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Abstract - This study investigates the effect of Al sentiment analysis on consumers' buying decisions by
quantifying emotional responses to items, offers, and personalized recommendations. 130 retail and consumer
goods consumers took part in the completion of guided questionnaires and hypothesis testing in SPSS. Consumer
behavior has been revolutionized by artificial intelligence (Al) through using sentiment analysis and emotion
detection when examining customer preferences and shopping behaviors. This research highlights the growing
application of Al in modern business and shows that businesses can benefit from the inclusion of Al-based tools
in their marketing processes. Future research must explore ethical concerns, privacy, and cultural differences in
Al-based consumer analytics to ensure responsible and effective implementation. The findings suggest that Al
can improve marketing effectiveness, improve customer interaction, and give businesses more insights into
consumer behavior. Moreover, sentiment analysis allows companies to customize their approach by anticipating

emotional reactions and maximizing customer interactions.

Index Terms - sentiment, analsysis, artificial intelligence, consumer, behaviour, marketing, purchasing

decisions

I. INTRODUCTION (HEADING 1)
I1. The most significant feature of e-commerce over the last ten years has been social networking. Consumers

are able to share their views, experiences, criticisms, and recommendations through Web 2.0. Companies and
prospective consumers can derive valuable information from this social media information. Customers search for
product experience information, and businesses use those data to better understand customer behavior and detect
upcoming market trends (Gopi, A.P. et al. 2020). Since consumers prefer user-generated information over
company-driven information, companies must pay close attention to how their products are being talked about
"out there." Social media has become an integral part of marketing strategies; businesses utilize social media to
promote and follow their products.

I1l. The most important aspect of a company's long-term survival is its ability to meet the needs of the consumers.
Customer satisfaction in itself works towards creating brand value, which is central to a company's long-term
survival. Due to this reason, many companies invest large amounts of money on marketing studies to determine
what their customers want and need. In order to develop effective branding and positioning strategies based on
consumer attitudes, it is crucial to understand how consumers perceive the products they purchase. The interests

of the other players cause a dynamic atmosphere, and hence the commercial atmosphere is much more intricate
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these days. It is becoming increasingly reliant on an early change detection mechanism that allows it to respond

well due to the uncertainty of the modern business landscape.

IV. This enables the marketers to exercise more knowledge as they make informed choices in matters of their
consumers' communication approach, channels and inventiveness. Although sentiment analysis may assist a
marketer to further understand their customer, it has the ability of revealing what others think of competing
customers concerning lots of business considerations such as product features, offers, mobile application, price
point, service related to the value. Sentiment analysis produces a report by comparing consumer opinions about
the products and services of a brand with those of its competitors. Using this valuable information, companies
can dominate the market over their competitors.

V. Scholars and institutions have recently been very interested in sentiment analysis. The activity of using
Natural Language Processing (NLP) to extract data, opinions, reviews, or sentences in an attempt to forecast the
emotion of a statement is referred to as sentiment analysis.

VI. Researchers have been able to link sentiment analysis of online reviews to ratings and recommendations.
Sentiment analysis assists in classifying data into "positive™ and "negative"” categories depending on polarity.
Sentiment analysis assists in building the polarity of positive and negative emotions, which decision-makers can
utilize to identify desirable features and product improvements. Sentiment analysis is how marketing intelligence,
which facilitates decision-making, is created. Moreover, sentiment analysis aids in reading between the lines,
allowing decision-makers to take into account the depth of feelings in addition to the viewpoint of the client.
Research in early sentiment analysis begins with the late 1970s. In this period, Carbonell ( Carbonell, J.G. 1979)
established a process model called POLITICS and came up with an idea known as "subjective understanding."
The work of natural language processing featured being provided by Wilks and Bien (Wilks, Y., et al 1983) with
a paradigm of "computational beliefs." Hearst's (Hearst, M.A. et al 1979) DTI of direction-based text
interpretation model introduced domain-independent text interpretation. Wiebe created an algorithm that made it
easier to identify specific points of view in texts with fictional narratives. Text retrieval and categorization were
aided by Sack's remarkable model, which can extract succinct information from lengthier texts.

Need of the Study

Businesses are focusing more on customizing consumer experiences in today's competitive market to build
relationships with clients and generate more revenue Conventional market research techniques, like focus groups
and surveys, yield useful data, but they frequently don't provide prompt feedback and miss the nuanced emotional
aspects that influence consumer choices. The advent of Al technologies like sentiment analysis and emotion
identification offers a chance to better understand customer behavior in a much more comprehensive and dynamic
way. These Al-based methods can check emotions, attitudes, and even facial expressions in order to get a better
idea of how customers react to goods, ads, or services and how these emotions influence their purchase decisions.
Furthermore, the rise in the amount of consumer-generated content, including reviews, social media posts, and
feedback, brings into light the need for complex sentiment analysis tools to be used in effective scanning and
assessment of such content. Businesses may devise more specific marketing campaigns, recommend specific
products based on their taste, and gradually increase customer satisfaction, loyalty, and sales with the use of Al

to analyze and predict emotional responses. Therefore, this study is important in the adaptation and prosperity of
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brands in an ever-changing marketplace by determining the way that Al might close knowledge gaps between

emotional and cognitive purchase-decision influencers.

Problem Statement

Although artificial intelligence is becoming more widely used in nearly all areas of industries, businesses are still
unable to comprehend and infer the customers' thoughts and emotions, which are the very essential indicators of
consumer behavior. Emotions are usually not subjected to analysis through conventional marketing and research
methods, particularly when the dialogue happens on digital media or the internet. While sentiment analysis has
been applied to customer feedback analysis, little research has been conducted on the emotional nature of buying
decisions, and the current methods used are usually ineffective in capturing context, ambiguity, or nuanced
emotional signals.

Additionally, the big data potential of sentiment analysis and emotional mapping is strained through the bulk of
corporate processes. It is challenging for companies to incorporate these technologies into current corporate
processes. Firms may not leverages fully Al's ability to forecast client behavior, which could influence their
marketing strategies, product designs, and messaging in general. Missed opportunities for personalization and
optimization may arise from the lack of clear frameworks and models to transform emotion and sentiment data
into useful insights.

This research aims to bridge the gap by investigating the potential of how Al-based sentiment analysis and
emotion detection can be employed to comprehend and forecast the character of customer buying decisions. This
research endeavours to provide business leaders with useful tools and approaches to improve marketing tactics,
to increase the involvement of customers, and to encourage more informed, emotional-based purchasing

decisions, all by focusing on the emotional responses underlying consumer behavior.

Chapter 2: Literature Review
(Sepolen, J. 2024) With an emphasis on how it affects content production, consumer trust, and brand authenticity,
this study explores the use of generative Al in digital marketing. According to a study by TCU Neeley School of
Business, Generation Z customers may be aware of Al-generated content, but their trust and purchasing decisions
are not significantly impacted. The results suggest that marketers can use Al-generated content effectively as
long as openness and ethical considerations are maintained. This study advances our knowledge of how Al affects
customer perceptions and digital marketing.

(Mukherjee, S., Thapliyal, K., Manchanda, M., & Jha, S. 2024) This research examines how the detection of
emotions and machine learning can help enhance environmentally conscious e-commerce strategies. Companies
can encourage green behavior and tailor shopping experiences based on clients' real-time sentiments. To develop
a model to enhance product recommendations and ethical marketing strategies, the research considers the
lifestyles of consumers, including luxury, trendiness, and ecological awareness. The research focuses on the way
emotional recognition can enhance customer retention, reduce environmental footprint, and drive sustainable
consumption. It also addresses issues of implementation and demonstrates how, when used responsibly,

emotional data can decrease the carbon footprint of online buying.
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(Vyas, A. M. 2024) The aim of this research is to study significant "Emotion-Recognition-Al" factors influencing

consumer satisfaction and trust, alongside purchasing behavior. Convenience sampling method was employed to
choose 609 respondents for the questionnaire survey, and 433 valid answers were found. Consumer involvement,
trust, and customer satisfaction are strongly influenced by the variables "Emotion-Recognition-Al" type,
"Emotion Display Format,” "Product Category,” and "User Interface Design." The mediating and dependent
variables are not strongly influenced by the variable Emotion Feedback Timing. Apart from assisting marketing
professionals who want to explore Al tools for marketing strategy, this study tries to enhance the knowledge of
how Al technology can influence consumer behavior and decision-making processes.

