the​ ​perceived​ ​usefulness​ ​of​ ​artificial​ ​intelligence​ ​(AI)​ ​applications​ ​in​ ​digital​
​marketing.​

​RQ23​​:​ ​How​ ​do​ ​consumers​ ​perceive​ ​the​ ​usefulness​ ​of​ ​artificial​ ​intelligence​ ​(AI)​
​applications in digital marketing?​

​H₀:​ ​There​ ​is​ ​no​ ​significant​ ​difference​ ​in​ ​the​ ​perceived​ ​usefulness​ ​of​ ​using​ ​AI​ ​applications​​in​
​digital marketing between Gen Z and Gen Y. (​ ​)​

​Hₐ​​:​ ​There​ ​is​ ​a​ ​significant​ ​difference​ ​in​ ​the​ ​perceived​ ​usefulness​ ​of​ ​using​ ​AI​ ​implications​ ​in​
​digital marketing between Gen Z and Gen Y. (​ ​)​

​(Based on qualitative research results, conducted by Gorynski (2023), Selig (2023))​
​The​​next​​table​​presents​​mean​​ratings​​given​​by​​Gen​​Z​​and​​Gen​​Y​​respondents​​on​​a​​scale​​of​​1-5​​to​

​the​ ​following​ ​statements​ ​related​ ​to​ ​the​ ​perceived​ ​usefulness​ ​of​ ​using​ ​artificial​ ​intelligence​ ​(AI)​
​implications in digital marketing:​

​Table 5. Questionnaire results + statistical analysis (third objective). Source: own computing​
​Gen Z​ ​Gen Y​ ​P-value​ ​Decision​

​Personalised recommendations​
​save me time.​

​3.97​ ​3.60​ ​0.042*​ ​P-value<0.05->Reject Ho->There is a significant​
​difference between Gen Z and Gen Y.​

​Personalised recommendations​
​provide consistent information.​

​3.80​ ​3.43​ ​0.06​ ​P-value>0.05->Fail to Reject Ho->There is not a​
​significant difference between Gen Z and Gen Y.​

​Personalised recommendations​
​help me discover new products​
​and services.​

​4.23​ ​3.74​ ​0.004*​ ​P-value<0.05->Reject Ho->There is a significant​
​difference between Gen Z and Gen Y.​

​I feel actively engaged with​
​personalised recommendations.​

​3.67​ ​3.16​ ​0.006*​ ​P-value<0.05->Reject Ho->There is a significant​
​difference between Gen Z and Gen Y.​
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​Personalised recommendations​
​enhance my overall shopping​
​experience.​

​3.81​ ​3.13​ ​0.003*​ ​P-value<0.05->Reject Ho->There is a significant​
​difference between Gen Z and Gen Y.​

​Interacting with chatbots saves​
​me time when I need assistance​
​or information.​

​3.71​ ​3.74​ ​0.65​ ​P-value>0.05->Fail to Reject Ho->There is not a​
​significant difference between Gen Z and Gen Y.​

​Chatbots help me to quickly​
​solve the problems or issues I​
​encounter.​

​3.47​ ​3.34​ ​0.54​ ​P-value>0.05->Fail to Reject Ho->There is not a​
​significant difference between Gen Z and Gen Y.​

​Chatbots provide consistent and​
​reliable information.​

​3.44​ ​3.37​ ​0.69​ ​P-value>0.05->Fail to Reject Ho->There is not a​
​significant difference between Gen Z and Gen Y.​

​I believe that voice search​
​assistants reduce my time​
​consumption of inserting​
​everything manually.​

​3.64​ ​3.86​ ​0.32​ ​P-value>0.05->Fail to Reject Ho->There is not a​
​significant difference between Gen Z and Gen Y.​

​I believe that voice search​
​assistants are useful, when you​
​are not able to type.​

​4.39​ ​4.34​ ​0.39​ ​P-value>0.05->Fail to Reject Ho->There is not a​
​significant difference between Gen Z and Gen Y.​

​The​ ​study​ ​reveals​ ​generational​ ​differences​ ​in​ ​the​ ​perceived​ ​usefulness​ ​of​ ​AI​ ​in​ ​digital​
​marketing.​​A​​t-test​​analysis​​was​​conducted​​to​​explore​​these​​differences​​and​​confirm​​their​​significance.​
​A​​significant​​difference​​was​​found​​between​​Gen​​Z​​and​​Gen​​Y​​in​​perceived​​usefulness,​​with​​a​​Cohen’s​
​d​ ​of​ ​0.34,​ ​indicating​ ​a​ ​small-to-moderate​ ​effect​ ​size.​ ​The​ ​statements​ ​such​ ​as:​ ​"Personalised​
​recommendations​ ​save​ ​me​ ​time,"​ ​(p=0.042),​ ​"Personalised​ ​recommendations​ ​help​ ​me​ ​discover​ ​new​
​products,"​​p=0.004,​​"I​​feel​​engaged​​with​​personalised​​recommendations,"​​p​​=​​0.006,​​and​​"Personalised​
​recommendations​ ​enhance​​my​​shopping​​experience"​​p​​=​​0.003.​​The​​study​​concludes​​that​​Gen​​Z​​finds​
​personalised recommendations more useful than Gen Y in their pur​​chasing experiences.​

​Furthermore,​ ​the​ ​research​ ​aims​ ​to​ ​analyse​ ​whether​ ​there​ ​is​ ​a​ ​significant​ ​overall​ ​difference​
​between Gen Z and Gen Y, using a t-test that comprises an analysis of all the statements:​

