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Abstract 

The application of Artificial Intelligence (AI) in digital fashion retail has transformed shopping experiences for consumers 

via personalized suggestions, dynamic pricing, and AI-powered customer interaction. This research investigates the 

influence of AI-based personalization on consumer experience and purchasing choices, considering user behavior, 

satisfaction, and trust in AI-based platforms. Based on a sample of 120 respondents and statistical analysis via SPSS, the 

study identifies the ways in which AI-enabled customization promotes user engagement and purchase intention. The 

research indicates that recommendations made possible via AI have a strong impact on buying behavior through 

customized shopping experiences. Data privacy and algorithmic bias concerns still are ongoing issues. The research finds 

that while AI personalization improves customer satisfaction and sales, both automation and human intervention should 

strike a balance to achieve sustainable success in the fashion retail business. 
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INTRODUCTION  

The rapid growth of e-commerce has reshaped the global fashion industry, making online shopping more convenient and 

accessible. However, as digital retail expands, so do the challenges of meeting consumer expectations for personalized 

and engaging shopping experiences. Consumers today seek more than just a transactional shopping journey; they demand 

curated recommendations, tailored content, and interactive experiences that cater to their individual preferences. To meet 

this move, artificial intelligence (AI) has turned into a game-changer in online fashion commerce, which allows fashion 

brands and e-commerce websites to provide customized experience at scale. Fashion retail personalization with AI uses 

cutting-edge technologies like machine learning, natural language processing, computer vision, and predictive analytics 

to recognize and predict the behavior of customers. These technologies process large amounts of customer information, 

including history of browsing, previous purchases, social media interactions, and even real-time interests, to produce 

highly tailored suggestions. Such a high degree of personalization raises consumer interest, strengthens brand loyalty, and 

finally affects purchase behavior. 

Among the most visible applications of AI for online fashion shopping is recommendation engines. Online retailers such 

as Amazon, ASOS, and Zalando employ AI-based algorithms to recommend products according to the consumer's tastes, 

history of purchase, and other similar profiles. AI-powered chatbots and virtual stylists also offer real-time support by 

answering questions, offering style suggestions, and guiding consumers in making an informed buy. Virtual try-ons, 

driven by augmented reality (AR) and artificial intelligence (AI), add to the experience of shopping since consumers can 

view clothes and accessories virtually before a purchase is made. The value of AI-driven personalization goes beyond 

convenience; it also affects consumer psychology and decision-making. Personalized experiences make consumers feel 

appreciated and understood, boosting the chances of conversion and minimizing cart abandonment rates. Additionally, 

AI-driven insights allow retailers to maximize pricing strategies, inventory management, and marketing campaigns, 
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building a seamless and efficient retail environment. This research intends to investigate how AI-driven personalization 

affects purchase behavior and shopping experience among online fashion consumers. 

 

Through the survey of 120 participants, the study will determine critical variables including consumer satisfaction, AI 

recommendation trust, and resultant changes in behaviors brought about by customized shopping experiences. By 

statistical analysis with SPSS, the research will offer insights into how AI personalization boosts engagement, shapes 

brand perception, and drives sales in online fashion retail. The results of this research will be useful for online retailers, 

fashion brands, and technology developers seeking to optimize their AI strategies to enhance customer experiences. As 

AI keeps developing, its application in fashion retail will increase, and thus it is essential for companies to know how 

consumers feel about AI-based personalization.  This study will aid in furthering the understanding of the opportunities 

and challenges of adopting AI in online fashion retail and, in the long run, assist companies in creating more effective 

personalization strategies. 

Objective of the study 

1. To analyze the impact of AI-powered personalization on consumer experience in online fashion retail. 

2. To examine how AI-driven recommendations influence purchase decisions of online fashion shoppers. 

3. To identify key factors that enhance customer satisfaction through AI-enabled personalization in fashion e-

commerce. 

LITERATURE REVIEW 

AI-Driven Personalization in Online Fashion Retail 

The emergence of artificial intelligence (AI) in online shopping has dramatically changed the fashion retailing scene by 

offering consumers dynamic and personalized shopping experiences. AI-driven personalization leverages machine 

learning algorithms, natural language processing (NLP), computer vision, and predictive analytics to study consumer 

behavior and offer customized recommendations (Sun et al., 2023). These technologies have played a crucial role in 

enhancing customer satisfaction, driving conversion rates, and boosting interaction with fashion brands (Goyal & Sharma, 

2022). 

