
Advances in Consumer Research 

ISSN (Print): 0098-9258 

ISSN(Online): 3079-1766 

 

  

Page. 1030 

Vol. 2, Issue 4 (2025)                        https://acr-journal.com/ 
 

 

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 4 

 

Harnessing Generative Ai For Hyper-Personalized Marketing: Impacts On Consumer Trust, 

Engagement, And Brand Loyalty 

 

Dr. Raju P1, Dr. P.Perumal2, Dr. Biswo Ranjan Mishra3, Dr. S Sivagnana Bharathi4, Dr. Datrika Venkata 

Madhusudan Rao5, Dr. Shankar R.6 

1Assistant Professor, Department of Commerce, SRM Institute of science and Technology, Faculty of Science and 

Humanities, Ramapuram Campus, Chennai, India.  

Email ID: promisingraju@gmail.com, Orcid id: 0009-0004-7761-5895  
2Assistant Professor, Department of Commerce (Honours) Shift II, Dwaraka Doss Goverdhan Doss Vaishnav College,  

Chennai, India. 

Email ID: peru4885@gmail.com, Orcid id: 0009-0006-8692-5929  
3Assistant Professor, Department of Commerce, Utkal University (CDOE), Bhubaneswar, Odisha.  

Email ID: biswomishra@gmail.com , Orcid Id 0009-0006-5394-9609 
4Associate Professor, Department of Management Studies, KIT-Kalaignarkarunanidhi Institute of Technology, Coimbatore, 

India. 

Email ID: bharathimbakit@gmail.com, ORCID:0000-0002-7794-7564  
5Associate Professor, School of Management, CMR University, Bengaluru, Karnataka. 

Email ID: venkatamadhusudan.r@cmr.edu.in,  
6Researcher in Commerce, Bharathiar University, Coimbatore. 

Email ID: shankr.phd@gmail.com Orcid id: https://orcid.org/0009-0002-3479-1851 

 

Cite this paper as: Dr. Raju P, Dr. P.Perumal, Dr. Biswo Ranjan Mishra, Dr. S Sivagnana Bharathi, Dr. Datrika Venkata 

Madhusudan Rao, Dr. Shankar R., (2025) Harnessing Generative Ai For Hyper-Personalized Marketing: Impacts On 

Consumer Trust, Engagement, And Brand Loyalty. Advances in Consumer Research, 2 (4), 1030-1037 

 

KEYWORDS 

Generative AI, 

Hyper-

Personalization, 

Consumer Trust, 

Brand Loyalty, 

Digital 

Engagement. 

ABSTRACT 

This study investigates the influence of generative AI-driven hyper-personalized marketing 

strategies on consumer trust, engagement, and brand loyalty. As brands increasingly adopt AI to 

deliver tailored experiences in real-time, understanding its psychological and behavioral impact on 

consumers becomes critical. The research employed a quantitative approach, collecting data from 

150 digitally active consumers using a structured questionnaire. The results revealed that generative 

AI-enabled personalization significantly enhances consumer trust and engagement, which in turn 

strongly influence brand loyalty. Mediation analysis confirmed that trust and engagement play 

pivotal roles in translating personalized experiences into sustained brand commitment. The study 

concludes that generative AI, when implemented transparently and ethically, can humanize digital 

interactions and build long-term consumer relationships. These findings have practical implications 

for marketers seeking to optimize AI tools not just for efficiency, but also for emotional connection 

and loyalty-building. 

1. INTRODUCTION 

The rapid evolution of digital technologies has profoundly transformed how businesses communicate, engage, and build 

relationships with consumers. Among these transformative innovations, generative artificial intelligence (AI) stands out as a 

disruptive force that is reshaping the landscape of personalized marketing. By leveraging machine learning algorithms and 

vast consumer data, generative AI enables brands to create hyper-personalized experiences tailored to individual consumer 

preferences in real time. This shift from traditional segmentation-based marketing to individualized engagement strategies 

marks a pivotal moment in digital marketing history, compelling both academics and practitioners to explore its deeper 

implications. As consumers increasingly demand relevance, speed, and authenticity, the integration of generative AI into  
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marketing workflows promises not only efficiency but also a richer, more interactive brand-consumer dialogue (Kietzmann 

et al., 2023). However, this newfound intimacy also raises significant questions about trust, data ethics, and the sustainability 

of consumer-brand relationships in an AI-driven ecosystem. 

