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Abstract
[bookmark: _Hlk200972062]Numerous recent overviews and studies pertaining to general and strategic viewpoints, such as consumer behavior, demonstrate how artificial intelligence (AI) has recently drawn considerable interest in marketing research. The use of AI in today’s world is a global trend. The objective of this study is to provide a conceptual review of the role of AI in online shopping and to identify the role of consumer’s trust towards the use of AI technologies in online shopping apps. This study investigates a substantial association between trust and perceived usefulness, perceived social presence, anthropomorphism, and algorithmic transparency as well as influence on purchase intention. The result of this study may provide useful insights to third-party marketplaces to enhance firms’ innovation activities. When examining the technology strategy, it is essential to make sure the strategy is flexible, evaluate the present and future technical landscape, and match it with more general corporate goals. This entails being aware of how technology can control risks, promote innovation, improve customer experience, and improve operations. AI powered products and services are altering consumer behaviour in many domains, and this trend is getting faster. Due to this technology, consumer research on the effects of artificial intelligence has become one of the marketing research fields that has expanded the fastest in recent years.
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Introduction
The use of Artificial intelligence (AI) in today’s world is a global trend. It has recently become the object of much attention in marketing research as reflected by the number of recent overviews and reviews related to a general and strategic perspective, such as consumer behaviour (Ameen et al., 2021; Hollebeek et al., 2024; Jain et al., 2024; Mariani et al., 2022; Pentina et al., 2023; Vaid et al., 2023). As human capabilities are multifaceted and subject to change, they also reflect the AI systems and applications (Barth & de Jong, 2017). In this paper, we discuss the impact of AI technologies on consumer behaviour, focusing on the purchase intention of online shopping apps. 
The capacity of AI systems to learn, reason, self-correct, and mimic human decision-making in certain domains is growing, which is inspired by human intellect (Hamida et al., 2024; Janiesch et al., 2021). Nowadays, AI is pervasive in society, enabling smart applications and technologies, including social media platforms, fitness trackers, smart home appliances, and autonomous driving systems (Park & Kang, 2024; Baburaj et al., 2025). Many AI-enabled devices are endowed with humanistic traits and natural language processing skills, making them social actors (Pavone et al., 2024; Zhang & Dafoe, 2019). Additionally, AI technologies have varying degrees of autonomy, which reduces the need for human supervision or oversight.
A few theories used in this study, such as trust theory, CASA (Computers are Social Actors), and UTAUT2, offer a comprehensive and integrative approach (by incorporating the main explanatory variables of previous theoretical models on technology acceptance and use) and hence represent one of the dominant theoretical frameworks in this area of research. Additionally, the model has proven to be valuable when examining the acceptance and use of technology in various contexts (Herrero et al., 2017; Tamilmani et al., 2020). 
Despite the increasing integration of AI generated recommendations in shopping apps, consumer trust remains a significant barrier to the widespread adoption of these recommendations. Factors such as perceived usefulness, social presence, anthropomorphism, and algorithmic transparency play crucial roles in shaping consumer attitude and behaviour. However, existing literature lacks comprehensive models that integrate these variables to explain consumer trust in AI recommendations. Furthermore, there is a dearth of empirical studies examining these relationships in the context of Southeast Asia, particularly in Malaysia. This research aims to bridge these gaps by developing and testing a conceptual framework that elucidates the impact of AI-generated recommendations on consumer trust and purchase intentions, with a focus on social aspects. 
Literature Review
Perceived Usefulness
Perceived usefulness is a critical component of the Technological Acceptance Model. This concept plays a significant role in predicting user intentions and behavior. Researchers describe perceived usefulness as “the extent to which an individual believes that utilizing a certain system would improve his or her job performance” (Davis, 1989). Perceived usefulness can be interpreted as people’s opinions about whether a new technology could improve their performance and alter the way they conduct business (Wang et al., 2022; Linh & Huyen, 2025; Idris & Bakar, 2020). It has also been characterised by Suryani (2025) as customers’ perceptions of whether the new technologies they are now utilising will improve the effectiveness and performance of the tasks they are performing. Perceived usefulness is the realisation of the extent of the advantages derived from utilising a specific system (Fridkin et al., 2024). It is the degree to which an individual believes that utilising a specific system will enhance performance at work. This implies that an individual will view technology as helpful for a task that can boost productivity.