​Table 6. Statistical analysis t-test results, Source: own computing​
​t-Test: Two-Sample Assuming Equal Variances​
​ ​ ​Variable 1​ ​Variable 2​
​Mean​ ​3.81166667​ ​3.57142857​
​Variance​ ​0.46388164​ ​0.53424431​
​Observations​ ​70​ ​70​
​Pooled Variance​ ​0.49906297​
​Hypothesised Mean Difference​ ​0​
​df​ ​138​
​t Stat​ ​2.01186216​
​P(T<=t) one-tail​ ​0.02309059​
​t Critical one-tail​ ​1.65597038​
​P(T<=t) two-tail​ ​0.04618118​
​t Critical two-tail​ ​1.97730354​ ​ ​

​According​ ​to​ ​the​ ​independent​ ​t-test​ ​assuming​ ​equal​ ​variances,​ ​the​ ​mean​ ​value​ ​for​ ​Gen​ ​Z​ ​is​
​3.8116​​and​​for​​Gen​​Y=3.5714.​​Furthermore,​​the​​p-value​​<​​0.05,​​indicating​​that​​the​​null​​hypothesis​​(H₀)​
​is​ ​rejected​ ​in​ ​favour​ ​of​ ​the​ ​alternative​ ​hypothesis​ ​(Hₐ).​ ​Therefore,​ ​there​ ​is​ ​an​ ​overall​ ​significant​
​difference between Gen Z and Gen Y.​

​O24:​ ​To​ ​examine​ ​whether​ ​a​ ​significant​ ​difference​ ​exists​ ​between​ ​Generation​ ​Z​ ​and​
​Generation​ ​Y​ ​in​ ​the​ ​perceived​ ​ease​ ​of​ ​use​ ​of​ ​artificial​ ​intelligence​ ​(AI)​ ​applications​ ​in​ ​digital​
​marketing.​
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​RQ241​​:​ ​How​​do​​consumers​​perceive​​the​​ease​​of​​use​​of​​artificial​​intelligence​​(AI)​​applications​
​in digital marketing?​

​H₀:​​There​​is​​no​​significant​​difference​​in​​the​​perceived​​ease​​of​​use​​towards​​using​​AI​​implications​
​in digital marketing between Gen Z and Gen Y. (​ ​)​

​Hₐ​​:​​There​​is​​a​​significant​​difference​​in​​the​​perceived​​ease​​of​​use​​towards​​using​​AI​​implications​
​in digital marketing between Gen Z and Gen Y. (​ ​)​

​(Based on qualitative research results, Berkup (2014))​
​The​​next​​table​​presents​​mean​​ratings​​given​​by​​Gen​​Z​​and​​Gen​​Y​​respondents​​on​​a​​Likert​​scale​

​from​​1​​(strongly​​disagree)​​to​​5​​(strongly​​agree)​​to​​the​​following​​statements​​related​​to​​the​​perceived​​ease​
​of use of artificial intelligence (AI) applications in digital marketing:​

​Table 7. Questionnaire results​​+ statistical analysis​​results​​(forth objective). Source: own computing​
​Gen Z​ ​Gen Y​ ​P-value​ ​Decision​

​Interacting with personalised​
​recommendations requires​
​minimal effort on my part.​

​3.886​ ​3.414​ ​0.013*​ ​P-value<0.05->Reject Ho->There is a​
​significant difference between Gen Z​
​and Gen Y.​

​The navigation of personalised​
​recommendation systems is​
​easy and intuitive.​

​4.129​ ​3.871​ ​0.084​ ​P-value>0.05->Fail to Reject​
​Ho->There is not a significant​
​difference between Gen Z and Gen Y.​

​It is effortless for me to​
​navigate through the options​
​and choices presented by​
​personalised recommendations.​

​3.957​ ​3.586​ ​0.019*​ ​P-value<0.05->Reject Ho->There is a​
​significant difference between Gen Z​
​and Gen Y.​

​Interacting with chatbots​
​requires minimal effort on my​
​part.​

​3.886​ ​3.800​ ​0.197​ ​P-value>0.05->Fail to Reject​
​Ho->There is not a significant​
​difference between Gen Z and Gen Y.​

​Chatbots are easy to navigate​
​and understand.​

​4.101​ ​4.014​ ​0.572​ ​P-value>0.05->Fail to Reject​
​Ho->There is not a significant​
​difference between Gen Z and Gen Y.​

​I find chatbots user-friendly and​
​reliable, thanks to their​
​well-developed system.​

​3.671​ ​3.729​ ​0.379​ ​P-value>0.05->Fail to Reject​
​Ho->There is not a significant​
​difference between Gen Z and Gen Y.​

​Interacting with voice search​
​assistants requires minimal​
​effort on my part.​

​3.629​ ​3.929​ ​0.104​ ​P-value>0.05->Fail to Reject​
​Ho->There is not a significant​
​difference between Gen Z and Gen Y.​

​Voice search assistants​
​accurately recognise and​
​understand my voice​
​commands.​

​3.271​ ​3.657​ ​0.032*​ ​P-value<0.05->Reject Ho->There is a​
​significant difference between Gen Z​
​and Gen Y.​

​I find voice search assistants​
​familiar and easy to use.​

​4.186​ ​4.043​ ​0.414​ ​P-value>0.05->Fail to Reject​
​Ho->There is not a significant​
​difference between Gen Z and Gen Y.​

