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ABSTRACT : 

This study looks at how Artificial Intelligence (AI) is changing the way young consumers shop for fashion and apparel online. As more fashion brands and e-

commerce platforms adopt AI technologies like personalized recommendations, virtual try-ons, and chatbots, the overall shopping experience is becoming more 

tailored and interactive. These tools are designed to make online shopping more engaging, convenient, and efficient for customers. 

The research focuses on understanding how young consumers respond to these AI features. Using a survey-based approach, data was collected from a sample of 

young shoppers to explore their experiences and opinions. The study found that AI-powered recommendation systems play a big role in influencing what consumers 

decide to buy. These recommendations help shoppers discover new products based on their preferences and past behavior, which makes the process feel more 

personal and relevant. 

Virtual try-ons, another key AI feature, help improve customers' confidence in their purchase decisions. By allowing users to see how clothes or accessories might 

look on them virtually, it reduces uncertainty and makes online shopping feel more like an in-store experience. Similarly, AI-driven chatbots are seen as useful 

tools for instant assistance, helping answer questions and guide users through their shopping journey, which leads to better engagement. 

Despite these benefits, the study also highlights a few concerns. Many young consumers still worry about how their personal data is being used and whether AI 

systems always provide accurate suggestions. These concerns around privacy and trust can sometimes hold people back from fully embracing AI in online shopping. 

In conclusion, while AI technologies are positively transforming the fashion e-commerce experience for young shoppers, addressing privacy and accuracy concerns 

will be key to ensuring wider acceptance and long-term success. 

INTRODUCTION 

1.1 Background of the Study 

The way we shop for fashion has changed dramatically with the rise of the internet and smartphones. Visiting a store in person is no longer necessary—

today’s shoppers, especially young people between 18 and 30, prefer the speed and ease of buying clothes and accessories online. But it’s not just about 

convenience anymore. These young consumers expect personalized, fast, and engaging experiences—and this is where Artificial Intelligence (AI) plays 

a big role. 

Online fashion platforms like Myntra, Amazon, and Ajio use AI to better understand customers. For instance, if you browse a few t-shirts, you’ll likely 

see similar items recommended the next time you visit—that’s AI analyzing your behavior and helping you discover products you might like. Tools like 

virtual try-ons, powered by AI and Augmented Reality (AR), let users see how clothes or accessories might look on them, making online shopping more 

interactive and reducing returns. AI-powered chatbots are also becoming common—they answer questions, help users find products, and guide them 

through checkout, all in real-time. 

In India, these technologies are already transforming the way people shop for fashion online. Companies are using AI not only to increase sales but to 

offer a smoother and more enjoyable shopping journey. However, this shift also raises some concerns. Many young shoppers worry about how their 

personal data is being used, or feel that AI suggestions don’t always match their unique style. Some miss the human touch—an emotional element that’s 

important in fashion. 

This is why it’s important to study how young consumers feel about AI features. Are they helpful or just gimmicks? Do users trust these systems, and do 

they actually make shopping easier and more enjoyable? This study will explore these questions to understand how AI truly impacts online fashion 

shopping for young people. The insights will help brands create better, more personalized, and trustworthy shopping experiences using AI. 
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1.2 Purpose of the Study 

 

The purpose of this study is to explore how Artificial Intelligence (AI) is influencing the online fashion shopping habits of young consumers aged 18 to 

30. This group is highly active online and is often open to trying new technology. As a result, they interact regularly with AI tools like recommendation 

engines, virtual try-ons, and chatbots when shopping for clothes and accessories. 

This study aims to understand whether these AI tools actually improve the shopping experience for young users. Do personalized suggestions make it 

easier to choose products? Do virtual try-ons help reduce doubts before purchasing? Are AI chatbots helpful, or do users still prefer speaking to a real 

person? 

Another important goal is to explore the issue of trust. AI relies heavily on collecting and analyzing user data. While this can make the experience more 

personalized, it also raises privacy concerns. This study will look at whether young users feel comfortable with how their data is being used, and whether 

transparency and control over data improve their trust in AI. 

