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Abstract: 

This study explores the impact of Artificial Intelligence (AI) in retail on consumer perception, focusing 

on how AI-driven tools influence trust, satisfaction, and behavioural responses. With the rapid adoption 

of technologies such as chatbots, recommendation engines, and virtual assistants, understanding how 

consumers perceive and respond to these innovations has become crucial. The main objective is to examine 

the relationship between AI-based retail applications and consumer perception, particularly in terms of 

convenience, personalization, and reliability. Data were collected from 200 respondents using a structured 

questionnaire, and statistical analysis was conducted through SPSS, employing regression and ANOVA 

techniques to assess the relationship between AI usage and consumer attitudes. 

The findings indicate a significant positive association between AI applications and consumer perception, 

suggesting that when AI enhances convenience and personalization, it fosters greater trust and satisfaction. 

ANOVA results reveal that demographic factors like age and education significantly influence consumers’ 

attitudes toward AI tools in retail. However, privacy concerns and limited awareness continue to hinder 

full acceptance of AI technologies. The study concludes that effective and transparent implementation of 

AI can strengthen consumer trust, engagement, and loyalty. Retailers should focus on creating AI systems 

that are user-friendly, ethical, and aligned with consumer expectations. While the study provides valuable 

insights into AI adoption and perception, it is limited by its sample size and geographic scope. Future 

research could expand to different regions or industries to develop a broader understanding of AI’s role in 

shaping modern retail experiences. 

 

Keywords: Artificial Intelligence, Consumer Perception, Retail, Consumer Trust and Technology 

Adoption. 

 

Introduction 

Artificial Intelligence (AI) has become one of the most transformative forces in the retail industry, 

reshaping both operational practices and customer experiences. From predictive analytics that anticipate 

demand to chatbots providing instant service, AI is no longer a futuristic promise but an embedded element 

of modern retail ecosystems. The technology is used to personalize recommendations, optimise pricing, 

and even design virtual try-on tools, all to create more engaging and efficient consumer journeys 
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(Davenport et al., 2020). Yet, as with any innovation, its success depends not only on technological 

capabilities but also on how consumers perceive and respond to it. 

Consumer perception plays a decisive role in the adoption of AI in retail. While AI-driven tools promise 

personalization and convenience, consumers often weigh these benefits against concerns over data 

privacy, loss of human interaction, and fairness in automated decision-making (Pizzi et al., 2021). In other 

words, perception becomes the lens through which technology is judged. A recommendation system may 

be highly accurate, but if consumers perceive it as intrusive or manipulative, it risks rejection. The 

academic literature consistently underscores this dual nature of AI adoption. Research rooted in the 

Technology Acceptance Model (TAM) highlights perceived usefulness and trust as key drivers of 

consumer attitudes toward AI, while ease of use plays a secondary but still relevant role (Wirtz et al., 

2018). Similarly, Gursoy et al. (2019) argue that AI-based service technologies create both excitement and 

anxiety among consumers, producing what they term “ambivalent attitudes.” These findings suggest that 

the retail industry must address not just the functional efficiency of AI, but also the emotional and 

cognitive responses it generates. 

The rapid expansion of AI in consumer markets also makes this question more urgent. Surveys reveal that 

consumers are increasingly interacting with AI without always realizing it. Recommendation engines on 

platforms such as Amazon or Netflix, voice assistants like Alexa or Siri, and automated checkout systems 

in physical stores all employ AI to shape consumer decision-making (Huang & Rust, 2021). At the same 

time, high-profile controversies over algorithmic bias and data misuse have heightened consumer 

skepticism (Dignum, 2019). This combination of increasing exposure and lingering mistrust creates a 

complex landscape where perception directly influences both adoption and resistance. Retailers face a 

paradox. On one hand, AI offers unprecedented opportunities to tailor experiences, reduce friction in 

transactions, and build deeper customer loyalty. On the other hand, misaligned perceptions can quickly 

erode trust and lead to disengagement. For example, while personalization is generally viewed positively, 

overly aggressive targeting or opaque data use can trigger feelings of surveillance, causing consumers to 

question the retailer’s motives (Mikalef et al., 2021). Striking the right balance requires an analytical 

understanding of how consumers form their perceptions of AI and how these perceptions vary across 

demographics, cultural contexts, and levels of technological familiarity. 

