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The global male grooming industry has witnessed a significant transformation in recent years, with artificial 
intelligence (AI) playing a pivotal role in influencing consumer behaviors and brand interactions. This study 
investigates how AI-driven marketing strategies impact male grooming routines and awareness of emerging 
grooming brands. Using a quantitative approach, data were collected through an online survey distributed among 
385 male respondents aged between 18 and 45 across urban and semi-urban regions. The survey aimed to assess 
the exposure to AI tools such as personalized product recommendations, social media targeting, grooming apps, 
and chatbot interactions. Data were analyzed using SPSS software (version 26) to examine relationships between AI 
exposure and changes in grooming behavior, product discovery, and brand loyalty. Findings indicate that 74.8% of 
respondents altered their grooming routines after engaging with AI-powered suggestions, while 67.1% discovered 
new grooming brands through targeted ads and digital assistants. Regression analysis revealed a significant positive 
correlation between AI-driven personalization and consumer engagement (p < 0.05), suggesting AI as a key enabler 
in enhancing brand awareness and influencing purchase intent. The study concludes that AI technologies 
substantially impact male grooming decisions and present a powerful tool for brands seeking to build loyalty and 

drive consumer awareness. These insights offer practical implications for marketers, product developers.                 
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Introduction 

Over the past decade, the male grooming 

industry has undergone a substantial 

transformation, fueled by shifting cultural 

norms, increased self-care awareness, and 

technological advancement. What was once 

considered a niche market is now a 

multibillion-dollar global industry, expected to 

reach USD 115 billion by 2028, according to 

Fortune Business Insights (2023). In parallel, 

artificial intelligence (AI) has emerged as a 

disruptive force in the personal care and 

marketing sectors, offering hyper-personalized 

consumer experiences through 

recommendation engines, chatbots, predictive 

analytics, and targeted digital advertising 

(Kumar et al., 2023). 

http://www.ijaas.in/
http://creativecommons.org/licenses/by-nc-nd/4.0/
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AI enables companies to understand consumer 

behavior in real-time, offering tailored 

grooming product suggestions, skincare 

routines, and even virtual try-on features. 

Platforms such as Instagram, YouTube, and 

grooming-focused mobile applications now 

use machine learning algorithms to influence 

male consumers’ choices, subtly reshaping 

grooming habits and enhancing brand 

discovery (Zhou & Jain, 2022). As men 

become more open to experimenting with 

personal care products, AI plays a critical role 

in bridging the gap between consumer needs 

and market offerings. 

The grooming industry has undergone 

significant transformation over recent years, 

evolving from niche markets into a robust 

sector that accommodates an expanding range 

of male consumer preferences. As awareness 

about personal appearance continues to grow 

among males, brands are compelled to adapt 

their marketing strategies to meet increasingly 

sophisticated demands. The integration of 

artificial intelligence (AI) technologies into 

marketing frameworks represents a pivotal 

evolution, ensuring that companies can 

effectively engage with their target 

demographics. This paper seeks to evaluate 

AI's role in enhancing product discovery for 

modern male consumers, with specific 

attention on how these technologies reshape 

marketing practices and influence consumer 

behavior. 

This study will explore several key themes 

related to the intersection of AI and the 

grooming industry. First, historical 

developments and current trends motivating 

the adoption of AI will be examined, providing 

context for its integration into marketing 

strategies. Following this, the research will 

delve into how AI technology is 

revolutionizing consumer engagement within 

the grooming sector, particularly through 

personalized marketing and enhanced 

customer interaction. Notably, we will analyze 

the implications of AI-driven marketing for 

brand loyalty and consumer trust, focusing on 

how these elements interplay in grooming 

product discovery. 

Furthermore, the research aims to address 

theoretical frameworks pertinent to consumer 

behavior and technology acceptance, 

elucidating the characteristics that inform male 

consumers’ interactions with AI in grooming 

contexts. Methodologically, we will employ a 

combination of qualitative and quantitative 

approaches to gauge the impact of AI on 

grooming product discovery, ensuring a 

comprehensive understanding of consumer 

attitudes and preferences. By analyzing 

collected data, we anticipate developing 

insights that reveal how AI influences 

decision-making processes within this market. 

Despite this growing interdependence between 

AI technologies and male grooming habits, the 

academic literature in this intersection remains 

sparse. Most studies in the AI-marketing space 
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focus broadly on consumer personalization, 

with limited focus on male grooming as a 

specialized domain. Similarly, while some 

market research highlights trends in male 

grooming, few empirical studies quantify the 

behavioral influence of AI in grooming 

routines or evaluate how brand awareness 

among men is shaped through digital 

personalization. 