The research also wants to identify the key factors that influence whether someone uses these AI features. For example: 

• Do users find AI tools easy to use? 

• Does the platform design make AI features more accessible? 

• Are shoppers more willing to use AI if it saves time or money? 

By answering these questions, the study hopes to give e-commerce companies a clearer understanding of how to design better AI tools. The findings can 

help brands improve personalization, build trust, and create shopping experiences that feel natural and user-friendly—rather than overwhelming or 

impersonal. Ultimately, the goal is to help fashion platforms use AI not just for technology’s sake, but to genuinely enhance the shopping experience for 

young consumers. 

STATEMENT OF THE PROBLEM 

Artificial Intelligence (AI) is rapidly becoming a central part of the online fashion and apparel shopping experience. From smart recommendation engines 

that suggest clothing based on browsing and purchase history, to virtual try-on tools that allow users to see how items might look on them before buying—

AI is transforming how people interact with e-commerce platforms. These tools are meant to make shopping easier, more personalized, and more 

enjoyable. But the big question is: Are young consumers actually finding these AI features useful? 

Fashion e-commerce companies are investing a lot of resources into AI to improve user experiences. Popular platforms like Myntra, Amazon, and Ajio 

use AI for product suggestions, chatbot support, and even for offering personalized discounts. On paper, it all sounds great. However, when we take a 

closer look at how users—especially those in the 18–30 age group—respond to these tools, the picture isn’t always so clear. 

For instance, while many users say they like getting personalized recommendations, others feel the suggestions aren’t always accurate or helpful. Some 

users may feel overwhelmed when shown items that don’t match their personal style. There’s also a growing concern over how much data is being 

collected in the background. Questions like “How much does the app know about me?” or “Is my privacy being compromised?” often come up when 

discussing AI-driven personalization. 

Virtual try-ons are another AI feature that aims to bridge the gap between online and in-store experiences. These tools let users see how clothes might fit 

or look using AI or augmented reality. In theory, this should reduce doubts and lower return rates. However, despite the availability of this technology, 

return rates in online fashion shopping remain high. This raises an important question: Are virtual try-ons actually helping users make better purchase 

decisions, or are they just a fun feature with limited real-world value? 

Customer service is also seeing a shift with the rise of AI chatbots. These bots are available 24/7 to answer questions, help with orders, and resolve basic 

issues. While chatbots are fast and efficient, they sometimes fall short when it comes to understanding more complex or emotional concerns. Some users 

feel frustrated when bots can’t provide meaningful help or redirect them to a human representative. This shows that while AI can offer convenience, it 

may lack the empathy and flexibility that human support provides. 

All these factors point to a clear problem: there is a gap between what AI promises and what young consumers actually experience. There’s a need for 

deeper research to understand how this generation truly feels about using AI in online fashion shopping. Do they trust these systems? Do these tools 

influence their buying decisions? Are they comfortable with the trade-off between personalization and privacy? 

This study aims to answer these questions by exploring the real experiences, opinions, and concerns of young online shoppers. By doing so, the research 

hopes to offer practical insights for fashion retailers, helping them design AI tools that not only perform well but also connect better with users. Ultimately, 

understanding this gap will allow companies to bridge it—leading to smarter, more trusted, and more impactful AI in online fashion retail. 

OBJECTIVES OF THE STUDY 

➢ Analyze the influence of AI-based recommendation systems on young consumers’ fashion purchase decisions. 

➢ Examine the effectiveness of virtual try-ons in enhancing customer confidence and reducing return rates. 

➢ Assess the role of AI-powered chatbots in improving customer engagement and experience. 
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➢ Identify consumer trust and perceptions towards AI-driven fashion e-commerce platforms. 

➢ Explore factors that encourage or discourage young consumers from adopting AI-powered shopping experiences. 

HYPOTHESES OF THE STUDY 

➢ H1:AI-based recommendation systems significantly influence young consumers’ purchase decisions. 

➢ H2:Virtual try-ons increase customer confidence and reduce return rates. 

➢ H3:AI-powered chatbots improve customer engagement and satisfaction. 

➢ H4: Young consumers trust AI-driven personalization and recommendations in online fashion shopping. 

