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Abstract 
 
Artificial intelligence (AI) is transforming retail marketing by fundamentally 
changing how organizations understand consumers, design experiences, and 
compete in dynamic markets. This paper critically examines both the benefits and 
risks of AI adoption in the retail sector, which has seen rapid uptake driven by 
consumer expectations, omnichannel complexity, and heightened competition. 
Through a thematic structure, key AI applications—market research, pricing, 
promotion, customer relationship management, personalization, distribution, and 
customer engagement—are explored. The analysis highlights AI’s primary 
advantages, including efficiency, personalization, and predictive insights, as well as 
key risks related to privacy, fairness, transparency, and consumer trust. Special 
attention is given to dynamic pricing and chatbots, two prominent AI tools that are 
often contentious. The argument is that AI enables strategic differentiation but also 
introduces vulnerabilities that require strong governance and ethical oversight. The 
conclusion emphasizes practical implications for marketers, policymakers, and 
researchers, stressing the necessity of responsible AI adoption grounded in 
transparency, accountability, and human-centred design. 
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1. Introduction 
 Artificial intelligence (AI) has rapidly evolved from specialized technology to a 

driver of marketing transformation. In retail, AI adoption has accelerated due to 
rising consumer expectations, intensifying competition, and complex 
omnichannel environments. Retailers now rely on AI to enhance the customer 
experience, optimize operations, and support strategic decisions. As Ejjami and 
Rahim (2024) note, “Retail 5.0” marks a shift toward intelligent, customer-
centric ecosystems powered by advanced analytics and automated tools such as 
predictive analytics, recommendation engines, chatbots, and dynamic pricing 
systems. These tools have become integral to how retailers understand 
consumer behaviour and deliver value. These technologies let retailers process 
large amounts of data, spot patterns, and tailor offerings precisely (Heins, 
2022). However, alongside these advantages, AI introduces new challenges. For 
example, the same algorithms that enable hyper-personalized experiences can 
also spark concerns about surveillance, manipulation, and fairness (Mahmoud et 
al., 2020). Similarly, while dynamic pricing optimizes revenue, it may provoke 
backlash if seen as discriminatory (Fiig et al., 2016). Additionally, chatbots 
streamline service, yet may frustrate customers when they miss nuance or 
emotional context (Sidlauskiene et al., 2023). 

 These tensions highlight the dual nature of AI in marketing: it serves both as a 
powerful enabler of value and as a source of new vulnerabilities. Building on 
this, the paper provides a comprehensive and critical analysis of AI’s influence 
on marketing, with a focus on the retail sector. By synthesizing academic 
research and industry insights, it examines the opportunities and challenges of 
AI adoption. Ultimately, by presenting both the positive and negative aspects of 
AI in marketing, the paper contributes to a balanced understanding of how 
intelligent technologies are redefining the relationship between retailers and 
consumers. 

2.  Research Methodology 
 This study uses an integrative literature review to synthesize diverse theoretical, 

empirical, and conceptual perspectives on artificial intelligence (AI) in retail 
marketing. This approach works well for emerging, multidisciplinary domains 
in which knowledge is often spread across fields and methodological traditions. 
Consequently, AI in retail is understood as a complex and evolving 
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phenomenon that spans marketing strategy, consumer psychology, data 
governance, ethics, and technological innovation. In alignment with principles 
from Snyder (2019) and Whittemore and Knafl (2005), the methodology was 
designed to include heterogeneous evidence and, as a result, to generate new 
conceptual insights into how AI is reshaping retail marketing practice. 

 The review followed a structured, multistage process, consistent with Torraco’s 
(2016) guidelines for qualitative synthesis. In the first stage, the scope of 
inquiry was defined, centring on AI applications in retail marketing. 
Specifically, areas examined included market research, pricing, promotion, 
customer relationship management, personalization, distribution, and ethical 
considerations. This thematic framing ensured the review captured both 
operational and strategic dimensions of AI adoption. Furthermore, the aim was 
to examine AI tools—such as dynamic pricing algorithms, chatbots, 
recommendation engines, and predictive analytics—while also addressing 
significant risks related to privacy, fairness, transparency, and consumer trust. 