(Gooljar, V., et al 2024) This study explores the integration of predictive modeling and sentiment analysis with
Marketing 5.0, highlighting how this improves personalized consumer experiences. In an effort to comprehend
consumer opinions and improve marketing processes, it highlights the requirement for a form of prediction drawn
from sentiment. The research puts in perspective how sentiment analysis is crucial in company decision-making
and consumer interaction and identifies areas where predictive modeling needs improvement. The research

highlights the evolution of marketing, the role played by Al, and possible directions for future research.

(Husairi, M. A., & Rossi, P. 2024) This research examines the influence of consumer autonomy on Al use in
purchasing decisions. Researchers found through three experiments that if Al curtails a consumer's ability to
decide and choose, then the consumer will be less likely to accept Al for purchase. Even when evaluating
complicated products, this impact persists. Even with reduced autonomy, those who do strongly identify with a
specific activity are more likely to employ Al for purchases related to that activity. These findings clarify why
consumers are resistant to Al and provide strategies that firms can employ to encourage Al use by maintaining a

balance between convenience and autonomy.

(Van Thanh, N. 2023) Emotion recognition technology is revolutionizing retail, using biometric analysis and
artificial intelligence to understand client feelings in real time. This makes possible personalized shopping
experiences, dynamic promotions, and increased in-store and online customer involvement. It also helps shops
forecast consumer patterns and make the best inventory choices. However, cultural sensitivity and privacy
concerns remain a problem. As technology advances, the retail consumer experience may be redefined.

(Taherdoost, H., & Madanchian, M. 2023) Competitive research improves through Al-driven sentiment
analysis, which examines consumer preference, market dynamics, and rival performance. Determining significant
market parameters and distilling it from services and goods is essential in evaluating client sentiment in text.
Traditional methods simply do not offer the same insight; after all, Al can understand tone and context. This
assessment reviews literature between 2012 and 2022 detailing how sentiment analysis might help companies

outdo their rivals and win devoted customers.
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(Gupta, T., & Bansal, S. 2023) This study examines the current state of artificial intelligence-based emotional

recognition methods in detail, as well as how they might be used to improve digital advertising tactics. Papers
screened for topics related to emotion recognition using facial analysis, sentiment analysis, computational
advertising, and the measurement of digital engagement were found through a systematic literature review that
involved searching academic databases. A survey of key studies on Al models for multimodal emotion
recognition from images, videos, and neurophysiological inputs was undertaken. The research concludes that
while progress has been made in sentiment analysis of social media data and facial emotion recognition, data and
context limitations remain. Larger data, advanced multimodal methods, and sensitivity to changing contexts are
all domains in which more research needs to be undertaken in order to fully realise the potential of emotion Al

for adaptive digital marketing.

(Huang, H., et al 2023) The sentiment analysis (SA) techniques used in e-commerce are analyzed in this research
with possible future trends. SA helps analyze customer reviews and comments because it simplifies identifying
feelings in text. Among 271 papers reviewed, 54 experimental studies were selected for the research. Of these,
44% used deep learning, 48% used machine learning, and 7% adopted a hybrid approach. Sources of data most
used were Amazon and Twitter. The development of universal language models, aspect-based SA, implicit aspect

detection, sarcasm detection, and fine-grained sentiment analysis must be the core areas of future research.

(Sun, H., et al 2022) By considering customers' feelings, attention, and cognition, Al is changing digital
advertising. Applying a Think-aloud process, and conducting the sentiment analysis from tweets, it tries to
research how Al has influenced the choices of consumers buying Samsung Galaxy phones. It concluded that
worldwide people also consider cognitions but, Pakistani consumers place more value on emotional and
attachment-based connections based on attention. This is useful information that cell phone firms can use in
customizing features of products and advertisements to better suit local preferences of consumers. Future studies
should include more nations so that comparisons between developed and developing markets are possible.

(Nichifor, E., et al 2022) To maximise the marketing strategies of e-commerce businesses, the sentiment research
methodology has now become inevitable. The authors wish to illustrate, in the present context, how Al can be
morally and effectively applied in the corporate world. Researchers utilized qualitative research methods in order
to evaluate 1687 reviews across 85 European Trustmark affiliated e-commerce retailers. These stores were
associated with 18 unique countries and spread across 14 unique domains.The study utilized a Software-as-a-
Service (SaaS) platform that integrated the functionalities of machine learning with natural language processing.
As per the study's findings, customers often leave one-star reviews in an emotionally neutral manner. Although
negative assessments usually have little effect, they do highlight the importance of more careful handling of them.
Customers' amount of involvement with goods and services, as well as whether their experience was good or bad,
greatly influences the likelihood that they would leave reviews.. With a focus on the use of artificial intelligence
for sentiment analysis, the authors call for the development of tools and skills that would enhance the productivity

of managers and specialists in tandem with the rapid pace of technological progress.
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(Yeo, S. F., et al 2022) This study, through the application of the Engel-Kollat-Blackwell theory, examines the

impact of Al-powered digital technologies on the decision of Instagram users to buy fashion items. From in-depth
interviews and structural equation modeling, eWOM, quality, and perceived emotional value are all very
important in affecting consumers' purchase decisions. Importance-performance matrix analysis reveals that the
most important performance factor is quality, while the most important factor is emotional value. The report
advises Malaysian e-commerce vendors regarding the ability to adapt to changes in the digital trade of apparel as

markets trend.

(Pluta-Olearnik, M., & Szulga, P. 2022) The importance of the emotional factor in customer decision-making
and in measuring the success of marketing efforts is described in this research. The aim of the article is to describe
the current situation in neuromarketing and similar tools in consumer behavior research and show the great impact
that emotions and the subconscious mind have on customers' purchasing decisions. This interdisciplinary-based
review paper emphasizes new fields for research concerning consumers' minds as well as their observed
behaviors, such as decision-making practices and the role played by emotion and perception sparked by messages,

products, brands, and advertising.

(Avolicino, S., et al 2022) Tricks of false designs referred to as "dark patterns” are used to encourage buyers to
make decisions that benefit companies rather than themselves. Such tricks are common in neuromarketing, which
applies the behavior of consumers to facilitate sales. Online travel companies in the tourism industry utilize
methods such as fake discounts and misleading prices to manipulate consumer decisions. The aim of this research
is to identify the most common dark patterns in holiday bookings and analyze their impact on users. Researchers
will identify the most vulnerable individuals and the most effective dark patterns in changing behaviour by

simulating holiday bookings and monitoring emotions through Al-powered facial recognition.

(Beyari, H., & Garamoun, H. 2022) This research explored the impact of artificial intelligence (Al) tools and
consideration set on Saudi Arabian consumers' online purchasing decisions. Machine learning, buying time,
social media dependence, and social product suggestion were some of the Al tools that were explored. 148
individuals took part in an online survey conducted by researchers using the unified theory of acceptance and use
of technology (UTAUT) and the theory of reasoned action. The information was then analyzed based on structural
equation modelling (SEM). The consideration set of a consumer, which in return affects their internet shopping

choices, is significantly shaped by machine learning, purchase duration, and item suggestions, says the study.