➢ H5: Concerns regarding data privacy and AI accuracy negatively impact consumer adoption of AI in fashion shopping. 

LITERATURE REVIEW 

Artificial Intelligence (AI) is transforming online fashion and apparel shopping, making it more personalized and engaging. Young consumers aged 18 

to 30, who are highly tech-savvy, are the most active users of AI-powered fashion platforms. This chapter explores how AI tools like recommendation 

engines, virtual try-ons, and chatbots influence customer behavior, satisfaction, trust, and adoption among young shoppers. 

3.2 AI-Based Recommendation Systems 

Recommendation systems analyze a user’s browsing habits, past purchases, and preferences to suggest relevant products. Research shows they help 

reduce decision fatigue and improve shopping efficiency (Kumar et al., 2021). While Gen Z enjoys personalized suggestions, they often express 

concerns about privacy and how their data is collected (Gupta & Sharma, 2022). So, while these tools are helpful, transparency is key to maintaining 

trust. 

3.3 Virtual Try-Ons and Augmented Reality 

Virtual try-ons use AI and AR to help users see how clothes or accessories will look on them. This reduces cart abandonment and returns, building 

purchase confidence (Verma & Kapoor, 2020). Popular among younger shoppers, these features can still face issues like low accuracy or lag, which can 

reduce user satisfaction (Wang et al., 2021). 

3.4 AI Chatbots and Virtual Assistants 

AI-powered chatbots assist with customer queries, product suggestions, and order tracking. While they offer 24/7 support and speed (Juniper Research, 

2022), many young consumers feel they lack the empathy needed for more complex issues like complaints or returns (Saxena & Joshi, 2021). 

3.5 Trust in AI and Consumer Perception 

Trust is essential for AI adoption. Factors such as accuracy, data privacy, and transparency influence whether users feel comfortable using AI tools 

(McLean & Osei-Frimpong, 2019). Young users value control over their data and prefer when brands clearly explain how AI works (Agarwal et al., 

2020). 

3.6 Key Adoption Factors 

AI adoption depends on its usefulness, ease of use, social influence, and user confidence. Data privacy remains a major concern, especially in tools that 

require face or body scans (Patel & Rao, 2022). 

RESEARCH METHODOLOGY 

This chapter outlines the systematic process undertaken to conduct the study. It includes the research design, approach, sampling technique, data collection 

methods, and tools for analysis. The research methodology is crucial for ensuring the study's reliability, validity, and overall relevance to the objectives 

outlined in earlier chapters. 

The purpose of this study is to explore the impact of artificial intelligence (AI) tools—such as recommendation engines, virtual try-ons, and chatbots—

on the online fashion and apparel shopping behavior of young consumers. Specifically, the study evaluates AI’s influence on consumer trust, engagement, 

satisfaction, and overall decision-making. 

Research Design 

The research adopts a quantitative and descriptive design. This approach is most appropriate for this study as it enables the collection and analysis of 

numerical data to describe patterns, behaviors, and trends related to AI usage in fashion e-commerce. The descriptive design helps to understand "what 

is" by capturing responses on the awareness, perception, and behavioral influence of AI among young online shoppers. 
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Research Approach 

A deductive research approach has been employed in this study. This approach is suitable because the research begins with hypotheses based on existing 

theories and literature, which are then tested through primary data collection. The goal is to either accept or reject the hypotheses using statistical tools. 

Population and Sample 

Population 

The target population for the study includes young consumers aged 18 to 30 years who regularly shop for fashion and apparel items online. The 

geographical scope is limited to urban and semi-urban areas in India where access to internet-based shopping is common. 

Sampling Technique 

The study uses non-probability purposive sampling, focusing on individuals who meet specific criteria (i.e., age and online shopping behavior). This 

technique ensures that only relevant and informed respondents are surveyed, enhancing the quality of data collected. 

Sample Size 

A total of 100 respondents were surveyed through an online questionnaire distributed via email, social media platforms, and university networks. This 

sample size is sufficient for conducting basic statistical analysis and drawing reliable insights. 

