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[bookmark: _Toc234353864]1.1 Research Background
AI has significantly transformed the UK fashion retail industry by allowing personalised product recommendations which enhance consumers’ online shopping experiences and support purchasing decisions. AI-driven recommendation systems effectively analyse consumers’ browsing behaviour and preferences for delivering relevant product suggestions and improving engagement (Hoang et al., 2026).  
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Figure 1: AI in UK Retail Landscape 
(Source: IMARC Group, 2026)
According to IMARC Group (2026), with AI deployment in the UK retail market, the industry is expected to generate USD 2,469.74 million by 2034 as its revenue. Therefore, as online fashion retail has continued to expand, understanding how these AI-powered recommendations influence consumers’ purchasing intentions (Ruiz-Viñals et al., 2024).  
Besides the widespread adoption of AI-powered product recommendation systems, many of the UK fashion retailers continue to face challenges in translating personalised recommendations into higher purchase intentions. Consumers often express their concerns regarding recommendation accuracy, transparency, privacy and trust, which can reduce the effectiveness of AI-driven marketing strategies (Arachchi and Samarasinghe, 2025). Thus, retailers must understand the factors influencing consumers’ acceptance of AI recommendations for improving consumer engagement and online sales. 
[bookmark: _Toc234353865]1.2 Problem Statement 
Although AI-powered product recommendation systems have been implemented widely by the UK fashion retailers, their effectiveness in influencing consumers’ online purchase intention has remained uncertain (Arachchi and Samarasinghe, 2025). AI-based recommendations are not always accurate since they rely on purchase histories, which results in algorithmic bias and ultimately generates inaccurate or sparse data (Jadiga, 2025). 
[image: ]
Figure 2: AI-based risk faced by companies
(Source: Lang, 2023)
Around 25% of retail companies confront data privacy concerns whereas nearly 20% of organisations rely on third-party AI integration supply (Lang, 2023). Therefore, the escalation of data security and compliance risks reduces the customer retention rate and erodes brand trust. 
Further, existing studies have failed to offer accurate information about the influence of AI recommendations, especially concerning perceived personalisation and consumer trust. Limited empirical research has assessed these interconnections by utilising primary data from UK fashion consumers for creating a requirement for further investigation (Wen and Li, 2025). Therefore, future research becomes essential to identify how AI-powered product recommendations influence the online purchase intentions of UK-based fashion retail consumers and recognise any possible factors that are weakening the customers’ purchase intentions.  
[bookmark: _Toc234353866]1.3 Research Rationale
Artificial Intelligence (AI) has become a cornerstone of the UK fashion retail business, particularly to influence purchase intentions among consumers by offering personalised product recommendations (Anwar et al., 2026). Despite the growing importance of this technique, UK-based fashion retailers are still failing to attract customers by shaping their purchasing decisions, indicating a clear gap in the effectiveness of their AI-driven product recommendation system (Arachchi and Samarasinghe, 2025). The development of the present research as it can help in offering evidence-based insights on how AI can be effectively utilised to offer accurate product recommendations. From an academic perspective, this research is significant will contribute to the existing body of literature by offering clear evidence on ensuring effective personalisation through AI-based recommendation mechanisms and their direct influence on trust. This research will ultimately simplify AI usage among the UK-based fashion retailers by allowing them to design more effective AI-based customer engagement.
[bookmark: _Toc234353867]1.4 Research Aim
The aim of the research is to examine the impact of AI-powered product recommendations based on UK fashion retail consumers’ online purchase intention.
[bookmark: _Toc234353868]1.5 Research Question
How do AI-powered product recommendations influence consumers’ online purchase intention in the UK fashion retail industry?
[bookmark: _Toc234353869]1.6 Research Objectives 
· To examine consumers' interest towards AI-powered product recommendations in the UK online fashion retail industry. 
· To investigate the influence of perceived personalisation on customers' online purchase intention. 
· To examine the influence of trust in AI-driven product recommendations on consumers' online purchase intentions. 
· To identify the key factors that influence the effectiveness of AI-based product recommendations in the UK online fashion retail industry.
