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ABSTRACT 

The study is a quantitative study that examines The Impact of ChatGPT in Shaping Consumer Purchase Intention in Technological 
Products Among Shah Alam Consumers, according to the integrated framework, which relies on the Technology Acceptance Model 
(TAM), DeLone and McLean Information System (IS) Success Model, and Perceived Risk Theory. The study, which used a cross-
sectional online survey of 384 tech-savvy consumers in Shah Alam as the source of data collection, the study confirmed that the 
proposed model effectively explains 91.1% of the variance in purchase intention. The most important findings indicated that the 
strongest and most important positive predictors of consumer purchase intention are Perceived Usefulness (PU) and Information 
Quality (IQ), and Perceived Risk (PR) is a significant negative barrier, which proves the practicality and accuracy of the AI to be the 
driving power of local consumers. Interestingly, Trust turned out to be statistically insignificant in the final regression model, which 
implies that in this population, trust is more a prerequisite variable than a direct and strong predictor in the presence of high utility 
and quality of information. 

Keywords: ChatGPT; purchase intention; perceived usefulness;  information quality;  perceived risk; Technology Acceptance Model;  
consumer behavior 

 
1. Introduction 
 

This study emphasizes the basis of the research and the main elements that steer the entire 
investigation. The background of the study addresses the role of artificial intelligence (AI), especially 
ChatGPT, in changing how consumers seek, evaluate, and make decisions regarding technological 
products. There is a noticeable shift from classic marketing agents, including advertisements and 
recommendations made by friends, to AI-based interactions that provide individualized, unbiased, 
and data-based product suggestion services.  

The increasing ambiguity regarding consumer trust, perception, and dependence on ChatGPT 
when making purchasing choices remains a concern, especially in the Malaysian context. This study 
aims to investigate the role played by perceived usefulness, perceived ease of use, trust, information 
quality, and perceived risk in consumer purchase intentions. The empirical investigation is based on 
these goals and is grounded in the Technology Acceptance Model (TAM). 
      This research provides significant value by focusing on a local study in Shah Alam, highlighting 
industry relevance and academic value where the impact of ChatGPT could become a competitive 
edge for companies. Currently, literature on AI-based tools for decision-making in the Malaysian 
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consumer market is limited, representing a clear research gap. Therefore, the objective of this 
research is to fulfill this gap by examining the influence of ChatGPT on purchase intentions among 
consumers in Shah Alam. 

This study explores the multifaceted influence of ChatGPT on consumer purchase intention, 
specifically within the context of technological products among consumers in Shah Alam. The fast-
moving development of artificial intelligence, specifically conversational AIs such as ChatGPT, has had 
a tremendous impact on the ways in which customers are exposed to information and formulate 
their buying decisions. Generative AI burst into the consumer marketplace with the introduction of 
ChatGPT in November 2022 [1]. ChatGPT is an AI chatbot comprising large language models (LLMs) 
pre-trained on an extensive amount of textual data [1, 2], offering consumers a new way to search 
for information on the Internet [3]. This connection is important to businesses in the technology 
sector because ChatGPT may significantly affect consumer decision-making, particularly regarding 
technological products that typically involve complex specifications and multiple models. 

Previous literature identifies key factors that drive consumer purchase intention (CPI) in the AI 
era, with a special emphasis on how ChatGPT influences these intentions. As a conversational 
language model, ChatGPT provides consumers with a personalized and interactive experience where 
they can request information, compare products, and receive tailored recommendations. Research 
indicates that such personalization plays a significant role in consumer behavior, as it has been 
observed to increase perceived usefulness (PU) and perceived ease of use (PEU) [4,5]. These factors, 
central to the Technology Acceptance Model (TAM), are fundamental in understanding how 
consumers form purchase intentions when interacting with AI systems [6,7]. 

Moreover, trust, perceived risk, and information quality are identified as crucial determinants of 
purchase intention in digital transactions, particularly when AI technologies like ChatGPT are 
involved. Trust in the technology and the reliability of the information it provides is often a 
prerequisite for consumers to proceed with purchasing decisions [8,9]. As ChatGPT continues to 
develop, it is vital to understand consumer perceptions regarding threats and risks, such as data 
privacy issues and the quality of generated information, which serve as factors that businesses can 
leverage or must mitigate. 

Recent studies suggest that new issues emerging from AI in consumer decision-making include 
the combined effects of PU and PEU on purchase intention [10]. Literature interprets that consumers 
tend to embrace technologies that are user-friendly and improve their overall experiences. With the 
further development of AI tools, the connections between variables of trust and ease of use are 
becoming increasingly interdependent in forming consumer perceptions of technological products. 

Furthermore, AI-driven marketing tools significantly influence CPI by making marketing more 
personal and efficient in enhancing consumer interactions [11,12]. This literature review investigates 
how these developments are changing the consumer purchasing process, especially among 
consumers in Shah Alam, Malaysia, who are increasingly exposed to AI technology in their daily lives. 
Insights gained from this review serve as the foundation for the subsequent chapters of this research, 
leading to an understanding of the link between AI-based applications and consumer behavior in the 
Malaysian context. 
 
