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ABSTRACT 

The rapid advancement of artificial intelligence (AI) is reshaping the retail landscape, particularly through 

the integration of AI-driven smart technologies in physical store environments. This study investigates the 

impact of AI-enabled tools—including smart checkout systems, AI-based product recommendations, 

interactive kiosks, and augmented reality features—on consumer engagement, satisfaction, and decision-

making during in-store shopping. A quantitative research design was employed, collecting data from 150 

retail shoppers in Coimbatore city using simple random sampling. Data were gathered through structured 

questionnaires and analyzed using percentage analysis, multiple dichotomy analysis, and descriptive 

statistics to examine demographic profiles, technology usage patterns, and consumer perceptions. The 

findings reveal that AI technologies significantly enhance the shopping experience by improving 

convenience, personalization, confidence in product selection, and overall satisfaction. Smart checkout 

systems and product recommendation tools were the most widely adopted, while advanced technologies 

such as real-time inventory systems and in-store navigation tools showed limited adoption. Middle-aged, 

well-educated, and middle-income consumers were the dominant users, indicating demographic trends in 

AI adoption. The study highlights the transformative role of AI in increasing engagement, influencing 

purchase intentions, and creating enjoyable, immersive, and efficient in-store experiences. The results 

provide actionable insights for retailers, technology developers, and policymakers to optimize AI 

implementation, enhance consumer satisfaction, and develop ethical, inclusive, and effective AI strategies 

in physical retail environments. 
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1.1 INTRODUCTION 

The retail industry is undergoing a profound transformation, driven by the rapid advancement of artificial 

intelligence (AI) and its integration into physical store environments. While AI applications in e-

commerce have been widely studied, the potential of AI-driven smart technologies—including interactive 

kiosks, augmented reality (AR) displays, AI-powered recommendation systems, and intelligent virtual 

assistants—to enhance the in-store customer experience remains a relatively underexplored area. In 

today’s competitive retail landscape, consumer engagement—the emotional, cognitive, and behavioral 

investment of customers in a brand or store—has emerged as a key determinant of loyalty and sales 

performance. Traditional in-store experiences, often reliant on human interaction and standardized 

processes, are increasingly being augmented by AI technologies that allow retailers to personalize 

interactions, anticipate customer needs, and create immersive shopping experiences. These innovations 

not only improve convenience and satisfaction but also influence decision-making and purchase behavior. 

Despite the promise of AI in physical retail, there is limited empirical evidence on how smart technologies 

affect consumer engagement, satisfaction, and behavioral outcomes within the store environment, 

particularly in markets where digital adoption is uneven or evolving. Understanding these dynamics is 

critical for retailers seeking to implement AI solutions effectively and for scholars aiming to extend 

theories of consumer behavior in the context of technology-mediated interactions. This study seeks to 

explore the role of AI-driven smart technologies in enhancing in-store consumer engagement, identify the 

mechanisms through which these technologies influence customer behavior, and provide actionable 

insights for retailers to optimize the in-store experience. By bridging the gap between technology adoption 

and consumer engagement, the research aims to contribute to both academic theory and practical retail 

strategy in an era of AI-enabled commerce. 

 

1.2 REVIEW OF LITERATURE 

Sharma et al. (2025) investigated the factors influencing customer readiness to adopt AI technologies in 

physical retail environments, focusing on both behavioral and psychological determinants. The study 

identified perceived usefulness, ease of use, trust, social influence, and perceived risk as significant 

predictors of AI adoption intention. Findings suggest that consumers are more likely to engage with AI-

enabled systems when they believe these technologies will enhance convenience, efficiency, and 

personalization in the shopping process. The research emphasizes that consumer attitudes and perceptions 

play a critical role in successful AI implementation, especially in emerging markets where digital literacy 

varies widely. Moreover, the study highlights the importance of communication and education strategies 

to improve acceptance and usage of AI tools in stores. By linking technology readiness with engagement 

outcomes, the study provides a foundation for designing AI interventions that maximize customer 

satisfaction. It also explores barriers such as skepticism, fear of errors, and privacy concerns, which may 

limit consumer interaction with AI systems. The research contributes to understanding how psychological, 

social, and technological factors collectively shape engagement with in-store smart technologies. These 
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insights are crucial for retailers aiming to implement AI solutions that are both effective and widely 

adopted. 