​The​​study​​highlights​​generational​​differences​​in​​the​​perceived​​ease​​of​​use​​of​​AI​​applications​​in​
​digital​ ​marketing.​ ​An​ ​independent​ ​samples​ ​t-test​ ​was​ ​conducted​ ​to​ ​assess​ ​these​ ​differences.​ ​A​
​significant​ ​difference​ ​was​ ​found​ ​between​ ​Gen​ ​Z​ ​and​ ​Gen​ ​Y​ ​in​ ​perceived​ ​ease​ ​of​ ​use​ ​of​ ​AI,​ ​with​ ​a​
​Cohen’s​ ​d​ ​of​ ​0.13,​ ​indicating​ ​a​ ​small-to-moderate​ ​effect​ ​size.​ ​A​ ​significant​ ​difference​ ​was​ ​found​ ​in​
​statements​ ​like:​ ​"Interacting​ ​with​ ​personalised​ ​recommendations​ ​requires​ ​minimal​ ​effort,"​​p​​=​​0.013,​
​"Navigating​ ​through​ ​personalised​ ​options​ ​is​ ​effortless,"​ ​(p=0.019),​ ​and​ ​"Voice​ ​search​ ​assistants​
​accurately​ ​recognise​ ​my​ ​commands"​ ​(p=0.032).​ ​The​ ​findings​ ​show​ ​that​ ​Gen​ ​Z​ ​finds​ ​personalised​
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​recommendations​​easier​​to​​use​​than​​Gen​​Y.​​However,​​Gen​​Y​​perceives​​voice​​search​​assistants​​as​​more​
​accurate in recognising commands compared to Gen Z.​

​Furthermore,​ ​the​ ​research​ ​aims​ ​to​ ​analyse​ ​whether​ ​there​ ​is​ ​a​ ​significant​ ​overall​ ​difference​
​between Gen Z and Gen Y, using a t-test that comprises an analysis of all the statements:​

​Table 8. Statistical analysis t-test results. Source: own computing​
​t-Test: Two-Sample Assuming Unequal Variances​
​ ​ ​Variable 1​ ​Variable 2​
​Mean​ ​3.87003968​ ​3.78253968​
​Variance​ ​0.50997515​ ​0.43350714​
​Observations​ ​70​ ​70​
​Hypothesised​ ​Mean​
​Difference​

​0​

​df​ ​137​
​t Stat​ ​0.75368556​
​P(T<=t) one-tail​ ​0.22616571​
​t Critical one-tail​ ​1.65605208​
​P(T<=t) two-tail​ ​0.45233142​
​t Critical two-tail​ ​1.97743121​ ​ ​

​According​​to​​the​​Independent​​t-test,​​the​​mean​​value​​for​​Gen​​Z​​was​​3.87​​and​​for​​Gen​​Y=3.782.​
​Furthermore,​​the​​p-value​​obtained​​was​​0.452​​(p​​>​​0.05),​​which​​exceeds​​the​​conventional​​threshold​​for​
​statistical significance. Therefore, there is no overall significant difference between Gen Z and Gen Y.​

​O25:​ ​To​ ​examine​ ​whether​ ​there​ ​is​ ​a​ ​significant​ ​difference​ ​between​ ​Gen​ ​Z​ ​and​ ​Gen​ ​Y​
​regarding the intention to use artificial intelligence (AI) applications in digital marketing.​

​RQ251​​:​ ​What​ ​is​ ​the​ ​level​ ​of​ ​intention​ ​among​ ​individuals​ ​to​ ​adopt​ ​and​ ​utilise​ ​artificial​
​intelligence (AI) applications in Digital Marketing?​

​H₀:​​There​​is​​no​​significant​​difference​​in​​the​​intention​​to​​use​​AI​​implications​​in​​digital​​marketing​
​between Gen Z and Gen Y. (​ ​)​

​Hₐ​​:​​There​​is​​a​​significant​​difference​​in​​the​​intention​​to​​use​​AI​​implications​​in​​digital​​marketing​
​between Gen Z and Gen Y. (​ ​)​

​(Based on qualitative research results, Agrawal (2022))​

​The​​next​​table​​presents​​mean​​ratings​​given​​by​​Gen​​Z​​and​​Gen​​Y​​respondents​​on​​a​​Likert​​scale​
​from​ ​1​ ​to​ ​5​ ​to​ ​the​ ​following​ ​statements​ ​related​ ​to​ ​the​ ​intention​ ​to​ ​use​ ​Artificial​ ​Intelligence​ ​(AI)​
​applications in digital marketing:​

​Table 9. Questionnaire results​​+ statistical analysis​​results​​(fifth objective). Source: own computing​
​Gen Z​ ​Gen Y​ ​P-value​ ​Decision​

​If I find an artificial intelligence implication​
​useful in my performance, I intend to use it.​

​4.29​ ​4.31​ ​0.837​ ​P-value>0.05->Fail to Reject Ho->There is​
​not a significant difference between Gen Z​
​and Gen Y.​

​If I find an artificial intelligence implication​
​easy to use and requiring minimal effort, I​
​intend to use it.​

​4.13​ ​3.90​ ​0.152​ ​P-value>0.05->Fail to Reject Ho->There is​
​not a significant difference between Gen Z​
​and Gen Y.​

​I am more likely to interact with a company​
​that uses these implications.​

​3.67​ ​3.34​ ​0.043*​ ​P-value<0.05->Reject Ho->There is a​
​significant difference between Gen Z and​
​Gen Y.​