This study addresses that need by examining consumer perception of AI in retail from a holistic 

perspective. Specifically, it aims to explore how consumers evaluate AI-enabled tools in terms of 

perceived benefits (such as convenience, personalization, and efficiency) and perceived risks (such as 

privacy violations, job displacement, and depersonalization of service). By analyzing these perceptions, 

the study contributes to a more nuanced understanding of consumer behaviour in the digital marketplace. 

 

Review of Literature  

Consumer Perception and Technology Adoption 

Consumer perception is shaped by how individuals interpret and emotionally respond to innovations like 

artificial intelligence. In retail, perception is not limited to the technical performance of AI systems but 

extends to broader issues such as trust, transparency, and the value consumers believe they gain from these 

technologies. Shoppers often evaluate AI-driven tools such as personalized recommendations, chatbots, 

or cashier-less checkouts through both rational assessments of efficiency and emotional reactions tied to 

comfort or discomfort (Huang & Rust, 2021). 
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Research indicates that many consumers appreciate the convenience AI brings to retail. Personalized 

product suggestions, faster decision-making, and enhanced shopping experiences are commonly reported 

benefits (Grewal et al., 2020). These tools reduce cognitive effort and help customers navigate the 

overwhelming choices present in modern retail. For example, AI-powered recommendation engines can 

save consumers time and increase satisfaction by curating relevant options (Davenport et al., 2020). Yet, 

perception of AI is not uniformly positive. Concerns frequently surface around privacy, fairness, and the 

lack of transparency in automated decision-making (Pizzi et al., 2021). When consumers feel that data 

collection is excessive or intrusive, their perception of AI may shift from helpful to threatening. Studies 

also highlight that bias in algorithms, even when unintended, can reduce trust and make customers wary 

of relying on AI-driven systems (Shankar, 2018). The ethical dimension whether consumers believe AI is 

being used responsibly has become increasingly central to shaping their overall attitudes. 

Another important aspect of perception lies in the emotional responses AI triggers. While some consumers 

express excitement about futuristic technologies such as cashier-less stores or voice-activated shopping 

assistants, others feel anxiety or discomfort interacting with machines rather than humans (Gursoy et al., 

2019). These mixed responses underline the ambivalence consumers experience: they welcome innovation 

but remain cautious about potential risks. In short, consumer perception of AI in retail is multidimensional. 

It reflects not just evaluations of utility and efficiency but also deeper concerns about trust, privacy, 

fairness, and the human element in shopping. Understanding these nuanced perceptions is essential for 

retailers who aim to implement AI in ways that foster acceptance rather than resistance. 

 

Opportunities and Benefits of AI in Retail 

Artificial intelligence has introduced transformative opportunities across multiple facets of retail, 

enhancing both consumer experiences and operational efficiency. On the customer-facing side, 

personalization has become the most visible and impactful application of AI. By analyzing browsing 

histories, purchase patterns, and demographic data, AI algorithms provide tailored product 

recommendations, targeted promotions, and dynamic content, which significantly increase engagement 

and conversion rates (Davenport et al., 2020). Personalization not only helps consumers find products 

more efficiently but also fosters brand loyalty, as shoppers feel understood and valued by retailers. 

Beyond recommendations, AI-powered chatbots and virtual assistants have redefined customer service. 

These systems offer instant support around the clock, answer queries, and assist with complex processes 

such as returns or troubleshooting. By automating routine interactions, they reduce waiting times, improve 

response consistency, and free human staff to handle more nuanced or emotionally sensitive tasks (Grewal 

et al., 2020). Similarly, visual search and augmented reality (AR) tools allow customers to explore 

products through images or simulate in-store experiences online, bridging the gap between digital and 

physical retail and enhancing decision confidence (Huang & Rust, 2021). Another notable advantage of 