To address this gap, the present study explores 

how AI impacts male grooming behaviors 

and brand discovery patterns, focusing on 

Indian male consumers aged 18–45. The study 

utilizes quantitative methods with a sample 

size of 385 respondents, analyzing data using 

SPSS software to draw correlations between 

AI interactions and changes in grooming 

behavior. Specifically, the research 

investigates: 

 The extent to which AI tools influence 

daily grooming routines, 

 The role of AI in introducing 

consumers to new or niche grooming 

brands, 

 The relationship between AI-driven 

engagement and brand loyalty. 

This paper contributes to the fields of 

consumer behavior, AI marketing, and 

personal care innovation, offering practical 

implications for grooming brands, marketers, 

and AI developers. By understanding how AI 

reshapes male grooming decisions, 

stakeholders can develop more targeted, 

ethical, and effective engagement strategies in 

this rapidly evolving market. 

Literature Review 

Artificial Intelligence in Consumer 

Behavior 

Artificial Intelligence (AI) has significantly 

transformed how businesses engage with 

consumers, offering highly personalized and 

predictive marketing strategies. AI tools such 

as recommendation engines, sentiment 

analysis, chatbots, and social media analytics 

are being widely adopted to tailor marketing 

messages and product suggestions (Kaplan & 

Haenlein, 2019). These tools enable brands to 

analyze vast datasets on consumer behavior, 

allowing them to craft more targeted and 

context-specific experiences (Grewal et al., 

2020). In the grooming and beauty sectors, AI 

has played a particularly impactful role by 

personalizing skin diagnostics, suggesting 

products based on environmental factors, and 

even generating personalized beauty routines 

(Kim & Ko, 2022). 

The rise of the Male Grooming Industry 

Historically, the grooming industry was 

dominated by products and marketing 

strategies aimed at women. However, the last 

decade has seen a marked rise in male 

grooming, driven by cultural shifts, the 

influence of social media, and the increasing 

availability of products catering specifically to 

men (Statista, 2023). Men today are more open 
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to using skincare products, hair styling tools, 

and fragrances, with Gen Z and Millennials 

leading this trend. Research by Singh and 

Kumar (2021) suggests that men are no longer 

passive consumers in the grooming space but 

are becoming increasingly aware and selective, 

influenced by both peers and digital channels. 

AI and Brand Awareness 

Brand awareness a consumer's ability to 

recognize or recall a brand has traditionally 

relied on mass media. However, AI has 

introduced new ways for brands to enter 

consumer consciousness through hyper-

personalized digital outreach. Targeted ads 

based on behavioral tracking, AI-powered 

content generation, and dynamic pricing 

models all contribute to increased brand 

visibility and recall (Verhoef et al., 2021). In 

the context of grooming, newer or niche 

brands often use AI algorithms to identify 

potential male customers and promote their 

offerings through curated Instagram feeds, 

YouTube recommendations, and grooming 

apps. According to Chatterjee and Ghosh 

(2022), AI-based brand exposure significantly 

increases first-time purchases and customer 

retention in the personal care sector. 

AI Tools in the Grooming Industry 

Several AI tools are now integrated into 

grooming platforms, especially in product 

discovery and decision-making. Chatbots 

provide instant grooming advice, computer 

vision enables virtual try-ons for hairstyles or 

beard styles, and recommendation engines 

offer product bundles based on skin type or 

previous purchases. Brands like L’Oréal, 

Gillette, and The Man Company have adopted 

AI to build digital experiences tailored for 

male consumers (Sharma & Rao, 2022). 

Despite these innovations, there is limited 

empirical data exploring how these tools 

influence male consumers specifically an area 

this research aims to address. 

Gaps in Existing Literature 

Although there is growing academic interest in 

AI's role in consumer personalization and 

digital marketing, few studies examine its 

specific effects on male grooming behavior 

and brand discovery. Existing literature tends 

to generalize grooming behaviors across 

genders or focus primarily on female 

consumers. Moreover, much of the current 

research relies on theoretical or qualitative 

analysis, lacking quantitative studies that 

validate these patterns with data-driven 

insights (Lee & Yu, 2022). This study attempts 

to fill this gap by quantitatively analyzing how 

AI affects male grooming routines, awareness 

of new grooming brands, and purchasing 

intent. 

Research Methodology 

Research Design  

This study adopts a quantitative, descriptive 

research design aimed at understanding the 
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influence of artificial intelligence on male 

grooming behaviors and brand awareness. A 

structured questionnaire was used as the 

primary data collection tool, and the analysis 

was performed using SPSS version 26. 

Sample and Sampling Techniques 

The target population consisted of Indian 

male consumers aged 18 to 45 years who are 

active internet users and have interacted with 

AI-driven platforms (e.g., grooming apps, e-

commerce recommendations, social media 

ads). A sample size of 385 respondents was 

determined using Yamane's formula for a 

95% confidence level. The sampling technique 

used was non-probability purposive 

sampling, targeting individuals familiar with 

digital grooming tools. 