Subramaniam (2025) offers a comprehensive review of AI applications in retail with a focus on 

enhancing customer experience and engagement. The study examines how technologies such as machine 

learning, predictive analytics, computer vision, and recommendation engines help retailers deliver 

personalized, efficient, and interactive in-store experiences. According to the review, AI enables retailers 

to anticipate customer needs, optimize product placement, and provide real-time assistance, thereby 

creating a more engaging shopping environment. The research emphasizes the transformative potential of 

AI, not only in operational efficiency but also in shaping behavioral outcomes such as satisfaction, loyalty, 

and repeat visits. Subramaniam also highlights the importance of integrating AI with human service 

personnel to maintain social and emotional dimensions of the retail experience. Ethical concerns, including 

data privacy, algorithmic bias, and transparency, are discussed as factors influencing customer trust and 

engagement. The study provides a technical and managerial roadmap for implementing AI in brick-and-

mortar stores. By synthesizing various empirical and theoretical works, Subramaniam demonstrates that 

AI-driven interventions can bridge the gap between online and offline retail experiences, enhancing both 

consumer satisfaction and business performance. This review underscores the need for strategic, customer-

centric AI deployment to maximize engagement. 

Adanyin (2024) investigates the ethical implications of AI deployment in retail, with a focus on consumer 

privacy, fairness, and trust issues. The study highlights that while AI technologies can enhance operational 

efficiency and deliver personalized experiences, improper management of data privacy and algorithmic 

fairness can undermine consumer confidence. It emphasizes that consumers are more likely to engage with 

AI systems when they perceive transparency, fairness, and ethical use of personal data. The research also 

underscores the need for ethical frameworks and corporate governance policies to guide AI adoption in 

physical retail spaces. Moreover, Adanyin points out that failure to address these ethical concerns can 

result in decreased loyalty, reduced engagement, and reputational risks for retailers. The study stresses 

that ethical AI is not only a legal or moral requirement but also a strategic factor influencing consumer 

acceptance and long-term adoption. By linking technology adoption with trust and fairness, this study 

provides insights into the social and behavioral factors that mediate engagement with AI technologies in 

stores. It also identifies critical gaps in understanding consumer perceptions regarding privacy and fairness 

in AI-mediated retail experiences. Overall, the study contributes to the growing body of knowledge on 

responsible AI practices in commerce and sets the stage for further research on how ethics affects 

consumer behavior in AI-integrated stores. 

Noor et al. (2024) explored the relationship between AI service quality and consumer well-being within 

retail contexts, emphasizing the emotional and behavioral impacts of AI-enabled systems. The study 

identified key dimensions of AI service quality, including reliability, personalization, responsiveness, and 

connectivity, which collectively enhance satisfaction and engagement. Findings revealed that AI 

technologies improve efficiency and reduce perceived effort, thereby increasing emotional well-being and 

positive shopping experiences. Interestingly, the study also noted that human service quality moderates 
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the impact of AI on consumer satisfaction, suggesting a hybrid model is most effective. The research 

underscores that AI systems cannot operate in isolation but must be integrated into a holistic service 

framework to maximize consumer benefits. Furthermore, Noor et al. highlighted that consumers 

increasingly expect AI tools to be proactive, personalized, and seamless, reflecting evolving expectations 

in retail. The study contributes to understanding how service quality dimensions translate into tangible 

behavioral outcomes, such as loyalty and purchase intention. It also provides a framework for evaluating 

AI effectiveness from a consumer-centric perspective, making it particularly relevant for in-store 

applications. The findings support the argument that AI adoption should align with consumer well-being 

and engagement goals, ensuring positive brand experiences. 