AI is its predictive capability. Retailers can anticipate consumer demand with remarkable precision, 

allowing for more efficient inventory management and reduced stockouts or overstock situations. For 

instance, Walmart leverages AI-driven demand forecasting to optimize inventory distribution across its 

stores, lowering operational costs while ensuring products are available when and where customers need 

them (Mikalef et al., 2021). H&M uses AI to interpret real-time customer feedback and market trends, 

adjusting its product assortment and marketing strategies dynamically, demonstrating how AI can make 

operations more responsive and agile. 
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Fraud detection and risk management also benefit from AI integration. Algorithms can detect unusual 

purchasing patterns, identify potential fraudulent transactions, and alert retailers in real time. This not only 

safeguards consumer trust but also reduces financial losses, creating a more secure shopping environment. 

Moreover, AI helps optimize pricing strategies by analyzing competitor pricing, demand elasticity, and 

market conditions, allowing retailers to implement dynamic pricing models that maximize both 

profitability and perceived value for consumers (Shankar, 2018). 

The strategic implications of AI in retail extend beyond efficiency gains. By providing deep insights into 

consumer behaviour, AI enables data-driven decision-making that supports product innovation, marketing 

personalization, and supply chain resilience. For example, AI can analyze social media sentiment to 

anticipate emerging trends or monitor customer satisfaction to identify areas for improvement before they 

impact sales. This predictive intelligence allows retailers to be proactive rather than reactive, creating 

competitive advantages in increasingly crowded markets (Pizzi et al., 2021). 

Ultimately, AI in retail is not merely a tool for automation; it represents a paradigm shift in how retailers 

engage with consumers. By combining personalization, predictive analytics, and operational intelligence, 

AI allows retailers to deliver more relevant, efficient, and satisfying experiences while simultaneously 

improving internal efficiency and strategic responsiveness. The benefits are thus twofold: consumers enjoy 

a smoother, more tailored shopping experience, while retailers achieve better resource management, faster 

decision-making, and enhanced competitiveness. 

 

Challenges and Consumer Concerns 

Despite the numerous opportunities and benefits AI offers in retail, consumer concerns remain a 

significant barrier to its widespread acceptance. Among these, privacy emerges as the most frequently 

cited issue. AI systems rely on the collection, analysis, and interpretation of vast amounts of personal and 

behavioural data to provide personalized experiences. Consumers are increasingly aware of the extent of 

this data collection and how it may be used for commercial purposes, often without their explicit consent 

(Dignum, 2019). This heightened awareness fosters skepticism and can lead to a reluctance to engage fully 

with AI-powered platforms, especially when transparency regarding data usage is lacking. 

Trust is another critical factor shaping consumer perception. While AI can enhance convenience and 

efficiency, consumers frequently question the accuracy, fairness, and reliability of these systems. 

Algorithms have been shown, at times, to perpetuate biases in product recommendations, dynamic pricing, 

and promotional offers, which can lead to perceptions of discrimination or unfair treatment (Wirtz et al., 

2018). Additionally, the lack of human interaction in AI-mediated services may produce feelings of 

impersonality or alienation. Even when AI improves efficiency, the absence of empathy, contextual 

understanding, and social cues can reduce satisfaction and erode trust (Gursoy et al., 2019). Ethical and 

societal concerns further complicate consumer perception of AI in retail. Some consumers express unease 

about the potential displacement of human labor as automation and AI-powered systems become more 

prevalent. Others worry about the growing influence of non-human decision-making in daily life, raising 

broader concerns about accountability, transparency, and control. These concerns extend beyond 

individual shopping experiences to societal implications, such as fairness in employment, consumer rights, 

and the social consequences of algorithmic decision-making (Shankar, 2018). 

Psychological factors also play a role. Consumers often experience ambivalence toward AI, balancing 

appreciation for its efficiency with anxiety over loss of control or reduced human agency. This tension 
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Journal of Advances in Developmental Research (IJAIDR) 

E-ISSN: 0976-4844   ●   Website: www.ijaidr.com   ●   Email: editor@ijaidr.com 

 

IJAIDR26022093 Volume 17, Issue 2, July-December 2026 5 

 

can manifest as selective adoption, where consumers accept certain AI applications (e.g., personalized 

recommendations) but resist others (e.g., automated financial advice or automated checkout systems). 