(Rodgers, W., & Nguyen, T. 2022) The moral implications of Al-driven advertising and consumer decision-
making are addressed in this essay. It outlines six moral theories that influence Al-driven purchasing decisions:
utilitarianism, deontology, ethical egoism, relativism, virtue ethics, and ethics of care. The processes of
"intelligent advertising" are introduced, including its current state, potential future, and turning points. Research
questions for future studies on ethical Al decision-making in advertising are also presented. The research ends

by specifying study directions to ensure Al-based marketing is aligned with moral norms and consumer choices.
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(Jangra, G., & Jangra, M. 2022) This research examines the influence of Al on e-commerce consumer behavior,

with a specific focus on how Al-driven solutions support businesses in understanding the desires and needs of
their customers. Al tracks expenditure trends, purchase frequency, and buy patterns to present customized product
suggestions, offers, and promotions. Based on research involving 200 participants from Haryana, high
correspondence between consumer behaviour parameters such as trust, attitude, and perceived risk and Al
solutions such as chatbots, virtual personal shoppers, voice and visual search, and fake review detection has been
observed. From the results, it was indicated that Al has a significant influence on the decisions made by customers
to purchase products online, on the use of devices, expenditures, and buying frequency and on payment preference

methods.

(Nawaz, Z., et al 2021) This study recommends utilising sentiment analysis to control electronic word-of-mouth
(eWOM), specifically by employing artificial neural networks to analyse reviews of women's e-clothing. Models
classify reviews as either favorable or unfavorable using a dataset of 23,486 reviews. The LSTM model
outperformed CNN by a significant margin when it came to unstructured user-generated content with an accuracy
of 91.69%, specificity of 92.81%, sensitivity of 76.95%, and F1-score at 56.67%.

(Allal-Chérif, O., Simén-Moya, V., & Ballester, A. C. C. 2021) The present research explores how process
automation and strategic decision-making enabled through artificial intelligence (Al) enhance a business's
purchasing department performance. Based on several case studies of Al-based solutions such as Synertrade,
Silex, SAP Ariba, Jaggaer, and ldeapoke, the research illustrates how Al can streamline relationships with
suppliers, decision support, and cross-functional collaboration, such as R&D and marketing. Based on the
research, Al increases procurement effectiveness and makes it more strategic by redefining the role of the buyer,
supplier management rules, and interdepartmental collaboration alongside optimising existing purchasing

processes.

(Lak, P., & Turetken, O. 2017) While the sheer quantity of information makes it difficult to swallow it all, user-
generated content decreases uncertainty and helps consumers make decisions regarding what to purchase. While
star ratings are convenient for summarizing sentiment in reviews, they are not always available or comprehensive
enough. More precise sentiment scores can be derived through sentiment analysis, which determines the polarity
of text. This research employed an experiment involving 100 participants to test the influence of sentiment scores
on buying choices. The findings confirm the idea that individuals trade off accuracy and effort while processing
information by showing that sentiment scores help consumers make decisions more efficiently without

diminishing their confidence in making such decisions.
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Chapter 3: Research Methodology

Research Problem: This study aims to fill the gaps that come with analyzing the role of Al-powered emotion

recognition and sentiment analysis on understanding consumer purchasing behavior.

Objectives of the Study
* To discuss how emotion recognition and sentiment analysis by Al affect consumer buying decisions in consumer
goods and retail sectors.

» Establish the efficacy of Al in anticipating consumer behavior from emotional reactions and sentiment analysis.

Research Data: Primary and secondary data form the two fundamental categories of research data that have been
utilized in the study. The primary research data was collected through structured questionnaires, whereas the
secondary data were sourced from a range of research articles, peer-reviewed journals, industry reports,

publications, and market research studies.

Sector: The data has primarily been collected from individuals in the 1.

Software use for primary research: The software that has been used for the development of the research
includes the following:

«  SPSS

»  Ms Excel

«  Microsoft Word

Software use for seconday research: The software that has been implemented for secondary research includes the
following:
«  Secondary research databases like Google Scholar

«  Websites and online journals

Questionnaire sources: The questions and sources for the questionnaire were made by myself, based on the
conceptual framework of emotion recognition and sentiment analysis in Al applications, specifically designed to

understand consumer purchase behavior.

Research design: The study was conducted by using a quantitative approach in the methodology, in order to
obtain numerical data to analyze the opinions of the respondents on Al-driven emotion recognition and sentiment
analysis to predict consumer purchasing decisions. The primary research is integrated with a descriptive research
design that was gathered from the respondents who are individuals within the target market, consumers, and retail
professionals. It assisted in collecting information on the way Al-based tools affect buying decisions, after which

primary research hypotheses were formed and tested on the basis of that information.
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Research instrument: The primary data to be analyzed was collected using a structured online questionnaire

that was supposed to measure emotional responses and sentiments that drive the purchase decision by consumers.

In order to have quantifiable responses from consumers, the Likert scale was adopted.

Sampling Plan: Sampling of individuals was done through a non-probability sampling approach. The adopted
methodology was a convenience sampling methodology, which is also termed as availability sampling. The
sample population was selected based upon the convenience of the researcher. The sample size for this research

was 120 individuals.

Target population:
. Individuals aged 18 and above
«  Consumers from various industries, with a focus on retail and consumer goods
. Individuals significantly interested in the impact of Al on consumer purchase decisions and emotional

responses

Field work: A  comprehensive online questionnaire  was disseminated. =~ The  conceptual
framework aimed to understand how Al-driven emotion recognition and sentiment analysis influence consumer
decision-making processes. The questionnaire used Likert scale to measure consumer sentiments and emotions,

which were then analyzed to predict purchase behavior.

Latent construct

Independent Variable:

« Al-based Emotion Recognition

Sentiment Analysis through Al

Consumer Sentiment toward Products

Emotional Impact of Marketing Content (Ads, Reviews, etc.)

Use of Al in Personalized Product Recommendations

Customer Engagement via Al-driven Interactions

Dependent Variable

» Consumer Purchase Decision

Moderating variables
« Demographic Data (age, gender, income, etc.)
« Consumer Experience with Al-based Platforms

« Product Familiarity
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Relationship: The framework proposes that Al-based emotion recognition and sentiment analysis will influence

consumer purchase decisions by providing personalized experiences, tailored recommendations, and insights into
emotional responses. These insights, in turn, enhance the effectiveness of marketing strategies aimed at boosting
sales and consumer satisfaction.

Chapter 4: Results

The research employs data collected from 130 participants through a Google Forms survey comprising 25
questions to explore how consumers perceive Al-based sentiment analysis. SPSS is employed in processing and
analyzing the data, and descriptive statistics are utilized to point out significant trends and response distributions.
In order to explore the relationships among Al-based emotion detection, consumer trust, buying decisions, and
ethical issues, hypothesis testing is conducted. Whereas regression and moderation analysis assess the impact of
ethical issues on Al's effect on customer behavior, correlation analysis identifies relationships between key
factors. The findings are meant to inform how sentiment analysis driven by Al affects consumer trust and buying

behavior.

Age
Cumulative
Frequency Percent Valid Percent Percent

Valid 18 7 5.4 5.4 5.4
19 17 13.1 13.1 18.5
20 7 5.4 5.4 23.8
21 12 9.2 9.2 33.1
22 20 15.4 15.4 48.5
23 6 4.6 4.6 53.1
24 6 4.6 4.6 57.7
25 14 10.8 10.8 68.5
27 9 6.9 6.9 75.4
28 8 6.2 6.2 81.5
29 15 11.5 11.5 93.1
30 9 6.9 6.9 100.0
Total 130 100.0 100.0
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Histogram

Mean = 23.73
Std. Dev. = 3.833
N=130

20

15

Frequency

Age

Interpretation: The table shows the age distribution of 130 respondents, where the most frequent is 22 years old
(15.4%), followed by 19 years old (13.1%) and 29 years old (11.5%), and 23 and 24 years old (4.6% each) being

the least common. The cumulative percentage shows that at age 25, 68.5% of the respondents are covered, and

the remaining 31.5% are 27 years or older.

