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[bookmark: _Toc213183074]Chapter 1: Introduction
[bookmark: _Toc213183075]1.1 Research background
The fast adoption of artificial intelligence (AI) has changed digital marketing in the fashion retail industry of the UK (Ganesh, 2024; Yashashwini, 2024). The most popular brands are starting to rely on AI-based recommendation systems, predictive analytics, and personalised advertising to monitor and affect consumer behaviour. This change is transforming the customer interaction, decision-making process of purchasing goods and developing brand loyalty to online platforms (Sharma et al., 2023). As competition rises among fashion retailers, AI helps firms to provide hyper-personalised customer experiences, optimise marketing campaigns and increase customer engagement (Bieńkowska, 2024). Besides, the changing consumer demand and the dynamism of the fashion industry are some factors that justify the use of AI to acquire real time information and stay ahead of competitors in the retailing sector of the UK economy.
[bookmark: _Toc213183076]1.2 Research gap
Even though AI has revolutionised the digital marketing campaign within the fashion retail industry in the UK, the current research in the field centres more on how technology has advanced and least on its immediate influence on consumer behaviour (Zaman et al., 2025; Bolesnikov et al., 2022). In the fashion industry, there is a lack of studies that explore the impact of AI-based personalisation on purchase intentions, trust, and loyalty (Goti et al., 2023; Shi et al., 2021; Islam et al., 2024). This gap also underscores the necessity of targeted research on the behaviour of consumers towards AI marketing techniques.
[bookmark: _Toc213183077]1.3 Problem statement
Although AI is increasingly applied to digital marketing, a number of fashion retailers within the UK cannot grasp the effects of the same on consumer behaviour. There is a strategic gap owing to the absence of concrete understandings of the personalisation impact of AI on customer trust, engagement, and purchase decisions (Olan et al., 2021; Myin and Watchravesringkan, 2024). This issue restricts the capacity of retailers to streamline the marketing practices and establish long-term customer loyalty.
[bookmark: _Toc213183078]1.4 Research rationale
The importance of the research can be explained by the increasing importance of artificial intelligence in changing the marketing strategies in the fashion retail industry of the United Kingdom. With the spurt of brands leveraging AI-powered solutions to customise experience for consumers, it has become more important for one to know the effects of these strategies on customer behaviour. This research will be a great source in understanding the impact of AI in the purchase intentions, trust, and loyalty and enable retailers to develop more successful marketing campaigns. It will also fill the gap in the literature in characterising the relation between AI personalisation and behaviour. Moreover, the results can help the businesses to make decision based on the evidence and improves their interaction with their customers and keeps them competitive in retail's constantly developed world.
[bookmark: _Toc213183079]1.5 Research aim and objectives
Research aim:
The aim of this research is to critically investigate the impact of AI-influenced digital marketing strategies on consumer behaviour in the UK fashion retail industry, focusing on purchase intention, trust, and loyalty.
Research objectives:
· To analyse how AI-driven digital marketing strategies shape consumer purchase intentions in the UK fashion retail sector.
· To evaluate the influence of AI personalisation on customer trust and brand loyalty.
· To identify key factors driving consumer engagement with AI-based marketing campaigns.
· To recommend effective AI marketing strategies that enhance consumer intention and loyalty.
[bookmark: _Toc213183080]1.6 Research questions
· How do AI-driven digital marketing strategies influence consumer purchase intentions in the UK fashion retail sector?
· How does AI personalisation affect customer trust and brand loyalty?
· What are the key factors influencing consumer engagement with AI-based marketing campaigns?
· What AI marketing strategies can enhance consumer experience and foster long-term loyalty?
[bookmark: _Toc213183081]1.7 Research methodology
This research will be quantitative research employing a survey questionnaire as the method of primary data collection. The potential sample will include 150- 200 consumers aged 18-45 years who do their shopping within the major fashion retail brands in the UK e.g. Zara and H&M. Purposive sampling method will be non-probability and will focus on participants who are aware of the marketing strategies that are driven by AI (Stratton, 2023). The information will be gathered using online surveys that shall be administered via social media and e-mail. Data gathered will be analysed with the help of SPSS, where descriptive statistics, frequency analysis, and correlation tests will be used to determine patterns and correlations between AI marketing strategy and consumer behaviour variables such as trust, engagement and purchase intention (George and Mallery, 2024).