Social influence further shapes perception; individuals may be influenced by peer opinions, cultural 

norms, or media narratives that highlight the risks of AI, reinforcing skepticism or resistance (Huang & 

Rust, 2021). Cultural context amplifies these concerns. In societies where data privacy regulations are 

stringent, such as the European Union under GDPR, consumers may be more cautious and critical of AI 

interventions in retail compared to regions with more permissive data policies. Similarly, trust in AI varies 

across age groups, with younger, tech-savvy consumers often more willing to engage with AI than older 

consumers who may be less familiar with or more wary of digital technologies (Pizzi et al., 2021). Finally, 

transparency and explainability remain central to overcoming consumer concerns. When AI systems 

operate as “black boxes,” providing outputs without clarity on how decisions are made, consumer trust 

diminishes. Studies suggest that providing clear explanations, visible safeguards, and options for human 

oversight can significantly improve acceptance and reduce anxiety about AI technologies (Grewal et al., 

2020). 

 

Global Adoption Trends 

Recent surveys and industry reports indicate that consumer engagement with AI in retail is increasing at 

an unprecedented pace. Capgemini (2024) reported that over 70% of global consumers express interest in 

AI-enabled retail experiences, particularly in areas such as personalized recommendations, virtual 

assistants, and conversational commerce. Similarly, Adyen’s 2025 Retail Report found that 37% of global 

consumers actively use AI during shopping, reflecting nearly a 50% year-on-year increase. These figures 

underscore a crucial insight: AI is becoming a ubiquitous part of the shopping experience, but the degree 

and nature of its adoption are heavily influenced by how consumers perceive these technologies. Positive 

perceptions, such as trust in AI or appreciation for personalisation, can accelerate adoption, whereas 

negative perceptions, including privacy concerns or perceived intrusiveness, may limit engagement. 

Adoption patterns vary significantly across demographic groups. Younger consumers, particularly those 

who have grown up in digitally connected environments, tend to embrace AI-driven retail innovations 

more readily. They are comfortable interacting with chatbots, using voice assistants, and relying on 

algorithmic recommendations for product discovery (Huang & Rust, 2021). In contrast, older consumers 

often exhibit caution or skepticism, sometimes resisting AI tools due to lower technological familiarity or 

fear of losing control over decision-making. Gender, income, and education also influence adoption, with 

higher-income and more educated consumers typically exhibiting greater openness to AI applications in 

retail (Pizzi et al., 2021). Geographic and cultural factors further shape adoption trends. In Europe, for 

example, stringent data protection regulations such as the General Data Protection Regulation (GDPR) 

have heightened consumer sensitivity to privacy, leading to cautious engagement with AI-driven services. 

Conversely, regions with less restrictive data policies may see faster adoption but potentially higher 

variability in consumer trust, depending on the retailer’s transparency and ethical practices (Dignum, 

2019). Similarly, cultural attitudes toward automation and technology adoption play a role; societies that 

value technological progress and efficiency may be more receptive, while cultures with a strong emphasis 

on human interaction and social norms may approach AI applications more cautiously. 

Sectoral differences also matter. In e-commerce, AI adoption is often faster due to the digital-native nature 

of the platforms and the relatively low cost of integrating AI tools. Physical retail, however, faces unique 
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challenges; while cashier-less stores and AI-powered service kiosks are growing, consumers’ comfort with 

these technologies depends heavily on perceived reliability, convenience, and safety. Additionally, luxury 

and premium segments often face a trade-off between personalization and the desire for human-led service 

experiences, highlighting the nuanced ways perception shapes adoption across retail contexts (Shankar, 

2018). 

Overall, global adoption trends reveal a complex landscape: while AI use is growing rapidly, its trajectory 

is mediated by demographic, cultural, and sectoral factors. Understanding these patterns is essential for 

retailers seeking to tailor AI strategies to consumer preferences and for researchers aiming to explain 

adoption behaviour across diverse contexts. Retailers who can align AI tools with consumer expectations 

addressing concerns about privacy, trust, and fairness, are likely to achieve higher engagement and long-

term acceptance. 