[bookmark: _Toc234353870]1.7 Brief Overview of the Research Approach 
To investigate the impact of AI-based product recommendation systems on UK fashion retail consumers’ purchasing power, this study will adopt a quantitative research approach underpinned by a positivist research philosophy. A structured survey method will be used to collect first-hand data from the UK customers who purchase products based on AI-driven recommendations, then it will be statistically analysed. 
[bookmark: _Toc234353871]2. Literature Review
The purpose of this literature review is to critically evaluate the impact of AI-powered product recommendations on UK consumer online purchase intention within the fashion retail sector by considering empirical evidence from existing literature. Within the context, some of these will be developed to showcase AI's role in transforming the online fashion retail landscape as well as highlight the relationship between consumer perception and AI-driven product recommendations. Moreover, TAM and the Theory of Planned Behaviour will be used as theoretical foundations and lastly, the gaps will be identified within the existing literature and current research. 
[bookmark: _Toc234353872]2.1 Analyse the Role of Artificial Intelligence in Transforming Online Fashion Retail  
According to Viswanathan (2024), AI is revolutionising the online fashion retail sector by catalysing unprecedented advancement in operational efficiency. The most notable benefits of this technological advancement are to provide personalised shopping experiences by facilitating AI chatbots and virtual assistance. In this context, Beem (2025) opinionated that AI's transformative impact not only enhances the scope of increasing organisational revenue growth but also meets customer satisfaction. It enables firms to offer a tailored experience across their shopping journey. In contrast, Canhoto, Keegan and Ryzhikh (2024) stated that data privacy issues are a big challenge for fashion retailers in managing AI deployment within their operations, which may reduce customer retention rate and negatively affect organisational reputation. The overall discussion depicts that AI has an immersive experience to deliver tailored experiences to customers whereas AI-perceived complexity reduces buyers' trust. 
[bookmark: _Toc234353873]2.2 Examination of AI-powered Product Recommendations Impact on Fashion Retail Customer Experience
As discussed by Panya and Leelasantitham (2025), nowadays customers tend to purchase their preferred products by considering real-time interaction with AI-powered communication channels like live-chat boxes. Thus, user interface design positively influences buyers' social norms and boosts customer engagement. Similarly, Ademtsu, Pathak and Oduraa (2023) demonstrated that demand for higher degrees personalised experiences also successfully analyses consumer sentiments. For instance, online retailers use virtual try-on applications to ensure the accuracy and reliability of outfitting. It highlights shoppers who make fewer product returns and seek to be more confident in making purchasing decisions. However, Jasim, Puthineedi and Jha (2026) argue that algorithm bias creates a “filter bubble” that limits consumers' continuous shopping from online fashion retail brands as well as erodes buyers’ trust and decreases their purchasing intentions. It illustrates that while AI-driven fashion recommendations manage a highly convenient and engaging shopping experience, fashion retailers need to balance consumer privacy with personalisation.  
[bookmark: _Toc234353874]2.3 Evaluate the Relationship between AI Recommendations and Buyers’ Online Purchase Intention
Within the context, Wen and Li (2025) define AI-based digital responses as consisting of rapid advancements such as virtual anchors and real-time interaction. It offers 24/7 immersive shopping experiences and minimises the risk of human-anchor scandals. It also reduces buyers' searching efforts and eliminates decision fatigue during the selection of fashion products and continues the purchase quickly (Sharma et al., 2025). These positive consequences highlight AI recommendations that bridge a gap in enhancing buyers’ shopping experience digitally and boost the actual conversion rate. However, inherent disadvantages of AI recommendations, such as privacy and security concerns and algorithm distrust negatively affect fashion retail brands’ perceptions and adversely affect buyers’ purchase intentions (Yu, Xu and Li, 2025). The overall discussion shows that AI recommendations drive shoppers’ purchase intention through streamlining product discovery and personalised relevance, whereas algorithm bias and privacy concerns simultaneously hinder users' experience. 
[bookmark: _Toc234353875]2.4 Theoretical Underpinnings
In terms of the usage of AI-powered product recommendations within the online fashion retail landscape, the Technology Acceptance Model (TAM) offers a holistic approach to emphasise AI deployment and perceived usefulness in buyers’ e-shopping (Lopes, Silva and Massano-Cardoso, 2024). Within the context of the UK online fashion retail sector, TAM suggests that this technological innovation facilitates a personalised consumer shopping experience by offering relevant product suggestions and reinforcing purchasing behaviour.