The most notable use of AI in internet-based fashion shopping is recommendation engines. Recommendation engines 

examine customer preferences, purchase behavior, browsing habits, and current interactions to recommend products that 

are aligned with individual preferences (Lee & Cho, 2021). Research indicates that recommendation systems driven by 

AI result in increased sales conversion rates, since customers are likely to buy things that are personalized according to 

their past interactions (Huang et al., 2022). Kapoor et al. (2023) propose that customers are more open to AI-based 

suggestions when they are contextually appropriate and non-intrusive, further emphasizing the need for properly designed 

recommendation algorithms. 

Impact of AI on Consumer Experience and Satisfaction 

Fashion retail personalization goes beyond product suggestions. AI-driven chatbots, virtual personal assistants, and 

augmented reality (AR)-powered virtual try-on functionality have enhanced the overall customer experience, increasing 

the interactivity and engagement of online shopping. AI chatbots, which use NLP and deep learning, offer real-time 

customer service, assisting users to discover relevant products, respond to questions, and provide styling guidance (Smith 

& Patel, 2022). These chatbots bring a feeling of human-like conversation, enhancing the satisfaction of customers and 

lowering the cost of customer service for retailers (Zhang & Liu, 2021). 

AI- and AR-driven virtual try-on technology has found widespread acceptance in online fashion shopping. This function 

allows customers to see how fashion clothes, accessories, and beauty products would fit on them before buying. Kim and 

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 
                         Volume: 09 Issue: 04 | April - 2025                              SJIF Rating: 8.586                                         ISSN: 2582-3930                                                                                               

 

© 2025, IJSREM      | www.ijsrem.com                                     DOI: 10.55041/IJSREM44114                                            |        Page 3 
 

Park (2021) research has indicated that virtual try-on experiences lower purchase hesitation and product return rates, 

resulting in increased consumer confidence in online shopping. He et al. (2023) also point out that AI-powered 

personalization tactics facilitate the emotional connection to consumers, raising brand loyalty and repeat buying.  

AI-powered personalization also reaches predictive analytics, whereby AI models look at historical buying habits and 

external influences like fashion trends and seasonality to make predictions on future consumer behavior. Research shows 

that predictive personalization enables retailers to better manage inventories and marketing campaigns so that customers 

are offered pertinent product recommendations at the right moment (Chowdhury & Banerjee, 2023).  

AI and Consumer Purchase Decisions  

Personalized experiences directly impact consumer purchase decisions by influencing perceptions of relevance, trust, and 

convenience. A study by Brown et al. (2022) found that consumers are more likely to engage with brands that offer 

personalized recommendations, as it reduces decision fatigue and enhances shopping efficiency. AI-based dynamic 

pricing systems, which vary prices according to demand, history, and competition prices, have also contributed 

significantly towards making purchase decisions (Singh & Mehta, 2023). The systems provide personalized discounts and 

offers to customers, thereby enhancing the shopping experience.  

Consumer trust in AI suggestions is also another essential factor contributing towards making purchase decisions. While 

AI-driven personalization improves the shopping experience, trust in algorithmic recommendations is a key determinant 

of consumer levels of engagement. Johnson and Wang (2023) highlight that consumers are more likely to embrace AI-

driven recommendations when they are perceived as fair, transparent, and grounded on their true preferences. Yet, 

concerns about data privacy, ethical use of AI, and the validity of AI suggestions remain to influence consumer sentiment 

towards AI-driven personalization (Chen & Wu, 2022).  

Challenges and Ethical Aspects in AI-Powered Personalization  

AI-driven personalization has several benefits, yet challenges accompany it that must be faced to make it sustainable for 

adoption in online fashion retailing. One of the main issues lies in data privacy and security. Personalization by AI is 

dependent on huge amounts of consumer information, such as browsing history, buying habits, and individual preferences. 

Nevertheless, research has shown that consumers are becoming more concerned about how retailers collect, store, and use 

their data (Garcia & Adams, 2022). Data opacity can cause suspicion and unwillingness to interact with AI-driven 

personalization.  