El Abed and Castro-Lopez (2023) conducted an empirical study in connected retail environments to 

assess the influence of AI-powered technologies on consumer experience. They examined three 

dimensions: aesthetic appeal, cognitive engagement, and affective responses, showing that AI 

interventions significantly enhance consumer absorption and satisfaction. Technologies such as interactive 

displays, virtual assistants, and smart shelves contributed to more personalized and immersive shopping 

experiences. The study found that AI not only facilitates better product discovery but also increases 

emotional engagement, motivating consumers to spend more time and interact with the store environment. 

The results underscore that AI-driven experiences positively influence purchase intentions and loyalty, 

demonstrating a direct connection between technology adoption and consumer behavior. Additionally, the 

research emphasizes the importance of designing AI interventions that complement human service rather 

than replace it entirely. The authors argue that well-implemented AI can elevate the overall brand 

perception and create memorable shopping experiences. Their findings are particularly relevant for 

retailers seeking to implement smart technologies in brick-and-mortar stores to compete with online 

platforms. This study contributes to a deeper understanding of how technology, experience, and 

engagement intersect in modern retail contexts. It also highlights the empirical gap in research focused on 

in-store AI applications, providing a foundation for future studies. 

This 2022 study examines the social and experiential impact of AI in retail, focusing on consumer 

interaction with AI-enabled kiosks, digital humans, and smart displays. The research shows that AI 

technologies can reshape social dynamics in physical stores, affecting perceptions of service quality, social 

presence, and overall engagement. Consumers interacting with AI tools reported enhanced immersion, 

enjoyment, and perceived personalization, indicating that smart technologies influence not only functional 

outcomes but also emotional and cognitive dimensions of the shopping experience. The study emphasizes 

that AI interventions must balance efficiency with social and experiential quality, as excessive automation 

may reduce perceived human warmth and satisfaction. Findings also highlight the role of novelty and 

innovation in capturing attention and sustaining engagement, particularly in competitive retail 

environments. Furthermore, the research addresses consumer adaptation and trust, noting that familiarity 

with AI systems influences acceptance and repeat usage. By examining both technological and social 

factors, this study provides a holistic perspective on how AI transforms in-store consumer experiences. 

The findings reinforce the notion that AI adoption is not solely about operational efficiency but also about 
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creating meaningful, interactive, and socially engaging shopping experiences. Overall, the study 

contributes to understanding the multi-dimensional effects of AI on consumer behavior in retail. 

Lai, Bui, and Lipka (2020) introduced the Intelligent Shopping Assistant (ISA), an AI-based system 

designed to enhance in-store consumer decision-making and navigation. The ISA leverages machine 

learning, natural language processing, and computer vision to provide real-time recommendations and 

personalized guidance. The study demonstrated that intelligent assistants can reduce cognitive load and 

improve shopping efficiency by assisting customers in locating products, comparing options, and 

receiving tailored promotions. It also highlights that AI assistants increase interaction and engagement, 

enabling retailers to deliver individualized experiences that were previously possible only online. The 

research emphasizes the potential for such systems to bridge the gap between digital convenience and 

physical store experience, creating a seamless shopping journey. Moreover, consumer feedback indicated 

higher satisfaction and perceived usefulness when interacting with intelligent systems, reinforcing the role 

of technology in engagement. The study also raises questions about trust, privacy, and transparency when 

consumers interact with AI systems in-person. Importantly, it positions AI assistants as complementary to 

human staff, rather than replacements, ensuring that social and emotional dimensions of in-store 

experiences are maintained. This research contributes to the literature on smart technologies in retail, 

offering practical insights into their deployment and impact on consumer behavior. 

 

1.3 STATEMENT OF THE PROBLEM 

The retail industry is witnessing a significant shift as artificial intelligence (AI)-driven smart technologies 

become increasingly integrated into physical store environments. Technologies such as interactive kiosks, 

AI-powered recommendation systems, virtual assistants, and augmented reality displays are transforming 

the traditional in-store shopping experience by enabling personalization, real-time interaction, and 

immersive engagement. While these innovations have the potential to enhance customer satisfaction and 

influence purchase behavior, there is limited empirical research examining how AI-enabled smart 

technologies actually affect consumer engagement within physical retail spaces. 