[bookmark: _Toc213183082]1.8 Research outline
In this study, there will be five chapters. Chapter 1: Introduction will entail the background, problem statement, research gap, aim, objectives and rationale. Chapter 2: Literature Review will critically review the current research on the topic of AI in digital marketing and consumer behaviour. Chapter 3: Methodology The research design, sampling, methods of data collection and data analysis will be described in this chapter. 
[bookmark: _Toc213183083]Chapter 2: Literature review
[bookmark: _Toc213183084]2.1 Introduction
This chapter critically discusses the extant literature on the impact of Artificial Intelligence on digital marketing in the fashion retail sector in the UK. It examines the progression of AI usage, effects on customer trust, buying intentions and brand loyalty, as well as ethical concerns in enhancing consumer engagement.
[bookmark: _Toc213183085]2.2 Evolution and applications of artificial intelligence in digital marketing
According to Nalbant and Aydin (2025), the evolution of Artificial Intelligence (AI) in the world of digital marketing has completely changed the way in which brands engage with consumers, especially in the area of the UK fashion retail sector. Initially implemented for automation and analytics, AI is now behind some advanced marketing function i.e. personalised recommendations, predictive modelling and dynamic content creation (Ziakis and Vlachopoulou, 2023). Technology such as image recognition, chatbots and natural language processing have changed the rules of the game for consumer engagement by providing formats like customized experiences and real-time responses. In contradiction Gülter and Cevher (2025) stated that, AI distrusts allow marketers to anticipate consumer requirements and optimise campaign with unprecedented Lyric precision. Consequently, the use of AI is both a strategic and operational enabler linking technology with human-centred marketing innovation.
[bookmark: _Toc213183086]2.3 Impact of AI-driven personalisation on consumer trust, purchase intention, and brand loyalty
According to Sipos (2025), AI-based personalisation is an important factor affecting consumer trust, purchase intention, and brand following in the digital marketing world. By analysing consumer data and behavioural patterns, AI allows brands to provide personalised product recommendations, targeted advertising and relevant content that can help brands boost perceived value and satisfaction. Personalized experiences build emotional touchpoints and trust since consumers feel appreciated and understood (Ofosu-Ampong et al., 2025). In contrast Carolina and Imamović (2024), depending too much on data may raise privacy issues, which could have a negative impact on credibility. When implemented ethically and transparently, AI personalisation builds the trust of consumers with brands and makes them more inclined to purchase because of relevance and convenience, also building up long-term loyalty through consistent and meaningful engagement across digital platforms (Rawool, Foroudi and Palazzo, 2024).
[bookmark: _Toc213183087]2.4 Consumer engagement and ethical considerations in AI-enabled fashion marketing
According to Bashynska (2023), consumer engagement in the marketing of AI-enabled fashion has changed with personalised consumer interactions, predictive analytics and immersion technologies that add to the shopping experience. AI helps in real-time recommendations, virtual try-ons, and targeted promotions to enable stronger brand-consumer relationships (Giovanola et al., 2023). By contradicting Charles, Rana and Jain (2025) stated that, the ethical aspects of data privacy, algorithmic transparency and consent are also important. Inefficient data management or transparent decision-making could decrease trust and tarnish brand name (Arumugam et al., 2024). Therefore, the deployment of ethical AI needs to focus on fairness, accountability, and consumer autonomy. Innovation coupled with an ethical messaging ensures continued interest as consumers expect to see transparency and integrity within the virtual world of smart showcasing of clothing through technology.
[bookmark: _Toc213183089]2.5 Theoretical framework
The theoretical framework of this study incorporates the Technology Acceptance Model (TAM) and the Attention, Interest, Desire, and Action (AIDA) model to provide an understanding of the relationship between AI powered digital marketing and the consumer behaviour in the context of a fashion retail industry in the UK. TAM (Theoretical Model of Planned Behaviour) suggests that perceived usefulness and perceived ease of use are the mediators of consumer attitudes and intentions for adopting technology-based solutions (Mogaji et al., 2024). In AI marketing, this framework provides an understanding of how consumers' trust and propensity to engage in AI are determined by their perceptions of relevance and ease of use (Vorm and Combs, 2022). On the other hand, the AIDA model offers a behavioural perspective to realize how AI personalization attracts consumers' attention, provokes curiosity through personalized recommendations, induces desire for specific products, and encourages purchase behaviour (Jiang, Chiu and Chan, 2023; Baber, 2022). Together, these models offer a theoretical basis for understanding the relationship between technology acceptance, psychological reactions and behavioural responses, showing how AI-driven digital marketing can successfully spark consumer engagement, shape purchase intentions, and lead to long-term brand loyalty in the competitive fashion retail setting.
