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[bookmark: _Toc224893545]1.0 Introduction 
E-commerce and artificial intelligence have risen rapidly, changing the way consumers engage with online retailers. Chatbots with AI are being employed more to offer immediate support, recommendations, and round-the-clock services. The research will explore the effect of such chatbots on consumer trust, satisfaction and purchase intentions in the UK online grocery retail industry.
[bookmark: _Toc224893546]1.1 Background of the Study 
The rapid growth of e-commerce and artificial intelligence (AI) technologies has significantly transformed the way consumers interact with online retailers. Among these technologies, AI-powered chatbots have become an important tool for enhancing customer service, providing instant responses, personalised recommendations, and 24-hour support in digital retail environments (Alkudah & Almomani, 2024). Retailers increasingly deploy chatbots to improve operational efficiency and customer engagement, particularly in highly competitive sectors such as online grocery retail. These conversational agents simulate human interaction and assist consumers during different stages of the purchasing process, including product search, information inquiry, and post-purchase support. As a result, AI chatbots are increasingly shaping consumer experiences and decision-making in online shopping platforms (Chakraborty et al., 2024).
Chatbot systems can enhance customer satisfaction and engagement by delivering quick and consistent responses to consumer queries (Dangol & Rind, 2024). Similarly, the quality of chatbot services and system performance can positively influence consumer attitudes and purchase intentions in online retail environments (Azman et al., 2024). AI chatbots also contribute to improving the efficiency of customer support while enabling businesses to manage large volumes of interactions without increasing operational costs. However, the effectiveness of chatbots depends largely on consumer perceptions of trust, usefulness, and reliability.
Trust plays a crucial role in determining whether consumers are willing to rely on AI technologies in online shopping. Chatbot attributes such as empathy, friendliness, and perceived intelligence can positively influence consumer trust and their willingness to interact with automated systems (Cheng et al., 2024). In addition, studies focusing on online grocery shopping indicate that generative AI chatbots can strengthen consumer trust in digital retail platforms by improving information accessibility and decision support.
In the UK, online grocery shopping is steadily increasing, with approximately 20.6% of households making online grocery orders by the end of the 2025 period, showing a considerable change in consumer behaviour towards digital. AI chatbots are gradually becoming a part of the UK online shopping sites to assist these customers, which has an impact on convenience and satisfaction (Zuke, 2025). It is essential to understand the effect that these systems have on trust and purchase intentions, as it is critical to the UK grocery retailers. Despite the growing use of AI chatbots in retail, limited research has specifically examined how consumers react to these technologies in the context of online grocery retail in the United Kingdom. Therefore, this study aims to explore consumer reactions to AI chatbots and investigate how they influence trust, satisfaction, and purchase intentions within UK online grocery platforms.
[bookmark: _Toc224893547]1.2 Rationale
The growing use of AI chatbots in online retail is changing how businesses interact with consumers. In online grocery shopping, chatbots provide instant support and product information, improving the digital shopping experience. However, consumer responses to chatbot interactions particularly regarding trust, satisfaction, and purchase intentions are still not fully understood. Understanding these perceptions is important for retailers seeking to improve service quality and customer engagement. Previous research indicates that chatbot interaction quality can influence consumer trust and purchase behaviour in online environments (Yen & Chiang, 2021).

[bookmark: _Toc224893548]1.3 Research Aim
The aim of this study is to examine consumer reactions to AI chatbots and investigate how they influence trust, customer satisfaction, and purchase intentions in the context of online grocery retail in the United Kingdom.
[bookmark: _Toc224893549]1.4 Research Objectives
To examine consumers’ perceptions and reactions toward AI chatbot use in online grocery retail platforms.
To analyse the impact of AI chatbots on consumer trust in online grocery shopping.
To investigate the relationship between AI chatbot experiences and consumers’ purchase intentions.
[bookmark: _Toc224893550]1.5 Research Questions
1. How do consumers react to the use of AI chatbots in online grocery retail platforms in the UK?
2. What impact do AI chatbots have on consumer trust in online grocery retailers?
3. To what extent do AI chatbots affect consumers’ purchase intentions in online grocery retail?

[bookmark: _Toc224893551]2.0 Literature Review 
[bookmark: _Toc224893552]2.1 AI Chatbots in Online Retail
The artificial intelligence (AI) chatbots are a relatively new tool of online shopping that is currently being widely used to enhance customer service and online shopping experience. Chatbots are frequently used by online retailers to provide 24-hour service, reduce response time, and process an enormous volume of communication with clients. Adamopoulou and Moussiades (2020) confirmed the fact that chatbots have become extremely popular in the business environment because they can give an immediate response and promote the efficiency of the provided service. Chatbot implementation in an online retail setting can be applied in navigating the online store, web search and online store product suggestions, creating a better shopping experience.