Most existing studies focus on AI applications in e-commerce or digital marketing, leaving a knowledge 

gap regarding the effectiveness, adoption challenges, and behavioral impact of AI in traditional in-store 

settings. Furthermore, the mechanisms through which AI influences engagement—such as 

personalization, convenience, interactivity, and experiential enhancement—are not yet fully understood. 

Retailers face practical challenges in selecting, implementing, and optimizing AI technologies without 

clear evidence of their impact on consumer behavior, satisfaction, and loyalty. 

This gap in research creates an urgent need to explore the role of AI-driven smart technologies in 

transforming in-store customer experiences. Understanding how these technologies influence 

engagement, decision-making, and overall satisfaction is essential for both academics seeking to extend 

consumer behavior theory and retail practitioners aiming to achieve competitive advantage in an 

increasingly technology-driven marketplace. 
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1.4 RESEARCH QUESTIONS 

• How do AI-driven smart technologies influence consumer engagement in physical retail stores? 

• Which AI-driven features significantly influence consumers’ intention to revisit and recommend AI-

enabled retail stores? 

 

1.5 OBJECTIVES OF THE STUDY 

• To examine how AI-driven smart technologies influence consumer engagement, satisfaction, and 

decision-making during in-store shopping experiences. 

• To identify the key AI-enabled tools and features that enhance personalization, interaction, and overall 

customer experience in physical retail environments. 

 

1.6 LIMITATIONS OF THE STUDY 

The present study is subject to certain limitations that should be considered while interpreting the findings. 

The research is confined to selected physical retail stores within a specific geographical area, which may 

restrict the generalizability of the results to other regions with different consumer behaviors, retail formats, 

and levels of technological adoption. The study primarily relies on self-reported data collected from 

consumers, and therefore responses may be influenced by personal bias, social desirability, or limited 

awareness of AI-driven smart technologies. Additionally, the study focuses on a selected set of AI-enabled 

tools such as smart kiosks, virtual assistants, and personalized recommendation systems, and may not fully 

capture the impact of emerging or less widely adopted technologies in retail environments. 

Furthermore, the cross-sectional design of the study limits the ability to assess long-term changes in 

consumer engagement, satisfaction, and decision-making behavior resulting from sustained interaction 

with AI technologies. Variations in respondents’ familiarity with AI and digital technologies may also 

affect their perceptions and engagement levels, thereby influencing the consistency of the findings. The 

study does not incorporate the perspectives of retailers or store management, which could provide 

additional insights into implementation challenges and strategic outcomes. Finally, given the rapid pace 

of technological advancement in artificial intelligence, the relevance of the findings may diminish over 

time as newer smart retail technologies continue to evolve. 

1.7 RESEARCH METHODOLOGY 

This study aims to examine the impact of AI-driven smart technologies on consumer engagement, 

satisfaction, and decision-making in physical retail environments. To achieve the research objectives, a 

quantitative research design was adopted, enabling the collection and statistical analysis of measurable 

data. The study focused on retail shoppers in Coimbatore city, which is a rapidly growing urban center 

with a mix of organized and modern retail stores, making it suitable for studying AI adoption in physical 

retail. A sample size of 150 respondents was selected for the study to ensure reliable and representative 

insights. The respondents were chosen using simple random sampling, which allowed every individual 
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shopper in the target population an equal chance of being included in the study. This sampling method 

helps minimize selection bias and ensures that the findings reflect the views of a diverse consumer base. 

Data were collected through a structured questionnaire designed to capture information on demographic 

characteristics, familiarity with AI, usage of AI-enabled tools in stores, and perceptions of AI technologies 

regarding engagement, satisfaction, and purchase decisions. The questionnaire included both Likert-scale 

items and multiple-choice questions to measure respondents’ attitudes and preferences quantitatively. The 

collected data were analyzed using percentage analysis, multiple dichotomy analysis, and descriptive 

statistics, including mean and standard deviation, to summarize and interpret consumer perceptions. This 

methodology provided insights into the usage patterns of AI tools, their influence on consumer behavior, 

and the overall impact on the in-store shopping experience. The results of this research can guide retailers, 

technology developers, and policymakers in optimizing AI adoption strategies in physical retail stores. 