 

Research objectives 

• To examine whether consumer perception of AI in retail differs across demographic groups. 

• To analyze the impact of artificial intelligence in retail on consumer perception. 

Hypotheses  

H1: There is a significant difference in consumer perception of AI in retail across demographic groups. 

H2: Artificial Intelligence in retail has a significant positive impact on consumer perception. 

 

Research Methodology 

• Research Design 

The present study follows an empirical research design, focusing on collecting and analyzing quantitative 

data to examine the influence of artificial intelligence in the retail sector on consumer perception. This 

approach allows for identifying measurable relationships between AI-enabled retail applications and how 

consumers perceive them. 

• Analytical Unit 

 Individual consumer is the unit of analysis. The study targets respondents who use online retail platforms 

equipped with AI features such as chatbots, personalized recommendations, virtual try-ons, and AI-

powered payment systems. Focusing on individual consumers helps understand how demographic factors 

like gender, age, education, occupation, and income relate to their perception of AI in retail. 

• Sampling & Data Collection 

A total of 200 respondents were selected for this study. This sample size is considered sufficient and 

reliable for quantitative analysis using IBM SPSS, including techniques such as regression and ANOVA, 

which require a reasonable number of observations per variable to ensure stable estimates and meaningful 

results (Hair et al., 2010). With multiple indicators measuring AI in retail and consumer perception, a 

sample of 200 provides adequate power to detect significant relationships and group differences while 

maintaining acceptable statistical reliability. 

The data were collected through a structured online questionnaire, divided into two parts: 

o Part 1: Collected demographic information, including age, gender, education, occupation, marital 

status, monthly income, and frequency of online shopping. 

o Part 2: Comprised items measuring AI in Retail (e.g., chatbots, personalized recommendations, 

virtual try-on, pricing optimization, voice/image search, and AI-enabled payments) and Consumer 

https://www.ijaidr.com/
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Perception (e.g., ease of use, perceived usefulness, trust, overall experience, and risk perception). All items 

were measured using a 5-point Likert scale ranging from “Strongly Disagree” (1) to “Strongly Agree” (5). 

o Data Analysis Procedure 

The data collected through the questionnaire were analyzed using IBM SPSS 22 to examine the 

relationship between AI in retail and consumer perception. Reliability of the constructs was first assessed 

using Cronbach’s alpha, with all dimensions of AI in retail (including chatbots, personalization, virtual 

try-on, pricing optimization, voice/image search, and AI-enabled payment systems) and consumer 

perception (ease of use, perceived usefulness, trust, experience, and risk perception) showing alpha values 

above 0.70, indicating satisfactory internal consistency. The dataset was also tested for suitability for 

factor analysis using the Kaiser-Meyer-Olkin (KMO) measure and Bartlett’s Test of Sphericity, ensuring 

adequate sampling adequacy. Factor reduction was applied to identify and retain meaningful dimensions 

of the constructs, removing any redundant items. 

After confirming the reliability and dimensionality of the constructs, regression analysis was conducted 

to test the predictive effect of AI in retail on consumer perception. The regression model assessed whether 

exposure to AI-enabled tools significantly influences consumer perception and quantified the strength of 

this relationship. Additionally, a one-way ANOVA was employed to explore differences in consumer 

perception across demographic groups, including age, gender, and education. This allowed for the 

identification of any significant variations in perception among different respondent segments. Overall, 

these analyses provided a robust framework for examining how AI in retail impacts consumer perception, 

while accounting for demographic differences. 