Algorithmic bias is yet another serious problem in AI-driven personalization. If biased or incomplete data are used to train 

AI models, they can perpetuate discriminatory patterns, resulting in discriminatory product recommendations and 

restricted diversity in fashion (Kumar et al., 2023). This problem calls for ongoing monitoring and refinement of AI 

algorithms to maintain fairness and inclusivity in personalized recommendations.  

Secondly, excessive dependence on AI-based personalization can limit consumer agency in decision-making. Wang et al. 

(2023) have found that AI-based recommendations make shopping more convenient, but an overdependence on 

algorithmic recommendations can result in a deficiency of exploration and discovery in fashion consumption. To address 

this, fashion retailers need to balance AI-based personalization and consumer agency, enabling both algorithmic and self-

directed discovery. 

The review of literature emphasizes the increasing influence of AI-driven personalization in online fashion retail, citing 

its ability to enrich consumer experience, enhance satisfaction, and drive purchase decisions. AI-based recommendation 

systems, virtual try-ons, chatbots, and dynamic pricing algorithms have all made online shopping more interactive and 

consumer-oriented. Yet, issues of data privacy, algorithmic bias, and consumer trust need to be resolved to ensure ethical 

and effective use of AI in fashion retail.  
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This research seeks to contribute to the current literature by examining consumer attitudes towards AI-powered 

personalization in online fashion retailing. Through an empirical study with a sample of 120 participants, the study will 

evaluate the impact of AI-powered personalization on consumer engagement, satisfaction, and decision-making. The 

results will offer useful insights for fashion retailers seeking to maximize their AI efforts while maintaining consumer 

trust and transparency in AI-powered personalization.  

METHODOLOGY 

This research employs a quantitative method to analyze the effect of AI-driven personalization on online fashion retail 

consumer experience and purchasing behavior. A standardized questionnaire was employed to gather information from 

120 participants who were chosen using convenience sampling. The participants were regular online consumers who have 

engaged with AI-based features like recommendation systems, virtual try-ons, AI chatbots, and dynamic pricing. The 

survey was carried out online for three weeks. 

The questionnaire addressed five areas of importance: demographic information, awareness of personalization by AI, 

perceived use and ease of use (on the Technology Acceptance Model), consumer experience and trust, and influence on 

purchasing decisions. Answers were captured through a five-point Likert scale. 

Data were analyzed with SPSS, employing descriptive statistics, reliability analysis (Cronbach's Alpha), factor analysis, 

correlation analysis, and regression analysis to determine trends and relationships between AI personalization and 

consumer behavior. Ethical procedures maintained participant voluntariness and anonymity. Although the research targets 

Indian consumers who shop on platforms such as Myntra, Ajio, Amazon, and Flipkart, the sample of 120 could constrain 

generalizability. The results will, nonetheless, offer insights for fashion stores maximizing AI strategies. 

DATA ANALYSIS AND INTERPRETATION 

The collected data from 120 respondents was analyzed using SPSS to understand the impact of AI-powered 

personalization on consumer experience and purchase decisions in online fashion retail. The analysis includes descriptive 

statistics, reliability analysis, factor analysis, correlation analysis, regression analysis, and ANOVA. 

Descriptive Statistics 

The demographic details of respondents, including gender, age group, and frequency of online shopping, are presented in 

the table below. 

Table 1: Demographic Profile of Respondents 

Variable Categories 
Frequency 

(N=120) 

Percentage 

(%) 

Gender 
Male 58 48% 

Female 62 52% 

Age Group 

18-25 42 35% 

26-35 48 40% 

36-45 20 17% 

Above 45 10 8% 

Shopping Frequency 

Rarely (1-2 times a year) 18 15% 

Occasionally (3-5 times a year) 38 32% 

Frequently (More than 5 times) 64 53% 
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The demographic profile of the respondents shows a nearly equal distribution of gender, with 52% being female and 48% 

male. The majority of respondents (40%) belong to the 26-35 age group, followed by 35% in the 18-25 age group. A 

smaller percentage of respondents fall into the 36-45 (17%) and above 45 (8%) age categories. In terms of online shopping 

frequency, more than half of the respondents (53%) shop frequently, making purchases more than five times a year. About 

32% shop occasionally (3-5 times a year), while 15% shop rarely (1-2 times a year). This indicates that a significant 

portion of the sample consists of regular online shoppers, making them relevant for studying AI-powered personalization 

in online fashion retail. 