Consumer trust remains the cornerstone of any successful marketing initiative, especially in an era marked by digital 

surveillance concerns and algorithmic transparency debates. The deployment of generative AI tools in marketing—such as 

chatbots, recommendation engines, and content creation algorithms—relies heavily on the collection and interpretation of 

user data (Shankar, 2024). These technologies personalize offerings by predicting user behavior, preferences, and emotional 

responses, thereby increasing the likelihood of engagement and conversion. While this promises a seamless user experience, 

the opacity surrounding AI decision-making processes and data usage often triggers apprehension among users. Studies have 

shown that when consumers are aware that AI is curating their digital experience, their perceptions of manipulation, 

surveillance, or bias can significantly influence their trust in the brand (R, 2021; Taddeo & Floridi, 2018). On the other hand, 

when AI-generated interactions are perceived as transparent, fair, and beneficial, trust is not only preserved but enhanced. 

The current research landscape emphasizes the need to balance technological advancement with ethical responsibility to 

prevent erosion of consumer confidence (Paschen et al., 2020). 

Engagement, another vital metric in the marketing funnel, is increasingly being redefined through the lens of generative AI. 

Traditional forms of digital engagement—likes, shares, and clicks—are being supplemented by more immersive experiences 

such as AI-curated product trials, personalized storytelling, and interactive content creation (Jayanthi et al., 2025). The shift 

from passive to active forms of engagement has reconfigured the consumer journey into a co-creative process, where the 

consumer not only responds to but also shapes the content. For instance, machine learning models now allow for the 

generation of unique advertisements, email campaigns, and even product suggestions that reflect individual consumers’ 

historical behaviors and psychographic data (Sridhar et al., 2025). These developments resonate particularly strongly with 

Generation Z and Millennial cohorts, who have demonstrated a marked preference for interactive, relevant, and emotionally 

intelligent brand communications (Shankar, 2024). However, the quality of engagement, rather than just its frequency, is 

increasingly seen as indicative of long-term relationship building. Therefore, researchers are called to investigate whether 

AI-powered personalization leads to genuine emotional bonds or if it merely simulates intimacy through algorithmic design. 

Brand loyalty, traditionally rooted in customer satisfaction and consistent brand performance, now finds itself influenced by 

data-driven personalization and digital experiences. Hyper-personalization facilitated by generative AI has emerged as a 

strategic lever to enhance brand stickiness by creating individualized value propositions. Brands that can predict consumer 

needs, respond in real time, and deliver emotionally resonant content are more likely to foster enduring loyalty (Babu Ramesh 

et al., 2018). Yet, the relationship between personalization and loyalty is not linear; over-personalization or perceived 

intrusiveness can backfire, causing consumer alienation or privacy concerns (Kalaivani & Shankar, 2017). Therefore, it 

becomes imperative to explore how consumers interpret the authenticity of AI-generated interactions and whether these 

experiences translate into lasting brand allegiance. The increasing sophistication of AI models—such as those that enable 

real-time sentiment analysis and adaptive content delivery—demands an empirical evaluation of their impact on loyalty 

metrics across diverse consumer demographics and product categories (Sivakumar & Shankar, 2019). 

This study is situated at the intersection of technology, psychology, and marketing strategy. It aims to provide a nuanced 

understanding of how generative AI-driven hyper-personalized marketing influences consumer trust, engagement, and brand 

loyalty in the digital age. It draws on interdisciplinary frameworks and a growing body of research that spans machine 

learning, behavioral science, and marketing analytics. Recent advances in AI and its marketing applications—from deep 

learning models in recommendation systems to language models powering conversational interfaces—offer a fertile ground 

for investigating consumer responses to personalized content (Dwivedi et al., 2023). Additionally, the study takes into 

account the ethical, cultural, and contextual dimensions that mediate consumer interpretations of AI-enabled personalization. 

