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[bookmark: _Toc224664763]Chapter 1: Introduction
[bookmark: _Toc224664764]Background and Problem Statement 
The UK fashion online retail industry has been rapidly digitised with the high use of AI-based devices like chatbots and virtual assistants (Wadud et al., 2025). Large retailers such as ASOS, Boohoo, and Marks and Spencer use virtual assistants to deliver more personalised recommendations, quick replies and 24/7 customer care. Virtual assistants represent the simulation of human interaction, which affects the purchase decisions, satisfaction, trust and brand loyalty. In addition to this, the boosting incorporation of natural language processing and machine learning has facilitated virtual assistance to focus towards handling simple queries by moving towards more conversational context-aware and interaction. This modification enables retailers to collect in-depth understandings about behavioural patterns and consumer preferences, sustaining strategies of targeted marketing and decision-making driven by data. 
In the fashion sector of the United Kingdom, in which trends change quickly, this type of real-time responsiveness is specifically valuable (Wadud, et al. 2025). On the other hand, the expectations of customers are also boosting with users requiring human-like, accurate and seamless interactions. Any contradiction within responses or failure to recognise the intent of the user might adversely influence the perceptions of the customer. Thus, identifying how technological sophistications are associated with expectations of users is important to analyse the true effectiveness related to virtual assistants in shaping the experiences of online shopping.  However, even with the high adoption level, there is a limited academic studies determining role of virtual assistants in influencing the customer behaviour within the UK online fashion setting. The challenges of trust with AI, perceived usefulness, privacy issues, and the balance of automation and human interaction are not well studied (Istiak et al., 2025). Thus, the issue is whether the use of the virtual assistants in influencing consumer decision will be studied. 
[bookmark: _Toc224664765]Aim
To examine the impact of virtual assistants on customer behaviour in the UK online fashion retail sector.
[bookmark: _Toc224664766]Objectives
1. To analyse how virtual assistants influence customer purchase decisions.
2. To evaluate the role of virtual assistants in shaping customer satisfaction and trust.
3. To examine the impact of personalisation features on consumer engagement.
4. To identify challenges such as privacy concerns and lack of human interaction.
[bookmark: _Toc224664767]Research Questions
1. How do virtual assistants affect customer purchasing behaviour in UK online fashion retail?
2. What role do trust and perceived usefulness play in customer acceptance of virtual assistants?
3. Does AI-driven personalisation improve customer satisfaction and loyalty?
4. What are the perceived risks associated with using virtual assistants in online fashion shopping?  
[bookmark: _Toc224664768]Rationale
With UK being one of the largest e-commerce markets in Europe, it understanding consumer behaviour is competitive environment becomes more important. Customer experience is crucial to online fashion retailers as a way of differentiating. Virtual assistants are an economical and expandable means of improving the quality of service (Albarq et al., 2025). At the same time when implemented poorly, this can have a poor effect on the brand perception. The research will be valuable to the academic sources on the topic of AI-based consumer behaviour and will offer academic knowledge to retailers interested in maximising customer engagement strategies.
[bookmark: _Toc224664769]Methodology
The sources of secondary data will be used in this research. The information will be gathered using available literature sources including industry reports, market research databases, scholarly journal articles, government publications, and credible sources of business analytics on the topics of virtual assistants and online fashion retail in the UK (Susilawati et al., 2025). The research will be focusing on the analysis of the data that can be used to analyse the use of virtual assistants, online shopping behaviour, customer satisfaction, purchase intentions, and customer loyalty in the UK fashion retail industry. 
[bookmark: _Toc224664770]Chapter 2: Literature Review
[bookmark: _Toc224664771]Impact of virtual assistants on customer purchase decisions    
The impact of virtual assistants is considered as positive on the purchasing decisions of customers as it offers immediate responses, customised recommendations and decreases the time of decision making.  As per the view of ANUSHREE, and PRAKASH, (2025), conversational AI improves convenience, which augments conversion rates and impulse buying. For instance, in the fashion sector of the UK, retailers such as ASOS focus on using chatbots so that they can guide users with the help of product discovery, thereby enhancing purchase likelihood and engagement (Ross, 2024). On the other hand, Virtual assistants that are poorly designed might misunderstand the simple queries of customers, which leads to abundant purchases and frustration. Furthermore, the absence of emotional intelligence can restrict their effectiveness in difficult situations of decision-making, like styling advice or sizing. Various customers choose human interaction to guarantee before making any purchase. Virtual assistants can help in improving the journey of buying; their impact relies highly on usability, accuracy and the capability to inspire expressive interaction.     
[bookmark: _Toc224664772]Role of virtual assistants in shaping customer satisfaction and trust 
Perceived usefulness and trust are considered vital determinants related to the acceptance of customers for virtual assistance. At the time when users consider assistance as helpful, accurate and reliable, they are more possibilities to get dependent and engage with it while shopping. For example, Butler, (2024) said that platforms such as Marks & Spencer in the fashion retail of the UK use virtual assistants to offer information on products and order support, improving perceived usefulness. This develops self-esteem and inspires repeat use. It has been criticised by Ademtsu, et al. (2023) that trust could be damaged by concerns over the absence of transparency, security and data privacy in AI decision-making. When customers feel that their sensitive information is misused, then interactions are perceived as impersonal, and this might decrease acceptance. Along with this, perceived usefulness might diversify depending on the technological similarity and experience of the user. Thus, these aspects robustly drive adoption, so it is important for retailers to make sure that there is utmost consistency, transparency and a user-friendly design to uphold the enduring trust of customers. 