 A comprehensive search strategy was implemented across major academic 
databases: Scopus, Web of Science, Emerald Insight, Science Direct, and 
Google Scholar. Search terms combined keywords such as “artificial 
intelligence,” “retail,” “marketing,” “dynamic pricing,” “chatbots,” 
“personalization,” “consumer trust,” and “ethics.” Boolean operators refined 
results. Inclusion criteria restricted the corpus to peer-reviewed journal articles 
and scholarly book chapters published between 2016 and 2024. This ensured 
relevance to contemporary AI developments. Studies were excluded if they 
lacked conceptual relevance, were non-scholarly, or focused solely on technical 
AI engineering without marketing implications. This process aligns with 
contemporary AI developments and filters out sources that do not contribute to 
marketing-focused insights. 

 Data extraction and analysis followed a thematic analysis approach (Braun & 
Clarke, 2006) to identify patterns across diverse sources. Each article was coded 
for themes: AI tools, consumer perceptions, ethical risks, operational benefits, 
and strategic implications. Codes were refined to ensure conceptual clarity and 
alignment with review objectives. The analysis used abductive reasoning, 
moving between inductive insights from literature and deductive themes from 
marketing theory. This approach reflects the document’s methodological stance, 
which holds that integrative reviews must generate new conceptual 
understandings through synthesis. 
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 Quality assurance procedures were employed to ensure rigour. Studies were 
appraised based on clear research design, methodological transparency, 
theoretical contribution, and relevance to retail marketing. Cross-comparison of 
findings helped mitigate bias. This ensured a balanced representation of both 
the opportunities and risks of AI adoption. This step was essential, given the 
dual nature of AI described in the document: it is both a powerful enabler of 
value and a source of new vulnerabilities. 

 The integrative review methodology provided the flexibility and depth needed 
to synthesize diverse perspectives while maintaining academic rigour. In 
particular, by consolidating insights across disciplines and methodological 
traditions, this approach enabled a holistic, critically informed analysis of how 
AI is transforming retail marketing—operationally, strategically, and ethically. 
The methodology supports the paper’s goal of offering a balanced and 
comprehensive examination of AI’s emerging realities in retail. 

3.  AI in the Retail Sector: Tools, Trends, and Strategic Value 
 AI adoption in the retail sector is expanding rapidly. As a result, retailers aim to 

enhance customer experience, streamline operations, and maintain a 
competitive advantage. This move toward intelligent retail ecosystems signals a 
broader transformation in how organizations view value creation. Furthermore, 
as Ejjami and Rahim (2024) note, retailers increasingly use AI to create 
resilient, customer-centric environments that blend digital and physical 
touchpoints. 

 3.1  Key AI Tools in Retail 
  Retailers deploy various AI tools for distinct strategic functions. Chatbots 

and virtual assistants provide real-time customer support. This reduces 
service costs and improves responsiveness (Mpinganjira et al., 2024). 
Recommendation systems use behavioural data to personalize product 
suggestions. This increases conversion rates and loyalty (Fu et al., 2023). 
Inventory management systems use predictive analytics to optimize stock 
levels, reduce waste, and automate replenishment (Boussalham & Ejjami, 
2024). Predictive analytics tools forecast demand, identify trends, and 
inform marketing strategy (Wang, 2024). Dynamic pricing algorithms 
change prices in real time based on demand, competition, and customer 
behaviour (Fiig et al., 2016). 
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 3.2  Benefits of AI Adoption in Retail 
  AI offers several strategic advantages. It enhances customer experience 

through personalization and seamless interactions. It improves operational 
efficiency by automating routine tasks and optimizing resource allocation. 
It supports data-driven decision-making, reducing uncertainty and 
improving forecasting accuracy. Fu et al. (2023) emphasize that AI 
adoption is most effective when aligned with sector-specific needs and 
organizational capabilities. 

 3.3 Challenges and Risks 
  Despite its benefits, AI adoption in retail faces significant challenges. Data 

privacy concerns are paramount, as retailers must comply with regulations 
while managing vast amounts of customer data (Mahmoud et al., 2020). 
Financial constraints may hinder adoption, particularly for small and 
medium-sized retailers (Wang, 2024). Ethical and legal uncertainties—
including algorithmic bias and liability issues—pose additional challenges. 
Consumer trust deficits also persist, as many customers remain skeptical of 
AI-driven interactions (ElSayad & Mamdouh, 2024). 

