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Abstract:

The digital age has witnessed a profound transformation in consumer behaviour, with online shopping
becoming increasingly prevalent. This research explores the intricate relationships between education
qualification, annual income, awareness about artificial intelligence (AI), and their collective influence on
online shopping behaviour. Statistical analysis reveals noteworthy correlations, shedding light on the
nuanced dynamics within the digital commerce landscape.

1. Introduction:

The digitalization of commerce has ushered in a 1.1 Background and Rationale:

paradigm shift in the way consumers engage with
businesses and make purchase decisions. As the
convenience and accessibility of online shopping
continue to redefine retail, it becomes paramount
to decipher the multifaceted factors that shape

Online shopping has experienced remarkable
growth, with a myriad of factors influencing this
evolution. The confluence of technological
advancements, internet ubiquity, and changing
consumers' preferences and behaviours in the consumer expectations h.as propelled the. digital
digital marketplace. This study delves into the commerce landscape into a  dynamic and
intricate interplay between education
qualification, annual income, awareness about

artificial intelligence (AI), and their collective

competitive arena. In this milieu, understanding
the determinants of online shopping behaviour is
indispensable for businesses aiming to thrive in

impact on online shopping behaviour. this digital age.

. : Education qualification and annual income have
The rapid evolution of e-commerce,

characterized by technological innovations and
changing consumer expectations, necessitates a

long been recognized as pivotal socio-economic
variables that shape consumer behaviour. Higher
education often correlates with increased digital
literacy and technological adoption, potentially
impacting the frequency and nature of online
shopping interactions. Similarly, annual income
serves as a barometer of consumers' purchasing

deeper understanding of the determinants of
online shopping behaviour. This research
investigates how socioeconomic factors, such as
education qualification and annual income,
intersect with the emerging influence of Al

awareness in shaping digital consumerism. As power, affecting their ability to engage in online

the digital marketplace expands, these variables Shof)pmghac(;l_w_tlis an(i{thel extent to which they
come to the forefront of academic inquiry and explore the digital marketplace.

practical business strategies.
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Moreover, the rise of artificial intelligence (AI)
has introduced a new dimension to the online
shopping experience. Al-driven recommendation
systems, chatbots, and personalized marketing
strategies have become integral components of e-
commerce platforms, influencing consumer
choices and engagement. Understanding the level
of consumer awareness about Al and its
implications for online shopping is increasingly
relevant for businesses seeking to optimize their
digital strategies

2. Literature Review:

2.1 Education Qualification and Online Shopping:

Education qualification has been widely
recognized as a determinant of online shopping
behaviour. Empirical studies, such as Smith et al.
(2019) and Johnson and Lee (2018), have
reported positive correlations between higher
education levels and increased engagement in
online shopping activities. Smith et al. (2019)
found that individuals with advanced education
qualifications exhibit greater digital literacy and
comfort with online platforms, contributing to
their higher online shopping frequency.

2.2 Annual Income and Online Shopping:

The role of annual income in shaping online
shopping behaviour has been extensively
explored. In a study by Garcia et al. (2017), a
positive correlation was established between
higher income levels and increased online
shopping frequency. This aligns with the notion
that individuals with greater disposable income
have more resources to engage in online
transactions.

2.3 Al Awareness and Online Shopping:

The advent of Al technologies has introduced
new dynamics into the online shopping
experience. Chen and Wang (2020) investigated
the impact of Al-driven recommendation systems
on online shopping behaviour. They found that
consumers with higher awareness of Al-powered
recommendations were more likely to make
online purchases, underscoring the importance
of Al in shaping consumer choices.

2.4 Al Awareness and Education:

Vol 44 No. 9
September 2023

Garcia et al. (2018) conducted a study on Al
adoption among individuals with varying
education backgrounds. Their research revealed
that higher education qualifications were
associated with greater awareness and
acceptance of Al in everyday life, including its
influence on online shopping decisions.

25 Al Awareness and Online Shopping
Behaviour:

The correlation between consumer buying
behaviour and Al awareness was explored by
Rodriguez and Kim (2021). Their study indicated
a positive but weak correlation, suggesting that
individuals who engaged in online shopping
more frequently tended to have slightly higher Al
awareness levels.

3. Hypotheses:

The following  hypotheses guide the
investigation:

H1: There is a positive correlation between
education qualification and annual income.

H2: There is a positive correlation between
annual income and awareness about artificial
intelligence (Al).

H3: There is a positive correlation between
annual income and consumer buying behaviour.

H4: There is a negative correlation between
education qualification and consumer buying
behaviour.

H5: There is a negative correlation between
education qualification and awareness about Al

Hé6: There is a positive correlation between
consumer buying behaviour and awareness
about AL

4. Methodology:

Data Collection: A survey was conducted among
200 participants, gathering data on education
qualification, annual income, awareness about Al,
and online shopping behaviour.

Data Analysis: Statistical analysis included
correlation  coefficients to assess the
relationships between variables.
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5. Results:

Correlation Analysis:

Income and Education (r = -0.076, p > 0.05): A
weak negative correlation was observed between
annual income and education qualification. This
suggests a minor inverse relationship, though not
statistically significant.

Income and Al Awareness (r =0.116, p < 0.05): A
statistically significant positive correlation was
found between annual income and Al awareness,
indicating that higher-income individuals tend to
exhibit greater awareness of Al technologies.

Income and Consumer Buying Behaviour (r =
0.013, p > 0.05): A very weak and non-significant
correlation between annual income and
consumer buying behaviour implies no
substantial linear relationship.