​Based​ ​on​ ​the​ ​previous​ ​table,​ ​the​ ​study​​can​​conclude​​that​​there​​are​​certain​​differences​​between​
​generations​​regarding​​the​​intention​​to​​use​​artificial​​intelligence​​(AI)​​applications​​in​​digital​​marketing.​​A​
​statistical​ ​analysis​ ​using​ ​independent​ ​t-tests​ ​was​ ​conducted​ ​to​ ​analyse​ ​these​ ​differences​ ​in​ ​greater​
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​depth.​ ​The​ ​statistical​ ​analysis​ ​will​ ​demonstrate​ ​whether​ ​there​ ​is​ ​a​ ​significant​ ​difference​ ​between​
​generations.​

​According​​to​​the​​results,​​the​​significant​​difference​​in​​the​​intention​​to​​use​​AI​​was​​observed​​in​​the​
​following​ ​statement:​ ​“I​ ​am​ ​more​ ​likely​ ​to​ ​interact​ ​with​ ​a​ ​company​ ​that​ ​uses​ ​these​ ​applications”​ ​p​​=​
​0.043.​

​Therefore,​ ​Gen​ ​Z​ ​is​ ​slightly​ ​more​ ​likely​ ​to​ ​interact​ ​with​ ​a​ ​business​ ​that​ ​employs​ ​artificial​
​intelligence​ ​(AI)​ ​implications​ ​in​ ​digital​ ​marketing,​ ​compared​ ​to​ ​Gen​ ​Y.​ ​A​ ​significant​ ​difference​​was​
​found between generations, with a Cohen’s d of 0.24, indicating a small effect size.​

​Furthermore,​ ​the​ ​research​ ​aims​ ​to​ ​analyse​ ​whether​ ​there​ ​is​ ​a​ ​significant​ ​overall​ ​difference​
​between Gen Z and Gen Y, using a t-test that comprises an analysis of all the statements:​

​Table 10. Statistical analysis t-test results. Source: own computing​
​t-Test: Two-Sample Assuming Unequal Variances​
​ ​ ​Variable 1​ ​Variable 2​
​Mean​ ​4.02857143​ ​3.85238095​
​Variance​ ​0.5273522​ ​0.5173453​
​Observations​ ​70​ ​70​
​Hypothesised​ ​Mean​

​Difference​
​0​

​df​ ​138​
​t Stat​ ​1.44223547​
​P(T<=t) one-tail​ ​0.07575083​
​t Critical one-tail​ ​1.65597038​
​P(T<=t) two-tail​ ​0.15150167​
​t Critical two-tail​ ​1.97730354​ ​ ​

​According​ ​to​ ​the​ ​independent​ ​t-test,​ ​the​ ​mean​ ​value​ ​for​ ​Gen​ ​Z​ ​is​ ​4.02​ ​and​ ​for​ ​Gen​ ​Y=3.85.​
​Furthermore,​ ​the​ ​resulting​ ​p-value​ ​was​ ​0.152​ ​(p​ ​>​ ​0.05),​ ​exceeding​ ​the​ ​conventional​ ​threshold​ ​for​
​statistical significance. Therefore, there is no overall significant difference between Gen Z and Gen Y.​

​O26:​​To​​examine​​whether​​there​​is​​a​​significant​​difference​​between​​Gen​​Z​​and​​Gen​​Y​​in​​the​
​actual usage of artificial intelligence (AI) applications in digital marketing.​

​(Based on qualitative research results, Narvar (2018), Benaich & Hogarth (2023))​
​RQ261​​: How often do consumers use voice search assistants?​

​Figure 7. Questionnaire findings. Actual usage of voice search assistants; Source: own computing​
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​The above figure presents the data findings for the first research question:​
​According​ ​to​ ​the​​results,​​Gen​​Y​​utilises​​voice​​search​​assistants​​the​​most​​frequently.​​Out​​of​​the​

​total​​Gen​​Y​​respondents,​​40​​participants​​(57.17%​​of​​the​​Gen​​Y​​group)​​mentioned​​that​​they​​utilise​​voice​
​search​ ​assistants​ ​frequently​ ​or​ ​on​ ​a​ ​daily​ ​basis.​ ​On​ ​the​ ​other​ ​hand,​ ​in​ ​comparison,​ ​only​ ​29​ ​Gen​ ​Z​
​respondents​ ​(41.42%​ ​of​​the​​total​​Gen​​Z​​group)​​reported​​exhibiting​​this​​behaviour.​​In​​addition,​​Gen​​Y​
​females​ ​employ​ ​the​ ​tool​ ​more​ ​often​ ​than​ ​Gen​ ​Y​ ​males.​ ​Specifically,​ ​58.53%​ ​of​ ​Gen​ ​Y​ ​females​
​expressed a higher frequency of using the application, compared to 55.17% of Gen Y males.​

​Furthermore,​​Gen​​Z​​males​​use​​this​​implication​​more​​often​​than​​Gen​​Z​​females,​​with​​54.17%​​of​
​Gen​ ​Z​ ​males​ ​using​ ​the​ ​voice​ ​assistant​ ​frequently​ ​or​ ​very​ ​frequently,​ ​while​ ​only​ ​35.56%​ ​of​ ​Gen​ ​Z​
​females​ ​express​ ​the​ ​same​ ​behaviour.​ ​Furthermore,​ ​43​ ​respondents​ ​(26​ ​Gen​ ​Z​ ​and​ ​17​ ​Gen​ ​Y),​
​representing​ ​the​ ​majority​ ​of​ ​the​ ​consumers,​ ​state​ ​that​ ​they​ ​employ​ ​this​ ​implication​ ​occasionally.​ ​In​
​addition,​​18.57%​​of​​Gen​​Y​​and​​20%​​of​​Gen​​Z​​consumers​​state​​they​​interact​​with​​the​​implication​​rarely​
​or don’t interact at all.​