In addition, the Theory of Planned Behaviour outlines consumers' high interest in making their preferred fashion products by using AI intelligence which supports tailored recommendations as well as builds pathways for online retail companies’ development (Arachchi and Samarasinghe, 2025). Hence, it demonstrates that this technological deployment not only reconfigures operational practices of the UK online fashion retail industry but also strengthens consumer intention to purchase recommended fashion products. 
[bookmark: _Toc234353876]2.5 Literature Gap
While Panya and Leelasantitham (2025) stated that AI-driven communication channels build pathways for online retail brands to improve their customer engagement do not focus on the UK fashion retail sector. However, this particular research primarily emphasises the effectiveness of AI-powered recommendations in influencing consumer online purchase intention within the UK fashion retail industry. Alternatively, Beem (2025) only focused on the AI transformation impact to increase the organisational revenue growth but did not elaborate on how buyers’ online purchasing intentions shape UK fashion retail companies’ operational efficiency. However, the study addresses these gaps and investigates AI-powered product recommendations impact on online purchase intention among UK fashion retail customers. It highlights that existing studies fail to provide accurate information related to AI recommendations, especially, building consumer trust through personalisation due to the presence of limited empirical research assessment based on the usage of primary data. 
[bookmark: _Toc234353877]3. Methodology
The study will adopt a quantitative research methodology to examine the effect of AI-driven fashion product recommendations in shaping consumers’ online purchase intentions. The approach is considered as appropriate due to its critical measurement between dependent and independent variables.  
[bookmark: _Toc234353878]3.1 Research Method
The research will follow a deductive approach and positivist research philosophy to find the influence of perceived personalisation on customer online purchase intentions within the UK fashion retail environment. According to Hall, Savas-Hall and Shaw (2023), the deductive approach helps to generalise findings by developing suitable theories that contribute to standardising the measurement of AI-powered product recommendations’ effectiveness in shaping UK people's online purchase behaviour. However, inductive approaches limit theoretical application in research findings; hence it will not be used in this study (Yuwono and Rachmawati, 2023). Additionally, the positivism philosophy enables the researcher to maintain consistency of the overall results and standardise the evaluation of collected data (Park, Konge and Artino Jr, 2020). In contrast, interpretivism philosophy considers high subjectivity that limits generalisation findings on broader populations (Alharahsheh and Pius, 2020). Therefore, these research paradigms are suitable to focus on the research objective reality and evaluate the cost-effectiveness relationship between AI-driven product recommendations on influencing consumers’ online purchase intentions. 
This particular research will follow the purposive sampling strategy due to its specific interest in UK consumers who have continued online shopping for fashion products and have been exposed through AI-driven recommendations. As discussed by Giri (2024), this sampling technique is not only suitable for generalising findings from a targeted population but also for collecting data from direct sources. However, generalised findings resulting from a larger population may create difficulty in validating representativeness and validity. In this regard, the sample will be collected from 50 respondents who reside in the UK and have online shopping experience from fashion retailers considering AI-powered product recommendations. Moreover, key variables of the study are AI-powered product recommendations (Independent Variable) and UK consumers’ online purchase intention (Dependent Variable).  
[bookmark: _Toc234353879]3.2 Data Collection Method
The study will select the primary quantitative data collection method to measure the impact of AI-driven product recommendations in influencing UK consumers' online purchase intentions of fashion retail products. As per the statement of Ghanad (2023), the quantitative data collection method seeks to establish knowledge by collecting data from a quantitative sample and then generalise findings. Therefore, an online structured survey will be conducted to collect UK buyers’ responses who continue their shopping by prioritising AI-based product recommendations from the online fashion retail landscape. The survey will consist of a total number of 20 questions where participants will be able to provide their responses through a 5-point Likert scale. However, the inflexible design of quantitative data may limit the researcher's ability to evaluate potential findings as per requirements (Oranga and Matere, 2025).