 

Table 1:Reliability and Validity 

Construct Items Factor Loading Cronbach’s α 

Consumer Perception (CP) Ease Use 0.867 0.948  
Low Effort 0.655 

 

 
Understand 0.705 

 

 
Best Deals 0.586 

 

 
Efficiency 0.697 

 

 
Save Time 0.658 

 

 
Trust1 0.818 

 

 
Trust2 0.853 

 

 
Trust3 0.863 

 

 
Experience 0.616 

 

 
Positive View 0.649 

 

 
Quicks OPS 0.674 

 

 
Privacy 0.880 

 

 
Financial Risk 0.852 

 

 
Tracking 0.578 

 

Artificial Intelligence (AI) Relevance 0.853 0.964  
Prediction 0.806 

 

 
Discover 0.597 

 

 
Tailored 0.610 
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Chat Speed 0.773 

 

 
Chat Ease 0.481 

 

 
Chat Effect 0.805 

 

 
Virtual Try 0.634 

 

 
Save Time 0.768 

 

 
Voice Search 0.609 

 

 
Image Search 0.669 

 

 
FairPrice 0.786 

 

 
Price Trend 0.848 

 

 
Easy Pay 0.564 

 

 
Secure Pay 0.583 

 

 
Interface 0.704 

 

 
Layout 0.740 

 

 
Colour 0.791 

 

 
Text/ Font 0.661 

 

 
Interactive 0.522 

 

Source: SPSS 

 

Table 2: Respondents' Demographic Characteristics 

Factor Category Frequency Percent 

Gender Male 108 54.0%  
Female 92 46.0% 

Age 15–25 122 61.0%  
26–35 44 22.0%  
36–45 20 10.0%  
Above 45 14 7.0% 

Education High School 6 3.0%  
Senior Secondary 13 6.5%  
Bachelor’s Degree 93 46.5%  
Master’s Degree or Higher 84 42.0%  
PhD 4 2.0% 

Occupation Student 89 44.5%  
Service 58 29.0%  
Business 19 9.5%  
Homemaker 34 17.0% 

Source: SPSS 

 

Data analysis and results 

The demographic analysis shows a balanced representation of 54% male and 46% female respondents, 

with the majority aged 15–25 years (61%). Most were well educated, as 46.5% held undergraduate and 

42% postgraduate qualifications. Students constituted the largest segment (44.5%), followed by 

individuals in the service sector (29%). This composition reflects a young and educated population that 
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actively interacts with digital platforms, making it suitable for assessing consumer perception towards AI 

in the retail sector. 

 

Hypotheses Testing  

The selection of these hypotheses is grounded in the aim to understand how Artificial Intelligence in retail 

shapes consumer perception across different demographic groups and overall market segments. The first 

hypothesis focuses on the demographic dimension, recognizing that age, gender, education, and 

occupation significantly influence how consumers perceive and engage with AI-driven retail platforms. 

Variations in technological exposure, digital literacy, and shopping preferences across these groups make 

it essential to assess whether perception toward AI differs meaningfully among them. 

The inclusion of the second hypothesis is based on the understanding that AI integration in retail through 

personalization, predictive recommendations, and convenience can substantially enhance consumer 

perception. When consumers encounter smooth, relevant, and efficient interactions driven by AI, their 

overall evaluation of the retail experience tends to become more favourable. Studying this relationship 

helps determine whether AI adoption directly contributes to shaping positive consumer perceptions, 

thereby validating its strategic role in modern retail environments. 

H1: There is a significant difference in consumer perception of AI in retail across demographic groups. 

 

Table 3: ANOVA and Homogeneity of Variances Test for Consumer Perception Across Demographic 

Groups 

Demographic 

Variable 

Levene’s 

Statistic 

df1 df2 Sig. 

(Levene) 

F df 

(Between) 

df 

(Within) 

Sig. 

(ANOVA) 

Gender 1.624 1 198 0.204 0.005 1 198 0.944 

Age 4.448 3 196 0.005 4.239 3 196 0.006 

Education 3.300 4 195 0.012 2.394 4 195 0.052 

Occupation 5.552 3 196 0.001 1.180 3 196 0.318 

Source: SPSS 

 

The analysis indicates that consumer perception of AI in retail varies across certain demographic groups. 

Specifically, age shows a significant effect on perception (F = 4.239, p = 0.006), suggesting that different 

age groups perceive AI differently. In contrast, gender (F = 0.005, p = 0.944) and occupation (F = 1.180, 

p = 0.318) do not significantly influence consumer perception. Education shows a marginal effect (F = 

2.394, p = 0.052), indicating a weak trend that higher educational levels may slightly affect perception. 