Research also showed that chatbots can be used to improve the level of interaction between the customer and Internet to the interaction level. As Jan et al. (2023) stated, conversational agents may be used to assist online shopping by creating a personalised and responsive communication with the customer. Chatbots are able to work with natural language and, with the help of machine learning, can understand the request and provide the appropriate information. Therefore, there is an increasing tendency to apply chatbot technology in companies to support customer service and improve the overall efficiency of work in online stores.
[bookmark: _Toc224893553]2.2 Consumer Trust in AI Chatbots
Trust in online shopping is considered one of the most significant conditions impacting consumer behaviour. The consumers cannot see the products and have a face-to-face interaction with the sales representatives, hence employing the online systems and data provided by online retailers. According to Cheng et al. (2024), consumer trust in e-commerce platforms can be increased to a significant extent as a result of responsiveness and perceived intelligence of chatbots. As long as the consumers are convinced that a chatbot can listen to them and that the latter can provide them with the relevant answers, they will trust the system and continue to communicate with the retailer.
Further, the perceived credibility and openness of information provided by the chatbots have an influence on AI systems as well. Ameen et al. (2021) stated that the AI-mediated service technologies can increase consumer trust when they find them useful and valid. However, the degree of trust can decline as chatbots provide incorrect responses, or the system cannot address the issues of customers. Therefore, the concept of the reliability and usefulness of the internet shopping lies in the eyes of the consumers, concerning the success of the chatbot implementation.
[bookmark: _Toc224893554]2.3 Customer Satisfaction and Chatbot Interaction
Customer satisfaction is the other important impact of chatbots in online retailing. According to Singh et al. (2023), satisfaction refers to the extent to which customers feel their expectations and needs will be addressed during the shopping experience. Chatbots will be enabled to increase the level of satisfaction with their quick replies, 24/7 services, and easy access to retailers. According to Gnewuch et al. (2017), the use of properly developed chatbot systems can also contribute to the rise in the level of satisfaction among users and more personalised assistance, as it is a less demanding process of searching for information about the product.
Similarly, Huang and Rust (2021) assume that AI technologies can improve the customer experience as the service can become faster and more efficient. The chatbots allow the customer to access the information and support 24/7, and this makes it more convenient and flexible to make purchases online. However, the effectiveness of the interactions on the chatbot can be evaluated based on the efficiency of the system to understand the user's questions and provide responses to them accordingly. Luo et al. (2019) argued that the inadequately developed chatbot systems may be frustrating when a customer understands that his/her concerns are not properly addressed. Therefore, chatbots need to be improved and processed to become more functional in order to make the online retailing space all the more customer-satisfying.
[bookmark: _Toc224893555]2.4 Purchase Intentions in Online Retail
Purchase intention is the propensity of a consumer to buy a product or service after interacting with a shopping centre or an online store. Ameen et al. (2021) stated that the attitudes of consumers can be altered, and an online retailer may make people buy after a favourable experience with chatbot systems. The author also added that the communication within chatbots can reduce the uncertainty of the online shopping process with the assistance of full information about a product and recommendations. Consumers purchase more when they see AI-powered services as helpful and comfortable.
Chatbots can also influence the purchasing decision by making personalised recommendations based on preferences and previous behaviour, according to Rahevar and Darji (2024). Such a personal contact may create a more personalised shopping experience and can make a larger number of consumers more willing to make their purchases. As the use of online shopping for groceries grows, chatbot services may become a major benefit in enabling customers to shop and handle the details of their orders and their delivery.
[bookmark: _Toc224893556]2.5 Theoretical Perspective: Technology Acceptance Model
One of the suitable theoretical frameworks when implementing and using new technology, such as AI chatbots, is the Technology Acceptance Model (TAM). The model developed by Davis (1989) stated that the important factors in the case of technology adoption are perceived usefulness and perceived ease of use. Perceived usefulness is a scale of the extent to which consumers believe that a particular technology will increase their performance or experience, and perceived ease of use is the scale of the ease and convenience of using the technology.
In the case of AI chatbots, consumers are more likely to resort to chatbot systems when they believe they are useful devices to assist them in performing their duties better. Additionally, positive attitudes towards the chatbot technology can be acquired more by the consumers in the situation when the interface becomes problem-free to use and comprehend. TAM, therefore, is a proper model to examine the effect of the nature of chatbots to instil trust, satisfaction, and purchasing intentions during online shopping.
[bookmark: _Toc224893557]2.6 Research Gap
In spite of the current studies discussing the application of AI chatbots to enhance customer service and online shopping experiences, the available studies lack a narrow scope of consumer response to the topic in the context of the online grocery retail market in the United Kingdom. Numerous prior studies focus on the use of chatbots in the overall e-commerce setting or within the banking, tourism, and fashion retail sectors. Also, not many studies have focused their attention on the simultaneous effect of chatbot interactions on consumer trust, consumer satisfaction and customer purchase intentions within the context of online grocery shopping. Thus, more studies are needed to learn more about consumer reactions to AI chatbot communication in online grocery platforms in the UK and how it affects their buying behaviour.

