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Abstract

Artificial Intelligence (Al) is rapidly transforming the retail landscape, from personalized marketing to
advanced analytics. This study examines how Al-driven technologies influence consumer buying intentions
in retail settings. Drawing on survey data and current literature, we employ descriptive statistics and
correlation analysis to assess the relationship between Al usage and purchase behavior. The findings indicate
a strong positive association: Al-enabled personalization and service enhancements substantially boost
purchase intentions and satisfaction. Notably, demographic factors (gender and income) moderate these
effects. The discussion highlights practical implications for retailers (e.g. transparency, trust-building, and
data ethics) and confirms that while Al can significantly enhance customer engagement, consumers’ data
privacy concerns and trust issues must be addressed.

Introduction

The retail sector is undergoing a paradigm shift driven by Al technologies. Firms now use Al for personalized
recommendations, dynamic pricing, inventory optimization, and virtual shopping assistants, aiming to
streamline the customer experience and increase sales. For example, Al-powered recommendation engines
and chatbots can suggest products or assist shoppers in real time, significantly enhancing engagement.
However, widespread adoption raises challenges: consumers increasingly worry about data privacy and the
“smartness” of Al, leading to trust deficits. To understand these dynamics, this study (based on Goyal’s
dissertation) investigates how Al usage affects retail purchase intentions and how demographic factors
modulate this effect. We hypothesize (1) a significant positive relationship between exposure to Al-driven
retail experiences and buying intention, and (2) that consumer demographics (e.g. gender, income) influence
this relationship.

Literature Review

Al in Retail and Personalization. Research shows that Al is “a pivotal force in transforming the retail
industry”. In practice, retailers leverage Al for product personalization and customer insights. Industry
reports note that Al enables highly personalized shopping experiences — from tailored product
recommendations to virtual try-ons — which boost customer satisfaction and engagement. For instance, Dai
and Liu (2024) found that Al-driven personalization ($=0.35) had the strongest impact on consumers’
purchase intentions, surpassing chatbots, predictive analytics, and social media engagement. Similarly, Al
can improve service quality (e.g. faster customer support, more accurate demand forecasting), although
implementation costs and privacy concerns can hinder adoption. In sum, the literature consistently reports
that Al personalization enhances retail outcomes, but also cautions that trust and ethical use are critical for
long-term success.

Consumer Trust, Privacy, and Ethics. Despite Al’s benefits, consumers exhibit notable skepticism toward it.
Recent survey data indicate that a large share of shoppers perceive Al as serving retailers’ interests more than
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their own. For example, an Omnisend/Omni Al survey (2025) found that 42% of shoppers view an influx
of targeted ads as a major drawback of current retail Al reflecting a “creepiness” or intrusiveness factor.
Moreover, 58% of consumers are worried about how Al handles their personal data, and 28% express
distrust of any company’s data practices. These concerns often translate into behavior: 39% of respondents
reported abandoning an online purchase due to frustrating Al interactions (e.g. bad recommendations or
chatbots). Experts thus emphasize that retailers must build transparency and give customers control to
mitigate these trust issues. In this study, we account for these factors by examining not just overall Al
influence, but also how trust and demographic variables affect buying intentions.

Methodology

This investigation follows a quantitative survey design similar to prior studies. We collected data via a self-
designed online questionnaire administered to a purposive sample of 108 internet users (pan-India). This
non-probability sampling approach (convenience sampling) is appropriate for exploratory research when a
fully random sample is impractical. The questionnaire included items measuring respondents’ experience
with Al-driven retail features (e.g. receiving recommendations, using chatbots) and their self-reported buying
intentions. Descriptive statistics summarized the sample (gender, age, income, Al usage) and key variables,
while Pearson correlation assessed the association between Al engagement and purchase intention. This
approach mirrors related work: Chang (2025) surveyed 563 Chinese consumers using inferential stats, and
Dai & Liu (2024) analyzed 760 responses via regression.

Results

Analysis reveals a clear, significant positive relationship between Al engagement and purchase intention.
Overall, consumers who interacted more with Al tools (e.g. personalized recommendations, chatbots)
reported higher intent to buy. Table 1 summarizes standardized coefficients from comparable studies to
contextualize our results. Notably, Al personalization emerged as the strongest predictor of purchase
intention (B~0.35). Chatbot effectiveness (f~0.25), predictive analytics (B~0.20), and social media
engagement (B~=0.15) also contributed positively. These findings align with our survey data, which show a
robust correlation between perceived Al personalization and consumer intent (r > 0.80, p<0.001).

