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RESEARCH TOPIC: 
The Impact of AI-Powered Personalised Recommendations on Customer Satisfaction: A Case Study of Amazon UK


[bookmark: _Toc241424906]Introduction 
The e-commerce sector has changed significantly due to Artificial Whether buying clothes or renting furniture, Intelligence (AI).
 AI recommendation systems study consumers’ browsing history, purchasing behaviour and preferences to suggest product. Amazon, one of the leading companies, employs recommendation algorithms to facilitate product discovery and enhance the online shopping experience, according to (Linden, Smith and York, 2003). When shopping online, a personalized recommendation can make life easier by saving time searching for suitable products.  Nonetheless, customers may be affected by data privacy, trust and the precision of recommendations (Bleier and Eisenbeiss, 2015). To assess the efficiency of AI based personalisation in an online retailer, it is essential to understand these factors. As a result, this study aims to analyse the effect of AI-based personalised recommendations on satisfaction levels of Amazon UK customers. Further, the focus will be on recommendation relevance, shopping convenience, customer trust and privacy concerns in UK e-commerce market.

Research Aim
The aim of this research is to investigate the impact of AI-powered personalised product recommendations on customer satisfaction among Amazon UK customers, focusing on perceived relevance, shopping convenience and customer trust.
Research Objectives
1. To examine the relationship between the perceived relevance of AI-powered personalised recommendations and customer satisfaction among Amazon UK customers.
2. To assess how AI-powered personalised recommendations influence shopping convenience and the overall customer experience on Amazon UK.
3. To evaluate the influence of customer trust and privacy concerns on satisfaction with AI-powered personalised recommendations on Amazon UK.
 Research Questions
1. What is the relationship between the perceived relevance of AI-powered personalised recommendations and customer satisfaction among Amazon UK customers?
2. How do AI-powered personalised recommendations influence shopping convenience and the overall customer experience on Amazon UK?
3. How do customer trust and privacy concerns influence satisfaction with AI-powered personalised recommendations on Amazon UK?
[bookmark: _Toc241424907]Justification of the Research
Artificial intelligence has changed online shopping in such a way that retailers are able to personalise or modify their services. An important case is Amazon due to already using recommendation algorithms to personalise product discovery (Linden, Smith and York, 2003).
Nevertheless, effectiveness of a technology is not equal to satisfaction of a customer.
This study was justified based on the need to understand how customers perceive AI-generated recommendations in terms of relevance, convenience, and trust. While personalisation can enhance product discovery, overdoing the personalisation may give rise to intrusiveness perceptions (Bleier and Eisenbeiss, 2015).
On an academic level, AI-enabled personalisation will impact customer satisfaction in businesses’ conviction. The outcomes may support online retailers in adopting recommendation strategies that ease shopping and privacy expectations of customers.
[bookmark: _Toc241424908] Literature Review
AI recommendation systems use customer data to make predictions on customer preferences. According to (Adomavicius and Tuzhilin , 2005), three major recommendation techniques can be identified viz. collaborative filtering, content-based filtering and hybrid approaches. According to (Ricci, Rokach and Shapira, 2015), recommendation systems help in customizing the delivery of information and the selection of products.
According to (Linden, Smith and York, 2003), Amazon’s item-to-item collaborative filtering method generates recommendations based on product relationships. There should be a differentiation between the technical performance of recommendation systems and the customers' perception of their usefulness.
According to (Tam and Ho, 2006), personalisation affects how customers process information and make decisions. In a similar vein, (Davis’s, 1989) Technology Acceptance Model identifies perceived usefulness and perceived ease of use as important technology acceptance factors.
(Oliver’s, 1980) Expectation-confirmation theory is another theory that explains customer satisfaction based on the expectation and perceived performance relationship. Accordingly, in the case of Amazon UK satisfaction may depend on the extent to which customers’ expectations are met by personalised recommendations.
Despite its benefits, personalisation poses privacy and trust challenges. As per (Bleier and Eisenbeiss, 2015), the effectiveness of personalisation depends on informativeness and intrusiveness. According to (McKnight, Choudhury and Kacmar, 2002), trust is essential in electronic commerce. Users must trust the system and the operator of the system when revealing personal information.
According to (Gomez-Uribe and Hunt, 2015), the examination of Netflix illustrates the business relevance of recommendation systems. Nevertheless, the findings refer to a digital entertainment platform, not UK online retail.
As such, the study fills a context-specific gap by examining the relationships between recommendation relevance, convenience, trust and customer satisfaction among customers of Amazon UK.
[bookmark: _Toc241424909]Research Methodology
The current study is quantitative in nature and aims to assess the impact of AI-powered personalised recommendations on customer satisfaction of customers of Amazon UK. A deductive approach will analyse the relationship between research variables through existing academic theories (Saunders, Lewis and Thornhill 2019).
Through an online questionnaire, secondary  data will be collected from approximately 150 adult Amazon UK customers who have received personalised recommendations. The selection of participants will be through convenience sampling. In the questionnaire, closed-ended questions will be included with five-point Likert scale to assess customers’ attitudes and experiences (Likert, 1932).
The study will investigate the relevance of recommendations, shopping convenience, trust of customers, privacy concerns and overall customer satisfaction. The investigation of relationship of variables will be done through descriptive statistics, Pearson’s correlation and multiple regression analysis.
To gauge the understandability of the questionnaire, a pilot study will be performed, while the internal reliability of the measurement scales will be verified using the Cronbach alpha (Cronbach, 1951).
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