In addition, perceived usefulness has a significant and favourable effect on trust (Anbari et al., 2024). The positive association between perceived usefulness and trust is also explained by Wilson et al. (2021), who claim that perceived usefulness significantly and favourably influences trust. The study’s findings by Latifah et al. (2020), Syaharani and Yasa (2022), and Yudiantara and Widagda (2022) are consistent with previous studies. Based on this result, it is possible to conclude that the higher an e-commerce customer’s perception of the usefulness of the online apps, the greater the customer’s trust in the web. Hence, the following hypothesis was developed: 
H1: Perceived usefulness has a significant positive effect on trust	
Perceived Social Presence
Social presence is the ability to communicate social cues in the absence of physical interaction (Leong & Meng, 2022). Social presence is important in online interactions because it influences users’ psychological reactions and attitudes toward digital agents (Munnukka et al., 2022). Based on previous research, social presence on online platforms can improve trust, which in turn affects purchase intentions (Nor et al., 2019; Pham & Tran, 2025; and Harris & Goode, 2010). Social presence and trust encountered in conversations are significantly correlated (Gammoudi & Rached, 2025). This is also corroborated in Thesia and Aruan (2023) study. 
Furthermore, Nadeem et al. (2020) highlighted the important connection between the development of trust and social presence. There is a sense of high social presence when digital interfaces, such as chatbots, digital agents, or avatars that behave and seem like humans, are present (Janson, 2023). Social presence and trust are positively correlated, according to several studies, such as Mishra (2025) and Zhu et al. (2020). Social presence can boost trust in both general and online review contexts. Studies have found that the embodiment of an agent can increase trust because users are better able to perceive its social presence (Al-Oraini, 2025; Lu et al., 2016; Thabet & Zghal, 2013). Hence, the following hypothesis was developed: 
H2: Perceived social presence has a significant positive influence on trust
Anthropomorphism
[bookmark: bb0430][bookmark: bb0445]Anthropomorphism can be defined as the tendency of a technology to be perceived as having human characteristics such as feelings or emotions (Li & Suh, 2022). It is associated with how a machine can communicate with a human in the most naturalistic way. AI-based systems need to mimic human interaction mechanisms as well as employ other features of human behaviour that can provide the potential of the human user to make social attributions and to trigger corresponding emotions and behaviour (Collins et al., 2021). Having human-like features will lead individuals to trust AI based systems to perform their intended functions efficiently (Schmidt et al., 2020). 
[bookmark: bb0195]Anthropomorphism has also been commonly associated with trust in AI. Few studies have investigated the influence of anthropomorphism on trust within the AI-based systems context such as Wu et al. (2023) conducted an experiment to test whether anthropomorphism would increase trust in autonomous vehicles. A review of empirical research by Glikson and Woolley (2020) found that AI’s anthropomorphism significantly influences trust in this technology. Hence, the following hypothesis was developed: 
H3: Anthropomorphism has a significant positive effect on trust
Algorithmic Transparency 
Algorithmic transparency is the availability of information about the decision-making process and results of an algorithm (Wang, 2022; Wang et al., 2022). As a result, algorithmic openness lessens the knowledge asymmetry between consumers and algorithms (Kozyreva et al., 2021). Therefore, the more transparent algorithmic decision-making is, the more thorough, detailed, and pertinent the explanations are. Users can learn how algorithmic judgments are made through transparency (Agbabiaka et al., 2025; Watson & Nations, 2019). Transparency plays an important indirect role in regulating trust (Wanner et al., 2022). Observing a system’s behavior in terms of transparency plays a crucial role, as information system research has argued that transparency can enhance the cognition-based aspect of trust towards the system (Shin et al., 2020). Users are more likely to believe that AI systems are fair when they offer transparent justifications and insights into their decision-making procedures (Curchod et al., 2020; Laato et al., 2022). 

As AI systems become integrated into daily routines and influence users’ decisions and actions, anxiety about the transparency of machine learning models has grown (Kaplan & Haenlein, 2020). This anxiety stems from concerns such as incorrect decision-making due to AI bias and social risks related to privacy violations (Sreerama & Krishnamoorthy, 2022), among many others. Therefore, studies suggest that for true accountability, these AI models must be both transparent and interpretable (Grimmelikhuijsen, 2023; Robinson, 2020). Hence, the following hypothesis was developed:  
H4: Algorithmic transparency has a significant positive effect on trust
Trust and purchase intention
Sembada and Koay (2019) considered trust is a crucial element in verifying an online transaction from a theoretical perspective. Trust in a system affects one’s behavioural intentions (Sharif & Raza, 2017; Twenge et al., 2007) especially in the context of human AI interaction (Lee & See, 2004; Zhang et al., 2019). Trust is defined as the attitude of an agent to help achieve personal goals in situations characterized by uncertainty and vulnerability (Lee & See, 2004). Therefore, in the context of this study, human AI interaction trust is the degree to which consumers believe that AI is reliable and trustworthy when performing related services and decisions. Existing literature suggests that interaction trust is especially important in handling consumer and AI relationships (Li et al., 2023; Henrique & Santos, 2024). Consumers need to build trust to overcome perceptions of risk and uncertainty and thus be more likely to use AI services (Mcknight et al., 2002; Zhang et al., 2019). 
Purchase intention is a significant factor in customer behaviour especially when it comes to online purchasing (Adiratna & Wulansari, 2021; Baeshen, 2021; Hassan et al., 2018). Purchase interest is the stimulation that results from an individual's attraction to a product once they view it, which in turn causes them to react favourably to an offer made by a seller (Lee et al., 2023). There are various visible markers of buying interest in the context of online purchasing (Cao & Putit, 2024; Indiani et al., 2020). These factors include the desire to shop online, the intention to make an online purchase, and the willingness to provide credit card information. This indicates how interested and prepared customers are to buy products online. Interest in online shopping continues to rise due to technological advancements and the internet's increasing accessibility (Choudhury & Shamszare, 2024). This is because internet buying makes it simple and convenient for customers to shop from home instead of going to a physical store. Therefore, trust can enhance consumers’ intentions to shop online and promote more shopping behaviours (Zhao et al., 2019). Hence, the following hypothesis was developed: 