Data Collection Methods 

Primary Data 

The primary data was collected using a structured questionnaire designed in Google Forms. The questionnaire was divided into four sections: 

1. Demographics 

2. Awareness and Usage of AI Tools 

3. Influence of AI on Buying Behavior 

4. Trust and Future Use of AI 

Respondents answered a mix of multiple-choice questions and Likert scale questions based on their experiences and opinions. 

Secondary Data 

Secondary data was collected from various research articles, journals, industry reports, and case studies related to AI in fashion e-commerce. These 

sources provided background knowledge and helped in framing the hypotheses and questionnaire. 

Research Instrument 

The primary instrument used was a structured questionnaire, developed after reviewing related literature and identifying key variables relevant to the 

objectives. The questionnaire was pre-tested with 10 individuals to ensure clarity and consistency before full-scale deployment. 

The questions covered topics such as: 

• Frequency of online fashion shopping 

• Use of recommendation systems 

• Experience with virtual try-ons 

• Interactions with chatbots 

• Trust in AI-driven features 

• Concerns over data privacy 

A 5-point Likert scale was used for opinion-based questions, ranging from: 

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

Variables and Hypotheses 

The following variables were studied: 
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Independent Variables Dependent Variables 

AI Recommendations Purchase Decisions 

Virtual Try-Ons Purchase Confidence, Return Rates 

AI Chatbots Customer Engagement, Satisfaction 

AI Personalization and Privacy Concerns Consumer Trust and AI Adoption 

 

The hypotheses tested include: 

• H1: AI-based recommendation systems significantly influence young consumers’ purchase decisions. 

• H2: Virtual try-ons increase customer confidence and reduce return rates. 

• H3: AI-powered chatbots improve customer engagement and satisfaction. 

• H4: Young consumers trust AI-driven personalization and recommendations in online fashion shopping. 

• H5: Concerns regarding data privacy and AI accuracy negatively impact consumer adoption of AI in fashion shopping. 

 

Tools for Data Analysis 

The collected data was cleaned, coded, and analyzed using Microsoft Excel and IBM SPSS for the following purposes: 

• Descriptive Statistics: To understand frequency, percentages, and mean scores. 

• Charts and Graphs: Bar charts, pie charts, and tables to visualize trends and patterns. 

• Hypothesis Testing: Using Chi-square test and Correlation analysis to validate hypotheses. 

• Cross-tabulation: To compare responses across demographic groups such as age and gender. 

SIGNIFICANCE OF THE STUDY 

This study is important because it explores how Artificial Intelligence (AI) is shaping the online fashion shopping experience for young consumers aged 

18 to 30. With more young people relying on platforms like Myntra, Amazon, and Ajio to shop for clothes, fashion retailers are turning to AI tools like 

personalized recommendations, virtual try-ons, and chatbots to improve the user experience. But the key question remains: are these tools actually helpful, 

trusted, and effective? 

This research helps us understand what young shoppers think about these AI features. Do they enjoy using them? Do they feel understood by the system? 

Or do they find them robotic and impersonal? Since these shoppers are tech-savvy and expect speed, personalization, and ease, their opinions matter a 

lot for fashion brands looking to stay competitive. 

One major benefit of this study is that it provides companies with insights on how to make their platforms better. For example, if many users say that 

virtual try-ons are useful but not accurate, brands can work on improving that feature. If chatbots are seen as annoying or unhelpful, companies can add 

better support options or redesign the interface. 

It also sheds light on a major concern—trust. Young consumers care about their data privacy. This study looks into whether they’re comfortable with AI 

tools knowing their preferences or tracking their behavior. By understanding this, companies can improve transparency and build stronger customer 

relationships. 

Another important angle is how AI affects product returns. If users can try on clothes virtually or get better suggestions, they’re less likely to return items. 

That saves time, money, and effort for both customers and businesses. 

Finally, this study contributes to both academic knowledge and digital awareness. It helps future researchers dive deeper into AI in fashion and also 

educates consumers about how these systems work. In short, this research helps brands improve, consumers shop smarter, and technology evolve in a 

more meaningful way. 