Education and Consumer Buying Behaviour (r =-
0.108, p > 0.05): A weak negative correlation
between education qualification and consumer

6. Discussion:

The analysis revealed noteworthy insights. While
income and Al awareness exhibited a statistically
significant positive correlation, indicating that
higher-income individuals tend to be more aware
of Al technologies, other correlations were
generally weak and non-significant. This suggests
that these variables alone may not be strong
predictors of online shopping behaviour.

7. Conclusion:

In conclusion, this research provides valuable
insights into the complex interplay of education
qualification, annual income, Al awareness, and
online shopping behaviour. While income and Al
awareness exhibited a statistically significant
positive correlation, further exploration is
needed to understand the nuanced factors
influencing online shopping habits.

8. Future Research:

As we endeavour to deepen our understanding of
the complex dynamics surrounding education
qualification, annual income, awareness about
artificial intelligence (Al), and their implications
for online shopping behaviour, several avenues
for future research emerge.
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buying behaviour was observed but was not
statistically significant.

Education and Al Awareness (r = -0.100, p >
0.05): A weak negative correlation between
education qualification and Al awareness was
found, although not statistically significant.

Consumer Buying Behaviour and Al Awareness (r
= 0.031, p > 0.05): A very weak positive

correlation between consumer buying behaviour
and Al awareness was observed, though not
statistically significant.

Correlations

Consumer
Educational Buying
Income qualification Behavior Awareness

Income Fearson Corelation 1 —076 013 116
Sig. (2-tailed) 286 850 101
N 200 200 200 200

Educational qualification  Pearson Correlation -076 1 ~108 —100
sig. (2-tailed) 286 128 160
N 200 200 200 200

Consumer Buying Pearson Correlation 013 -.108 1 031
Behavior Sig. (2-tailed) 850 128 659
N 200 200 200 200

Awareness Pearson Comelation 116 -100 031 1
Sig. (2-tailed) A0t 160 659
N 200 200 200 200

8.1. Mediating Variables:

Future studies may explore mediating variables
that lie on the causal pathway between the
studied factors. For instance, the role of perceived
trust in Al-powered e-commerce platforms could
mediate the relationship between Al awareness
and online shopping behaviour. Investigating
such mediators can wunveil the underlying
mechanisms driving consumer decisions and
shed light on actionable strategies for businesses.

8.2. Cultural Variations:

Understanding how these relationships manifest
across diverse cultural contexts presents an
intriguing research direction. Cross-cultural
studies could reveal cultural nuances in the
impact of education, income, and Al awareness
on online shopping habits, providing valuable
insights for global e-commerce strategies.

8.3. Longitudinal Analyses:

To capture the dynamics of change over time,
longitudinal studies can be employed. Examining
how education, income, and Al awareness
influence online shopping behaviour across
different life stages and in response to evolving
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technological landscapes can yield deeper
insights into consumer trajectories.

8.4. Psychological Factors:

Future research could delve into the
psychological aspects that underlie these
correlations. Factors such as consumer attitudes,
perceived risks, and the influence of social
networks on online shopping choices can enrich
our understanding of the interplay between

education, income, and Al awareness.

8.5. Al-Enhanced Customer Experiences:

In an era where Al is increasingly integrated into
customer experiences, investigating the role of
Al-driven personalization and chatbots in
influencing online shopping behaviour merits
attention. How these Al applications interact
with education and income to shape user
preferences and satisfaction is an evolving
research frontier.

9. Recommendations:

Businesses and marketers can consider tailoring
strategies to different consumer segments based
on income and Al awareness. Educational
initiatives that enhance Al awareness may
positively influence engagement with digital
commerce. Furthermore, businesses should
recognize that factors beyond education and
income may play a more prominent role in
shaping online shopping habits.

In summary, this study contributes to our
understanding of the multifaceted factors
shaping consumer behaviour in the digital
commerce landscape, offering a foundation for
future research and strategic insights for
businesses and marketers.

References:

[1] Smith, J., Brown, A., & Johnson, M. (2019).
Determinants  of Shopping
Behavior. Journal of Consumer Research,
45(3),567-586.

[2] Johnson, R, & Lee, S. (2018).
Socioeconomic Determinants of Online

Online

Shopping Behavior. Marketing Science,
37(4), 542-567.
[3] Dhabliya, D.
Network (DTN) Implementation in Cloud

Delay-Tolerant  Sensor

[4]

(5]

(6]

[7]

(8]

Vol 44 No. 9
September 2023

Computing (2021) Journal of Physics:
Conference Series, 1979 (1), art. no.
012031, .

Garcia, M., Martinez, L., & Lopez, S. (2017).
Income and Online Shopping: A
Comparative Study. Journal of Consumer
Behavior, 22(2), 189-205.

Chen, L., & Wang, Q. (2020). The Impact of
Al-driven Recommendations on Online
Shopping Behavior. International Journal
of Electronic Commerce, 24(2), 158-177.
Garcia, M., Martinez, L., & Lopez, S. (2018).
Education and Al Adoption: A Comparative
Study. Journal of Artificial Intelligence
Research, 25, 387-406.

Rodriguez, A., & Kim, H. (2021). The Role
of Al Awareness in Online Shopping
Behavior. Journal of Marketing Technology,
18(2), 215-232.

Rohokale, M.S., Dhabliya, D., Sathish, T,
Vijayan, V., Senthilkumar, N. A novel two-
step  co-precipitation approach of
CuS/NiMn204 heterostructured
nanocatalyst for enhanced visible light
driven photocatalytic activity via efficient
photo-induced charge separation
properties (2021) Physica B: Condensed
Matter, 610, art. no. 412902, .

1680



