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[bookmark: _Toc224753796]1. Introduction 
[bookmark: _Toc224753797]1.1 Background of the Study
Accelerated growth in digital technology has impacted the global retail sector in significant way through the rise of e-commence sites such as Amazon and E-bay. Online shopping in the United Kingdom has become one of the most common purchase channels, which is explained by a high level of internet penetration, the popularity of portable devices, and the comfort of online shops (Srivastava et al., 2026). In the face of growing pressures of competition in the online retail industry, companies are increasingly incorporating artificial intelligence (AI) technologies that will improve customer experience and complement marketing effectiveness. One of the most notable uses of artificial intelligence in e-commerce is artificial intelligence-driven personalised marketing, AI-driven tools to analyse customer data, purchasing habits and browsing history to offer specific products and targeted advertisements (Mallika et al., 2025).
AI-powered personalization has been identified as one of the key strategic tools for e-comm retailers because of its ability to supplement the interaction with consumers and the relevance of marketing communications. Using forecasting analytics and machine learning algorithms, retailers can suggest items that will fit consumer preferences, which will further increase the likelihood of making purchase decisions (Alasa et al., 2025). Empirical studies have shown that personalised recommendation systems have a strong impact on the intention to buy by enhancing perceived convenience, reducing the search effort, and fostering a more interactive online shopping experience (Yin et al, 2025).

[bookmark: _Toc224753798]1.2 Problem Statement / Research Gap
Despite the increased uptake of AI-based personalized marketing by large online retailers, the UK consumer population continues to face a series of challenges in online shopping platforms that undermine their trust in online shopping platforms (Srivastava et al., 2026; Obieguo, 2025). Recent empirical findings state that more than one third of online consumers in United Kingdom encounter difficulties during online transactions acts as evidence of persisting challenges in digital retail milieu (Sarwar et al. 2025). The most common problems recorded include late deliveries, as reported by the percentage of 19.9% of consumers, and difficulties navigating online stores, with only around 11.5% of consumers reporting it (Sarwar et al., 2025). Further apprehensions include acquiring of imperfect or unsuitable merchandise, spurious return procedures and advancing cyber security threats that create apprehension over personal data safeguarding among digital consumers (Srivastava et al., 2026). These problems have added to the anger of consumer confidence in online stores and increased the fear surrounding the credibility of online shopping systems (Obieguo, 2025).
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Figure 1:UK Retail and Ecommerce Sales Benchmarks 2025
(Source: EMARKETER Forecast, October 2024)
An additional major challenge faced by consumers in United Kingdom deals with confusion associated with return policies in online retail transactions (Sarwar et al., 2025). Some retailers offer false information such as advertising a 14-day window of returns when they have a longer period to have the goods returned, which creates a misinterpretation in the minds of consumers on their right to legal action under consumer rights (Sarwar et al., 2025). In addition, the growing numbers of fake items and dangerous products sold through online platforms have also driven consumers to lose trust in digital retail platforms (Alasa et al., 2025). The increased adoption of so-called dark patterns, such as pre-selected buying alternatives designed to influence purchaser decisions, presents serious ethical challenges around AI-driven marketing technologies, and the visibility of online retail policies (Obieguo, 2025). These practices could potentially change the decision-making process of consumers and negatively influence the perception of fairness and credibility in online retail environments (Srivastava et al., 2026).
Although there are research studies on AI-based personalization and its effects on consumer behaviour, researchers have mostly studied generic e-commerce situations or laboratory conditions and not a particular retail platform (Mallika et al., 2025). 
Despite the rising scholarly interest in AI-based marketing, little empirical research has been carried out looking at the impact on customer trust and purchase intention depending on AI-informed personalised marketing among UK online retail consumers via the major retail platforms such as Amazon and eBay (Sarwar et al., 2025). Most of the existing research prefigures the technological potential of AI personalisation but does not investigate how such technologies can alleviate the trust concerns that online consumers face (Mallika et al., 2025). Consequently, there exists a prominent research gap around how AI-enabled personalised marketing approaches may possibly help to mitigate consumer trust issues and further purchase intentions in the UK online retail environment (Alasa et al., 2025; Srivastava et al., 2026).