Overall, age emerges as the most influential demographic factor in shaping consumer perception of AI in 

retail. 

 

H2: Artificial Intelligence in retail has a significant positive impact on consumer perception. 

 

Table 4: Model Summary 

Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 
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1 .595a .354 .351 .59127 1.980 

a. Predictors: (Constant), AI in retail 

b. Dependent Variable: Consumer Perception 

Source: SPSS 

 

The model summary shows a correlation coefficient (R) of 0.595, indicating a moderate to strong positive 

relationship between artificial intelligence (AI) in retail and consumer perception. The R Square value of 

0.354 reveals that approximately 35.4% of the variance in consumer perception can be explained by AI 

implementation in retail. The Adjusted R Square (0.351) confirms the model’s reliability after accounting 

for the number of predictors. The standard error of the estimate (0.591) suggests a reasonable level of 

prediction accuracy, and the Durbin–Watson statistic (1.980) falls within the acceptable range, indicating 

no autocorrelation in the residuals. Overall, the model fits the data well and is statistically sound. 

 

Table 5: ANOVA 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 37.975 1 37.975 108.624 .000b 

Residual 69.220 198 .350     

Total 107.194 199       

a. Dependent Variable: Consumer Perception 

b. Predictors: (Constant), AI in retail 

Source: SPSS 

 

The ANOVA results further confirm the model’s significance. The F-value of 108.624 with a p-value of 

0.000 (p < 0.001) indicates that the regression model is statistically significant. This means the 

independent variable AI in retail significantly predicts consumer perception. In other words, variations in 

AI usage across retail settings lead to measurable changes in how consumers perceive retail experiences.  

 

Table 6:Coefficients 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 1.420 .201   7.065 .000 

AI in retail .604 .058 .595 10.422 .000 

a. Dependent Variable: Consumer Perception 

Source: SPSS 

 

The coefficients table provides more detail on the nature of the relationship. The unstandardized 

coefficient (B = 0.604) shows that for every one-unit increase in AI adoption within retail, consumer 
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perception increases by approximately 0.604 units, holding other factors constant. The standardized beta 

coefficient (β = 0.595) indicates a strong positive effect of AI on consumer perception. The relationship 

is highly significant (t = 10.422, p < 0.001). The constant value (B = 1.420) represents the baseline level 

of consumer perception when AI in retail is absent. Overall, the results clearly support the hypothesis that 

AI in retail has a significant and positive impact on consumer perception. 

 

Conclusion  

The study concludes that Artificial Intelligence (AI) in retail has a significant and positive influence on 

consumer perception, underscoring its transformative role in shaping modern shopping experiences. The 

regression analysis revealed a strong positive relationship (R = 0.595, β = 0.595, p < 0.001), with AI 

explaining 35.4% of the variance in consumer perception, indicating that the integration of AI tools such 

as chatbots, personalized recommendations, virtual try-ons, and intelligent pricing systems substantially 

enhances how consumers evaluate retail interactions. Consumers tend to perceive AI-enabled retail as 

more efficient, convenient, and personalized, which aligns with findings from the Technology Acceptance 

Model (TAM) emphasizing the roles of perceived usefulness and trust in technology adoption. However, 

perception is not uniform across demographics. The ANOVA results showed that age significantly 

influences perception (p = 0.006), with younger consumers displaying greater comfort and enthusiasm 

toward AI, while older groups remain relatively cautious. Education showed a marginal effect (p = 0.052), 

suggesting that higher educational attainment slightly enhances understanding and acceptance of AI-based 

retail systems. Gender and occupation, however, did not produce significant differences, indicating that 

the acceptance of AI may be driven more by experiential and cognitive familiarity than by demographic 

identity. Overall, the findings highlight a dual narrative: while consumers recognize and appreciate the 

convenience, personalization, and efficiency AI brings to retail, underlying concerns around privacy, 

fairness, and the loss of human touch persist. Trust emerges as a central factor consumers are more likely 

to embrace AI when they perceive systems as transparent, secure, and ethically designed. This suggests 

that retailers must not only invest in technological sophistication but also in strategies that foster trust, 