 

1.8 ANALYSIS AND INTERPRETATION 

PERCENTAGE ANALYSIS 

 

Table: 1.1 

Percentage Analysis 

Demographic Variables No of Respondents Percentage 

Gender Male 115 76.7 

Female 35 23.3 

Total 150 100.0 

Age (Years) 18 to 25 years 25 16.6 

26 – 35 years 40 26.6 

36 – 45 years 35 23.3 

Above 45 years 50 33.3 

Total 150 100.0 

Educational Level High School 26 17.3 

Undergraduate 46 30.6 

Postgraduate 58 38.6 

Professional Degree 20 13.3 

Total 150 100.0 

Occupation Student 10 6.6 

Employed 36 24 

Business 22 14.6 

Homemaker 38 25.3 

Retired 15 10 

Total 150 100.0 
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Demographic Variables No of Respondents Percentage 

Monthly Income 

Level 

Less than ₹20,000 34 22.6 

₹20,001–₹40,000 58 38.6 

₹40,001–₹60,000 23 15.3 

₹60,001–₹80,000 30 20 

More than ₹80,000 5 3.3 

Total 150 100.0 

Frequency of 

Shopping 

(Monthly) 

1–2 times 111 74 

3–5 times 31 20.6 

6–10 times 5 3.3 

More than 10 times 3 2 

Total 150 100.0 

Tech Usage Smartphone 68 45.3 

Smart Kiosk 26 17.3 

Mobile App 22 14.6 

AR/VR features 34 22.6 

Total 150 100.0 

Familiarity with 

AI 

Low 23 15.3 

Medium 85 56.6 

High 42 28 

Total 150 100.0 

Source: Primary Data 

 

Table 1.1 presents the demographic profile of the respondents in the study on AI-driven smart technologies 

in physical retail environments. Among the respondents, 76.7 per cent were male and 23.3 per cent were 

female, indicating a male-dominant sample. This suggests that male consumers were more represented in 

the study and may have greater exposure to or engagement with AI-enabled retail technologies in the study 

area. 

In terms of age distribution, the largest proportion of respondents, 33.3 per cent, belonged to the above 45 

years age group. This was followed by 26.6 per cent in the 26–35 years category, 23.3 per cent in the 36–

45 years group, and 16.6 per cent in the 18–25 years group. This distribution indicates that middle-aged 

and older consumers form a significant segment of shoppers interacting with AI-driven technologies in 

physical retail settings. 

With respect to educational level, the majority of respondents were postgraduates (38.6%), followed by 

undergraduates (30.6%), high school educated respondents (17.3%), and those with professional degrees 

(13.3%). This shows that most participants were well-educated, which may positively influence their 

awareness, understanding, and acceptance of AI-enabled smart retail technologies. 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research 

International Conference on “Artificial Intelligence Revolution in Commerce and 

Management: Trends, Technologies and Transformations” (IC – AIRCM – T3 – 2026)  

Organized by Department of Commerce,  

Sankara College of Science and Commerce, (Autonomous), 

Saravanampatti, Coimbatore, Tamil Nadu – 641035 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com    ●   Email: editor@ijfmr.com 

 

 

IJFMR  IC – AIRCM T3 – 2026 (8th January 2026) 30 

 

Regarding occupation, homemakers constituted the largest group (25.3%), followed by employed 

respondents (24%), business people (14.6%), retired individuals (10%), and students (6.6%). This 

indicates that both working and non-working segments actively participate in physical retail shopping and 

experience AI-driven services. 

In terms of monthly income, 38.6 per cent of respondents earned between ₹20,001 and ₹40,000, followed 

by 22.6 per cent earning below ₹20,000, 20 per cent earning between ₹60,001 and ₹80,000, 15.3 per cent 

earning between ₹40,001 and ₹60,000, and 3.3 per cent earning above ₹80,000. This reveals that the 

majority of respondents belonged to the middle-income group, which is a key consumer segment for 

organized retail. 

With regard to shopping frequency, a substantial 74 per cent of respondents reported shopping 1–2 times 

per month, followed by 20.6 per cent shopping 3–5 times, while only a small proportion shopped more 

frequently. This indicates that most respondents are regular but not high-frequency shoppers. 