[bookmark: _Toc224753799]1.3 Research Aim
The main aim of this research is to examine the impact of AI-driven personalised marketing on consumer trust and purchase intention among UK online retail consumers using Amazon and eBay platforms.

[bookmark: _Toc224753800]1.4 Research Objectives
I. To examine the relationship between AI-driven personalised marketing and consumer purchase intention among UK online retail consumers of Amazon and eBay.
II. To analyse the relationship between consumer trust and purchase intention in AI-driven online retail environments.
III. To investigate the mediating role of consumer trust in the relationship between AI-driven personalised marketing and purchase intention.
IV. To provide recommendations for online retailers on how AI-driven personalised marketing can be used to improve consumer trust and purchase intention.

The Impact of AI-Driven Personalised Marketing on Consumer Trust and Purchase Intention among UK Online Retail Consumers of Amazon and eBay.

[bookmark: _Toc224753801]1.5 Research Questions
I. What is the relationship between AI-driven personalised marketing and consumer purchase intention among UK online retail consumers of Amazon and eBay?
II. How does consumer trust influence purchase intention in AI-driven online retail platforms?
III. Does consumer trust mediate the relationship between AI-driven personalised marketing and consumer purchase intention?
IV. What strategies can online retailers adopt to improve consumer trust and purchase intention through AI-driven personalised marketing?

[bookmark: _Toc224753802]1.6 Significance of the Study
Academically, the study will contribute to the growing body of scholarly literature on AI-assisted marketing by examining the interconnectedness between personalised marketing strategies, consumer trust and purchase intention within the online retail markets of the United Kingdom. Previous study has mainly examined general e-commerce marketplaces or cross-cultural contexts but the level to which some of the primary online marketplaces like Amazon and eBay have been analysed in the UK context is relatively limited, according to Sarwar et al. (2025).
Practically, the outcomes of this exploration are likely to make online retailers better understand the expectations and concerns of consumers when it comes to AI-centered personalization. By understanding what determinants affect consumer trust, retailers can develop marketing that are transparent and ethically sound, which can improve customer satisfaction and develop long-term customer loyalty (Mallika et al., 2025).

[bookmark: _Toc224753803]2. Literature review 
[bookmark: _Toc224753804]2.1 AI-Driven Personalised Marketing
AI-based personalized marketing refers to the use of AI-based technologies that can be used to analyse consumer data and provide personalized marketing communications, product suggestions, and promotional materials to meet the needs of specific consumers (Ramya et al., 2025). In the digital retail context, artificial intelligence algorithms are used to systematically analyse large amounts of consumer behaviour data such as browsing history, purchase behaviour, and consumer demographics to predict consumer needs and ultimately improve marketing effectiveness (Beyari et al., 2025).  
There are several factors that drive the effectiveness of personalized marketing by artificial intelligence. 
The accuracy of personalization refers to the ability of an artificial intelligence system in providing recommendations that are relevant and accurate to meet the interests and buying behaviour of consumers (An et al., 2025). 
Data privacy safety is another crucial point as consumers have become more concerned about approaches used by retailers to gather, store, and use the personal information in digital marketing systems (Hardcastle et al., 2025). 
The transparency of the use of AI also forms a critical component in creating consumer trust, as consumers show a preference for understanding how AI technologies are used to make marketing decisions and recommendations (Ramya et al., 2025). 
Relevance of the marketing content is what defines the nature of personalised advertisement as either valuable and useful or as obtrusive and manipulative to the consumers (Beyari et al., 2025).

[bookmark: _Toc224753805]2.3 Consumer Trust in Online Shopping
Consumer trust forms a critical construct in the realm of e-commerce and refers to the consumer's belief that online merchants will provide reliable online services, security of personal information and product delivery in accordance with their contractual obligations (Ballı, 2025). Within the online community, consumers cannot examine their goods in person before buying them and this heightens uncertainty and makes trust a highly important factor in online shopping behaviour (Florea et al., 2025).
There are several factors that affect trust in online retail platforms. The security of a website, as well as the transparency of the information provided, ethical marketing practices followed, and customer service reliability, have a significant impact on consumer trust in digital platforms (Ballı, 2025). Furthermore, online retails representatives implementing AI technologies will be able to error and bolster consumer trust at the same time, depending on how these technologies are applied (Hardcastle et al., 2025).