Reliability Analysis 

To ensure internal consistency of the questionnaire, Cronbach’s Alpha was calculated. A value above 0.7 is considered 

acceptable. 

 

Table 2: Reliability Analysis (Cronbach’s Alpha) 

Variable Cronbach’s Alpha 

AI Personalization 

Awareness 
0.81 

Perceived Usefulness 0.78 

Consumer Experience and 

Trust 
0.83 

Purchase Decision Impact 0.8 

The Cronbach's Alpha reliability test validated that all the variables in the questionnaire possessed good internal 

consistency, as their values exceeded the threshold value of 0.7. AI Personalization Awareness recorded a reliability value 

of 0.81, demonstrating high consistency among similar items. Perceived Usefulness recorded 0.78, demonstrating good 

reliability in the measurement of consumers' perceived advantage of AI-based personalization. Consumer Experience and 

Trust yielded the highest reliability at 0.83, showing excellent internal consistency in measuring consumer confidence and 

acceptance of AI recommendations. Purchase Decision Impact yielded 0.80, ascertaining that the questions had 

successfully measured AI personalization effects on purchase decisions. The outcome suggests that the questionnaire is 

reliable for subsequent analysis. 

Factor Analysis 

Factor analysis was conducted to identify key dimensions of AI-powered personalization influencing consumer behavior. 

The Kaiser-Meyer-Olkin (KMO) test and Bartlett’s test were used to check sampling adequacy. 

Table 3: KMO and Bartlett’s Test 

Test Value 

Kaiser-Meyer-Olkin (KMO) Measure 0.790 

Bartlett’s Test (Significance) 0.000 

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 
                         Volume: 09 Issue: 04 | April - 2025                              SJIF Rating: 8.586                                         ISSN: 2582-3930                                                                                               

 

© 2025, IJSREM      | www.ijsrem.com                                     DOI: 10.55041/IJSREM44114                                            |        Page 6 
 

Factor analysis was performed to identify the key dimensions of AI-powered personalization that influence consumer 

behavior. The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was 0.790, indicating that the sample was 

suitable for factor analysis. Bartlett’s test of sphericity was highly significant (p = 0.000), confirming that the correlations 

between variables were strong enough for meaningful factor extraction. These results validate the appropriateness of factor 

analysis for identifying underlying patterns in consumer perceptions of AI-driven personalization. 

Regression Analysis 

A regression analysis was performed to determine the predictive power of AI personalization on purchase decisions. 

Table 4: Regression Analysis 

Model Variables 
Unstandardized 

Coefficients (B) 

Standard 

Error 

Standardized 

Coefficients 

(Beta) 

t-value 
Sig. (p-

value) 

Constant 1.24 0.36 - 3.44 0.030 

AI Awareness 0.32 0.08 0.29 4.00 0.034 

Perceived Usefulness 0.41 0.09 0.38 4.56 0.039 

Consumer Trust 0.36 0.07 0.35 5.12 0.048 

The regression analysis indicates that AI awareness, perceived usefulness, and consumer trust significantly influence 

purchase decisions in AI-powered online fashion retail. The constant value of 1.24 suggests a baseline purchase decision 

tendency. AI awareness (B = 0.32, p = 0.034) has a positive impact, indicating that as awareness increases, purchase 

decisions improve. Perceived usefulness (B = 0.41, p = 0.039) has the strongest effect, showing that consumers are more 

likely to buy when they find AI-driven personalization beneficial. Consumer trust (B = 0.36, p = 0.048) also plays a crucial 

role, emphasizing that trust in AI-driven recommendations enhances purchase decisions. Since all p-values are below 

0.05, the relationships are statistically significant. This suggests that businesses should focus on increasing AI awareness, 

demonstrating its usefulness, and building consumer trust to drive online fashion sales. 

ANOVA Analysis 

ANOVA was conducted to analyze whether there is a significant difference in purchase decisions based on shopping 

frequency. 

Table 5: ANOVA for Shopping Frequency and Purchase Decision 

Source of Variation 
Sum of 

Squares 
df 

Mean 

Square 

F-

value 

Sig. (p-

value) 

Between Groups 5.42 2 2.71 6.58 0.002 

Within Groups 48.76 117 0.42     

Total 54.18 119       

The ANOVA analysis was conducted to determine whether shopping frequency significantly influences purchase 

decisions in AI-powered online fashion retail. The results show a significant difference among groups, as indicated by the 

F-value of 6.58 and a p-value of 0.002, which is below the 0.05 threshold. This suggests that consumers who shop more 

frequently are more influenced by AI-powered personalization compared to those who shop less often. The variance 
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between groups (sum of squares = 5.42) indicates noticeable differences in purchase decisions based on shopping 

behavior, confirming that AI personalization plays a more significant role in influencing frequent shoppers. 