​This​ ​behaviour​ ​is​ ​more​ ​pronounced​ ​among​ ​females,​ ​such​ ​as​ ​24.44%​ ​of​ ​Gen​ ​Z​ ​females​ ​and​
​24.39%​​of​​Gen​​Y​​females​​use​​the​​implications​​a​​few​​times​​a​​year​​or​​don’t​​use​​it​​at​​all.​​In​​contrast,​​only​
​12.50% of Gen Z men and 10.34% of Gen Y men express this behaviour.​

​The​​graphical​​representation​​demonstrated​​that​​there​​is​​a​​difference​​between​​Gen​​Z​​and​​Gen​​Y​
​regarding​ ​the​ ​actual​ ​usage​ ​of​ ​the​ ​voice​ ​search​ ​assistant.​ ​Furthermore,​ ​the​ ​ordinal​ ​variables​ ​“Never”-​
​“Very​ ​frequently”​ ​were​ ​converted​ ​into​ ​a​ ​scale​ ​from​​1-5,​​in​​order​​to​​be​​tested​​statistically.​​The​​results​
​are presented below:​

​Table 11. Statistical analysis t-test results. Source: own computing​
​t-Test: Two-Sample Assuming Equal Variances​

​ ​ ​Variable 1​ ​Variable 2​
​Mean​ ​3.44285714​ ​3.08571429​
​Variance​ ​1.58364389​ ​0.68819876​
​Observations​ ​70​ ​70​
​Pooled Variance​ ​1.13592133​
​Hypothesised Mean Difference​ ​0​
​df​ ​138​
​t Stat​ ​1.98244827​
​P(T<=t) one-tail​ ​0.02470754​
​t Critical one-tail​ ​1.65597038​
​P(T<=t) two-tail​ ​0.04941507​
​t Critical two-tail​ ​1.97730354​ ​ ​

​According​ ​to​ ​the​ ​Independent​ ​t-test,​​the​​mean​​value​​for​​Gen​​Z​​is​​3.442​​and​​for​​Gen​​Y=3.085.​
​Furthermore,​​the​​p-value<0.05,​​indicating​​that​​H0​​is​​rejected​​and​​Ha​​is​​accepted.​​Therefore,​​there​​is​​an​
​overall significant difference between Gen Z and Gen Y.​

​RQ262​​: How often do consumers use AI-powered chatbots?​
​The following figure presents the data findings for the second Research Question:​
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​Figure 8. Questionnaire findings. Actual usage of AI-powered chatbots; Source: own computing​

​The​ ​results​ ​show​ ​that​ ​Gen​ ​Z​ ​interacts​ ​with​ ​AI-powered​​chatbots​​more​​frequently​​than​​Gen​​Y.​
​Among​ ​Gen​ ​Z​​respondents,​​52.85%​​report​​using​​chatbots​​daily​​or​​frequently,​​compared​​to​​45.71%​​of​
​Gen​​Y​​respondents.​​Gen​​Y​​males​​interact​​with​​chatbots​​more​​than​​females,​​with​​51.72%​​of​​males​​using​
​them​​frequently,​​compared​​to​​41.46%​​of​​females.​​Similarly,​​62.5%​​of​​Gen​​Z​​males​​use​​chatbots​​often,​
​while​ ​only​ ​46.67%​ ​of​ ​Gen​ ​Z​ ​females​ ​do.​ ​Additionally,​ ​54​ ​respondents​ ​(25​ ​Gen​ ​Z​ ​and​ ​29​ ​Gen​ ​Y)​
​reported​​occasional​​chatbot​​use,​​while​​12.85%​​of​​Gen​​Y​​and​​11.42%​​of​​Gen​​Z​​report​​using​​them​​rarely​
​or​​not​​at​​all.​​Males​​are​​more​​likely​​to​​report​​infrequent​​use​​with​​20.83%​​of​​Gen​​Z​​males​​and​​37.93%​​of​
​Gen​​Y​​males​​using​​chatbots​​rarely​​or​​never,​​compared​​to​​13.33%​​of​​Gen​​Z​​females​​and​​19.51%​​of​​Gen​
​Y females.​

​The​ ​graph​ ​representation​ ​demonstrated​ ​that​ ​there​ ​is​ ​a​ ​difference​ ​between​ ​Gen​ ​Z​ ​and​ ​Gen​ ​Y​
​regarding​​the​​AI-powered​​chatbot.​​Furthermore,​​the​​ordinal​​variables​​“Never”-​​“Very​​frequently”​​were​
​converted into a scale from 1-5, in order to be tested statistically. The results are presented below:​

​Table 12. Statistical analysis t-test results. Source: own computing​
​t-Test: Two-Sample Assuming Unequal Variances​

​ ​ ​Variable 1​ ​Variable 2​
​Mean​ ​3.5​ ​3.35714286​
​Variance​ ​0.90714286​ ​0.63871636​
​Observations​ ​71​ ​70​
​Hypothesised​ ​Mean​
​Difference​