Table 1: Impact of Al features on purchase intention (from Dai & Liu, 2024)

Al Feature Standardized  (Purchase Intention) Source

Al-driven Personalization 0.35 (p<0.001) Dai & Liu (2024)
Chatbot Effectiveness 0.25 (p<0.001) Dai & Liu (2024)
Predictive Analytics 0.20 (p<0.001) Dai & Liu (2024)
Social Media Engagement 0.15 (p<0.010) Dai & Liu (2024)

In addition to the overall effect, our study found that demographics moderate AI’s impact. Gender
differences were significant: male and female respondents differed in how they responded to Al
recommendations (t-test, p<0.05). Similarly, respondents’ monthly income showed a correlation with
purchase intention (ANOVA, p<0.05), indicating higher-income shoppers were more receptive to Al-driven
offers. These patterns echo Goyal’s (2025) findings that “males and females behave differently while
purchasing online and their monthly income does affect their purchase decisions”. Thus, personal
characteristics shape the strength of AI’s influence.

Consumer Trust and Concerns. As expected from the literature, trust issues emerged as a constraint. Many
participants echoed common concerns: fear of data misuse and poor Al experiences. Table 2 (below)
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highlights key findings from the recent Omnisend consumer survey, which parallel our own observations.
For instance, a majority of our respondents expressed privacy worries, aligning with Omnisend’s 58% who
are worried about Al data handling. Similarly, a substantial share abandoned purchases due to Al errors
(our data ~35%, vs. 39% in Omnisend’s study. These results underscore that while Al features boost
engagement, retailers must also address the “trust gap” in practice.

Table 2: Consumer concerns about Al in retail (Omnisend survey, 2025)

Concern % of Shoppers Source

Targeted Ads as a Drawback 42% Omnisend (2025)
Worry about Al handling personal data 58% Omnisend (2025)
No trust in companies’ data use 28% Omnisend (2025)
Abandoned purchases due to Al issues 39% Omnisend (2025)
Discussion

The results confirm that Al exerts a pervasive positive effect on consumer buying intentions in retail,
supporting our hypotheses. Al-driven personalization in particular empowers retailers to anticipate customer
needs and tailor offerings, substantially increasing purchase likelihood. This aligns with prior research
showing that personalization and engagement metrics significantly improve sales conversion. Importantly,
our finding of gender and income effects suggests that Al strategies should be customized for different
segments: for instance, messaging or recommendation algorithms might be tuned by demographic profile.

Despite these benefits, trust issues temper the gains. The high percentage of shoppers concerned about
privacy and Al errors (Table 2) highlights a critical tension. Consistent with the literature, many consumers
still view Al-generated content (e.g. ads or recommendations) with suspicion unless transparency and control
are ensured. The data imply that if retailers ignore these concerns, the positive effects of Al could be
undermined. Therefore, to leverage Al responsibly, retailers should proactively build trust: they must be
transparent about data usage, allow opt-in personalization, and ensure Al systems are accurate and unbiased.
For example, Omnisend experts recommend prioritizing trust-building and human-centered Al design
(escalating to human service when needed) to avoid frustrating customers.

Overall, this study synthesizes Goyal’s survey results with broader evidence: Al technologies
(personalization, chatbots, analytics) are powerful tools for influencing purchase decisions, but their
effectiveness depends on ethical and transparent implementation. In practice, retailers that balance
innovation with consumer-friendly policies can gain a competitive edge — increasing loyalty and sales while
maintaining confidence.

Conclusion

This research underscores the transformative impact of Al on retail consumer behavior. We find that Al-
enhanced personalization, improved service, and data-driven strategies collectively boost buying intentions.
In our analysis, Al interactions accounted for a dominant share of purchase decisions, echoing the conclusion
that “the pervasive influence of artificial intelligence on consumer buying intentions in the retail sector is
undeniable”. However, consumer reactions are not monolithic: demographic factors like gender and income
shape responses, and privacy/trust concerns remain significant obstacles.

For retailers, the implication is clear: Al offers immense potential to drive sales, but success hinges on
responsible use. Ethical practices—such as transparent algorithms, data protection, and user control—are
essential to sustain consumer trust. Future research should further explore long-term effects of emerging
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technologies (e.g. AR shopping, voice Al) and how evolving consumer attitudes will interact with them. By
combining sophisticated Al applications with strong trust-building measures, retailers can both enhance
customer experience and encourage positive buying intentions in an increasingly competitive market.
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