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[bookmark: _Toc6948]1. Introduction
The introduction of artificial intelligence (AI) into the retail industry has profoundly changed the nature of how companies relate with their consumers. Recommendation algorithms, chatbots, and predictive analytics are all types of AI-powered personalisation technologies that are being widely adopted to increase customer experience, boost conversion rates, and enhance brand loyalty in the fashion retail sector (Kumar, Ashraf and Nadeem, 2024). With the ongoing change of digital retail space, retailers are dedicating substantial funds to AI technology in order to provide more personalised and data-driven customer experience (Robertson et al., 2025). The case of River Island, a popular clothing store in the United Kingdom based on the high-street, has developed digital capabilities over the last several years, which makes the company a suitable target to study the ways customers view and react to AI-based personalisation in a modern-day retail setting (Li et al., 2023).
Although the adoption of AI technologies in retail is increasing, few studies have considered how customers subjectively experience and perceive such technologies. The majority of the extant literature is dedicated to the use of technology, behavioural measures, and numerical data like conversion to purchases and online interactions (Batool and Mou, 2024). Nevertheless, there are limited studies that investigate the experience and feelings of consumers who engage with AI-based personalisation, especially in the UK fashion retail setting. It is significant to understand these perceptions since consumer trust, data privacy concern and anticipation of human interaction can play a significant role in the evaluation of AI-mediated retail experiences by customers (Srivastava and Gurme, 2026).
This research will fill this gap by examining the perceptions, attitudes, and concerns of River Island customers in the United Kingdom towards AI-driven personalisation. Although the current literature has generally investigated the adoption of AI in retail settings, limited studies have explored how customers perceive and emotionally react to personalised digital experiences in particular fashion retailers (Zhang and Liu, 2026). The research offers qualitative understanding of customer balance between the gains of personalised shopping experiences and concerns of privacy, trust and authenticity in retail experience through interaction with brands on artificial intelligence by specifically targeting River Island customers.Although earlier studies have investigated Artificial Intelligences and personalisation in retail, more broadly, fewer have analysed how consumers perceive and emotionally react to personalisation interactions in brand communication. This work is thus valuable in that it offers a qualitative understanding of how customers strike a balance between convenience, privacy issues, and brand confidence when engaging with artificial intelligence-driven retail experiences.
Research Aim:
The main objective of this study is to investigate and learn about customer attitudes towards AI-based personalisation in the store experience of River Island in the United Kingdom. In an attempt to accomplish this objective, the research will answer the following research objectives:
RO1. To explore customer perceptions of AI-driven personalisation in fashion retail.
RO2. To examine how trust, privacy concerns, and perceived usefulness influence customer attitudes towards AI-driven personalisation.
RO3. To investigate how AI-driven personalisation influences customer engagement, satisfaction, and purchasing behaviour.
The central research question guiding this study is:
What is the perception of AI-driven personalisation by River Island customers in the UK, how trust, privacy issues, and perceived usefulness influence customer interaction with such technologies?
[bookmark: _Toc17959]2. Literature Review
[bookmark: _Toc9792]2.1 AI Driven Personalisation in Retail
Artificial intelligence based personalisation can be defined as the application of machine learning, data analytics and algorithmic systems in delivering personalized experiences to single customers based on their behaviour, preferences and demographics (Haleem et al., 2022). These technologies are more and more applied to customer interactions and enhancement of relevant shopping experience by retail organisations. Qiu and Wang (2025) have listed the following as common applications of the Yin, which are personalised product recommendations, targeted email marketing, price optimisation systems and chatbot based customer services. Through large amounts of customer data, the retailers will have a perspective of the preferences of customers and can bring more customized services that will increase the convenience and engagement.
The studies indicate that customer satisfaction and customer engagement could be enhanced significantly through the use of personalisation strategies. According to Lemmens et al. (2025), personalised marketing enables organisations to build more robust and enduring relationships with customers as it helps them deliver value to customers that is relevant and enhances the overall customer experience. Retailers can as well be more responsive to the needs of specific consumers, resulting in higher customer loyalty and purchase intentions through personalisation.
Nevertheless, recent studies indicate that the reactions of consumers to personalisation are more complicated than it was believed before. According to Bikowski (2025), despite the fact that in many cases, consumers value the existence of relevant recommendations, too much personalisation can cause discomfort and even a sense of being spied on. Customers might have some privacy and misuse of data ideas when they feel that the retailers are gathering excessive information about them. These issues might affect their perception of personalised technologies and predisposition to work with digital stores.