[bookmark: _Toc224664773]Influence of personalisation features on consumer engagement 
Personalisation driven by artificial intelligence mainly improves the satisfaction of customers by offering a customised shopping experience, relevant promotions and custom-made product recommendations. For instance, Boohoo, within the online fashion market of the UK, concentrates on utilising tools of AI to suggest items according to purchase and browsing history that can inspire repeat purchases and upsurge satisfaction (Wiltshire, and Cousins, 2026). Personalisation also reinforces emotional engagement, which leads to contributing towards brand loyalty. Over-customisation might feel disturbing, increasing the concerns of privacy among users. Imprecise recommendations can also decrease satisfaction and trust, specifically if algorithms misunderstand preferences. Moreover, several customers might consider the suggestions driven by AI as manipulative, likely impacting brand perception. Personalisation can imperatively enhance loyalty and satisfaction, but its success relies highly on balancing relevance control of the user and upholding transparency in how information is utilised. 
[bookmark: _Toc224664774]Perceived risks associated with using virtual assistants in online fashion shopping 
It has been identified that there are various perceived risks associated with using virtual assistants in online fashion shopping, which might impact the behaviour of customers. Rohden, and Zeferino, (2023) said that data privacy is one of the key concerns, because users might feel hesitant to share their sensitive information needed for customised services in the retail sector of the UK. Retailers such as Next gather the data of users to enhance customer interaction, which can increase concerns about misuse and data security. Hipólito, et al. (2025) opposed that the absence of human interaction is another risk that might decrease trust, specifically in circumstances requiring nuanced advice, like returns or fit. Furthermore, errors in these recommendations or responses can result in poor purchase decisions and dissatisfaction. Another perceived risk is technical issues like restricted insights of query or system failures, which contribute towards adverse perceptions.         
[bookmark: _Toc224664775]Theoretical Framework  
In the online fashion retailer of the United Kingdom, companies can draw attention to using TAM, which is the Technology Acceptance Model that helps in discovering how perceived ease of use and perceived usefulness impact user acceptance related to technology. In terms of virtual assistants, TAM can facilitate analysing how these aspects shape behavioural responses, intentions and attitudes of customers in the online fashion retail settings of the UK. On the other hand, the Stimulus-Organism-Response Model (SOR) can also be utilised, in which the features of the virtual assistant act as stimuli, impacting internal states like satisfaction and trust (organism), that in turn impact behavioural outcomes such as loyalty and intention of purchase (response) (Hochreiter, et al. 2022). This will help companies in describing the reactions of consumers towards interactions driven by artificial intelligence. 
[bookmark: _Toc224664776]Research Gap 
The previous studies mainly draw attention to the general use of AI with restricted studies specifically investigating virtual assistance in the context of online fashion detail of United Kingdom. The amalgamated effects of perceived risks, personalisation, and trust on consumer behaviour continue to be inadequately discovered in the existing literature. 
[bookmark: _Toc224664777]Chapter 3: Research Methodology
[bookmark: _Toc224664778]Research method 
Research methods are defined as systematic approaches utilised to analyse and gather data involving quantitative, qualitative and mixed methods in the study (Taherdoost, 2022). The following study will use a qualitative method to discover detailed insights into customer perceptions and behaviour related to virtual assistance. The justification for using the qualitative method is that it will enable interpretation of attitudes, experiences and meanings more than the numeric measure. It will sustain in-depth exploration of perceived usefulness, satisfaction and trust that are subjective concepts. Thus, this method will be correct because it offers contextual, rich insights associated with the aim of the study.   
[bookmark: _Toc216209647][bookmark: _Toc224664779]Research Philosophy 
 Research philosophy refers to beliefs about the development of knowledge karma involving pragmatism, interpretivism and positivism, directing how the study will be performed and understood. The present research will focus on utilising interpretivism research philosophy, which will concentrate on recognising social reality and human expressions with the help of subjective interpretation (Sim, et al. 2024). Interpretivism research philosophy will be suitable for this, as the behaviour of customers toward virtual assistance involves personal experiences, emotions, and perceptions. It will facilitate the scholars' interpretation of the meanings related to the interactions of consumers with technologies of AI. This philosophy will be suitable because it is allied with qualitative methods and sustains in-depth discovery of behavioural aspects. 
[bookmark: _Toc224664780]Data collection
 Data collection includes collecting information with the help of secondary sources like databases, reports and journals or primary methods such as interviews or surveys. This research will use a secondary data collection method in which data will be gathered from credible online sources, industry reports, and academic journals related to online fashion retail and AI (Ajayi, 2023). Secondary data would be suitable because it offers availability towards numerous empirical findings and existing knowledge. It is time-efficient and cost-effective whereas make sure that there will be reliability from published sources. This method will be justified for creating an all-inclusive insight without performing primary fieldwork. 
[bookmark: _Toc224664781]Data analysis
Data analysis means techniques utilised to interpret data, involving thematic analysis, content analysis and statistical analysis for recognising patterns in the study (Ahmed, et al. 2025). This research will implement thematic analysis to investigate recurring themes in the secondary data collection. Thematic analysis will be appropriate for qualitative research. It will facilitate interpreting and organising large volumes related to textual data. It allows recognition of central themes like risks, personalisation, and trust. This method is justified because it will offer meaningful and structured interpretation allied with the objectives of research. 
[bookmark: _Toc224664782]Ethical Consideration  
Ethical considerations will include making sure that there is integrity of research involving data protection, consent, avoidance of plagiarism or bias and confidentiality in studies. This research will obey ethical guidelines by utilising properly cited and credible secondary sources. No sensitive or personal data will be collected, decreasing ethical hazards. Accurate referencing is upheld to prevent plagiarism and make sure that there is academic integrity. Furthermore, information will be presented accurately without manipulation (Ali, et al. 2025). Hence, ethical acquisition is assured in the overall procedure of research, maintaining credibility and reliability of the study.    
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