​0​

​df​ ​136​
​t Stat​ ​0.96531312​
​P(T<=t) one-tail​ ​0.16805069​
​t Critical one-tail​ ​1.65613499​
​P(T<=t) two-tail​ ​0.33610138​
​t Critical two-tail​ ​1.97756078​ ​ ​

​According​ ​to​ ​the​ ​Independent​ ​t-test,​ ​the​ ​mean​ ​value​ ​for​ ​Gen​ ​Z​ ​is​ ​3.5​ ​and​ ​for​ ​Gen​ ​Y=3.357.​
​Furthermore,​​the​​p-value>0.05,​​indicating​​that​​H0​​is​​accepted.​​Therefore,​​there​​is​​no​​overall​​significant​
​difference between Gen Z and Gen Y.​
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​RQ263​​: How often do consumers interact with personalised product recommendations?​
​The following figure presents the data findings for the third research question:​

​Figure 9. Questionnaire findings. Interaction with Personalised Recommendations; Source: own​
​computing​

​The​ ​results​ ​show​ ​that​ ​Gen​ ​Z​ ​interacts​ ​more​ ​with​ ​personalised​ ​recommendations​ ​than​ ​Gen​ ​Y.​
​Among​ ​Gen​ ​Z​ ​respondents,​ ​47.14%​​use​​personalised​​recommendations​​frequently​​or​​daily,​​compared​
​to​ ​32.85%​​of​​Gen​​Y.​​Gen​​Y​​females​​engage​​with​​recommendations​​more​​than​​males,​​with​​39.02%​​of​
​females​ ​using​ ​them​ ​more​ ​frequently,​ ​compared​ ​to​ ​24.14%​ ​of​ ​males.​ ​Gen​ ​Z​ ​females​ ​also​ ​use​
​personalised​ ​recommendations​ ​more​ ​than​ ​males,​ ​with​ ​53.33%​ ​of​ ​females​ ​interacting​ ​frequently,​
​compared​ ​to​ ​37.5%​ ​of​​males.​​Additionally,​​54​​respondents​​(25​​Gen​​Z​​and​​28​​Gen​​Y)​​use​​this​​feature​
​occasionally,​​while​​27.14%​​of​​Gen​​Y​​and​​15.71%​​of​​Gen​​Z​​rarely​​or​​never​​use​​it.​​The​​infrequent​​use​​is​
​more​​common​​among​​Gen​​Z​​males​​and​​Gen​​Y​​females,​​with​​8.89%​​of​​Gen​​Z​​females​​and​​14.63%​​of​
​Gen​​Y​​females​​using​​it​​rarely​​or​​not​​at​​all,​​compared​​to​​16.67%​​of​​Gen​​Z​​males​​and​​10.34%​​of​​Gen​​Y​
​males.​

​Table 13. Statistical analysis t-test results. Source: own computing​
​t-Test: Two-Sample Assuming Unequal Variances​

​ ​ ​Variable 1​ ​Variable 2​
​Mean​ ​3.34285714​ ​3.62857143​
​Variance​ ​1.21407867​ ​1.36728778​
​Observations​ ​70​ ​70​
​Hypothesised​ ​Mean​
​Difference​

​0​

​df​ ​138​
​t Stat​ ​-1.4878397​
​P(T<=t) one-tail​ ​0.06953732​
​t Critical one-tail​ ​1.65597038​
​P(T<=t) two-tail​ ​0.13907465​
​t Critical two-tail​ ​1.97730354​ ​ ​
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​The​ ​graph​ ​representation​ ​demonstrated​ ​that​ ​there​ ​is​ ​a​ ​difference​ ​between​ ​Gen​ ​Z​ ​and​ ​Gen​ ​Y​
​regarding​ ​the​ ​AI-powered​​chatbot.​​Furthermore,​​the​​ordinal​​responses​​ranging​​from​​“Never”​​to​​“Very​
​frequently”​ ​were​ ​converted​ ​into​ ​a​ ​five-point​ ​scale​ ​for​ ​statistical​ ​testing.​ ​The​ ​results​ ​are​ ​presented​ ​in​
​Table 13.​

​According​​to​​the​​Independent​​samples​​t-test,​​the​​mean​​value​​for​​Gen​​Z​​was​​3.342​​and​​for​​Gen​
​Y=3.628.​​Furthermore,​​the​​p-value​​was​​greater​​than​​0.05,​​indicating​​that​​the​​null​​hypothesis​​is​​retained.​
​Therefore, there is no overall significant difference between Gen Z and Gen Y.​

​O26:​ ​To​ ​examine​ ​whether​ ​there​ ​is​ ​a​ ​significant​ ​correlation​ ​between​ ​the​ ​perceived​
​usefulness and actual usage of artificial intelligence implications in digital marketing.​

​The​​Pearson​​correlation​​coefficient​​was​​employed​​in​​the​​statistical​​analysis,​​in​​order​​to​​analyse​
​if​ ​there​ ​is​ ​a​ ​significant​ ​correlation​ ​between​ ​the​ ​perceived​ ​usefulness​ ​and​ ​actual​ ​usage​ ​of​ ​artificial​
​intelligence implications in digital marketing. The results are presented below:​

​Table 14. Statistical analysis correlation results. Source: own computing​
​ ​ ​Perceived​