While some consumers embrace technological mediation as a pathway to convenience and relevance, others view it as a 

threat to autonomy and authenticity (Ameen et al., 2021). In light of these dynamics, the study seeks to empirically validate 

the conditions under which generative AI enhances or impairs the core dimensions of consumer-brand relationships. 

As the field of marketing undergoes a fundamental transformation driven by AI, it becomes increasingly important to ground 

strategic decisions in evidence-based research. By leveraging insights from both established literature and emerging studies, 

this research aspires to fill critical gaps in understanding the psychological and behavioral consequences of AI-generated 

personalization. With a focus on real-world applications and consumer perspectives, it contributes to ongoing debates around 

algorithmic ethics, brand transparency, and human-AI interaction. The findings are expected to offer practical guidance to 

marketers, technologists, and policymakers navigating the complexities of personalization in the age of generative AI. 

Ultimately, the study underscores the importance of aligning technological capabilities with consumer expectations and 

ethical imperatives to foster sustainable, trust-based, and loyal relationships in the digital marketplace. 

2. LITERATURE REVIEW 

The integration of generative artificial intelligence (AI) into marketing strategies marks a significant shift in how businesses 

personalize consumer experiences. Traditional personalization techniques based on demographic or behavioral segmentation 

are now being augmented—and in some cases replaced—by generative AI tools that deliver hyper-personalized content at 
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scale and in real-time. According to Kietzmann et al. (2023), generative AI enhances content creation, message targeting, 

and interaction automation, thus driving deeper customer engagement. These AI-driven mechanisms are capable of analyzing 

massive data streams to generate marketing messages uniquely tailored to individual preferences, thereby fostering a sense 

of personal connection with the brand. 

Consumer trust, however, remains a critical determinant of the success of AI-powered personalization. Research by Paschen 

et al. (2020) underscores that while consumers appreciate relevance, concerns related to data privacy, algorithmic 

transparency, and ethical use of information can diminish trust in AI-mediated interactions. Transparency in how AI systems 

operate and how data is utilized plays a crucial role in moderating consumers’ emotional response to AI-generated content 

(Taddeo & Floridi, 2018). Shankar (2024) specifically found that Generation Z and Millennial consumers tend to react 

favorably to personalized marketing only when they perceive it as non-intrusive and authentic. 

Engagement is another dimension significantly impacted by hyper-personalized AI strategies. AI-enhanced personalization 

increases the frequency and quality of interactions by tailoring messages, visuals, and offers to suit individual consumer 

profiles (Jayanthi et al., 2025). This results in increased click-through rates, time spent on digital platforms, and content 

sharing behaviors. Sridhar et al. (2025) highlighted how AI systems trained for sentiment analysis and preference prediction 

are capable of maintaining continuous digital engagement with minimal human intervention. 

Brand loyalty, traditionally built over time through consistent quality and trust, is now increasingly influenced by the 

relevance and responsiveness of digital experiences. Babu Ramesh et al. (2018) found that perceived value and emotional 

satisfaction are key mediators between personalization and loyalty. While AI can enhance perceived relevance and 

immediacy, Sivakumar and Shankar (2019) caution that excessive personalization may backfire, creating discomfort or 

fatigue among consumers. The literature suggests that a balanced approach is essential—one that combines technological 

sophistication with sensitivity to consumer boundaries and preferences. 

Despite a growing body of work exploring AI in marketing, most existing studies focus broadly on personalization or digital 

engagement without dissecting the unique contributions of generative AI models. Moreover, few studies examine the 

combined impact of AI-driven personalization on trust, engagement, and loyalty—especially in the context of long-term 

consumer-brand relationships. 

3. RESEARCH GAP 

While previous studies have explored the general influence of AI and personalization in marketing, there is a notable lack of 

empirical research focusing specifically on generative AI technologies (such as large language models and deep learning 

content generators) and their role in hyper-personalized marketing. Most existing literature either discusses AI broadly or 

treats personalization as a static, rule-based process, ignoring the dynamic, real-time capabilities of generative AI. 