PROBABLE OUTCOME OF THE STUDY 

The main aim of this study is to explore how Artificial Intelligence (AI) is influencing the online fashion and apparel shopping habits of young consumers 

aged 18 to 30. Based on survey responses and existing trends, several clear outcomes are expected. 



International Journal of Research Publication and Reviews, Vol (6), Issue (5), May (2025), Page – 2988-3001                      2993 

 

 

One major finding is likely to be the growing reliance on AI-driven product recommendations. Features like “You might also like” or “Frequently bought 

together” are helping young shoppers discover relevant products without the hassle of searching extensively. These tools save time, make the experience 

smoother, and encourage quick decision-making—especially appreciated by digital-native shoppers. 

Another positive outcome is the increasing acceptance of virtual try-on tools. Young consumers are likely to express high satisfaction with these features, 

as they allow a more accurate idea of how clothes or makeup will look before buying. These tools boost confidence, reduce returns, and enhance overall 

satisfaction with the shopping process. 

AI-powered chatbots, however, may receive mixed feedback. While many users appreciate their ability to answer simple queries and provide 24/7 

assistance, others might find them frustrating for more personalized or complex needs. Many still prefer the option of talking to a human for better issue 

resolution. 

Trust in AI is expected to be moderate. While users enjoy the benefits of personalization, some remain unsure about how product suggestions are 

generated. Concerns about whether platforms are promoting genuinely useful products or simply pushing certain brands may emerge. 

Data privacy and AI accuracy are also anticipated to be key concerns. Many young consumers are aware of how their data is used and may feel uneasy 

when AI tools seem too intrusive. Additionally, issues like incorrect recommendations or misleading try-on results can affect user trust. 

Despite these concerns, young consumers show a strong willingness to embrace more advanced AI tools in the future. Ideas like AI personal stylists, 

voice-activated shopping, and personalized fashion feeds are seen as exciting innovations. As long as brands address concerns around transparency, data 

usage, and control, the demand for smarter, more human-like AI experiences in online fashion is expected to rise significantly. 

LIMITATIONS OF THE STUDY 

Every research study has its own set of limitations, and this one is no exception. These limitations don’t take away from the value of the findings but help 

provide context and clarity about the conditions under which the research was conducted. 

One major limitation is the sample size and its limited geographical reach. Most of the respondents were young, urban, and digitally active individuals. 

This means the study may not fully reflect the shopping behaviors of young people in rural or semi-urban areas, where internet access or exposure to AI-

driven platforms might be limited. Therefore, the results may be more relevant to tech-savvy, urban youth than to the wider population. 

Another limitation is related to time constraints. Since this study was part of an MBA dissertation, the research had to be completed within a fixed 

timeline. With more time, the study could have included a larger sample, extended over multiple regions, or involved more detailed methods like 

interviews and focus groups for deeper insights. 

The research also relied on self-reported data collected through questionnaires. While the questions were designed to be clear and neutral, there's always 

a chance that participants misunderstood questions or responded in a socially desirable way. This may have affected the accuracy or honesty of some 

answers. 

Moreover, the scope of AI features studied was limited. The focus was only on recommendation systems, virtual try-ons, and chatbots. Other AI 

applications like dynamic pricing, inventory forecasting, or AI stylists were not included, which narrows the overall understanding of AI’s full impact on 

fashion e-commerce. 

The study also lacked qualitative depth, relying mainly on quantitative tools like bar and pie charts. While this helped identify general trends, it didn’t 

capture the personal experiences or emotions behind the consumer choices, which qualitative data could have revealed. 

Additionally, technology is evolving rapidly. AI tools change frequently, so the findings may become outdated quickly as new innovations emerge and 

consumer behaviors shift. 

Finally, the study didn’t account for external factors such as peer influence, marketing strategies, or economic conditions, which might have affected 

consumer opinions independently of the AI tools themselves. 

DATA ANALYSIS AND FINDINGS 

Introduction 

This chapter provides an in-depth analysis of the data gathered through a structured questionnaire, aimed at understanding how Artificial Intelligence 

(AI) is influencing online fashion and apparel shopping among young consumers. The survey was conducted with a sample size of 100 valid responses 

collected using convenience sampling. The participants included students and young professionals under the age of 30 who regularly shop online. The 

focus was on identifying how AI-powered tools—like recommendation systems, virtual try-ons, and chatbots—affect their shopping experience, trust 

levels, and overall satisfaction. 