As An and Ngo (2025) elaborate, the concept of artificial intelligence-led personalisation has ceased being merely a technological innovation but now a usual expectation in most digital retail spaces. The online fashion retailers are being demanded by consumers to provide increasingly personalised experiences when dealing with them. However, customers would differentiate between the personalisation which seems to be effective and helpful and the personalisation which seems to be invasive and manipulative. Retailers who would like to adopt effective AI driven personalisation strategies should therefore understand these perceptions.
[bookmark: _Toc19262]2.2 Customer Trust and the Privacy Paradox
One crucial concept presented in the literature on digital consumer behaviour is the privacy paradox. The privacy paradox refers to the scenario under which consumers often complain loudly about the privacy of their data but still volunteer to share personal information to receive personalised products and convenience (Motiwalla and Li, 2016). This trend indicates that consumers have the tendency to weigh the perceived risks and benefits when making decisions whether to provide personal data.

According to Thompson, Ahmad and Maynard (2021), when consumers share personal information online, they often undertake a cost benefit analysis. They contrast the perceived benefits of personalised services and the risks associated with privacy and abuse of personal information. The view aligns with the Privacy Calculus Theory that suggests that people consider the advantages and dangers when they decide the digital interaction.
Recent studies show that the privacy paradox is still present in artificial intelligence-driven retail settings. According to the Fintech Times (2025), 58 per cent of consumers in the United Kingdom and Europe are getting increasingly aware of the manner in which companies are collecting and using their personal information. Nevertheless, a lot of customers do not stop using personalised digital services as long as they feel that the benefits related to the convenience and appropriate product recommendations significantly surpass the threats.
Trust thus becomes a significant factor in consumer acceptance of AI driven personalisation. According to Monfort, Lopez-Vazquez and Sebastian-Morillas (2025), transparency, the feeling of control over personal information, and brand reputation are the predetermining factors of trust in the context of digital services. In the case of a consumer trusting a retailer, he/she might be more open to personal data use and artificial intelligence technology usage. Given these scenarios in fashion retail settings, established brands might be able to decrease perceived privacy risks and enhance customer acceptance of personalised digital services.
[bookmark: _Toc4697]2.3 Fashion Retail and Digital Transformation
The fashion retail market has undergone a dramatic digital transformation over the past years. This change has become even faster in the times of the COVID nineteen pandemic, when numerous retailers are launching their online stores and digital customer engagement solutions (Casciani, Chkanikova and Pal, 2022). With the increased use of online shopping, fashion retailers have been increasingly using digital technologies to tailor customer experiences and enhance the customer relationship.
ASOS and Zara are frequently cited as pioneers in the application of artificial intelligence technologies in fashion retail. These businesses apply the recommendation systems data driven and digital platforms to advance product discovery and online shopping experience. Nevertheless, few studies concentrate specifically on high street retailers in the United Kingdom that lie in the mid market like River Island (Rashid, 2022).
Consumption of fashion also contrasts with most other retail industries as it is heavily intertwined with identity, emotional expression, and social meaning. According to Schiaroli, Fraccascia and Dangelico (2024), the attitude of the consumer to fashion products is also determined by the functionality, but also by symbolic and experience factors. This implies that fashion retail personalisation needs to cover both emotional and social customer experience besides offering practical convenience.
[bookmark: _Toc18677]2.4 Theoretical Framework
The Privacy Calculus Theory informs this study by describing how consumers assess the risks and benefits of providing personal information in the online setting. Although Dinev and Hart (2006) note that people make this decision based on the balance between the benefits of personalised services and the privacy risks. Personalised product recommendations and targeted marketing can be beneficial in a retail environment, including being more convenient, relevant, and enhancing shopping experiences. Nevertheless, these advantages can also be questioned regarding the way the retailers collect, store, and use the personal data.
Privacy Calculus Theory is thus a valuable approach towards the interpretation of consumer behaviour in an artificial intelligence facilitating retail setting (Beke et al., 2022). Consumers are more likely to receive the personalised technologies and proceed to use digital platforms when they believe that the rewards of personalisation exceed the possible risks to privacy. On the other hand, consumers might be unwilling to use the AI driven services when they perceive that the risks are greater than the benefits.
This theoretical outlook is useful in the context of fashion retail, and it explains how customers appraise AI guided personalisation provided by a retailer like River Island. Customers might like customised marketing messages and personalised recommendations but they might also have some issues about privacy and control of personal information (Vishwakarma et al., 2025). Using the Privacy Calculus Theory, this research explores the ways in which River Island customers weigh the perceived benefits and risks when dealing with AI-based personalisation technologies.
