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Abstract

With the continuous development of the digital economy, the application of artificial intelligence in
the field of marketing is becoming more and more extensive. The widespread use of an artificial in-
telligence personalized recommendation system can reduce the cost of manufacturers, but the mech-
anism of its impact on consumer purchase behavior is not yet clear. Therefore, this article will focus
on the impact of Al personalized recommendations on consumer purchasing behavior. Referring to
the previous theories on personalized recommendation system, this paper puts forward a research
hypothesis and research model based on SOR theory, collects sample data by means of online ques-
tionnaire, conducts basic analysis of data through SPSS, and tests the hypothesis and model, and
draws the following conclusions: the degree of personalization of personalized recommendation on
e-commerce platforms has a positive impact on positive and negative consumer perception, and the
two check and balance each other in the path of personalized recommendation affecting consumer
purchase behavior. The degree of personalization that leads to personalized recommendations has
no significant impact on consumer purchase behavior. Based on the experimental results and the
current development status of artificial intelligence, the practical significance of this study for con-
sumers is summarized, and it is expected that artificial intelligence can continue to develop and pro-
vide consumers with a better user experience.
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Figure 1. SOR theoretical model diagram
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Figure 2. Research model
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Figure 3. The participants were informed of the information they had provided
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Figure 4. The materials viewed by the low-personalization group
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Figure 5. The materials viewed by the high-personalization group

5 B MEUIEEEER MR

4.2. YRS SRR

4.2.1. fERMGTH O

EH ST 530 B TG &L 0] 2 20 4 )5, AN RSB WUAR B %0n) 4 210 4. PERITT TR, 34 & EE 59.05%,
LMk 40.95%; fERY 5T, 19~25 % AR L, i 28.1%; ETi5THL, ARIABIKZ, G 47.62%;
W NTT T s 5001~7999 7T A\ K i LE 40.48%. LA b E5HE U BA A RSB R AR AR S N 2 AR,
BA— e,

B b 00 B IAE TR S0 AR B e R fe e AL EA —8hE, 3803 20 A i H I UUZE TR 50 & T B2 75 R
A R [ N & I SPSS #ESrHr, #3H Cronbach’s Alpha 1L 7 1 5% 2, 45 REBWA N EHRR
BA RIFHIERUE

Table 1. Reliability analysis
=1 EESH

AR Cronbach’s Alpha i
R o 2 R 0.890 3
TH AR o AN 0.905 3
VH P I S R 0.814 3

Table 2. Validity analysis
=2 WESH

A KMO b (Ve SR oL p 18
AR TH 9% 5 B 0.744 359.388 0.000
VAR T B 3 RN 0.748 406.154 0.000

4.2.2. BAPRIE

BRI N TIIEH R R E R T A 50 TENERMN, 558 0E 3 PR, WMt
L TSP PR A - e M e S O RO iy L i (1 W Ay el - 4s e e g, SN SO R
WARRE, 45 R WA S b R B 2K

DOI: 10.12677/ecl.2025.1482809 2535 N e


https://doi.org/10.12677/ecl.2025.1482809

Table 3. Manipulation check analysis

= 3. BRI AT

AR FE S
A5 — t A5 56 p1E
AN AL R AL FE
H R 3.72 2.13 11.205 0.000

4.2.3. B

O3 59 CARSAR ()30 o 38 BN S5 I R B RO IR AR 1, I AN LR B N i AR &, JEAT O
M, AR 6. B 7 B, WA EZES S . mAMEREEE L R 5 2 E AR AL R B AL
WA 5w R e B, FR A, S0UF T B Hla. Hilb.

3.771

2.029

r MERE AL AR EA R B

& DRI

Figure 6. The impact of personalization degree on positive consumer perceptions
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Figure 7. The impact of personalization degree on negative consumer perceptions
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Figure 8. The impact of personalization degree on consumer purchase behavior
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