Gender
Cumulative
Frequency Percent Valid Percent Percent
Valid female 61 46.9 46.9 46.9
male 69 53.1 53.1 100.0
Total 130 100.0 100.0

Gender
M female
Wl male
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Interpretation: The gender split of the 130 respondents is slightly in favor of males (53.1%) over females

(46.9%). This suggests a fairly even sample, with a slightly higher percentage of male participants.

1. | Trust Al-driven sentiment analysis to accurately interpret my

emotions during online shopping.

Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 46

agree 40
neutral 19
disagree 19

strongly disagree 6

Total 130

35.4
30.8
14.6
14.6
4.6
100.0

354
30.8
14.6
14.6
4.6

100.0

354
66.2
80.8
95.4
100.0

1.l trust Al-driven sentiment analysis to accurately interpret my emotions during online shopping.

E strongly Agree
M agree

[ neutral

M disagree
Ostrangly disagree

Interpretation : 35.4% of respondents strongly agree and 30.8% agree that most of them (66.2%) trust Al

sentiment analysis to read their emotions correctly when they are shopping online. 19.2% are sceptical,

disagreeing (14.6%) or strongly disagreeing (4.6%), and 14.6% remain neutral. This shows that, though there

are some issues, sentiment analysis through Al is typically accepted positively.
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2. Al-powered emotion recognition enhances my confidence in

personalized product recommendations.

Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 27

agree 20
neutral 35
disagree 48
Total 130

20.8
154
26.9
36.9
100.0

20.8
154
26.9
36.9

100.0

20.8
36.2
63.1
100.0

2. Al-powered emotion recognition enhances my confidence in personalized product recommendations.

| Strongly Agree

agree

M nautral
.disagree

Interpretation: People vary in their response to Al-powered emotion detection through personalized product

offers. Fewer people agree (36.9% disagree, even if 36.2% both agree that it makes them confident (20.8% strong

agreement, 15.4% agreement). Another 26.9% remain in the middle of the road by saying they neither know nor

care. Therefore, it reflects that distrust exists despite the trust in Al in personalisation from some individuals.
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3.1 feel comfortable knowing that Al analyzes my emotions to tailor

advertisements and offers.

Cumulative
Frequency Percent Valid Percent Percent

Valid Strongly Agree 45 34.6 34.6 34.6
agree 36 27.7 21.7 62.3
neutral 27 20.8 20.8 83.1
disagree 22 16.9 16.9 100.0
Total 130 100.0 100.0

3.1 feel comfortable knowing that Al analyzes my emotions to tailor advertisements and offers.

M strongly Agree
M agree

M neutral
.disagree

Interpretation: 62.3% of respondents are comfortable with Al assessing their emotions to design tailored adverts
(27.7% agree, 34.6% strongly agree), based on the research. However, 16.9% disagree and 20.8% are neutral,

indicating some discomfort or distrust. Overall, most individuals are receptive to advertising tailored by Al.

4. Al-driven sentiment analysis helps me discover products that align with
my preferences.
Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 46 35.4 35.4 35.4
agree 40 30.8 30.8 66.2
neutral 19 14.6 14.6 80.8
disagree 19 14.6 14.6 95.4
strongly disagree 6 4.6 4.6 100.0
Total 130 100.0 100.0
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4. Al-driven sentiment analysis helps me discover products that align with my preferences.
[ strangly Agree

M agree

M neutral

[ disagree

O strongly disagree

Interpretation : 66.2% of the respondents believe that Al-powered sentiment analysis assists individuals in
finding products that are in line with their preferences (35.4% strongly agree, 30.8% agree), while 19.2% (14.6%
disagree, 4.6% strongly disagree) find it useless, and 14.6% remain neutral. This suggests that, while there is

some level of scepticism, product discovery through Al is largely perceived positively.

5. I am more likely to purchase products suggested by Al based on my
emotions and browsing behavior.
Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 27 20.8 20.8 20.8
agree 20 15.4 154 36.2
neutral 35 26.9 26.9 63.1
disagree 48 36.9 36.9 100.0
Total 130 100.0 100.0
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5.1am more likely to purchase products suggested by Al based on my emotions and browsing behavior.
E strongly Agree

M agre=

M neutral

M disagree

Interpretation: 36.2% of the respondents, as per the statistics, are willing to purchase Al-recommended products
according to their browsing history and sentiments (20.8% strongly agree, 15.4% agree). Nevertheless, a
significant 36.9% disagree, whereas 26.9% do not have a stance, indicating opposition or disbelief in Al-based

purchasing suggestions.

6. Al-based emotion recognition improves my online shopping experience
by making it more personalized.
Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 45 34.6 34.6 34.6
agree 36 27.7 21.7 62.3
neutral 27 20.8 20.8 83.1
disagree 22 16.9 16.9 100.0
Total 130 100.0 100.0
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6. Al-based emotion recognition improves my online shopping experience by making it more personalized.
E strongly Agree

W agree

M neutral

M disagree

Interpretation: 62.3% of the respondents believe their online buying experience is enhanced with Al-driven
emotion recognition (27.7% agree, 34.6% strongly agree) based on the results. 16.9% disagree and 20.8% are

neutral, showing some reservation towards Al-driven personalisation.

7. 1 am concerned about Al analyzing my emotions without my explicit

consent.
Cumulative
Frequency Percent Valid Percent Percent
Valid Strongly Agree 42 32.3 32.3 32.3
agree 35 26.9 26.9 59.2
neutral 24 18.5 18.5 77.7
disagree 24 18.5 18.5 96.2
strongly disagree 5 3.8 3.8 100.0
Total 130 100.0 100.0
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7.1am concerned about Al analyzing my emotions without my explicit consent.

Interpretation: Based on the results, the majority of the sample (59.2%) are worried about Al being used to
examine their emotions without their explicit consent; of these, 32.3% strongly agree and 26.9% agree.
addition, 18.5% are in between, suggesting some uncertainty or ambiguity about the issue. Nevertheless, 22.3%

of the sample (18.5% disagree, 3.8% strongly disagree) are not concerned, implying some trust in or tolerance of

Al-based emotion analysis.

M strongly Agree
M agree

M neutral

M disagree

O strangly disagree

8. Al-driven sentiment analysis influences my purchase decisions more

than traditional advertising methods.

Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 31

agree
neutral
disagree

Total

22
38
39
130

23.8
16.9
29.2
30.0
100.0

23.8 23.8
16.9 40.8
29.2 70.0
30.0 100.0
100.0
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8. Al-driven sentiment analysis influences my purchase decisions more than traditional advertising methods.
M strongly Agree
agree
M neutral
= disagree

Interpretation: Based on the findings, views on how Al sentiment analysis influences consumer decisions
relative to traditional forms of advertising are divided. Significantly, 30% of respondents do not agree, although
40.7% (Strongly Agree + Agree) are convinced Al sentiment analysis may play a larger role. A large proportion
(29.2%) remain neutral, reflecting uncertainty or discomfort. These findings demonstrate the impact customer
behaviour can be driven by Al-powered insights, but they highlight the necessity of further personalisation and

trust development to enhance their effectiveness.

9. | believe Al can accurately distinguish between genuine and impulsive
purchase emotions.
Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 47 36.2 36.2 36.2
agree 39 30.0 30.0 66.2
neutral 20 15.4 154 81.5
disagree 23 17.7 17.7 99.2
strongly disagree 1 8 8 100.0
Total 130 100.0 100.0
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9. | believe Al can accurately distinguish between genuine and impulsive purchase emotions.