[bookmark: _Toc224893558]3.0 Methodology
[bookmark: _Toc224893559]3.1 Research Philosophy
This study will use the positivist research philosophy that presupposes that reality is measurable and can be evaluated based on observable and quantifiable data (Saunders et al., 2019). This research can be applied using positivism since the research aims to investigate the association between AI chatbot interactions, consumer trust, customer satisfaction, and purchase intentions as explained by the online grocery retail in the UK. Using a positivist approach, the study will use measurable data consisting of consumers who shop regularly with online grocery stores like Tesco and other stores of this kind. This philosophy advocates statistical analysis as a method of determining trends in consumer behaviour and attitudes to AI chatbots.
[bookmark: _Toc224893560]3.2 Research Design
The research design that will be used in this study will be a quantitative research design to examine the impact of AI chatbots on consumer behaviour in the online grocery retail industry. Quantitative research deals with numerical data and statistical research to determine the relationships between variables (Creswell, 2014). The quantitative approach is appropriate since the study is intended to quantitatively evaluate consumer perceptions of chatbot interactions, trust, satisfaction, and purchase intentions. The survey-based approach will enable the researcher to receive standardised answers from the participants, which will guarantee consistency and reliability of the data. This method allows the researcher to test the trends and correlation between the variables in a systematic way.
[bookmark: _Toc224893561]3.3 Data Type
The study will be based mainly on the primary data gathered first-hand from consumers who are heavy buyers of groceries through online stores in the UK. Primary data is especially useful in that it indicates the actual views and experiences of consumers when using AI chatbots in the process of online shopping (Bryman, 2016). Although secondary sources like scholarly articles and industry reports will be utilised in the literature review, the essence of the findings to be presented in the present study will be informed by arduous responses obtained through surveys among online grocery shoppers. Primary data will be used, and this will make the results of the research relevant, up-to-date and directly related to the research objectives.
[bookmark: _Toc224893562]3.4 Sampling Design
The research will be focused on the people who frequently make purchases of groceries from online stores like in the UK. The sample size to be used in the survey will be about 100 respondents, and that is regarded as enough to carry out small-scale quantitative research. The type of sampling to be applied will be non-probability convenience sampling. Non-probability convenience sampling is a sampling technique in which the participants are not randomly chosen but rather selected with consideration of their convenience because they are readily available and easily accessible (Pace, 2021). The given strategy enables the researcher to obtain the answers of consumers who are conversant with the concept of online grocery stores and might have engaged with artificial intelligence chatbots in the process of buying their products.
[bookmark: _Toc224893563]3.5 Data Collection Method
The survey questionnaire will be based on an online survey that will be administered via digital environments. The questionnaire will be created and distributed with the help of such tools as Google Forms. The use of an online survey is suitable as the target respondents are people who already utilise the online retail platforms. The questionnaire will include 8-10 closed-ended questions, which are mostly on the Likert scale, where the respondents will be asked to respond to the statements regarding their degree of agreement with the statements about chatbot usefulness, trust, satisfaction, and purchase intentions. This organised format will simplify the process of quantifying responses and statistical analysis.




[bookmark: _Toc224893564]3.6 Data Analysis
Analysis of the data collected will be done using Microsoft Excel, which will enable the researcher to organise and interpret numerical data. The responses to the survey will be summarised using descriptive statistics like the frequency distributions, percentages and mean scores. Also, it is possible to conduct correlation analysis to determine the correlations among chatbot interactions, consumer trust, consumer satisfaction, and the intention to purchase. Excel would be appropriate in small-scale quantitative research since it offers the simplicity of statistical tools in data analysis and visualisation (Saunders et al., 2019). The study will discover trends in consumer perceptions of AI chatbots in online grocery stores using the techniques described above.
[bookmark: _Toc224893565]4.0 Expected Findings 
The study is expected to find that AI chatbot interactions positively influence consumer trust and purchase intentions in UK online grocery retail. It is assumed that customer satisfaction will increase towards successful chatbot performance, including responsiveness and accuracy. Nonetheless, poor role or distrust towards AI systems can lower consumer confidence. In general, the results will be expected to demonstrate that well-developed chatbots may have a great positive impact on consumer attitudes and make decisions related to purchases.
[bookmark: _Toc224893566]5.0 Limitations 
A small sample size and convenience sampling may limit this study as it can have an impact on generalisability. Data may have time constraints on data collection and analysis. Besides, the use of self-reported survey data can cause bias, and the use of a narrower sample of consumers in the UK can influence the results.
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[bookmark: _Toc224893568]7.0 Conclusion
This research will explore the effect of AI chatbot experience on consumer trust, satisfaction, and purchase intentions in online grocery retail in the UK, such. The study will employ a quantitative survey of online buyers to gain an understanding of how consumers perceive the chatbot services and emphasise the ways in which retailers may enhance their online experiences and interactions with their customers.
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