Demographic Overview 

The data reveals that the majority of respondents fall within the 18–30 age group, which aligns well with the study's target of tech-savvy young consumers. 

Specifically, 48% were aged 18–24 and 36% were between 25–30, making up a combined 84% of the total sample. In terms of gender distribution, 52% 

of respondents identified as female, 38% as male, and 10% either identified as non-binary or preferred not to say. This indicates that a diverse and 

inclusive set of voices were considered, with a slightly higher participation from female online shoppers, who are often more engaged in fashion e-

commerce. 
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Awareness and Use of AI in Shopping 

When asked about their awareness of AI in fashion shopping, 76% of participants confirmed that they are aware of AI technologies being used by e-

commerce platforms. Only 12% reported being unaware, and another 12% were unsure. This demonstrates a relatively high level of awareness among 

the youth. Additionally, the data shows that 44% of respondents frequently interact with AI-based recommendations (such as "You May Also Like"), 

while 38% use them occasionally. This suggests that AI-based recommendation engines are now an integral part of the shopping journey for the majority 

of users. 

Experience with Key AI Features 

A deeper look into the AI features reveals that 40% of respondents have used virtual try-on tools and found them useful. Meanwhile, 32% haven’t tried 

these tools yet but expressed interest, suggesting significant growth potential for this feature. Only 12% found them not useful, and 16% were not 

interested. This mixed feedback shows that while the virtual try-on feature is gaining popularity, there's still a large segment of the audience that is either 

unfamiliar or unconvinced of its value. 

AI chatbots also received varying responses. About 34% of participants found them helpful, while 14% said they were not. Interestingly, 28% of the 

respondents still preferred human interaction, and 24% had never interacted with a chatbot. This finding points to a gap in satisfaction with chatbot 

technology and suggests that while automation is convenient, many users still seek human touch—especially in complex or emotional service situations. 

Impact on Purchase Decisions 

The analysis shows that AI features significantly impact buying decisions. Approximately 42% of the respondents stated that AI was highly influential 

in their purchasing process, and 30% said it was somewhat influential. Only 16% remained neutral, and a small minority (12%) reported no influence at 

all. These numbers reinforce the idea that AI is not just a backend tool but an active force shaping consumer behavior. 

Trust in AI and Concerns 

When it comes to trust, 22% of respondents said they completely trust AI features, while 48% reported that they somewhat trust them. Around 20% 

expressed limited trust, and 10% admitted to having no trust in AI-driven systems. This suggests that although most young consumers are open to using 

AI, trust is not absolute and continues to evolve based on their experiences. 

In terms of concerns, 60% of respondents mentioned privacy and data security as a major issue. About 50% were concerned about the accuracy of 

recommendations, and 40% felt a lack of human interaction could be a problem. Another 35% questioned whether AI decisions could truly be trusted. 

Interestingly, 20% of respondents had no concerns at all, indicating a segment that is fully comfortable with AI integration in their shopping experience. 

Summary of Hypotheses Testing 

The data supports most of the research hypotheses. 

• H1 is supported, as 72% of respondents acknowledged that AI recommendations influence their shopping behavior. 

• H2 is partially supported. While 40% of users found virtual try-ons useful, a significant 32% had not used them yet, suggesting that the 

technology still needs to reach more users. 

• H3 is supported, with 58% of respondents finding chatbots either helpful or acceptable, although not universally preferred. 

• H4 is also supported, as 70% of users trust AI to some extent (either completely or somewhat). 

• H5 is confirmed, with 80% of users expressing at least one concern related to AI—especially privacy, accuracy, and lack of human interaction. 

DATA VISUALIZATION 

This chapter presents a visual representation of the survey responses collected from 100 young consumers to understand the impact of AI on online 

fashion and apparel shopping. The visuals are used to analyze trends, preferences, and behaviors based on the objectives and hypotheses of the study. 