Furthermore, current research often isolates consumer trust, engagement, or brand loyalty as individual constructs without 

investigating their interconnectedness in the context of AI-enabled personalization. Little is known about how hyper-

personalization simultaneously influences trust and engagement, and whether these factors collectively drive sustained brand 

loyalty. This study seeks to bridge these gaps by analyzing the influence of generative AI-driven hyper-personalization on 

both consumer trust and engagement (Objective 1) and the relationship between personalized experiences and long-term 

brand loyalty (Objective 2), thereby contributing a more integrated and technologically current understanding of AI’s role in 

consumer-brand dynamics. 

Objectives of the study 

1. To examine the influence of generative AI-driven hyper-personalized marketing strategies on consumer trust and 

engagement across digital platforms. 

2. To analyze the relationship between AI-enabled personalized marketing experiences and the development of long-

term brand loyalty among consumers. 

4. PROBLEM FOCUSED 

In today’s fast-evolving digital marketing landscape, businesses are under increasing pressure to meet the expectations of 

tech-savvy consumers who demand relevance, immediacy, and personalization. Generative Artificial Intelligence (AI)—

including tools such as large language models, image generators, and predictive algorithms—is emerging as a powerful 

technological advancement that allows marketers to deliver hyper-personalized content in real-time. Unlike traditional 

marketing personalization based on rule-based segmentation or static customer profiling, generative AI allows for dynamic, 

adaptive communication that mimics human creativity and conversational tone. This capability marks a paradigm shift in 

how brands build relationships with consumers, making it critical to understand its broader implications. Despite the promise 

of generative AI, its integration into personalized marketing strategies raises critical concerns about consumer trust and 

digital engagement. While personalization can create more meaningful and efficient interactions, it also introduces issues 

related to data privacy, perceived manipulation, and ethical transparency. Consumers may become skeptical of AI-curated 

experiences if they feel over-targeted, monitored, or misled by algorithmic decisions. These concerns directly relate to the 

first objective of this study: to examine the influence of generative AI-driven hyper-personalized marketing strategies on 
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consumer trust and engagement across digital platforms. There is a pressing need to explore how trust is shaped by AI-

generated content and whether these personalized interactions genuinely foster deeper consumer involvement or merely 

generate superficial attention. 

Moreover, marketers are increasingly focused not only on acquiring attention but on cultivating long-term brand loyalty. 

Hyper-personalization, powered by generative AI, offers the ability to tailor experiences that anticipate needs, resolve issues 

proactively, and build emotional resonance—hallmarks of customer loyalty. However, existing literature falls short in 

investigating how this emerging form of personalization affects brand commitment over time, especially as consumers 

become more aware of and sensitive to AI's role in shaping their digital environment. This gap justifies the second objective 

of the study: to analyze the relationship between AI-enabled personalized marketing experiences and the development of 

long-term brand loyalty among consumers. Understanding this relationship is vital, as brand loyalty contributes directly to 

sustained revenue, customer retention, and positive word-of-mouth—all of which are essential in a highly competitive digital 

economy. Additionally, while studies on AI in marketing are growing, few focus specifically on generative AI and its unique 

characteristics—such as natural language generation, visual synthesis, and conversational capabilities. These tools do not 

merely automate tasks; they create experiences. This nuance is often overlooked in generalized AI-marketing research. 

Furthermore, most current research tends to study trust, engagement, and loyalty as separate constructs, rather than examining 

them holistically within the context of generative AI-driven marketing. 

Therefore, this study is both timely and necessary. It seeks to contribute to academic knowledge and industry practice by 

offering a comprehensive, empirical examination of how generative AI influences consumer trust, engagement, and loyalty. 

By doing so, it will equip marketers, technologists, and policymakers with actionable insights into the ethical, strategic, and 

experiential dimensions of hyper-personalized marketing in the age of AI. 

5. RESEARCH METHODOLOGY 

1. Target Population 

The target population for this study comprises digital consumers aged 18 to 45 who actively interact with AI-driven 

marketing platforms. This includes individuals who regularly engage with personalized advertisements, recommendations, 

emails, or chatbot communications generated through AI tools on platforms such as e-commerce websites, social media, and 

branded mobile applications. The population is geographically concentrated in urban centers of South India, where digital 

marketing penetration and AI-based technologies are more widely adopted. 