[bookmark: _Toc234353880]3.3 Data Analysis
The study will employ a statistical data analysis to synthesise quantitative data and evaluate the relationship between measurable variables which assess the impact of AI-driven product recommendations on consumers’ online purchasing behaviour. In quantitative research, statistical analysis is suitable for producing the potential outcomes through measuring the central tendency which highlights the relationship significance between variables (Kotronoulas et al., 2023). For enhancing the reliability and validity, the research will conduct descriptive, correlation and regression analysis along with representing empirical evidence rather than producing subjective interpretation. According to Wickham (2019), thematic analysis provides a subjective measurement to examine the research question and evaluate outputs. Therefore, due to a lack of specificity, the study will choose statistical analysis rather than secondary qualitative data analysis.  
[bookmark: _Toc234353881]3.4 Ethical Considerations
Based on the quantitative survey research, the study will follow some ethical principles that protect human participation by maintaining confidentiality, informed consent and prioritising voluntary participation. As discussed by Adley et al. (2024), ethical approval for the focus group is essential to facilitate the voluntary nature of UK people's participation and collect their informed consent before accessing the questionnaires. Additionally, to protect individual participants’ privacy, the research will adhere to the UK GDPR (General Data Protection Regulation) and keep all responses confidential and anonymous (Franke et al., 2024). Hence, the particular study will not only investigate UK people's online shopping behaviour depending on AI-powered product recommendations but also seek to minimise risks regarding confidentiality and ensure academic integrity. 
[bookmark: _Toc234353882]4. Expected Findings
The specific research expects to find the significance of AI-powered product recommendations in influencing consumers’ online purchase intentions within the UK fashion retail landscape. Based on the theoretical foundation, TAM anticipates that consumers perceive more AI recommendations depending on its usefulness which positively influences their purchasing behaviour (Lopes, Silva and Massano-Cardoso, 2024). The Theory of Planned Behaviour demonstrates that consumers' online purchasing behaviour heavily relies on AI-driven recommendations which will be beneficial for UK fashion retail companies to enhance buyers’ retention (Arachchi and Samarasinghe, 2025). Depending on the literature review, the research is expected to highlight that improving customer experience relies on AI personalisation by reducing search efforts, whereas algorithm bias or privacy concerns reduce consumer trust. The methodological implications will illustrate human participation in the survey and offer practical insight for the UK fashion retailers to improve their product personalisation strategies and enhance consumer trust. 
Thus, the overall study is anticipated to provide evidence-based outcomes regarding AI-powered product recommendations effectiveness which can strengthen UK fashion retail consumers' purchasing intention. As well as, it will highlight how AI-enabled recommendations system optimisation enhances consumer trust in the UK fashion retail sector.
[bookmark: _Toc234353883]5. Limitations
The study will consist of several limitations which may affect the research scope. Firstly, the usage of a quantitative survey may limit in-depth understanding of consumer perceptions towards AI-powered product recommendations' implications within the UK fashion retail sector (Jackson, 2026). The usage of purposive sampling may limit the generalisability of findings considering the geographical context and causes time constraints to collect required data for the research. Moreover, participants’ responses will consist of self-reported experiences which may produce biased outcomes.
To minimise the identified potential limitations, the study will clearly outline participation selection criteria and ensure that UK fashion retail consumers' confidentiality will be protected (Mayer et al., 2025). This action will not only be suitable for enhancing the study reliability but also ensure the validity. Besides these constraints, the research expects to offer a valuable insight regarding the influence of AI-powered product recommendations on consumers' online purchase intentions within the UK fashion retail setting.
[bookmark: _Toc234353884]6. Timeframe
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Figure 3: Gantt Chart
(Source: Self-created)
The research will take around 34 days to complete where different tasks will be completed such as conducting literature review, collection of primary data, synthesising statistical analysis and many more. 
[bookmark: _Toc234353885]7. Conclusion
Based on the overall discussion, the research has outlined the significance of AI-powered product recommendations in influencing consumers’ online purchase intention within the UK fashion retail industry. It not only highlighted further empirical examination to determine the relationship between consumer purchase intention and AI-driven product recommendations but also evaluated its effectiveness, such as the usage of personalisation strategies and strengthening consumer trust. The quantitative methodology is used to facilitate academic knowledge and managerial practices to synthesise evidence-based insights, including consumer trust towards product recommendations or perceived personalisation in ensuring customer online purchase intentions. 
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