[bookmark: _Toc224753806]2.4 Purchase Intention in Online Retail
Purchase intention refers to the likelihood of a consumer to obtain a product or service after considering the available information and marketing stimuli (Rorlen et al., 2025). In the context of online stores, the intention to purchase depends on a handful of psychological and technological factors such as perceived usefulness, trustfulness, convenience, and product information availability (Nguyen et al., 2025).
Behavioural models in the field of consumer behaviour research explain the antecedent mechanisms between how individuals make purchase intention and the actual transaction choice. The online shopping experience often relies on digital experiences, marketing conversations, and customer-specific suggestions to influence the desire to purchase (Han et al., 2025). Technologies like AI-powered recommendation systems, virtual try-on technologies, and personalized advertising campaigns have a significant impact on consumer attitudes toward online purchasing and greatly increase the likelihood of purchase behaviour (Nguyen et al., 2025).

[bookmark: _Toc224753807]2.5 Theoretical Framework
The Technology Acceptance Model
The Technology Acceptance Model explains how users adopt innovative technologies with the seminal constructs being perceived usefulness and perceived ease of use (Azmee et al., 2025). Within the context of online retail, consumers show a higher tendency to accept the use of AI-driven personalised marketing technologies when they believe the system in place can provide valuable recommendations and enhance the efficiency of their shopping experience (Lee et al., 2025).
The Theory of Planned Behaviour
The Theory of Planned Behaviour explains how the attitudes, subjective norms, and perceived behavioural control affect the intentions of individuals in performing certain behaviours (Rorlen et al., 2025). In terms of online retail, the attitudes of consumers regarding AI-based marketing, trust in digital platforms, and their feeling of control for personal data altogether determine their purchase intentions (Florea et al., 2025).

[bookmark: _Toc224753808]2.6 Empirical Studies
Recent empirical studies support the nature of the increasing applicability of AI-mediated marketing in influencing consumer actions in digital retail spaces. It has been shown that AI-powered personalized advertising really increases consumer engagement, trust, and buy intention within an online shopping platform (An et al., 2025). The studies show that targeted marketing approaches contribute to the greater customer experience by providing valuable suggestions and minimizing the level of cognitive power needed to decide by a consumer (Ramya et al., 2025).
Moreover, based on empirical evidence it has been suggested that consumer trust can be regarded as a mediating factor between digital marketing technologies and purchase intentions in online retail environments (Ballı, 2025). Empirical observations also reveal that the accuracy of the personalization, transparency, and ethical use of consumer data are some of the key factors that determine consumer attitudes towards AI-based marketing plans (Hardcastle et al., 2025).

[bookmark: _Toc224753809]2.7 Conceptual Framework 
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Figure 2:Conceptual framework

[bookmark: _Toc224753810]2.7 Research Gap
Although existing literature has discussed the role of AI-based personalized marketing and its consequences for consumer behaviour, most of the studies focus on generic digital marketing situations as opposed to specific online retail platforms (Ramya et al., 2025). Previous studies have mostly investigated the effect of AI-driven recommendation systems and advertising on their purchase intention or interaction with the customer separately (An et al., 2025). Besides, empirical explorations of the nexus between AI-induced personalization and consumer trust remains a nascent body of research, particularly in the context of major platforms for e-commercial activities (Balli, 2025).

[bookmark: _Toc224753811]3. Methodology 
[bookmark: _Toc224753812]3.1 Research Philosophy
The study will take a positivist epistemological framework since the research will involve the statistical analysis of measurable relationships between variables. Positivism allows for the gathering of objective and quantifiable data from respondents that can be analysed further using scientific methods. The positivist paradigm also ensures that the findings that are pursued are based on empirical facts and quantitative analysis as opposed to biased interpretations (Alasa et al., 2025).

[bookmark: _Toc224753813]3.2 Research Approach
This study uses the methodological framework of deduction. Within an existing theoretical framework, inquiry will begin by engaging with existing theoretical constructs and some prior empirical work on AI - driven marketing, trust and purchase intention of consumers. Based on these theories, hypothesis will be developed that will be used to test the relationships between the independent variables and the dependent variable (Obieguo, 2025).

[bookmark: _Toc224753814]3.3 Research Strategy
This study will utilize survey research strategy. The survey methodology allows for acquisition of data from a large sample of respondents within a limited timeframe. The use of surveys is widespread in business and marketing research because such methods can prompt participants to provide structured and similar responses (Yamuna et al., 2025).