E strongly Agree
M agree

M ncutral

M disagree

O strongly disagres

Interpretation: Based on the survey, more than two-thirds of the respondents (66.2%) agree that Al can identify
genuine and spontaneous buying emotions, 30% agreeing and 36.2% strongly agreeing. However, 15.4% are
neutral and 17.7% sceptical. Even though open distrust is scarce with a meagre strong disagreement percentage
(0.8%), the presence of neutrality casts a shadow of doubt over Al's capacity to clearly discern the motives of

purchases.

10. The use of Al in understanding consumer emotions should be regulated
to prevent potential misuse.
Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 42 32.3 32.3 32.3
agree 28 21.5 21.5 53.8
neutral 26 20.0 20.0 73.8
disagree 29 22.3 22.3 96.2
strongly disagree 5 3.8 3.8 100.0
Total 130 100.0 100.0
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10. The use of Al in understanding consumer emotions should be regulated to prevent potential misuse.

M Strongly Agree
W agree

M neutral

M disagres
Cstrongly disagree

Interpretation: Based on the results, most of the respondents (53.8%) support regulating Al in consumer emotion

analysis, with 21.5% agreeing and 32.3% strongly agreeing. The issue of overregulation is brought up by the

fact that 3.8% strongly disagree and 22.3% disagree. 20%, however, are neutral, showing hesitation or a balanced

judgment of the issue.

11. | trust Al-driven sentiment analysis to respect my privacy while

analyzing my emotions Strongly Agree

Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 31

agree
neutral
disagree

Total

35
34
30
130

23.8
26.9
26.2
23.1
100.0

23.8 23.8
26.9 50.8
26.2 76.9
23.1 100.0
100.0
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11. | trust Al-driven sentiment analysis to respect my privacy while analyzing my emotions

M Strongly Agree
W agree

M neutral

M disagres

Interpretation: The results show differing levels of confidence in Al-powered sentiment analysis when it comes

to privacy. While 50.8% of them report trusting them (26.9% agree, 23.8% strongly agree), a significant

percentage remain uncertain, with 26.2% being neutral. The 23.1% who disagree point to privacy concerns. This

suggests a conflicted opinion, with a discernible level of scepticism and some trust in Al.

12. Al-powered emotion recognition helps reduce decision fatigue during

online shopping.

Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 33

agree
neutral
disagree

Total

34
41
22
130

254
26.2
315
16.9
100.0

25.4 254
26.2 51.5
315 83.1
16.9 100.0
100.0
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12. Al-powered emotion recognition helps reduce decision fatigue during online shopping.

M Strongly Agree
W agree

M neutral

M disagres

Interpretation: The answers suggest mixed sentiments about sentiment analysis by artificial intelligence as well
as the functionality it offers regarding safeguarding privacy. Although a substantial 26.2% remains neutral, nearly
half, or 50.8% (23.8% strongly agree, 26.9% agree), believe in Al examining emotions without losing privacy.
However, 23.1% reflect mistrust, revealing concerns over data protection and privacy. This means that even while
many people agree that Al has great potential, there is still a lot of doubt about its moral implementation.

13. | feel uneasy knowing that Al tracks my emotional responses without

transparency.
Cumulative
Frequency Percent Valid Percent Percent
Valid Strongly Agree 60 46.2 46.2 46.2
agree 41 31.5 31.5 77.7
neutral 16 12.3 12.3 90.0
disagree 10 7.7 7.7 97.7
strongly disagree 3 2.3 2.3 100.0
Total 130 100.0 100.0
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13. | feel uneasy knowing that Al tracks my emotional responses without transparency.
M Strongly Agree
W agree

M neutral

M disagres
Cstrongly disagree

Interpretation: With 46.2% strongly agreeing and 31.5% agreeing, a majority of respondents (77.7%) find
themselves uncomfortable with Al tracking their emotional responses in an imperceptible way. Only 10% are
opposed to this concern, with 12.3% remaining neutral. These findings highlight the necessity for more
transparency and ethical Al principles in customer interactions as well as the overall discomfort with Al emotional

tracking.

14. Al-driven sentiment analysis makes me feel understood as a consumer.

Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 28 21.5 21.5 21.5
agree 30 23.1 23.1 44.6
neutral 39 30.0 30.0 74.6
disagree 32 24.6 24.6 99.2
strongly disagree 1 8 8 100.0
Total 130 100.0 100.0
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14. Al-driven sentiment analysis makes me feel understood as a consumer.

M Strongly Agree
W agree

M neutral

M disagres
Cstrongly disagree

Interpretation: There are mixed responses to Al-powered sentiment analysis that makes clients feel heard. A

significant number (30%) of the population is neutral, even though 44.6% of them agree or strongly agree.

Scepticism is expressed by the 25.4% who disagree or strongly disagree. These figures indicate that while some

customers appreciate Al's personal insights, other customers may not yet fully trust or own its interpretations.

15. Al-generated product recommendations based on my emotions feel

more relevant than generic suggestions.

Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 33

agree
neutral
disagree

Total

34
36
27
130

25.4
26.2
27.7
20.8
100.0

25.4
26.2
27.7
20.8
100.0

25.4
51.5
79.2
100.0
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15. Al-generated product recommendations based on my emotions feel more relevant than generic
suggestions.

M Strongly Agree
M agree

M neutral

M disagres

Interpretation: Respondents' views on Al-suggested products by emotions vary. They are more specific than
universal concepts, as per 51.6% of respondents, whereas 20.8% do not agree and 27.7% are neutral. This
indicates that although a large percentage of customers appreciate Al-driven personalization, a large number are
skeptical or not of the view that it significantly excels over regular recommendations.

16. I am more likely to engage with brands that use Al for personalized

marketing based on emotions.

Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 67 51.5 51.5 51.5
agree 36 27.7 27.7 79.2
neutral 15 115 11.5 90.8
disagree 10 7.7 7.7 98.5
strongly disagree 2 1.5 1.5 100.0
Total 130 100.0 100.0

TIJERTHES057 TIJER — INTERNATIONAL RESEARCH JOURNAL www.tijer.org | 804



TIJER || ISSN 2349-9249 || © April 2025, Volume 12, Issue 4 || www.tijer.org

16. 1 am more likely to engage with brands that use Al for personalized marketing based on emotions.

Interpretation: With 51.5% strongly agreeing and 27.7% agreeing, a strong majority (79.2%) of the people
surveyed indicate they are more inclined to engage with companies that leverage Al-powered emotive marketing
based on emotions. While a majority of customers are attracted by Al-powered emotional targeting, a few remain

concerned or prefer traditional marketing approaches, as evidenced by the fact that 9.2% disagree and 11.5% are

neutral.

M Strongly Agree
W agree

M neutral

M disagres
Cstrongly disagree

17. Al emotion recognition should provide an option for users to opt in or

out.

Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 29

agree
neutral
disagree

Total

26
29
46
130

22.3
20.0
22.3
35.4
100.0

22.3 22.3
20.0 42.3
22.3 64.6
35.4 100.0
100.0
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17. Al emotion recognition should provide an option for users to optin or out.

M Strongly Agree
W agree

M neutral

M disagres

Interpretation: With 22.3% firmly in agreement and 20% agreeing, a significant majority of respondents
(42.3%) believe that users must have the option to opt out or in of Al emotion recognition. But a significant
22.3% are undecided, showing some unwillingness or disinterest in this feature. Still, 35.4% disagree, indicating
that a large section of the population either subscribes to the technology or feels that such an option is not required.

This difference highlights the ongoing debate over user autonomy and openness in Al-backed emotional analysis.

18. I believe Al-driven sentiment analysis can improve customer satisfaction
in e-commerce.
Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 35 26.9 26.9 26.9
agree 36 27.7 27.7 54.6
neutral 25 19.2 19.2 73.8
disagree 32 24.6 24.6 98.5
strongly disagree 2 1.5 15 100.0
Total 130 100.0 100.0
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18. | believe Al-driven sentiment analysis can improve customer satisfaction in e-commerce.