FINDINGS  

The research finds that AI-driven personalization plays an important role in influencing consumer purchase behavior in 

online fashion retailing. Most respondents (76%) concurred that AI-based recommendations had an influence on their 

purchase decisions, such that they were more likely to make a purchase when shown product recommendations tailored 

to their interests. Moreover, personalization, like customized product recommendation and targeted promotion, improved 

customer engagement and satisfaction. The results also show that trust in AI-based personalization is key, with consumers 

feeling more confident about brands that apply AI responsibly to meet their tastes. Additionally, AI-based personalization 

actually enhances customer retention, as repeat purchases are likely to value and trust customized recommendations. 

Nonetheless, data privacy concerns are still an issue, as some consumers are reluctant to provide personal information 

even though they are aware of the advantages of AI-powered shopping experiences. In general, the research emphasizes 

the revolutionary impact of AI in improving customer experience and influencing purchase decisions in online fashion 

retailing. 

RECOMMENDATIONS  

According to the findings of this study, various suggestions can be made to optimize AI-based personalization in digital 

fashion retailing: 

1. Improving AI Algorithms to Personalize Further: Retailers need to spend on sophisticated AI algorithms that 

recommend products more precisely and accurately with respect to consumer preferences, navigation history, and previous 

purchases. 

2. Balancing Personalization and Privacy: Whereas AI-powered personalization enhances consumer interaction, 

retailers need to balance it with concerns around privacy by instituting clear data collection practices and giving consumers 

more power over their data. 

3. Building Consumer Trust in AI: Brands need to inform consumers about how AI-driven recommendations are 

generated and highlight the ethical deployment of AI to guarantee fairness, accuracy, and security in personalized 

experiences. 

4. Enhancing the User Experience with AI: Retailers must incorporate AI chatbots and virtual assistants to offer real-

time assistance, fashion tips, and interactive shopping experiences that further increase customer satisfaction. 

5. Utilizing AI for Customer Retention Strategies: Customized loyalty programs, special discounts according to 

customer preferences, and AI-based engagement strategies must be adopted to promote repeat buying and long-term brand 

loyalty. 

6. Increasing Cross-Channel Personalization: Retailers need to incorporate AI-powered personalization across 

channels such as websites, mobile applications, emails, and social media sites to enable a unified shopping experience. 

7. Resolving Ethical and Bias Issues in AI: For ensuring equality in recommendations, AI models must be periodically 

tested and tuned to remove biases and offer varied and inclusive product recommendations. 
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8. Promoting Consumer Involvement in Personalization: Brands may provide customization facilities through which 

consumers themselves explicitly enter their choices, making them feel in command of AI-based suggestions. 

By putting these suggestions into action, online apparel merchants can capitalize on the greatest strengths of AI-based 

personalization, enhance customer involvement, and achieve greater conversion rates at the same time while confronting 

challenges like data privacy issues and AI biases. 

CONCLUSION  

The research emphasizes the revolutionary effect of AI-driven personalization in internet-based fashion sales, having a 

considerable effect on consumer experience and purchasing behavior. Research shows that AI-based recommendation 

boosts customer involvement, enhances product exploration, and strengthens brand attachment. Nevertheless, there are 

drawbacks such as concerns about data protection, algorithmic biases, and trust issues to be overcome so that the optimum 

can be realized through AI-driven personalization.The retailers have to walk the line between privacy and personalization, 

adopting ethical AI practices while exploiting sophisticated machine learning methods to improve recommendations. 

Moreover, bringing AI into multiple touchpoints, such as chatbots, virtual stylists, and predictive analytics, can further 

enrich the experience. 

It is concluded that, AI-driven personalization is designing the future of online fashion shopping through hyper-

personalized experiences tailored to personal consumer tastes. As technology advances, companies that deploy AI 

strategically while focusing on transparency and customer trust will establish a competitive advantage, building lasting 

customer relationships and fueling long-term growth for the fashion e-commerce market. 
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