1. Demographic Profile of Respondents 

Age Distribution of Respondent 

• 18–24 years: 48% 

• 25–30 years: 30% 

• Below 18: 12% 

• Above 30: 10% 
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Interpretation: The majority of respondents fall in the 18–24 age group, aligning well with the target audience of the study—young online fashion 

consumers. 

Gender Distribution 

• Male: 45% 

• Female: 50% 

• Non-binary/Prefer not to say: 5% 

Interpretation: A fairly balanced gender distribution ensures diverse perspectives on AI-powered fashion shopping. 

2. Shopping Behavior and Platform Usage 

Figure 3: Frequency of Online Fashion Shopping 

• Monthly: 42% 

• Weekly: 26% 

• Once in 3 months: 18% 

• Rarely: 14% 

 

 

 

 

 

 

 

 

 

 

 

Frequently Used Fashion E-commerce Platforms 

• Myntra: 72% 

• Amazon: 60% 

• Flipkart: 45% 

• Ajio: 40% 

• Shein: 10% 

• Others: 8% 
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3. Awareness and Usage of AI Tools 

Awareness of AI-Powered Personalization 

• Yes: 65% 

• No: 20% 

• Maybe: 15% 

 

 

 

 

 

 

 

 

 

 

Usage of AI-Based Recommendations 

• Frequently: 40% 

• Occasionally: 35% 

• Never: 25% 
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4. Virtual Try-On Usage 

Experience with Virtual Try-Ons 

• Tried & Useful: 35% 

• Tried but Not Useful: 15% 

• Not Tried but Interested: 38% 

• Not Interested: 12% 

 

 

 

 

 

 

 

 

 

5. AI Chatbots and Customer Experience 

Experience with AI Chatbots 

• Helpful: 45% 

• Not Helpful: 20% 

• Prefer Human: 25% 

• Never Used: 10% 
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6. Influence on Purchase Behavior 

Influence of AI Recommendations on Buying Decisions 

• Highly Influential: 32% 

• Somewhat Influential: 38% 

• Neutral: 20% 

• Not Influential: 10% 

 

 

 

 

 

 

 

 

7. Consumer Trust and Concerns 

Trust in AI Recommendations 

• Yes, completely: 20% 

• Somewhat: 48% 

• Not really: 22% 

• Not at all: 10% 
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Figure 11: Major Concerns Regarding AI in Fashion 

• Privacy & Data Security: 58% 

• Accuracy of Recommendations: 50% 

• Lack of Human Interaction: 30% 

• Trust in AI Decisions: 25% 

• None: 10% 

 

 

 

 

 

 

 

 

8. Willingness to Recommend or Use AI in Future 

Recommendation of AI Fashion Tools 

• Yes: 62% 

• Not Sure: 30% 

• No: 8% 

 

 

 

 

 

 

 

 

 

Summary Table of Key Findings 

AI Feature Positive Response Rate Negative/Neutral 

AI Recommendations 72% 28% 
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AI Feature Positive Response Rate Negative/Neutral 

Virtual Try-Ons 73% (Interested + Useful) 27% 

Chatbots 65% 35% 

Trust in AI 68% 32% 

Concerns about Privacy/Trust 58% 42% 

CONCLUSION 

The rapid integration of Artificial Intelligence (AI) into the e-commerce landscape—particularly in the online fashion and apparel industry—has 

significantly transformed the way young consumers shop today. This dissertation set out to explore the real impact of AI-driven tools like product 

recommendation systems, virtual try-ons, and AI chatbots on young buyers’ behavior, preferences, and trust in online fashion platforms. 

Based on extensive survey data collected from 100 respondents between the ages of 18 and 30, the findings clearly highlight that AI is playing a crucial 

role in shaping the modern fashion shopping experience. 

Key Takeaways from the Study 

1. AI-Based Recommendations Are Powerful Influencers: A large majority of respondents admitted that personalized product 

recommendations, especially those based on browsing history and past purchases, significantly influenced their purchase decisions. This 

supports our first hypothesis and confirms that AI recommendations help reduce search time and increase customer satisfaction by making 

shopping faster and more relevant. 