[bookmark: _Toc14022]2.5 Research Gap
Despite the fact that the current literature offers a solid base of knowledge on artificial intelligence-powered personalisation in retail, a number of significant gaps persist. Most of the past work concentrates on adoption of technology and quantitative aspect of consumer behaviour instead of the way in which the consumer subjectively experiences personalised digital interactions (Cruz-Cardenas et al., 2025). Moreover, a lot of the studies examine the general electronic commerce setting as opposed to specific retail settings like high street fashion brands in the United Kingdom. This means that there are few qualitative studies that examine how customers perceive and judge AI based personalisation in specific fashion retail brands (Teepapal, 2025). This research paper will fill this gap by discussing the perception and experiences of the customers of River Island in the United Kingdom. By applying a qualitative research method, the study seeks to gain further understanding of how consumers manage convenience, trust, and privacy issues during their engagement with artificial intelligence technologies in fashion retail settings.
[bookmark: _Toc22552]2.6 Conceptual Framework

This paper suggests a conceptual model of the effects of artificial intelligence-based personalisation on customer perception and behavioural consequences, based on the literature and Privacy Calculus Theory. Customers can also receive perceptions based on the factors of trust, privacy, and perceived usefulness due to AI personalisation(Markou et al., 2025). These impressions can then affect customer interaction, customer satisfaction, and customer purchase intention. The model thus connects individualised digital technologies to customer attitudes and behavioural responses in the fashion retail environment.
[image: ]
Figure 1: Conceptual Framework
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[bookmark: _Toc6648]3.1 Research Philosophy and Approach
The research philosophy applied in this study is that of interpretivism to examine customer perception towards artificial intelligence driven personalisation in fashion retail. The interpretivism school of thought assumes that human experiences and subjective interpretation of the world define social reality and not objective measurements. Interpretivism is typically applied within the framework of consumer behaviour research when the researcher wants to comprehend how people perceive and give meaning to specific experiences (Saunders et al., 2023). Within the context of the study, customers can get personalised digital services in different ways that rely on their experience of online shopping, trust in the brand, and their views on data privacy.
The qualitative exploratory research design is implemented. Qualitative studies should be used in cases when the goal is to gain in-depth views on attitudes and experiences, but not to quantify the statistical connections of variables (Creswell and Creswell, 2018). As the study aims to examine the perceptions of customers about artificial intelligence led personalisation, a qualitative method gives opportunities to learn more about customer perceptions and experiences. The past literature also highlights that qualitative approaches can be employed when examining multi-faceted digital consumer behaviour and technology-related trust (Bryman, 2016).

[bookmark: _Toc16665]3.2 Research Strategy
The research employs a case study approach with River Island as the chosen retail organisation. Case study research allows exploring a phenomenon in the context of the real world, which will be especially helpful in examining modern business activity, including the role of artificial intelligence in the retail sector (Yin, 2018). The case study approach enables the researcher to examine the perceptions of customers within a particular organisational context and gives a comprehensive contextual information.
River Island is an appropriate example since it belongs to the competitive fashion retail industry and is increasingly incorporating digital technologies into its practices to maximise customer interaction by means of personalised marketing and online platforms. Retail research employs the use of case studies as it provides the opportunity to learn more about consumer experience in a given organisational setting (Stake, 2010).
[bookmark: _Toc11856]3.3 Data Collection
The primary data will be gathered using semi structured interviews on the customers of River Island within United Kingdom. Semi structured interviews enable the participants to present their experiences and opinions and facilitate the researcher to seek major research issues in a uniform way (Brinkmann, 2020). The interview guide will also consist of questions pertaining to the experiences with personalised recommendations, attitude towards data privacy, trust in River Island brand, and the perception of the impact of personalisation on purchasing behaviour.
The methods of recruiting participants will include social media, university circles, and the communities of customers to fashion retailers. Consumers are to be included in the study provided that they have shopped at River Island either over the internet or at the retail outlets within the last one year. Those participants satisfying these criteria will be selected with the help of purposive sampling (Etikan et al., 2016). It will have a sample size of twelve to fifteen participants. According to past studies, qualitative research saturating in themes can be accomplished in a range of about twelve interviews (Guest et al., 2020). The interviews will take about thirty to forty five minutes and can be done online or face-to-face depending on the availability of the participants.
[bookmark: _Toc27340]3.4 Data Analysis
Thematic analysis will be used to analyse the collected data in accordance with the methodology developed by Braun and Clarke (2021). Thematic analysis is a qualitative method that uses a pattern and themes identification of qualitative data by systematically coding and interpreting data. The transcripts of the interviews will be reviewed by the researcher in order to become acquainted with the data, and the important ideas will be coded and sorted into several broader themes. The organisation and coding of qualitative data will be supported by NVivo software (Woolf and Silver, 2018).