M Strongly Agree
W agree

M neutral

M disagres
Cstrongly disagree

Interpretation: While 26.9% of respondents strongly agree and 27.7% agree, the most common sentiment is that
Al sentiment analysis is capable of enhancing e-commerce customer satisfaction (54.6%). 19.2% are undecided,
indicating some reservations as to its effectiveness. Only 26.1% are negative, strongly disagreeing (1.5%) or
disagreeing (24.6%). This ambivalent response suggests that while most people feel that Al sentiment analysis
will enhance personalised shopping experiences, there are others who may be concerned about its impact or

accuracy.

19. Al-powered emotion tracking makes me skeptical about the authenticity
of online recommendations.
Cumulative
Frequency Percent Valid Percent Percent

Valid Strongly Agree 28 21.5 21.5 21.5
agree 32 24.6 24.6 46.2
neutral 42 32.3 32.3 78.5
disagree 26 20.0 20.0 98.5
strongly disagree 2 1.5 15 100.0
Total 130 100.0 100.0
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19. Al-powered emotion tracking makes me skeptical about the authenticity of online recommendations.

M Strongly Agree
W agree

M neutral

M disagres
Cstrongly disagree

Interpretation: In the case of Al-based emotion monitoring and its impact on the perceived legitimacy of online
recommendations, there is a broad spectrum of opinion. While a large percentage (32.3%) is neutral, 46.1% think
strongly (21.5%) or agree (24.6%) that Al-based emotion monitoring makes them doubtful. Yet, 21.5% of
participants disagree or strongly disagree and thus do not subscribe to these concerns. This division highlights
that while most consumers are apprehensive about Al-driven recommendations, others trust them or are uncertain

of their impact.

20. I feel that AD’s ability to analyze my emotions leads to fairer pricing and
better deals.
Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 60 46.2 46.2 46.2
agree 38 29.2 29.2 75.4
neutral 18 13.8 13.8 89.2
disagree 12 9.2 9.2 98.5
strongly disagree 2 1.5 1.5 100.0
Total 130 100.0 100.0
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20. | feel that Al's ability to analyze my emotions leads to fairer pricing and better deals.

M Strongly Agree
W agree

M neutral

M disagres
Cstrongly disagree

Interpretation: With 46.2% strongly agreeing and 29.2% agreeing, most respondents (75.4%) believe that Al's
ability to gauge emotions assists in offering more fair pricing and more favorable offers. A minority (10.7%)
oppose this notion, while a lesser majority (13.8%) are neutral. This suggests that although Al-based pricing is
typically considered beneficial, certain customers remain doubtful or uncertain regarding its fairness.

21. Al-driven sentiment analysis can enhance customer service by

understanding emotional cues.

Cumulative
Frequency Percent Valid Percent Percent

Valid Strongly Agree 33 25.4 25.4 25.4
agree 29 22.3 22.3 47.7
neutral 33 25.4 25.4 73.1
disagree 33 25.4 25.4 98.5
strongly disagree 2 1.5 15 100.0
Total 130 100.0 100.0
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21. Al-driven sentiment analysis can enhance customer service by understanding emotional cues.

M Strongly Agree
W agree

M neutral

M disagres
Cstrongly disagree

33
25.38%

Interpretation: Customer service sentiment analysis using Al gets as equally divided feedback. While 47.7%
of the respondents believe that by being able to detect emotional cues, it can enhance customer service (25.4%
strongly agree, 22.3% agree), the same number (25.4%) are neutral, and 26.9% disagree. This indicates that
consumers have mixed views about Al. While some are convinced that it can enhance personalised service,

others question its effectiveness or ethical acceptability.

22. Al emotion recognition should be used ethically to avoid manipulation in
consumer behavior.
Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 31 23.8 23.8 23.8
agree 33 25.4 25.4 49.2
neutral 36 27.7 27.7 76.9
disagree 28 21.5 215 98.5
strongly disagree 2 1.5 15 100.0
Total 130 100.0 100.0
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22. Al emotion recognition should be used ethically to avoid manipulation in consumer behavior.

M Strongly Agree
W agree

M neutral

M disagres
Cstrongly disagree

k)l
23.85%

Interpretation : With 25.4% agreeing and 23.8% strongly agreeing, most respondents (49.2%) agree that ethical
use of Al emotion recognition is required to prevent manipulation of customer behavior. However, a significant
percentage (27.7%) has no opinion, which could be an indicator of scepticism about the ethics of Al applications
or its appropriateness for governance. Yet, 23% of those surveyed disagree, suggesting that there are individuals
who do not consider ethical concerns to be a major issue or who have faith in the present use of Al. This highlights

the way ethical principles and openness are required to balance consumer protection and personalisation.

23. The idea of Al analyzing my emotions while shopping makes me feel
more connected to brands.
Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 68 52.3 52.3 52.3
agree 34 26.2 26.2 78.5
neutral 13 10.0 10.0 88.5
disagree 14 10.8 10.8 99.2
strongly disagree 1 8 8 100.0
Total 130 100.0 100.0
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23. The idea of Al analyzing my emotions while shopping makes me feel more connected to brands.

M Strongly Agree
W agree

M neutral

M disagres
Cstrongly disagree

14 1
1077% | |0.77%

Interpretation : While 52.3% strongly agreed and 26.2% agreed, the overall majority (78.5%) feel that Al's
analysis of their emotional state while shopping makes them more connected to companies. Most individuals are
not cynical, as shown by the 10% who are neutral and the minor 11.6% who disagree or strongly disagree. These
results suggest that, even though some shoppers remain cautious, Al-based emotional analysis can enhance brand-
consumer relationships for a significant number of consumers.

24. 1 worry that Al-driven emotion analysis could be used to exploit

vulnerable consumers. Strongly Agree

Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 31 23.8 23.8 23.8
agree 27 20.8 20.8 44.6
neutral 25 19.2 19.2 63.8
disagree 45 34.6 34.6 98.5
strongly disagree 2 1.5 1.5 100.0
Total 130 100.0 100.0

TIJERTHES057 TIJER — INTERNATIONAL RESEARCH JOURNAL www.tijer.org | 812



TIJER || ISSN 2349-9249 || © April 2025, Volume 12, Issue 4 || www.tijer.org

24. | worry that Al-driven emotion analysis could be used to exploit vulnerable consumers.

M Strongly Agree
W agree

M neutral

M disagres
Cstrongly disagree

Interpretation : There are varying views on whether Al-based emotion analysis will be used to exploit vulnerable
customers. Interestingly, 36.1% of those surveyed (34.6% disagree, 1.5% strongly disagree) do not agree with
the 44.6% of those surveyed who are concerned (23.8% strongly agree, 20.8% agree). 19.2%, however, are
unsure, indicating indecision. This suggests that a large proportion of respondents believe Al emotional analysis

cannot always lead to consumer abuse, while acknowledging that many of them see potential risks.

25. Al sentiment analysis should be combined with human oversight to
ensure ethical use.
Cumulative

Frequency Percent Valid Percent Percent

Valid Strongly Agree 37 28.5 28.5 28.5
agree 33 25.4 25.4 53.8
neutral 29 22.3 22.3 76.2
disagree 28 21.5 215 97.7
strongly disagree 3 2.3 2.3 100.0
Total 130 100.0 100.0
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25 Al sentiment analysis should be combined with human oversight to ensure ethical use.
M Strongly Agree

M agree

M neutral
.disagree

O strongly disagree

Interpretation :Most of the respondents (53.8%) concur, 25.4% strongly concur, that human monitoring be
combined with Al sentiment analysis for ethical use. On the other hand, 22.3% show no opinion, which reflects
high levels of reservation towards the requirement for human involvement. However, 23.8% of the respondents
(21.5% disagree, 2.3% strongly disagree) feel that greater control is not needed. While attitudes remain somewhat
polarized, these findings indicate a significant preference for ethical safeguards in Al-based sentiment analysis.
H1: Al-driven sentiment analysis has a significant positive impact on consumer trust in personalized
product recommendations.