[bookmark: _Toc224753815]3.4 Research Design
The study uses a quantitative research design, which is a cross-sectional study. This design makes analysis of numerical data easy and allows testing the relationship among different variables using statistical techniques. Cross sectional design involves gathering of data with the respondents in one instance rather than the longitudinal accruals of data over an extended period (Mallika et al., 2025).

[bookmark: _Toc224753816]3.5 Data Collection Method
The study will be based on the systematic gathering of primary data. The information will be collected from the respondents directly using structured online questionnaire. The questionnaire will be in the form of closed-ended questions that will use a Likert scale to evaluate consumer perceptions of the accuracy of personalisation, data-privacy controls, transparency in the use of AI, relevance of marketing messages, consumer trust, and purchase intention (Srivastava et al., 2025).

[bookmark: _Toc224753817]3.6 Target Population
The target population of the study will be UK retail consumers that procure products through online marketplaces like Amazon and eBay. 

[bookmark: _Toc224753818]3.7 Sampling Method
The sampling method to be used in the study will be simple random sampling. This will provide every member of the population with equal chance of being included in the investigation. Through simple random sampling, the research will minimize the selection bias and increase the sample representativeness.

[bookmark: _Toc224753819]3.8 Sample Size
The present study will include a sample of 100 respondents. This sample size is considered adequate for the application of statistical procedures such as correlation analysis and the model of regression.

[bookmark: _Toc224753820]3.9 Data Analysis Techniques
The statistical data obtained will be analysed with the help of SPSS. Descriptive statistics will be used to summarize demographic data and general response patterns. The relationship between the variables will be conducted by conducting correlation analysis. Also, the tools of multiple regression analysis will be used to determine how AI-driven personalized marketing factors can influence consumer purchase intention.

[bookmark: _Toc224753821]3.10 Reliability and Validity
For the reliability and validity to be guaranteed, the study will conduct a Cronbach's alpha statistical analysis to test the reliability of internal validity of questionnaire items. In addition to that, the questionnaire will be piloted first with a small group of respondents before the main survey, thus helping to identify unclear items and make the instrument more reliable (Alasa et al., 2025).

[bookmark: _Toc224753822]3.11 Ethical Considerations
The research will be conducted under ethical guidelines throughout the research. The participants will be told the purpose of the research prior to completing the questionnaire. The participation will be voluntary; also, the respondents will have the privilege to withdraw at any time. All respondents will remain anonymous and their information confidential and the information gathered will only be used in an academic manner (Sarwar et al., 2025).

[bookmark: _Toc224753823]4. Expected Findings
The purpose of the research to be conducted is to identify a statistically significant correlation between artificial intelligence-guided personalized marketing strategies and the purchase intentions of consumers involved in online retail transaction on Amazon and eBay in the United Kingdom. It is hypothesized that such variables as personalization precision, the importance of the marketing contents, transparency in the implementation of AI and data privacy protection will positively influence consumer confidence in the situation of online shops. It is expected that results will confirm that consumer trust mediates the link between AI-driven personalized marketing and purchase intention (Alasa et al., 2025).

[bookmark: _Toc224753824]5. Limitations
The research will only consider those consumers of the UK online retail who shop in online Amazon and eBay, therefore, which may limit the overall transferability of the research to other e-commerce services or geographic locations. Second, having a sample of 100 respondents could limit the extent to which the consumer perspectives from a broader range of consumers are obtained. Third, the application of a cross-sectional research design will only allow estimating the perceptions of consumers at one point in time and not over a period (Alasa et al., 2025).
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[bookmark: _Toc224753826]7. Conclusion
In conclusion, this research will carry out a robust analysis of the impact of AI-driven personalized marketing on consumer trust and purchase intent among online retail consumers in the United Kingdom. The research intends to provide information about how AI technologies impact online consumer behaviour and decision-making. Through an analysis of trust as a mediating variable, this study will be able to provide a better understanding of digital marketing strategies being used within online retail settings. It is expected that the results will help retailers to develop AI-based marketing strategies that are more transparent, secure, and customer-centric and, therefore, improve consumer trust and generate high purchase intentions in the competitive e-commerce space.
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