2. Data Collection Method 

The study adopts a quantitative research design to collect structured and measurable data. A survey questionnaire will be 

used as the primary data collection tool. The questionnaire will contain close-ended questions and Likert-scale items designed 

to assess consumer perceptions of AI-driven personalization, levels of trust and engagement, and loyalty tendencies. Prior to 

the main survey, a pilot test will be conducted with 15 respondents to validate the clarity, reliability, and internal consistency 

of the items. 

3. Sample Size and Sampling Technique 

The sample size for the study is 150 respondents, which is considered statistically adequate for basic inferential analysis in 

social sciences. A purposive sampling technique (a form of non-probability sampling) will be used to select participants who 

have experience with AI-enabled personalized marketing (e.g., having received AI-generated product suggestions, email 

recommendations, chatbot interactions, etc.). This approach ensures the relevance of the responses in relation to the research 

objectives. 

Hypotheses of the Study 

• H1: Generative AI-driven hyper-personalized marketing strategies have a significant positive influence on consumer 

trust. 

• H2: Generative AI-driven hyper-personalized marketing strategies significantly enhance consumer engagement 

across digital platforms. 

• H3: Consumer trust significantly mediates the relationship between AI-driven personalization and brand loyalty. 

• H4: Consumer engagement significantly mediates the relationship between AI-driven personalization and brand 

loyalty. 

• H5: There is a significant positive relationship between AI-enabled personalized marketing experiences and long-

term brand loyalty. 
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Table 1- Descriptive Statistics 

Variable Mean Std. Deviation 

Perceived Personalization 4.22 0.66 

Trust in AI Marketing 4.01 0.68 

Engagement with AI Content 4.18 0.59 

Brand Loyalty 3.95 0.73 

All variables scored above the midpoint (3.0) on a 5-point scale. Perceived personalization received the highest mean (4.22), 

indicating that participants generally perceive AI-driven marketing as highly personalized. Trust (4.01) and engagement 

(4.18) also rated strongly, suggesting users feel both confident in AI-based content and are actively engaging with it. Brand 

loyalty (3.95) showed moderate-to-high levels, indicating positive ongoing relationships with brands using AI 

personalization. 

These findings suggest that generative AI-based personalization is being received positively across multiple consumer 

experience dimensions. The strong descriptive scores provide a foundation for testing the deeper relationships in subsequent 

hypotheses. 

Table 2- Reliability Analysis (Cronbach’s Alpha) 

Construct No. of Items Cronbach’s Alpha 

Perceived Personalization 5 0.84 

Trust in AI Marketing 5 0.87 

Engagement with AI 4 0.85 

Brand Loyalty 4 0.82 

All constructs show excellent internal consistency, with Cronbach’s Alpha > 0.80. This indicates that the questionnaire items 

for each construct (e.g., trust, engagement, etc.) are consistently measuring their respective variables. 

The reliability of the scales ensures the validity of the analysis that follows, strengthening the statistical soundness of 

hypothesis testing. 

Table 3 - Correlation Matrix 

• H1: Generative AI-driven hyper-personalized marketing strategies have a significant positive influence on 

consumer trust. 

• H2: Generative AI-driven hyper-personalized marketing strategies significantly enhance consumer engagement. 

• H5: There is a significant positive relationship between AI-enabled personalized marketing experiences and long-

term brand loyalty. 

Variables Personalization Trust Engagement Brand Loyalty 

Personalization 1.00 

   

Trust 0.64** 1.00 

  

Engagement 0.69** 0.66** 1.00 

 

Brand Loyalty 0.58** 0.71** 0.75** 1.00 

Correlation is significant at the 0.01 level (2-tailed) 

Personalization is significantly correlated with trust (r = 0.64), engagement (r = 0.69), and brand loyalty (r = 0.58), indicating 

that as perceived personalization increases, trust, engagement, and loyalty also improve. Engagement and brand loyalty are 

most strongly linked (r = 0.75), emphasizing that higher engagement drives stronger brand commitment. 

These correlations support the conceptual relationships proposed in H1, H2, and H5. They also hint at trust and engagement 

being key mechanisms through which personalization influences loyalty, laying the groundwork for mediation analysis. 
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Table 4 - Multiple Regression Analysis 

• H1: Generative AI-driven hyper-personalized marketing strategies have a significant positive influence on 

consumer trust. 