 
2. Methodology  
2.1 Research Design and Framework 
 

This study employs a quantitative research design using a cross-sectional survey approach. This 
design is chosen to empirically test the relationship between the influence of ChatGPT and consumer 
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purchase intentions towards technological products among residents of Shah Alam. By gathering 
numerical data at a single point in time, the study can discover patterns, make predictions, and 
generalize results to a broader group.  

 

 
 Fig. 1. Conceptual framework 
 
The methodological process is guided by the 4W1H concept (Who, What, Where, When, Why, 

and How) to ensure a detailed and systematic account of the research stages. 
 
2.2 Population and Sampling 

 
The target population comprises consumers living in Shah Alam, Selangor, who are potential or 

existing users of Artificial Intelligence (AI) applications, specifically ChatGPT, in their decision-making 
processes. Shah Alam was selected as the research setting because it is a fast-developing digital city 
with high technology adoption rates. 

According to the Department of Statistics Malaysia (2025), the total population of Shah Alam is 
438,745 people. Based on the Krejcie and Morgan (1970) Sample Size Table (see Figure 1), a minimum 
of 384 respondents is required to represent a population of approximately 500,000 with a 95% 
confidence level and a 5% margin of error. A purposive sampling technique (non-probability 
sampling) is employed. This ensures that only respondents who meet specific criteria like the one 
that active ChatGPT users in Shah Alam aged 18 and above are included, thereby providing data 
directly relevant to the research objectives. 
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         Fig. 2. Krejcie and Morgan (1970) sample size table 
 

The primary tool for data collection is an online self-administered questionnaire developed via 
Google Forms. The questionnaire items were adapted and modified from existing studies based on 
the Technology Acceptance Model (TAM), the DeLone and McLean IS Success Model, and Bauer’s 
Perceived Risk Theory. The instrument consists of six key constructs measured through 30 items. 

Data collection was conducted through a mixed-mode approach, primarily online distribution via 
social media platforms (WhatsApp, Instagram, Facebook, and Telegram) and supplementary face-to-
face interactions to ensure diversity in the respondent pool. 

 
2.3 Pilot Study and Reliability Analysis 
 

Before the main data collection, a pilot study was conducted with 30 respondents to test the 
questionnaire's viability and clarity. The demographic profile of the pilot study indicated a digitally 
active, well-educated, and young adult population, aligning with the characteristics of Shah Alam. 

Reliability was assessed using Cronbach’s Alpha (α), where a value exceeding 0.7 is deemed 
acceptable. As shown in Table 1, all constructs demonstrated high internal consistency. 
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    Table 1 
    The reliability test measurement for each variables 

Section Variables Cronbach’s alpha No. Of items 
 
A 

Purchase Intention for 
Technological Products 

 
.874 

 
5 

B Perceived Usefulness 
(PU) 

.873 5 

C Perceived Ease of 
Use (PEU) 

.867 5 

D Information Quality 
(IQ) 

.911 5 

E Trust .830 5 
F Perceived Risk (PR) .882 5 

Overall .915 30 
                                  
The overall alpha of 0.915 confirms that the instrument is highly reliable and suitable for the 

main study. 
 

3. Data Analysis  
3.1 Demographic Profile 

The study successfully collected responses from 384 participants in Shah Alam. The demographic 
analysis indicates a balanced gender distribution, with 194 males (50.5%) and 190 females (49.5%). 
In terms of age, the sample is predominantly composed of young adults, where 38.5% are aged 25–
34 and 37.5% are aged 18–24. This suggests that the majority of respondents are "digital natives" 
who are more likely to adopt AI technologies like ChatGPT. Educational background analysis shows 
that 60.7% hold a university degree, reflecting a highly educated respondent pool. Crucially, 86.2% 
of respondents reported using ChatGPT frequently or very frequently for purchase-related queries, 
as illustrated in the following distribution: 

    Table 2 
    Distribution of ChatGPT usage frequency 

Frequency Respondents (n) Percentage (%) 
Very Frequently 158 41.1 
Frequently 173 45.1 
Occasionally 35 9.1 
 Rarely 14 3.6 
Never 4 1.0 

 
3.2 Descriptive Analysis of Variables 

The descriptive analysis evaluated consumer perceptions across six constructs. For Purchase 
Intention, 66.7% of respondents agreed that ChatGPT influences their decision to buy technology. 
Interestingly, exactly 50% of respondents preferred ChatGPT over traditional advertisements. 
Perceived Usefulness (PU) received high ratings, with 74.2% of users agreeing that ChatGPT simplifies 
product comparisons. Furthermore, Information Quality (IQ) was viewed positively, as 70% of 
respondents felt the AI provided accurate and reliable product specifications. 
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3.3 Correlation Analysis 

A Pearson Correlation analysis was performed to examine the relationship between the 
independent variables and Consumer Purchase Intention (CPI). The results show that all variables 
have a statistically significant relationship (p < 0.001). 