Q3,094,913

Correlations
1.1 trust AIl-2. Al-powered
driven emotion 11. I trust Al-
sentiment recognition  driven
analysis  toenhances mysentiment
accurately  confidence inanalysis to
interpret mypersonalized respect my

emotions product privacy while
during onlinerecommendat analyzing my
shopping. ions. emotions
1.1 trust Al-drivenPearson 1 -.185" 152
sentiment analysis toCorrelation
accurately interpret mysig. (2-tailed) .035 .084
emotions during onliney 130 130 130
shopping.
2. Al-powered emotionPearson -.185 1 -.002
recognition  enhancesCorrelation
my  confidence  inSig. (2-tailed) .035 978
personalized productp 130 130 130
recommendations.
11. 1 trust Al-drivenPearson 152 -.002 1
sentiment analysis toCorrelation
respect my privacysSig. (2-tailed) .084 978
while analyzing my\ 130 130 130
emotions

*, Correlation is significant at the 0.05 level (2-tailed).
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Interpretation: The correlation study presents mixed evidence in support of the argument that Al-powered

sentiment analysis enhances customer trust in personalized recommendations. While confidence in Al-driven
suggestions is negatively related to trust in Al's emotional understanding (r=-0.185, p=0.035; r=-0.185, p=0.035),
showing scepticism, its relationship with privacy trust (r=0.152, p=0.084) is weak and insignificant. In addition,
the correlation between privacy trust and confidence in Al recommendations is not apparent (r = -0.002, p =
0.978). These results offer little support to the theory as they indicate that while consumers might believe in Al's
ability to comprehend emotions, they remain cautious about the application of Al in privacy and
recommendations.

H2: Al-based emotion recognition significantly influences consumer purchase decisions.

Q7,910,921

One-Sample Test

Test Value =0
95% Confidence Interval
Sig. (2-Mean of the Difference

t df tailed) Difference Lower Upper
5. 1 am more likely to27.745 129 .000 2.800 2.60 3.00
purchase products
suggested by Al
based on my
emotions and
browsing behavior.
8. Al-driven 26.403 129 .000 2.654 2.45 2.85
sentiment  analysis
influences my
purchase decisions
more than
traditional
advertising methods.
19. Al-powered 26.814 129 .000 2.554 2.37 2.74

emotion tracking
makes me skeptical
about the
authenticity of online
recommendations.

Interpretation: The hypothesis that Al-based emotion recognition significantly influences customer buying
decisions is strongly supported by the findings of the one-sample t-test. The findings of all three variables under
study are extremely significant (p =.000), with mean differences well above zero. Users show skepticism towards
Al-driven recommendations (p = 26.814 t=26.814), but they also express being more apt to purchase items
suggested by Al (p=27.745 t=27.745) and are convinced that Al-based sentiment analysis is more effective than
conventional advertisement (p = 26.403 t=26.403).

TIJERTHES057 TIJER — INTERNATIONAL RESEARCH JOURNAL www . tijer.org ’ 815



TIJER || ISSN 2349-9249 || © April 2025, Volume 12, Issue 4 || www.tijer.org
H3: Ethical concerns regarding Al-driven emotion analysis moderate the relationship between AI’s

influence and consumer purchase behavior.
Moderation analysis

p8-Predictor (Independent Variable)
p24-Moderator

p5-Dependent Variable (Outcome)

Model Summary

Std. ErrorChange Statistics

Mode R Adjusted of theR SquareF Sig. F
I R Square R Square Estimate Change Change dfl df2 Change

1 .230%  .053 .038 1.128 .053 3561 2 127 031

a. Predictors: (Constant), moderation_Analysis_variable_moderator,

moderation_Analysis_variable

Interpretation: As per moderation study, the connection between Al influence
and buying behavior of customers is significantly moderated by  ethical issues regarding Al-based emotion
analysis. A statistically significant difference (p =.031 p=.031) and 5.3% of purchase behavior variance (R 2
=.053 R 2 =.053) are accounted for by the model. This indicates that the extent to which sentiment analysis by Al

influences consumer decisions on Al ethics can be influenced. Although Al continues to play a dominant role,

ethical issues may reduce or enhance consumer trust and adoption of Al-driven recommendations.
ANOVA?
Sum of
Model Squares Df Mean Square F Sig.
1 Regression  9.069 2 4.534 3.561 .031°
Residual 161.731 127 1.273
Total 170.800 129

a. Dependent Variable: 5. I am more likely to purchase products suggested by Al based on
my emotions and browsing behavior.
b. Predictors: (Constant), moderation_Analysis_variable_moderator,

moderation_Analysis_variable

Interpretation: The significance of the moderation model is also confirmed by the ANOVA findings
(F(2,127)=3.561, p=.031, F2(2,127) = 3.561, p=.031). This suggests that the moderator (ethical issues) and
predictor (Al influence) together play a significant role in customer buying behavior. While ethical factors do
come into play, there are likely other influences on consumer choice since the regression model accounts for

some of the total variance (R 2 =.053).
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Coefficients?

Standar
dized
Unstandardized Coefficie 95.0% ConfidenceCollinearity
Coefficients nts Interval for B Statistics
Std. Lower Upper Tolera
Model B Error Beta t Sig. Bound Bound nce VIF
1 (Constant) 2.801 .099 28.30 .000 2.605 2.997

0

moderation_A -.209  .087 -208  -2.407.018 -381  -.037 998  1.002
nalysis_variab
le

moderation_A -.086  .082 -.091 -1.056.293 -.248 075 998 1.002
nalysis_variab
le_moderator

a. Dependent Variable: 5. I am more likely to purchase products suggested by Al based on my
emotions and browsing behavior.

Interpretation : According to the findings of the regression analysis, ethical concerns regarding Al-driven
sentiment analysis attenuate the association between customer purchasing behaviour and Al influence. Purchase
behavior is strongly affected in the negative direction by the predictor variable (Al influence) (B=-0.209, p=.018),
which means that the probability of purchasing products recommended by Al decreases as ethical concerns
increase. However, the Al influence moderation interaction term (B=—0.086, p=.293) is non-significant and
indicates that despite ethical factors that affect customer trust and decisions, their moderating effect on the
influence of Al is not of very significant weight. Efficacious estimates are guaranteed since the low Variance

Inflation Factor (VIF = 1.002) implies less multicollinearity.

Excluded Variables?
Collinearity Statistics

Partial Toleranc Minimum

Model Beta In t Sig. Correlation e VIF Tolerance
1 8. Al-driven .° : : : .000 : .000

sentiment analysis

influences my

purchase decisions

more than

traditional

advertising

methods.

a. Dependent Variable: 5. | am more likely to purchase products suggested by Al based on my
emotions and browsing behavior.

b. Predictors in the Model: (Constant), moderation_Analysis variable_moderator,
moderation_Analysis_variable

Interpretation: "Al-based sentiment analysis has more impact on my buying behavior than conventional
advertising techniques™ was not included in the ultimate regression model, based on the analysis of omitted
variables. This may indicate that it contributed nothing, or little, to explaining variation in the dependent variable

(tendency to buy Al-recommended products). Based on the zero tolerance and VIF values, this variable could not
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have contributed additional explanatory power to the model or could have been highly correlated with the existing

predictors.

Collinearity Diagnostics?
Variance Proportions

moderation_A

Condition moderation_An nalysis_variabl
Model Dimension Eigenvalue Index (Constant) alysis_variable e_moderator
1 1 1.040 1.000 01 48 A7
2 1.000 1.020 99 .00 .01
g 960 1.041 .00 .52 .52

a. Dependent Variable: 5. I am more likely to purchase products suggested by Al based on my emotions

and browsing behavior.
Interpretation: As the eigenvalues remain close to 1 and the condition index remains well below the critical
value of 30, the diagnostics for collinearity indicate that there is no serious multicollinearity present within the
model. With no one variable dominating and the variance ratios being roughly spread out across the predictors,
it seems that the variables of the moderation analysis are adding something distinct to the model. All in all, these
results show that the independent variables are able to explain the probability of purchasing Al-recommended

products without inducing significant duplication or coefficient estimate distortion.