H5: Trust has a significant positive effect on purchase intention
The mediating role of trust
Ventre and Kolbe (2020) explained that perceived usefulness had a significant positive effect on trust. While Syaharani and Yasa (2022) stated that perceived usefulness through trust had a positive and significant effect on online purchases. 
Both generally and in relation to online reviews, social presence has been shown to boost trust (Andrzej et al., 2014; Zhu et al., 2020). Mkedder and Özata (2024) highlighted that social presence are a significant determinant of purchase intention. 
Anthropomorphism has a positive effect on consumer trust (Munawar et al., 2023). While study by Chen and Park (2021) found that the importance of trust as a mechanism linking anthropomorphism to purchase intention. 
Moreover, the mediating effect analysis revealed that trust has a direct relationship with algorithmic transparency (Wanner et al., 2022). While, algorithmic transparency has a direct relationship with purchase intention (Fan & Liu, 2022). Therefore, in this case, it is assumed that trust could act as a mediator between algorithmic transparency and purchase intention. This suggests that while transparency directly affects purchase intentions, trust plays a crucial intermediary role in shaping consumer decisions (Dabbous et al., 2020; Hajli, et al., 2017).

Based on the assumption above, the following hypotheses were developed: 
H6(a): Trust plays a significant mediating role between perceived usefulness and purchase intention. 
H6(b): Trust plays a significant mediating role between perceived social presence and purchase intention. 
H6(c): Trust plays a significant mediating role between anthropomorphism and purchase intention. 
H6(d): Trust plays a significant mediating role between algorithmic transparency and purchase intention.
Methodology
[bookmark: bb0370][bookmark: bb0315][bookmark: bb0170]Data for this study will be collected using questionnaire survey via Google Forms. This study adapted the items for the framework’s constructs from prior studies after modifying them to fit the online shopping context. All measurements were collected using a 5-point Likert scale, where 1 indicated “strongly disagree” and 5 indicated “strongly agree.” For perceived usefulness were adapted from studies by Davis (1989). Perceived social presence adapted from Kim et al. (2020); Lee et al. (2006). The items for anthropomorphism adapted from Go and Sundar (2019); Nowak & Rauh (2005). While items for algorithmic transparency adapted from Liu (2025). The items for trust were adapted from the studies by Gefen (2000). While the items for purchase intention were adapted from the studies by Fishbein and Ajzen (1975). To verify previously developed hypotheses and statistically measure the relationship between variables, this study uses a quantitative technique to objectively and scientifically examine data. To arrive at accurate and trustworthy results, the data is converted into numerical values and subjected to statistical software analysis. It is intended that by using a quantitative method, the study will be able to present a quantifiable and unambiguous image of the phenomenon under investigation. 

Figure 1: Research Framework
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Conclusion 
AI-driven products and services are transforming consumer behaviour in many domains, and the pace of change is still increasing. Reflecting the radical implications of this technology, consumer research on the impact of AI has been growing rapidly in recent years to become one of the fastest-growing areas of research in marketing. To boost online purchase intention via AI and within third-party marketplaces, prioritize the integration of personalized recommendation features. By enhancing AI algorithms to offer tailored product suggestions based on user preferences and browsing behaviour, it is possible to increase the likelihood of purchases. Seamless integration of AI and coupled with continuous innovation in these areas, will foster stronger customer engagement, drive online purchase intention, and sustain competitiveness in the e-commerce market.
In conclusion, this study contributes to the growing body of knowledge on consumer behaviour in the digital age. The research proposes several important suggestions to enhance the online shopping app experience and strengthen purchase intention among users of online marketplaces. Today, the advancement of artificial intelligence (AI) technologies has further precipitated its application in human-robot interaction (Han & Conti, 2025; Wang et al., 2025), human-chatbot interaction (Bird et al., 2021; Łukasik, & Gut, 2025), and human-smartphone interaction (Dwyer et al., 2023).
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