Table 3 
Pearson Correlation Matrix 

 

The correlation values indicate that Perceived Usefulness (r = 0.935) and Information Quality (r 
= 0.929) have the strongest positive influence on purchase intention. Conversely, Perceived Risk (r = 
-0.523) shows a moderate negative relationship, confirming that higher uncertainty leads to lower 
purchase intention. 

3.4 Regression Analysis and Hypothesis Testing 

Multiple Linear Regression was conducted to identify the strongest predictors of CPI. The model 
is highly robust, explaining 91.1% (R-square = 0.911) of the variance in consumer purchase intention. 

                            Table 4 
                            Multiple linear regression results 

Variables Beta t-value Sig.(p) Result 
Perceive Usefulness 0.751 13.568 <.001 Significant 
Information Quality 0.488 8.865 <.001 Significant 
Perceived Risk -0.100 -5.734 <.001 Significant 
Perceived Ease of Use -0.320 -7.218 <.001 Significant 
Trust 0.019 0.525 0.600 Not Significant 
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3.5 Discussion and Findings 
 

The most significant predictor is Perceived Usefulness ($\beta$ = 0.751), which aligns with the 
studies of Azman et al., [1] and Hamid [2], stating that utility is the primary driver for AI adoption. 
This shows that consumers in Shah Alam prioritize the functional value of ChatGPT in saving time and 
providing specific comparisons (e.g., iPhone vs. Samsung). 

Interestingly, Perceived Ease of Use ($\beta$ = -0.320) showed a negative impact. This suggests 
that for a highly educated demographic, a system that is "too simple" might be perceived as lacking 
depth or analytical power for complex technical decisions. Furthermore, Trust was found to be 
statistically insignificant (p = 0.600). This indicates that for a well-known tool like ChatGPT, trust acts 
as a "gatekeeper"—it is a baseline requirement, but not the final factor that drives a purchase once 
utility and information quality are established [11,15]. 

Lastly, Perceived Risk ($\beta$ = -0.100) remains a significant barrier. Concerns regarding privacy 
and data accuracy, as theorized by Bauer [12], still negatively affect the decision-making process. 
Therefore, transparency in AI data sources is crucial to mitigate these risks. 

 
4. Discussion and Conclusion  
4.1 Discussion and Findings 
 

This study aimed to examine the determinants of consumer dependence on ChatGPT in the 
decision-making process for high-involvement technological goods among consumers in Shah Alam. 
The research framework integrated the Technology Acceptance Model (TAM), the DeLone and 
McLean IS Success Model, and Perceived Risk Theory. The Multiple Linear Regression analysis 
revealed that the proposed model effectively explains 91.1% of the variance in Consumer Purchase 
Intention (CPI). 

Perceived Usefulness (PU) was identified as the strongest predictor of CPI ($\beta = .751$), 
indicating that practicality and the ability to solve specific shopping issues are the primary drivers for 
adoption among tech-savvy consumers. This is followed by Information Quality (IQ) ($\beta = .488$), 
which underscores that the accuracy and relevance of AI-generated content are crucial for minimizing 
uncertainty. Interestingly, Perceived Ease of Use (PEU) showed a significant negative connection with 
CPI ($\beta = -.320$), suggesting that sophisticated users in Shah Alam may associate excessive 
simplicity with a lack of functional depth for complex product comparisons. 

Furthermore, while Trust showed a positive correlation, it was statistically insignificant in the 
final regression model. This suggests that trust acts more as a "gatekeeper" or a baseline 
requirement; once the system’s utility and information quality are verified, trust is naturally assumed. 
Lastly, Perceived Risk (PR) remains a significant negative barrier ($\beta = -.100$), confirming that 
concerns regarding data privacy and misinformation still hinder full adoption. 

 
4.2 Implications and Recommendations 
 

The study provides several key implications for industry and policy. For businesses, the high 
impact of PU and IQ suggests that AI tools should focus on detailed, factual product comparisons 
rather than generic marketing descriptions. Marketers must ensure that online product data is 
accurate, as generative AI models like ChatGPT rely on this information to generate 
recommendations. Additionally, transparency regarding AI data sources and privacy guarantees is 
essential to mitigate the negative effects of perceived risk. 
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For future research, it is recommended to expand the geographical scope beyond Shah Alam to 
include rural populations with different levels of digital literacy. Future studies should also adopt a 
longitudinal design to track how consumer perceptions evolve as AI technology matures. Finally, 
investigating other product categories, such as fashion or food, would provide a more holistic 
understanding of AI's role in retail beyond technical specifications. 

 
4.3 Conclusion 

In conclusion, ChatGPT is significantly reshaping the consumer decision-making landscape for 
technological products in Shah Alam. The findings highlight that utility and accuracy are the most 
critical factors driving AI-assisted purchase intentions. While challenges such as perceived risk and 
the need for high-quality information remain, the shift towards interactive, data-driven shopping 
assistants appears inevitable. Stakeholders must adapt by prioritizing transparency, functional value, 
and data security to thrive in this new AI-driven marketing era. 
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