​Usefulness​
​Actual​
​Usage​

​Perceived Usefulness​ ​1​
​Actual Usage​ ​0.462346558​ ​1​

​The​ ​Pearson​ ​Correlation​ ​Coefficient​ ​falls​ ​within​ ​the​ ​range​ ​of​ ​0.3-0.5,​ ​indicating​ ​a​ ​moderate​
​positive​ ​relationship​ ​between​ ​perceived​ ​usefulness​ ​and​ ​actual​ ​usage​ ​of​ ​AI​ ​in​ ​digital​ ​marketing.​ ​The​
​findings​ ​demonstrate​ ​that​ ​an​ ​increase​ ​in​ ​the​ ​perceived​ ​usefulness​ ​is​ ​associated​ ​with​ ​a​ ​corresponding​
​increase in the actual usage​​.​

​O27:​ ​To​ ​examine​ ​whether​ ​there​​is​​a​​significant​​correlation​​between​​the​​perceived​​ease​​of​
​use and actual usage of artificial intelligence implications in digital marketing.​

​Pearson​ ​Correlation​ ​Coefficient​ ​was​ ​employed​ ​in​​the​​statistical​​analysis,​​in​​order​​to​​analyse​​if​
​there​ ​is​ ​a​ ​significant​ ​correlation​ ​between​ ​the​ ​perceived​ ​ease​ ​of​ ​use​ ​and​ ​actual​ ​usage​ ​of​ ​artificial​
​intelligence implications in digital marketing. The results are presented below (Table 15):​

​Table 15. Statistical analysis correlation results. Source: own computing​
​ ​ ​Perceived​

​Ease of Use​
​Actual​
​Usage​

​Perceived Ease of Use​ ​1​
​Actual Usage​ ​0.32052132​ ​1​

​The​​study​​aimed​​to​​explore​​differences​​between​​Gen​​Z​​and​​Gen​​Y​​regarding​​their​​cognitive​​and​
​affective​ ​attitudes​ ​towards​ ​artificial​​intelligence​​(AI)​​in​​digital​​marketing.​​This​​research​​confirms​​that​
​while​ ​both​ ​Generation​ ​Z​​and​​Y​​adopt​​AI​​tools​​in​​digital​​marketing,​​their​​patterns​​of​​interaction​​differ​
​significantly.​​The​​findings​​show​​that​​Gen​​Z,​​as​​“Digital​​Natives,”​​is​​more​​familiar​​with​​AI​​implications​
​and​ ​uses​ ​them​​more​​frequently​​than​​Gen​​Y.​​In​​terms​​of​​affective​​attitudes,​​Gen​​Z​​has​​a​​more​​positive​
​view​​of​​AI’s​​user​​experience,​​while​​Gen​​Y​​is​​more​​concerned​​about​​data​​privacy.​​Gen​​Z​​also​​expresses​
​greater​ ​concern​ ​about​ ​AI’s​ ​impact​ ​on​ ​employment.​ ​Despite​ ​these​ ​differences​ ​in​ ​specific​ ​areas,​ ​the​
​statistical​​analysis​​revealed​​no​​overall​​significant​​difference​​between​​the​​generations.​​These​​differences​
​may​ ​result​ ​not​ ​only​ ​from​ ​digital​ ​exposure​ ​or​ ​familiarity​ ​but​ ​also​ ​from​ ​distinct​ ​cognitive​ ​processing​
​styles.​ ​Gen​ ​Z,​ ​raised​ ​in​ ​high-stimulus​ ​digital​ ​environments,​ ​may​ ​engage​ ​more​ ​through​ ​peripheral​
​cognitive​ ​routes​ ​(e.g.,​ ​intuitive​ ​ease,​ ​design​ ​appeal),​ ​while​ ​Gen​ ​Y​ ​appears​ ​to​ ​rely​ ​more​ ​on​ ​central​
​processing, reflecting deeper concern for data privacy, trust, and effort justification.​

​These​ ​findings​ ​suggest​ ​future​ ​AI​ ​marketing​ ​tools​ ​should​ ​be​ ​designed​ ​with​ ​cognitive​
​segmentation in mind.​
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​Investigating​ ​whether​ ​there​ ​is​ ​a​ ​difference​ ​between​ ​Gen​ ​Z​ ​and​ ​Gen​ ​Y​ ​in​ ​the​ ​perceived​
​usefulness​ ​of​ ​the​ ​implications​ ​represented​ ​the​​third​​objective​​of​​the​​research.​​The​​study​​achieved​​this​
​objective​ ​by​ ​analysing​ ​the​ ​perceived​ ​factors​ ​that​ ​increase​ ​consumers’​ ​performance.​ ​Voice​ ​search​
​assistants,​ ​AI​ ​chatbots,​ ​and​ ​personalised​ ​recommendations​ ​were​ ​the​ ​innovations​ ​analysed​ ​in​
​determining​​the​​differences​​between​​generations.​​The​​most​​significant​​difference​​is​​represented​​by​​the​
​fact​ ​that​ ​Gen​ ​Z​ ​finds​ ​personalised​ ​recommendations​ ​more​ ​useful​ ​in​ ​their​ ​purchasing​ ​experiences,​
​compared​​to​​Gen​​Y.​​Furthermore,​​the​​statistical​​analysis​​demonstrates​​that​​there​​is​​an​​overall​​significant​
​difference in the perceived usefulness of AI in digital marketing between Gen Z and Gen Y.​