• H2: Generative AI-driven hyper-personalized marketing strategies significantly enhance consumer engagement. 

Dependent Variable Predictor β (Beta) t-value p-value R² 

Trust Personalization 0.64 9.02 < 0.001 0.41 

Engagement Personalization 0.69 10.12 < 0.001 0.47 

Perceived personalization significantly predicts both trust and engagement. Personalization explains 41% of the variance in 

trust and 47% in engagement. The relationships are strong (β > 0.60) and statistically significant (p < 0.001). 

The regression findings confirm H1 and H2, showing that hyper-personalization enabled by generative AI is a strong driver 

of consumer trust and engagement. These findings affirm the importance of intelligent content delivery in digital marketing 

strategies. 

Table 5 - Mediation Analysis via SEM 

• H3: Consumer trust significantly mediates the relationship between AI-driven personalization and brand loyalty. 

• H4: Consumer engagement significantly mediates the relationship between AI-driven personalization and brand 

loyalty. 

• H5: There is a significant positive relationship between AI-enabled personalized marketing experiences and long-

term brand loyalty. 

Pathway β (Beta) t-value p-value 

Personalization → Brand Loyalty 0.25 3.32 < 0.01 

Trust → Brand Loyalty 0.43 6.01 < 0.001 

Engagement → Brand Loyalty 0.51 6.89 < 0.001 

While personalization has a direct impact on brand loyalty (β = 0.25), both trust (β = 0.43) and engagement (β = 0.51) exhibit 

stronger effects. The full mediation model shows that the indirect effects through trust and engagement exceed the direct 

effect, indicating that personalization primarily drives loyalty by building trust and engagement. 

This analysis validates H3, H4, and H5, proving that trust and engagement are powerful mediators in the personalization–

loyalty relationship. Brands aiming for loyalty must not only personalize content but also ensure it builds emotional trust and 

active involvement. 

6. DISCUSSION 

The results from the descriptive, correlation, regression, and mediation analyses consistently support the hypothesized 

relationships. The study confirms that generative AI-driven hyper-personalization positively influences consumer trust and 

engagement, and these, in turn, significantly contribute to long-term brand loyalty. 

• Objective 1 is fully supported by the findings that AI personalization boosts both trust and engagement (H1, H2). 

• Objective 2 is validated through the strong mediating roles of trust and engagement in fostering loyalty (H3, H4, 

H5). 

The study's findings imply that generative AI should be seen not just as a content generator, but as a trust-building and 

loyalty-enhancing tool. For brands, the key to long-term digital success lies in designing personalization that feels human, 

ethical, and emotionally resonant. 

7. CONCLUSION 

Conclusion (250 words) 

The present study explored the impact of generative AI-driven hyper-personalized marketing on consumer trust, engagement, 

and brand loyalty. Based on a structured analysis of responses from 150 digitally active consumers, the findings reveal a 

strong positive relationship between AI-enabled personalization and the psychological and behavioral dimensions of 

consumer experience. Consumers reported a high level of perceived personalization, which significantly influenced both 

their trust in AI-driven content and their engagement with branded platforms. Multiple regression and mediation analyses 
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further demonstrated that while personalization directly affects brand loyalty, its influence is significantly enhanced when 

mediated through trust and engagement. This affirms that the effectiveness of generative AI in marketing does not lie solely 

in delivering personalized messages, but in fostering deeper emotional and cognitive connections with consumers. Trust and 

engagement emerged as key drivers, highlighting their role as strategic pillars in shaping loyal consumer behavior in the AI-

enabled digital marketplace. 

The study also confirms that generative AI—when used ethically and responsively—has the potential to humanize brand 

interactions, build authenticity, and create long-term value. These insights hold practical implications for marketers, urging 

them to go beyond technical implementation and focus on relational outcomes. By aligning AI personalization with consumer 

values such as transparency, relevance, and respect for privacy, brands can successfully convert personalization into 

sustained loyalty. In conclusion, generative AI, when thoughtfully deployed, offers a transformative tool for building trust-

based, engaging, and lasting consumer-brand relationships in the era of intelligent marketing. 
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