Concerning technology usage in stores, 45.3 per cent of respondents primarily used smartphones, followed 

by AR/VR features (22.6%), smart kiosks (17.3%), and mobile apps (14.6%). This suggests that 

smartphones are the most common medium through which consumers interact with AI-enabled retail 

technologies. 

Finally, in terms of familiarity with AI, 56.6 per cent of respondents reported a medium level of familiarity, 

while 28 per cent had a high level and 15.3 per cent had a low level of familiarity. This indicates that the 

majority of respondents possess a moderate understanding of AI technologies, supporting their 

engagement with smart retail systems. Overall, the demographic analysis reveals that the respondents were 

predominantly male, middle-aged, well-educated, middle-income consumers with moderate familiarity 

with AI and regular shopping habits in physical retail environments. 

 

MULTIPLE DICHOTOMY ANALYSIS 

AI-Enabled Personalization Tools 

Table: 1.2 

AI-Enabled Personalization Tools 

Particulars Frequency Percentage 

AI-Based Product 

Recommendation Systems 
32 21.3 

Smart Kiosks or Interactive 

Displays 
25 16.6 

AI-Powered Virtual 

Assistants / Chatbots 
20 13.3 

Smart Checkout / Automated 

Billing Systems 
48 32 
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In-Store Navigation or Smart 

Mapping Tools 
15 10 

Real-Time Inventory 

Availability Systems 
10 6.6 

Total 150 100.0 

Source: Primary Data 

 

Table 1.2 presents the respondents’ exposure to various AI-enabled personalization tools used in physical 

retail environments. The highest proportion of respondents, 32 per cent, reported experiencing Smart 

Checkout / Automated Billing Systems, indicating that this tool is the most widely implemented and 

recognized among consumers, possibly due to its convenience, time-saving nature, and ease of use during 

in-store transactions. This is followed by AI-Based Product Recommendation Systems (21.3%) and Smart 

Kiosks or Interactive Displays (16.6%), suggesting that retailers are increasingly adopting AI technologies 

aimed at enhancing personalization and interactive engagement within stores. 

Further, AI-Powered Virtual Assistants or Chatbots were experienced by 13.3 per cent of respondents, 

reflecting a moderate level of adoption and indicating that conversational AI tools are still in the 

developmental stage in physical retail environments. In-Store Navigation or Smart Mapping Tools (10%) 

were used by a smaller proportion of respondents, highlighting limited implementation of advanced AI-

driven guidance systems. Real-Time Inventory Availability Systems, reported by only 6.6 per cent, were 

the least experienced, suggesting that such data-intensive AI applications are yet to be widely deployed in 

retail stores. Overall, the table indicates that AI adoption in physical retail is currently concentrated on 

transactional efficiency and basic personalization, with advanced AI tools still gradually emerging. 

 

DESCRIPTIVE STATISTICS 

Descriptive statistics play a crucial role in summarizing and interpreting consumer perceptions of AI-

driven smart technologies in physical retail environments. By using statistical measures such as mean, 

standard deviation, and percentage distribution, this method helps identify trends, patterns, and variations 

in consumers’ evaluations of AI-enabled personalization, interaction, and decision-making support during 

in-store shopping. In this study, the analysis of responses collected from retail shoppers provides insights 

into their levels of engagement, satisfaction, and acceptance of AI-based tools. The mean scores indicate 

the overall importance of different AI features in influencing consumer engagement and purchase 

decisions, while the standard deviation reflects the consistency or diversity of consumer opinions. This 

approach enables the identification of key AI-enabled technologies that enhance the in-store customer 

experience and highlights areas where improvements may be required. Descriptive statistics also offer a 

clear understanding of how consumers collectively perceive AI innovations in retail. The findings assist 

retailers and technology providers in aligning AI strategies with customer expectations. Moreover, this 

analysis forms a foundation for advanced statistical techniques such as ANOVA and regression analysis. 
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Overall, descriptive statistics provide valuable preliminary insights into the role of AI in transforming in-

store consumer engagement and experience. 