[bookmark: _Toc213183090]2.6 Summary
The literature discloses the fact that AI-led marketing dramatically changes the way of interacting with consumers using personalisation and predictive analytics. However, gaps remain on matters of trust, transparency on ethics and behaviour response. Synthesizing theories of TAM and AIDA vividly shows how AI-driven fashion marketing has developed various aspects to meet consumer wear and persuade them, fostering their buying behaviour and loyalty toward the model.


[bookmark: _Toc213183091]Chapter 3: Research methodology
[bookmark: _Toc213183092]3.1 Introduction
This chapter provides an overview of the research design that will be used to look at the impact of AI-enabled digital marketing on consumer behaviour within the UK fashion retail industry. It describes the philosophical position, research methods, methodology, strategy and data gathering procedure, analysis tools and ethical principles used to uphold the notion of validity, reliability, as well as academic honesty with the systematic guidance of Saunders et. al., (2019) research onion.
[image: | Research onion (Saunders et al., 2019, p. 108).]
Figure 1: Research onion
(Source: Saunders et. al., 2019)
[bookmark: _Toc213183093]3.2 Research philosophy and approach
This research will be employ the positivism philosophy, which implies objective and quantifiable information to investigate the impact of AI-driven digital marketing on consumer behaviour in the fashion retail business in the UK. The positivism will permit the employment of empirical verification of the application of structured surveys and statistical analysis (Ali, 2024). The deductive method will be utilised, and the already accepted theories including the Technology Acceptance Model (TAM) and the AIDA model will be used. These theories will inform the development of a hypothesis and the analysis of data in order to confirm or refute current assumptions concerning the effect of AI on trust, loyalty, and purchase intention (Laari, 2025). Such a philosophical and methodological fit makes it precise and replicable, as well as theory-directed.
[bookmark: _Toc213183094]3.3 Research choice and strategy
The research will implement a mono-method quantitative research choice that relies entirely on numerical data gathered with the assistance of the structured surveys due to the objectivity and the statistical reliability of the research (Saunders and Darabi, 2024). Various variables that can be measured using quantitative approaches will include trust, loyalty, and purchase intention due to AI-driven marketing. The research approach will be the survey strategy, which is appropriate in the collection of the primary data on a substantial sample of UK fashion consumers. Such an approach will enable the recognition of the patterns, relations, and correlations among AI marketing and consumer behaviour (Johannesson and Perjons, 2021). The standardised questionnaires will be used to improve the consistency, validity, and generalisability of results among the chosen sample of participants.
[bookmark: _Toc213183095]3.4 Data collection and analysis plan
The research will involve 150 to 200 UK customers aged between 18-45 as primary quantitative research data bearing in mind that they are the frequent customers of big fashion stores like Zara and H&M. 150-200 participants will be recruited by the study through particular purposive sampling methods including online surveys links and email requests distributed through the social media networks and email invitations (Ahmad and Wilkins, 2024). The questionnaire will contain structured close-ended questions in order to obtain measurable answers concerning AI-driven marketing and the consumer behaviour. The SPSS will be used to perform the data analysis in which descriptive and frequency analysis will be used to determine the trends and data relationship, relative to each variable of trust, loyalty, and purchase intention, therefore validity, accuracy, and statistical reliability of data.
[bookmark: _Toc213183096]3.5 Ethical consideration
This will be conducted in accordance with ethical research practises so that the safety and integrity of the data among the participants are ensured. An informed consent form will be given to the participants with the purpose of the study, voluntary character and right to withdraw at any point without any consequences. Personal data will also be anonymous and confidential, and it will be in accordance with the UK Data Protection Act (2018) (Gov.uk, 2018). No personal or identifiable data will be reveal or distribute outside of academic use. The information will be safely stored in its encrypted digital files under passwords only accessible by the researcher. The questionnaire will be respectful, transparent, and not discriminative since the questions will not be invasive.
[bookmark: _Toc213183097]3.6 Summary
In summary, the chapter outlined the methodological approach that was used in the study and included the positivist philosophy, deductive reasoning, quantitative design, and survey strategy. The focus was put on ethical compliance and data accuracy..
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