such as clear communication about data use, consumer control over personalization settings, and visible 

safeguards against bias. The study thus contributes to both academic understanding and managerial 

practice by confirming that AI’s success in retail depends as much on managing consumer perception as 

on technological advancement. In practical terms, it implies that retailers should design AI interactions 

that feel intuitive, respectful of consumer autonomy, and emotionally engaging. As AI continues to evolve 

from predictive analytics to generative and conversational systems the challenge for retail organizations 

will be to humanize these technologies, ensuring they complement rather than replace authentic human 

experiences. In summary, the research establishes that while AI is undeniably enhancing retail efficiency 

and personalization, its long-term acceptance hinges on the industry’s ability to align innovation with 

consumer values of trust, transparency, and fairness. 

 

Practical Implications 

The findings of this study offer clear guidance for retailers, marketers, and policymakers working to 

integrate Artificial Intelligence (AI) effectively in retail. The strong relationship between AI use and 

consumer perception shows that success depends not only on technology itself but also on how consumers 

experience and trust it. Retailers should therefore view AI as a tool to improve consumer connection, not 
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just efficiency. First, AI design must be consumer-centric. When AI improves convenience, 

personalization, and decision quality, consumers respond more positively. Retailers should focus on 

making AI systems intuitive, responsive, and relevant. Investing in user-experience research can help 

ensure that AI interactions feel natural. Giving users control over personalization settings or explaining 

how recommendations are made increases comfort and satisfaction. 

Second, trust and transparency are key to long-term adoption. Many consumers remain unsure about how 

their data is collected and used. Retailers need to communicate data practices clearly, display privacy 

assurances, and comply with legal standards. Offering visible explanations like “how our AI works” 

sections or brief transparency updates can turn skepticism into confidence. When consumers believe their 

information is handled responsibly, their willingness to engage with AI grows. Third, demographic factors 

matter. Younger, tech-savvy consumers tend to accept AI easily, while older or less-educated consumers 

may hesitate. Retailers can bridge this gap with inclusive design and communication. For younger users, 

interactive and gamified AI tools boost engagement. For older users, clear guidance, optional human 

assistance, and visible security cues help build trust. Simple educational tools such as short tutorials or 

demo videos can make AI feel more approachable to all segments. 

Fourth, maintaining a balance between automation and human touch is crucial. AI can handle routine 

queries efficiently, but empathy and nuanced understanding still require human support. Hybrid models 

where AI manages quick responses and humans step in for complex issues offer the best of both worlds. 

This approach preserves the personal connection that consumers still value while keeping service efficient. 

Lastly, there are broader policy implications. As AI reshapes retail, policymakers should encourage 

responsible adoption by developing clear standards for fairness, data ethics, and transparency. Retail 

associations can promote shared best practices and consumer protection frameworks, helping retailers 

innovate while maintaining accountability. 

In short, the practical message is straightforward: AI should be used to build stronger consumer 

relationships, not to replace them. When implemented transparently and ethically, AI can enhance trust, 

loyalty, and satisfaction turning technology into a genuine driver of consumer confidence and business 

growth. 

 

Limitations 

Despite its useful insights, this study has certain limitations that should be acknowledged. First, the 

research is geographically limited to a specific region, which may restrict the generalizability of the 

findings to other areas or cultural settings where consumer perceptions toward AI could differ. Second, 

the data were collected through self-reported questionnaires, which may involve response biases such as 

social desirability or overstatement of attitudes. Third, the study primarily relied on quantitative methods, 

which provide statistical relationships but do not capture the deeper psychological or emotional aspects 

behind consumer perceptions of AI. Including qualitative insights could have added richer context. Fourth, 

the cross-sectional design means that causality cannot be established; it only reflects associations at a 

particular point in time. Longitudinal research would help in understanding how consumer trust and 

perception evolve as AI technologies mature. Lastly, the focus was limited to certain AI dimensions in 

retail, leaving out emerging factors such as ethical AI use, algorithmic bias, or sustainability concerns. 

Addressing these limitations in future studies would strengthen understanding of how AI continues to 

shape consumer behaviour in the retail sector. 
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