[bookmark: _Toc25892]3.5 Ethical Considerations
The research process will be conducted in accordance with ethical principles of the university. The information about the study will be given to the participants and informed consent will be obtained prior to the interviews. The involvement will be voluntary and the participants can pull out at any point without reprisal (Israel and Hay, 2006). To ensure confidentiality, all data relating to participants will be anonymised and stored safely in line with the United Kingdom General Data Protection Regulation guidelines (Saunders et al., 2023).
[bookmark: _Toc29223]4. Expected Findings
According to the current literature and theoretical framework underpinning this research, it is expected that several important findings will be made in terms of customer perception of artificial intelligence enabled personalisation in fashion retail. It is anticipated that customers of River Island will have conflictual yet subtle perceptions regarding personalised online services. Personalisation of product suggestions, customised marketing messages, and personalised online shopping activities may be of great benefit and relevance to many customers. According to past research, tailored online communication may positively influence customer engagement and satisfaction in case the consumer views it as valuable and applicable to their tastes and preferences (Kumar and Reinartz, 2016; Grewal et al., 2021). Consequently, a segment of participants is bound to consider artificial intelligence facilitated personalisation as a positive factor enhancing the efficiency of the shopping process.
Nonetheless, it can be assumed that there will also be customers, who will raise issues regarding data privacy and transparency. Based on the privacy paradox, when customers feel uncomfortable with the idea of collecting and using personal data, they can still use personalised digital services, as they seem to provide more benefits than drawbacks (Norberg et al., 2007; Li et al., 2022). This implies that the customers are likely to tolerate artificial intelligence-led personalisation in case they perceive that the advantages surpass the risks that might be involved in data sharing. Customer perception may also be of importance depending on the trust in the River Island brand. The customers who are more attached to the brand can also show higher acceptability of personalised technologies as they may view the retailer as a trustworthy and accountable person at managing personal information (Miltgen et al., 2021).
It is also anticipated that the study would unravel a number of key themes concerning customer experiences with the personalised technologies. These can be a perceived usefulness of personalised product suggestions, customer issues of transparency and data privacy, and how brand trust affects product acceptance of artificial intelligence based retailing services. Moreover, the inequality of attitudes between young and old consumers might arise. The age can potentially be more comfortable with digital technologies, whereas older consumers can be more concerned about privacy or rather demand face-to-face interactions between the customer and staff.
[bookmark: _Toc29868]5. Limitations
There are some limitations that are recognized in the study design. To begin with, the study is based on one case study, River Island, which restricts the externalisation of the results to the wider fashion retail market. Despite the ability to study customer attitudes in detail using the case study approach, the findings might not be a representative of the situation in various retailers or in other markets (Yin, 2018). Second, the research is qualitative in nature and hence the sample size will be relatively small. Even though twelve to fifteen interviews are typically enough to reach thematic saturation of qualitative research, the results are not statistically representative of all customers at River Island (Guest et al., 2020). The other weakness is associated with the aspect of self selection of participants. Participants who accepted to take part during interviews can be more influential regarding their views on digital personalisation in comparison to the customer community. This risk will be reduced by ensuring that participants with diverse backgrounds are hired. The research is also purely based on the perceptions of customers and lacks access to the inner organisational data and artificial intelligence systems of River Island. As a result, the study is done on the interpretation of the personalised technologies by customers and not on the technical design of such systems. Lastly, the research is based on self reported experiences that are subject to recall bias or personal interpretation. Further on, the consumer perception of artificial intelligence technologies can also shift over time as the digital retail systems evolve and regulatory frameworks evolve.
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[bookmark: _Toc31629]7. Conclusion
The proposed research study will explore how customers perceive AI-based personalisation in fashion retail with reference to River Island clients in the United Kingdom. The paper points out the growing popularity of artificial intelligence technologies among retailers to offer a personalised experience that improves customer engagement, satisfaction, and purchasing behaviour. Nevertheless, the same literature presents proof that these technologies present the risk of issues concerning privacy, data security, and consumer confidence. The study will seek to understand the perceptions of the customers towards AI-driven personalisation, as well as how aspects like trust and perceived usefulness and privacy issues affect their attitudes and use of personalised retail services. In an effort to attain this aim, the research takes an interpretivism research philosophy and a qualitative research methodology where semi structured interviews with River Island customers are used. I believe that the findings will serve to enhance the current body of scholarly literature by shedding more light on how consumers perceive AI-based personalisation in a particular fashion retail store. The research can also provide useful information to retailers interested in adopting personalised technologies without losing customer loyalty and integrity.
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