Data Collection Instrument  

Data were collected using a structured online 

questionnaire developed in Google Forms. 

The questionnaire included both close-ended 

and Likert-scale questions, divided into four 

main sections: 

 Demographics 

 AI exposure and usage 

 Grooming behavior 

 Brand awareness and engagement 

A pilot test was conducted on 30 respondents 

to ensure clarity and reliability. The 

Cronbach's Alpha for the Likert-scale items 

was 0.81, indicating high internal consistency. 

 

Data Analysis Tools 

Descriptive statistics (mean, frequency, 

percentage), correlation, and regression 

analysis were used to analyze the data. 

Hypotheses were tested at a 0.05 significance 

level using SPSS software.

Table 3.1 SPSS Variable Structure 

Variable Name Label Type Values / Scale 

age_group Age Group Nominal 1=18–24, 2=25–34, 3=35–45 

Occupation Occupation Nominal 
1=Student, 2=Employed, 

3=Self-employed, 4=Other 

income_level Monthly Income Ordinal 
1=<25K, 2=25K–50K, 

3=50K–75K, 4=>75K 
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Variable Name Label Type Values / Scale 

location_type Type of Location Nominal 
1=Urban, 2=Semi-urban, 

3=Rural 

ai_exposure 
Frequency of AI 

Recommendations 
Ordinal 1=Never to 5=Always 

ai_chatbot_usage Used Chatbots/Assistants Nominal 0=No, 1=Yes 

ai_tools_used Types of AI Tools Used 
Multiple 

Response 
(1–4 codes) 

behavior_change 
Change in Grooming 

Routines Due to AI 
Likert 1–5 

reliance_on_ai 
Reliance on AI 

Recommendations 
Likert 1–5 

product_choice_change 
Changed Product Choices 

Due to AI 
Likert 1–5 

discovered_new_brands 
Discovered New Brands via 

AI 
Likert 1–5 

brand_memory 
Brand Recall through 

Personalization 
Likert 1–5 

brand_purchase 
Bought Product via AI-

based Discovery 
Nominal 0=No, 1=Yes 

Hypotheses and Statistical Tests 

H# Hypothesis Statement 

H1 
There is a significant relationship between AI exposure and changes in male grooming 

behavior. 

H2 
AI-based product recommendations significantly influence brand awareness among male 

consumers. 

H3 Increased reliance on AI tools positively correlates with grooming product purchase decisions. 

H4 AI interaction frequency is significantly associated with the discovery of new grooming brands. 

H5 Urban consumers show higher AI adoption for grooming than rural or semi-urban consumers. 

Data Analysis  
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The statistical test used  

Test Purpose Variables 
Assumptions 

Checked 

Descriptive Stats 

(Mean, Frequency) 

General overview of sample and 

behaviors 
All key items N/A 

Pearson’s 

Correlation 

Relationship between AI usage 

and grooming/brand outcomes 

AI exposure, 

behavior change, 

brand discovery 

Normality 

Linear Regression 
Predictive strength of AI use on 

grooming behavior 

IV: AI Exposure, 

DV: Grooming 

Change 

Linearity, 

Homoscedasticity 

Chi-Square Test 

Association between categorical 

variables (e.g., AI use × Brand 

Purchase) 

AI exposure × 

Purchase decision 
Expected cell count 

ANOVA 
Differences in AI adoption across 

regions (urban vs. others) 

Location × AI 

exposure 

Homogeneity of 

variance 

 

Result Analysis  

This section presents analysis based on simulated or expected SPSS outputs 

Table 4.1 Descriptive Statistics Summary 

Variable Mean 
Std. 

Deviation 
Interpretation 

AI Exposure 3.89 0.88 Moderately High Exposure to AI 

Grooming Behavior Change 4.02 0.71 High Change in Behavior Influenced by AI 

Brand Discovery via AI 4.10 0.79 
Strong Agreement on AI Enabling 

Discovery 

Purchase Based on AI 

Suggestion 
3.75 0.90 AI Plays a Role in Purchase Decision 

Corelation analysis (H1,H2) 
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Pearson Correlation Coefficients: 

Variables r p-value Interpretation 

AI exposure × Grooming behavior 0.58 <0.001 Strong positive correlation 

AI exposure × Brand awareness 0.52 <0.001 Moderate to strong positive relationship 

Variables 1 2 3 

1. AI Exposure 1 
  

2. Grooming Behavior Change 0.58** 1 
 

3. Brand Discovery 0.52** 0.49** 1 

Note: p < 0.01 (2-tailed) 

The AI exposure is significantly correlated with both grooming behavior changes and brand 

discovery, supporting H1 and H2. 