 

Determinants of AI-driven smart technologies influence consumer engagement, satisfaction, and 

decision-making during in-store shopping experiences. 

Table: 1.3 

Determinants of AI-driven smart technologies influence consumer engagement, satisfaction, and 

decision-making during in-store shopping experiences. 

Descriptive Statistics 

Particulars N Minimum Maximum Mean 

Std. 

Deviation 

AI-driven technologies make my 

shopping experience more 

enjoyable. 

150 3 5 4.04 .747 

Interactive AI tools help me make 

quicker purchasing decisions. 

150 
3 5 4.00 .553 

I feel more engaged with the store 

when AI technologies are present 

150 
4 5 4.71 .454 

AI technologies improve the quality 

of information I get about products. 

150 
3 5 4.26 .681 

Using AI in-store increases my 

overall satisfaction with the 

shopping experience. 

150 

2 5 4.14 1.071 

AI features motivate me to explore 

more products in the store. 

150 
2 5 4.01 .753 

AI tools enhance my confidence in 

choosing the right products. 

150 
1 5 4.32 1.239 

I prefer stores that use AI-driven 

smart technologies over traditional 

stores. 

150 

3 5 4.11 .528 

I prefer stores that use AI-driven 

smart technologies over traditional 

stores. 

150 

4 5 4.65 .478 

AI-driven features positively 

influence my intention to purchase 

from the store. 

150 

4 5 4.20 .399 

Source: Primary Data 
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Table 1.3 presents the descriptive statistics on the determinants influencing consumer engagement, 

satisfaction, and decision-making through AI-driven smart technologies in physical retail environments. 

The results indicate a strong positive perception of AI adoption among respondents. The highest mean 

score is recorded for the statement “I feel more engaged with the store when AI technologies are present” 

(Mean = 4.71), suggesting that AI significantly enhances consumer engagement and interaction within the 

store. This is followed by “I prefer stores that use AI-driven smart technologies over traditional stores” 

(Mean = 4.65), highlighting a clear consumer preference for technologically advanced retail environments. 

Respondents also expressed high agreement with statements related to confidence and information quality, 

such as “AI tools enhance my confidence in choosing the right products” (Mean = 4.32) and “AI 

technologies improve the quality of information I get about products” (Mean = 4.26), indicating that AI 

supports informed decision-making. The statement “AI-driven features positively influence my intention 

to purchase from the store” (Mean = 4.20) reflects the role of AI in driving purchase intentions. 

Satisfaction-related aspects, including “Using AI in-store increases my overall satisfaction” (Mean = 4.14) 

and “I prefer stores that use AI-driven smart technologies over traditional stores” (Mean = 4.11), further 

reinforce the positive impact of AI on the shopping experience. 

Moderate but favorable responses were observed for “AI-driven technologies make my shopping 

experience more enjoyable” (Mean = 4.04) and “AI features motivate me to explore more products in the 

store” (Mean = 4.01), suggesting that AI contributes to enjoyment and exploratory behavior. Additionally, 

“Interactive AI tools help me make quicker purchasing decisions” (Mean = 4.00) indicates that AI aids 

efficiency during shopping. Overall, the findings reveal that consumer engagement, confidence, and 

preference for AI-enabled retail stores are the strongest outcomes of AI adoption, demonstrating the 

transformative role of AI-driven smart technologies in enhancing in-store shopping experiences. 

 

1.9 FINDINGS OF THE STUDY 

The findings of the study reveal that AI-driven smart technologies have a strong and positive influence on 

consumer engagement, satisfaction, and decision-making in physical retail environments. The majority of 

respondents demonstrated moderate to high familiarity with AI, indicating readiness to engage with smart 

retail technologies. Smart checkout and automated billing systems were identified as the most widely 

adopted tools, highlighting consumers’ preference for speed, convenience, and seamless transactions. AI-

based product recommendation systems significantly enhanced personalized shopping experiences and 

improved confidence in product selection. Interactive kiosks and smart displays contributed to higher 

levels of in-store engagement and made shopping more enjoyable. The presence of AI technologies 