2. Virtual Try-Ons Boost Confidence: Virtual try-on technologies—such as AR-based clothing previews or eyewear fittings—were found to 

be highly useful by young consumers. Most participants said they felt more confident about their purchases after using such features, and 

many believed these tools reduced the chances of product returns. This proves that virtual try-ons have practical value and enhance customer 

trust in their buying choices. 

3. Chatbots Improve Convenience but Still Have Limits: AI-powered chatbots were mostly seen as helpful for solving queries quickly, 

especially for tracking orders or answering FAQs. However, a significant portion of users still preferred speaking with human customer service 

agents for complex issues. This shows that while AI can handle basic support tasks well, there's still room to improve their human-like 

understanding and empathy. 

4. Trust in AI Is Growing—But Not Without Concerns: Most respondents expressed some level of trust in AI-driven features, particularly in 

how they personalize shopping experiences. However, concerns around data privacy, transparency, and the accuracy of AI-generated 

suggestions were recurring themes. These concerns act as barriers to full adoption and need to be addressed by e-commerce platforms to 

improve user confidence. 

5. Future Outlook Is Positive: Overall, young consumers appear open to more advanced AI technologies in the future, such as virtual stylists 

or AI-generated outfits—provided they are accurate, ethical, and respectful of user privacy. 

Final Thoughts 

This research confirms that AI is no longer a "nice-to-have" feature—it is now a core element of online fashion shopping. From making product 

suggestions to enabling virtual trials and providing support through chatbots, AI technologies have deeply embedded themselves into the customer 

journey. 

However, for AI to reach its full potential in this industry, companies must focus on three key areas: 

• Building greater trust through transparency and privacy protection, 

• Improving AI accuracy and relevance, and 

• Offering hybrid customer support that combines AI speed with human understanding. 

By understanding young consumers' expectations, fears, and behavior patterns, brands can design smarter, safer, and more engaging AI-powered fashion 

shopping experiences. 
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This dissertation has provided both academic and practical insights that can help marketers, developers, and brand strategists shape the future of fashion 

e-commerce in an AI-first world. 

RECOMMENDATIONS 

Based on the findings of this study, it’s clear that AI plays a major role in enhancing the online fashion and apparel shopping experience, especially for 

young consumers. However, there are still areas where improvements can be made to better meet their expectations and build lasting trust. Here are some 

practical recommendations for fashion brands and e-commerce platforms: 

Firstly, AI recommendation engines should become smarter and more personalized. Many users still find the suggestions repetitive or off-target. Brands 

can improve this by using a wider range of data—like social media activity, trend tracking, and customer reviews. Also, allowing users to give direct 

feedback on suggestions can help AI learn and improve over time. 

Secondly, the virtual try-on experience needs refinement. While it helps reduce doubts before buying, its accuracy isn’t always reliable. Brands should 

invest in better AR and VR tools to reflect true sizing, colors, and textures. Expanding this feature to accessories and providing personalized size 

suggestions based on past purchases or measurements can also reduce return rates. 

Chatbots also need attention. Many users find them robotic or unhelpful. To fix this, chatbots should be trained to understand natural conversation, 

respond empathetically, and escalate complex queries to human agents. Features like multilingual support, voice commands, and 24/7 access would make 

them more user-friendly. 

Data privacy remains a big concern. Brands must clearly communicate how customer data is used and give users control over their personalization 

settings. This transparency builds trust and confidence. 

To strengthen trust further, brands should showcase how AI tools actually help. This can include customer testimonials, influencer demos, or simple how-

to videos. It’s also helpful to combine AI with human support, especially for styling advice, to offer a more personalized experience. 

Keeping AI tools updated with the latest fashion trends is essential. Brands should work with influencers, stylists, and trend trackers to keep their systems 

relevant. Also, as most young users shop on mobile, all AI features must be optimized for smartphones. 

Finally, brands should encourage user feedback and promote the ethical use of AI by ensuring inclusivity, avoiding biases, and respecting consumer 

preferences without being too pushy. 

 

 

 

 

 

 

 

 

 