Chapter 5: Discussion
Current studies indicate Al-based sentiment analysis is becoming more essential in online marketing and
consumer behavior studies. Social media has emerged as an indispensable component of online business, making
it possible for companies to gain insights from user-created content, which is often more useful than data
presented by the firm. NLP-based sentiment analysis enables companies to analyze consumer sentiments, make
purchase predictions, and refine marketing campaigns. Studies indicate how Al enhances competitive research,
personalizes customer experiences, and maximizes digital advertising through real-time analysis of emotions.
Although Al-generated content influences consumer attitudes, transparency and ethical concerns remain essential
for trust. Current studies indicate Al-based sentiment analysis is becoming more essential in online marketing
and consumer behavior studies. Social media has emerged as an indispensable component of online business,
making it possible for companies to gain insights from user-created content, which is often more useful than data
presented by the firm. NLP-based sentiment analysis enables companies to analyze consumer sentiments, make
purchase predictions, and refine marketing campaigns. Studies indicate how Al enhances competitive research,
personalizes customer experiences, and maximizes digital advertising through real-time analysis of emotions.
Although Al-generated content influences consumer attitudes, transparency and ethical concerns remain essential
for trust . Using a quantitative, descriptive method with SPSS for analysis, the research here examines the impact
of sentiment analysis and emotion recognition by Al on consumer buying decisions based on primary data from
120 participants and secondary data. The key variables of this research are Al-based recommendations, consumer

sentiment, and emotional reactions, while demographics and Al exposure serve as moderators. The findings
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highlight the role of Al in enhancing marketing strategy and boosting sales based on personalised consumer

interaction.The conclusions of the sentiment analysis reveal a complex relationship between customer behavior
and Al-based emotion recognition. While a large proportion of respondents acknowledge that Al can enhance
customer experience and make more personalized suggestions, privacy and ethical issues remain paramount.
Though Al improves personalisation, there remains doubt about its accuracy and ethical use, as per correlation
analysis, displaying a small but significant relationship between trust in product recommendations and faith in
Al-based sentiment analysis. That Al plays a stronger role in purchasing decisions than advertising is supported
by hypothesis testing, although this influence is moderated by concerns regarding emotional tracking and
manipulation. Regression analysis also indicates that customer trust in Al-based recommendations is negatively
influenced by ethical concerns. The study highlights the significance of ethical governance, open Al deployment,
and consumer control over emotional data monitoring in order to guarantee confidence and engagement in Al-
driven marketing strategies. The conclusions of the analysis provide mixed evidence supporting the proposed
theories. Although customer trust in tailored recommendations is motivated by sentiment analysis based on All,
the correlation analysis indicates that such an influence is not necessarily positive, and therefore partial refutation
of H1. One-sample t-test results are, however, highly indicative of H2, indicating that Al-based emotion detection
significantly contributes to customer purchasing decisions. Moreover, the moderation study corroborates H3 by
showing that ethical concerns significantly influence consumers' reaction towards Al-driven sentiment analysis.
Although Al can improve customer experiences, ethical application of Al is a major consumer acceptance driver,
according to the regression model, with ethical concerns limiting the Al impact-purchase behavior relationship
in a negative manner. The results indicate the need to balance Al's potential against openness and appropriate use
to increase customers' engagement and trust. This study presents the importance of Al-based sentiment analysis
and emotional detection in what people buy. By providing marketers with better information about what and how
consumers engage, and who they might relate to, Al improves marketing initiatives.Firms can utilize the findings
to maximize sales and engage more efficiently.

The changing roles of Al influencing consumer behavior need to be probed in other studies.

Chapter 6: Conclusion
These findings imply that Al has the potential to advance decision-making in marketing with the capacity to
understand emotional responses and act on customer needs. As Al advances, businesses are able to improve their
strategies further to develop more intimate relationships with customers and drive revenues. Future research can
examine other elements, such as cultural variations and moral problems, to advance Al performance in consumer
behaviour analysis. This study also illustrates how emotion recognition and sentiment analysis through Al
influence the buying behavior of consumers by enabling businesses to better understand customers' emotions and
tendencies. With the help of Al-powered data, companies can enhance product suggestions, enhance consumer
engagement, and increase overall revenue. Yet the research also highlights the importance of considering ethical
aspects such as data protection and transparency while applying Al for consumer analysis. As Al technology
improves, businesses are required to implement these technologies appropriately so that customer confidence is
sustained and better market insights are derived. To improve its uses in digital marketing and e-commerce, further

study has to delve into the long-run effects of Al-powered sentiment analysis on various businesses and clientele.
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Appendix

Name

Age

Gender
1.

I trust Al-driven sentiment analysis to accurately interpret my emotions during online shopping.
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

Al-powered emotion recognition enhances my confidence in personalized product
recommendations.

Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

3.

3.

I feel comfortable knowing that Al analyzes my emotions to tailor advertisements and offers.
Strongly Agree

Agree
Neutral
Disagree

Strongly Disagree

Al-driven sentiment analysis helps me discover products that align with my preferences.

Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

4.

I am more likely to purchase products suggested by Al based on my emotions and browsing
behavior.

Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree
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5. Al-based emotion recognition improves my online shopping experience by making it more
personalized.

Strongly Agree
Agree

Neutral
Disagree

Strongly Disagree

6. 1 am concerned about Al analyzing my emotions without my explicit consent.
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

7. Al-driven sentiment analysis influences my purchase decisions more than traditional advertising
methods.

Strongly Agree
Agree

Neutral

Disagree
Strongly Disagree

8. | believe Al can accurately distinguish between genuine and impulsive purchase emotions.
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

9. The use of Al in understanding consumer emotions should be regulated to prevent potential
misuse.

Strongly Agree
Agree

Neutral

Disagree
Strongly Disagree
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10. I trust Al-driven sentiment analysis to respect my privacy while analyzing my emotions
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

11. Al-powered emotion recognition helps reduce decision fatigue during online shopping.
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

12. | feel uneasy knowing that Al tracks my emotional responses without transparency.
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

13. Al-driven sentiment analysis makes me feel understood as a consumer.
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

14. Al-generated product recommendations based on my emotions feel more relevant than generic
suggestions.

Strongly Agree
Agree

Neutral
Disagree

Strongly Disagree
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15. I am more likely to engage with brands that use Al for personalized marketing based on emotions.

Strongly Agree
Agree

Neutral
Disagree

Strongly Disagree

16. Al emotion recognition should provide an option for users to opt in or out.
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

17. 1 believe Al-driven sentiment analysis can improve customer satisfaction in e-commerce.
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

18. Al-powered emotion tracking makes me skeptical about the authenticity of online
recommendations.

Strongly Agree
Agree

Neutral

Disagree
Strongly Disagree

19. I feel that AD’s ability to analyze my emotions leads to fairer pricing and better deals.
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree
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20. Al-driven sentiment analysis can enhance customer service by understanding emotional cues.

Strongly Agree
Agree

Neutral
Disagree

Strongly Disagree

21. Al emotion recognition should be used ethically to avoid manipulation in consumer behavior.
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

22. The idea of Al analyzing my emotions while shopping makes me feel more connected to brands.
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

23. 1 worry that Al-driven emotion analysis could be used to exploit vulnerable consumers.
Strongly Agree

Agree

Neutral

Disagree

Strongly Disagree

25.Al sentiment analysis should be combined with human oversight to ensure ethical use.

Strongly Agree
Agree

Neutral
Disagree

Strongly Disagree
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