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Familiarity with AI in Retail Interaction with AI In-Store Impressions of AI in Retail



Comfort with AI in Retail

•
•
•

AI Services Wanted



AI Impact on Shopping Experience Efficiency in AI-supported Services

Preference for AI-supported Services

•



Satisfaction with AI Personalized Promotions

•

Trust AI Recommendations In-Store

Likelihood to Purchase Product Recommended by AI
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Perceptions towards AI keeping products stocked Noticed Changes in Availability
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AI Generated Digital Displays Overview (Top 2 Box)
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Consumer Benefits Overview – Influence on Retailer Selection (Top 2 Box)
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Privacy Concerns and Ethical Considerations with AI
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•



Usage of AI

•

AI Impressions AI Supported Services Used

T2B

82%



Overall Impact of AI on Store Operations AI Improving Efficiency

AI To Keep Stock



Feelings Towards AI-Driven Customer Service Feelings Towards AI-Generated Personalized Content In-Store



Influencers of Using AI

T2B

95%

T2B

95%

T2B

95%
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