​The​​objective​​of​​the​​study​​was​​to​​analyse​​whether​​there​​is​​a​​significant​​difference​​between​​Gen​
​Z​ ​and​ ​Gen​ ​Y​ ​in​ ​the​ ​perceived​ ​ease​ ​of​ ​use.​ ​The​ ​findings​ ​show​ ​that​ ​Gen​ ​Z​ ​finds​ ​personalised​
​recommendations​ ​easier​ ​to​ ​use,​ ​while​ ​Gen​ ​Y​ ​perceives​ ​voice​ ​assistance​ ​as​ ​more​ ​accurate.​ ​Despite​
​significant​ ​differences​ ​in​ ​some​ ​areas,​ ​the​ ​statistical​ ​analysis​ ​showed​ ​no​ ​overall​ ​significant​​difference​
​between generations.​

​In​​addition,​​the​​study​​proposed​​to​​analyse​​whether​​there​​is​​a​​significant​​difference​​between​​Gen​
​Z​​and​​Gen​​Y​​regarding​​the​​intention​​to​​use​​artificial​​intelligence​​(AI)​​implications​​in​​digital​​marketing.​
​The​ ​study​ ​achieved​ ​this​ ​objective​ ​by​ ​analysing​ ​what​ ​is​ ​the​ ​level​ ​of​ ​their​ ​intention​ ​to​ ​employ​ ​the​
​innovations​​and​​its​​impact​​on​​brand​​loyalty.​​Based​​on​​the​​findings,​​Gen​​Z​​is​​more​​likely​​to​​interact​​with​
​a​ ​company​ ​that​ ​employs​ ​these​ ​implications​ ​compared​ ​to​ ​Gen​ ​Y.​ ​However,​ ​the​ ​statistical​ ​analysis​
​showed that there is no overall significant difference between generations.​

​The​​difference​​in​​the​​actual​​usage​​of​​the​​innovations​​was​​analysed​​in​​the​​sixth​​objective​​of​​the​
​research.​ ​The​ ​objective​ ​was​ ​attained​ ​by​ ​investigating​ ​how​ ​often​ ​both​ ​generations​ ​use​ ​the​ ​analysed​
​implications.​ ​The​ ​findings​ ​show​ ​that​ ​Gen​ ​Y​ ​utilises​ ​voice​ ​search​ ​assistants​ ​compared​ ​to​ ​Gen​ ​Z.​
​Furthermore,​ ​the​ ​interaction​ ​with​ ​personalised​ ​recommendations​ ​is​ ​more​ ​pronounced​ ​among​ ​Gen​ ​Z​
​consumers.​

​The​​research​​analysed​​the​​correlation​​between​​perceived​​usefulness​​and​​actual​​usage​​of​​artificial​
​intelligence​ ​implications,​ ​revealing​ ​a​ ​moderately​ ​positive​ ​correlation.​ ​As​ ​perceived​ ​usefulness​
​increases,​​actual​​usage​​also​​rises.​​Additionally,​​the​​correlation​​between​​perceived​​ease​​of​​use​​and​​actual​
​usage was tested, showing a moderate positive correlation.​

​In​ ​the​ ​end,​ ​the​ ​correlation​ ​between​ ​perceived​ ​ease​ ​of​ ​use​ ​and​ ​actual​ ​usage​ ​of​ ​artificial​
​intelligence​​innovations​​in​​digital​​marketing​​was​​tested.​​The​​coefficient​​correlation​​between​​perceived​
​usefulness​ ​and​ ​actual​ ​usage​ ​was​ ​higher,​ ​demonstrating​ ​that​ ​an​ ​implication​ ​that​ ​is​ ​perceived​ ​as​
​increasing performance will be highly adopted compared to an innovation that requires minimal efforts.​

​In​​conclusion,​​all​​the​​objectives​​of​​the​​study​​were​​successfully​​achieved.​​The​​findings​​provide​​a​
​valuable​ ​understanding​ ​of​ ​generational​ ​differences​ ​and​ ​their​ ​effect​ ​on​ ​the​ ​employment​ ​of​ ​artificial​
​intelligence (AI) implications in digital marketing.​

​As​ ​a​ ​direction​ ​for​ ​future​ ​research,​ ​we​ ​propose​ ​an​ ​experimental​ ​design​ ​integrating​ ​EEG​
​(electroencephalography)​ ​to​ ​investigate​ ​the​ ​neurocognitive​​responses​​of​​Gen​​Z​​and​​Gen​​Y,​​during​
​interactions​ ​with​ ​AI-driven​ ​digital​ ​marketing​ ​tools.​ ​Participants​ ​from​ ​each​ ​generation​ ​could​ ​be​
​exposed​ ​to​ ​stimuli​ ​such​ ​as​ ​personalised​ ​ads,​ ​AI​ ​chatbots,​ ​and​ ​voice​ ​assistants,​ ​while​ ​EEG​ ​data​
​captures​ ​event-related​ ​potentials​ ​(ERPs),​ ​linked​ ​to​ ​attention​ ​and​ ​emotional​ ​evaluation.​ ​By​
​comparing​ ​neural​ ​markers​ ​across​ ​age​ ​groups​ ​and​ ​stimuli​ ​types,​ ​researchers​ ​could​ ​gain​ ​objective​
​insights​ ​into​ ​engagement​ ​depth,​ ​cognitive​ ​effort,​ ​and​ ​emotional​ ​resonance,​ ​offering​ ​empirical​
​validation​ ​of​ ​dual-route​ ​processing​ ​assumptions​ ​from​ ​the​ ​Elaboration​ ​Likelihood​ ​Model​ ​(ELM).​
​This​ ​approach​ ​would​ ​complement​ ​self-report​ ​data​ ​with​ ​real-time​ ​neural​ ​evidence,​ ​deepening​ ​our​
​understanding of how different generations cognitively process AI in marketing contexts.​
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