increased consumers’ emotional and cognitive connection with retail stores. Respondents expressed higher 

overall satisfaction when AI tools were integrated into the shopping process. AI-driven features were 

found to positively influence purchase intentions and encourage product exploration. Smartphones 

emerged as the primary medium for interacting with AI-enabled retail services. Middle-aged, well-

educated, and middle-income consumers formed the dominant user group of AI technologies in retail 
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settings. Advanced AI applications such as in-store navigation and real-time inventory systems showed 

limited adoption despite their perceived usefulness. Variations in perceptions were observed, indicating 

differing levels of comfort and experience with AI tools. Overall, the study confirms that AI adoption 

enhances efficiency, personalization, and customer engagement. The findings underscore the 

transformative role of AI in redefining in-store retail experiences and shaping future retail strategies. 

 

1.10 POLICY FOR IMPLICATIONS 

The findings of this study provide valuable insights for retailers, policymakers, and technology developers 

regarding the adoption and optimization of AI-driven smart technologies in physical retail environments. 

First, given the strong consumer preference for smart checkout and automated billing systems, 

policymakers and retail managers should prioritize investments in AI tools that enhance transactional 

efficiency and reduce waiting times, as these directly improve customer satisfaction and store loyalty. 

Second, the popularity of AI-based product recommendation systems and interactive kiosks highlights the 

need for policies that encourage personalization and engagement-focused AI solutions, ensuring that 

retailers adopt technologies that enrich the in-store experience rather than merely automating processes. 

Third, since smartphones are the primary interface for AI interactions, policies should emphasize the 

development of mobile-friendly AI platforms and ensure accessibility across different consumer segments. 

Fourth, considering that middle-aged, well-educated, and middle-income consumers are the main users, 

policymakers could design awareness campaigns and training programs to enhance AI literacy among 

less-exposed segments, increasing inclusivity in AI adoption. Fifth, the limited adoption of advanced tools 

such as real-time inventory systems and in-store navigation aids suggests the need for guidelines that 

encourage wider implementation and integration of AI features across retail chains. 

Furthermore, data privacy and transparency policies must be strengthened to build consumer trust, 

especially when AI systems collect behavioral and preference data. Regulatory frameworks should 

mandate ethical AI usage, ensuring that personalization algorithms do not compromise fairness or 

consumer rights. Retailers should also be encouraged to regularly assess the effectiveness of AI tools and 

gather feedback to continuously enhance customer experience. Finally, policymakers can promote public-

private partnerships to support innovation, research, and the sustainable deployment of AI technologies in 

retail. Collectively, these policies can help maximize the benefits of AI adoption, improve consumer 

engagement, and ensure ethical, efficient, and inclusive implementation of smart technologies in physical 

retail. 

 

CONCLUSION 

The study concludes that AI-driven smart technologies are transforming the in-store shopping experience 

by enhancing consumer engagement, satisfaction, and decision-making in physical retail environments. 

The findings indicate that technologies such as smart checkout systems, AI-based product 

recommendations, and interactive kiosks significantly improve convenience, personalization, and 

confidence in product selection. Consumers perceive AI-enabled tools as valuable in making shopping 
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more efficient, enjoyable, and informative. The analysis also shows that smartphones serve as the primary 

medium for interacting with these AI technologies, highlighting the importance of mobile integration in 

retail strategies. 

Middle-aged, well-educated, and middle-income consumers emerged as the primary adopters, suggesting 

that targeted strategies can further improve AI engagement among different demographic groups. While 

advanced tools like real-time inventory systems and in-store navigation aids have limited adoption, they 

demonstrate potential to enhance customer experience if implemented more widely. Overall, the study 

confirms that AI adoption strengthens consumer preference for technologically advanced stores, positively 

influencing purchase intentions and exploration behavior. The results underscore the transformative role 

of AI in shaping modern retail, emphasizing the need for continuous investment, ethical implementation, 

and consumer-centric strategies. Ultimately, AI-driven smart technologies not only improve operational 

efficiency but also create more personalized, engaging, and satisfying shopping experiences, marking a 

significant shift in the future of physical retail. 
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