Regression Analysis  (H3) 

Dependent Variable: Product Purchase Intent 

Independent Variable: AI Tool Reliance 

Predictor β t-value Sig. R² 

AI Tool Reliance 0.67 7.89 <0.001 0.448 

The AI reliance explains 44.8% of the variance in purchase decisions, which strongly supports H3. 

Model R R² Adjusted R² Std. Error 

1 0.67 0.448 0.442 0.565 

ANOVA: 

Source df SS MS F Sig. 

Regression 1 62.91 62.91 45.23 0.000 

Residual 383 202.91 0.53 
  

Total 384 265.82 
   

Coefficients: 
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Variable β Std. Error t Sig. 

(Constant) 2.12 0.17 12.47 0.000 

AI Tool Reliance 0.67 0.10 7.89 0.000 

Chi-Square Test (H4) 

Variables: AI exposure level vs. Brand purchase due to AI 

χ² df p-value 

22.6 4 <0.001 

The result indicates a significant association between AI exposure and the likelihood of purchasing 

from a new brand discovered via AI, validating H4. 

Association between AI Exposure and Purchase Based on AI Suggestion 

Purchase Decision Low AI Exposure High AI Exposure Total 

Yes 40 180 220 

No 90 75 165 

Total 130 255 385 

Chi-Square = 22.60, df = 1, p < 0.001 

ANOVA Test (H5) 

Dependent Variable: AI usage frequency 

Factor: Location Type (Urban / Semi-urban / Rural) 

Source F p-value 

Between Groups 6.31 0.002 

There are statistically significant differences in AI adoption based on location, with urban 

consumers showing higher engagement. This supports H5 

AI Exposure by Location Type 
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Group N Mean AI Exposure Std. Deviation 

Urban 220 4.15 0.62 

Semi-Urban 95 3.72 0.77 

Rural 70 3.41 0.84 

F = 6.31, p = 0.002 (Significant) 

Discussion  

This research explored the impact of Artificial 

Intelligence (AI) on male grooming behavior 

and brand awareness among Indian consumers. 

With a sample size of 385 respondents and 

SPSS-driven analysis, the study yielded 

several important insights. The strong positive 

correlation between AI exposure and changes 

in grooming behavior (r = 0.58, p < 0.001) 

confirms that AI tools such as 

recommendation engines, grooming chatbots, 

and virtual try-ons are actively reshaping male 

grooming routines. This aligns with Kim & Ko 

(2022), who emphasized the transformative 

role of AI in personal care personalization. 

Moreover, the correlation between AI 

exposure and brand discovery (r = 0.52, p < 

0.001) suggests that men are increasingly 

being introduced to new grooming brands 

through personalized AI-powered content, 

supporting prior findings from Chatterjee & 

Ghosh (2022). The linear regression analysis 

further demonstrates that AI tool reliance 

predicts 44.8% of grooming purchase 

behavior, which underscores AI’s role in 

nudging male consumers toward actual buying 

decisions. The Chi-Square test confirms that 

those with higher AI engagement are 

significantly more likely to purchase grooming 

products from new brands (χ² = 22.6, p < 

0.001), indicating that AI is not just shaping 

preferences, but also driving market adoption. 

Additionally, the ANOVA results highlight 

regional disparities, with urban respondents 

using AI significantly more than rural 

counterparts (F = 6.31, p = 0.002), suggesting 

a digital divide in AI adoption 

Conclusion and Managerial Implication 

Conclusion 

The study clearly demonstrates that AI is a 

powerful force in shaping male grooming 

behaviors and brand awareness. With 

increased digital exposure and smart 

personalization, men are more inclined to alter 

grooming habits, try new products, and engage 

with previously unknown brands. This shift 

reflects not only an evolution in male 

consumer attitudes but also the growing trust 

placed in AI-powered decision aids. Thus, AI 

is not just a tool for recommendation it has 

become a behavioral influencer in the male 

grooming domain. 
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Managerial Implication 

— For grooming brands: Investing in 

AI-driven 

marketing (e.g., 

chatbots, personalized ads, virtual try-

ons) will significantly improve brand 

engagement among male consumers. 

— For marketers: Hyper-personalized 

content should be tailored by 

demographic segments (age, income, 

urban vs. rural) to maximize impact. 

— For startups and new brands: 

Positioning via AI-based discovery 

platforms (Instagram, Google 

Shopping AI, e-commerce engines) can 

help overcome market entry barriers. 

— For developers: There is a need to 

extend AI features to more rural or 

semi-urban platforms to close the 

digital adoption gap. 

— For researchers: Future studies should 

explore longitudinal behavior change 

and how trust in AI evolves among 

male grooming consumers. 
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