4. Market Research and Consumer Insights 
 AI has revolutionized market research by enabling real-time, large-scale, and 

highly granular insights. Traditional methods such as surveys and focus groups 
are increasingly supplemented—or replaced—by AI-driven tools that analyze 
vast datasets from social media, transaction logs, and digital interactions. 

 4.1 Predictive Analytics 
  Predictive analytics tools such as SAS Viya and IBM Watson Studio 

analyze historical and real-time data to forecast demand, churn, and market 
trends. These tools help marketers anticipate consumer needs and allocate 
resources more effectively. Predictive models also support scenario 
planning, enabling retailers to simulate the impact of pricing changes, 
promotional strategies, or supply chain disruptions (Fu et al., 2023). 

 4.2 Social Listening and Sentiment Analysis 
  Tools like Brandwatch, Sprinklr, and Talkwalker monitor online 

conversations to assess brand sentiment. AI-driven sentiment analysis 
allows marketers to detect emerging issues, track campaign performance, 
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and understand consumer emotions and attitudes. This enhances 
responsiveness and strategic agility, particularly in fast-moving markets 
(Bharathi et al., 2024). 

 4.3 Customer Segmentation Models 
  AI enables micro-segmentation based on behavioural, psychographic, and 

contextual data. Platforms like Salesforce Einstein and Adobe Sensei 
identify patterns that would be impossible to detect manually. This supports 
personalized messaging, targeted promotions, and tailored product 
recommendations. However, hyper-segmentation raises concerns about 
privacy, discrimination, and the potential reinforcement of social biases 
(Heins, 2022). 

 4.4 Critical Evaluation 
  While AI enhances the depth and accuracy of market insights, it also 

introduces risks. Algorithmic bias may distort segmentation or sentiment 
analysis. Data quality issues can lead to inaccurate predictions. 
Over-reliance on automation may reduce human judgment and contextual 
understanding. Privacy concerns arise when consumers are unaware of how 
their data is used (Mahmoud et al., 2020). Thus, AI-driven market research 
must be complemented by human oversight and ethical data governance. 

5.  Product and Pricing Strategy 
 AI has become central to product and pricing strategy in retail, enabling firms to 

optimize product offerings, tailor recommendations, and adjust prices 
dynamically in response to market conditions. These capabilities allow retailers 
to respond more effectively to consumer behaviour, competitive pressures, and 
inventory constraints. 

 5.1 Dynamic Pricing Algorithms 
  Dynamic pricing is one of the most visible and controversial applications of 

AI in retail. As Fiig et al. (2016) explain, dynamic pricing involves the 
real-time adjustment of prices based on factors such as demand, customer 
behaviour, and competitor actions. Retailers increasingly rely on AI-driven 
pricing engines—such as PROS Pricing and Revionics—to optimize 
revenue and improve inventory turnover. 

  The strategic benefits of dynamic pricing are substantial. Retailers can raise 
prices during peak demand periods, lower prices to clear excess inventory, 



International Journal of Research in Business Studies ISSN: 2455-2992, Vol. no. 11 (1), June 2026 

 
 
 11 IJRBS June | 2026 

 
 
 
 

and respond instantly to competitor price changes. Wang (2024) notes that 
dynamic pricing enhances profitability by aligning prices with real-time 
market conditions. However, the practice also carries risks. Consumers may 
perceive dynamic pricing as unfair, particularly when prices fluctuate 
rapidly or differ between customers. This perception can erode trust and 
damage brand reputation. 

 5.2 Product Recommendation Engines 
  AI-powered recommendation engines have become essential tools for 

enhancing product discovery and increasing conversion rates. These 
systems analyze customer behaviour, purchase history, and contextual data 
to suggest relevant products. Heins (2022) highlights that recommendation 
engines significantly improve customer satisfaction by reducing search 
effort and presenting personalized options. Platforms such as Amazon 
Personalize and Google Recommendations AI exemplify how machine 
learning can tailor product offerings at scale. 

  Despite their benefits, recommendation engines raise concerns about 
over-personalization and the creation of “filter bubbles,” where consumers 
are exposed only to products that reinforce existing preferences. Fu et al. 
(2023) argue that excessive personalization may limit consumer exploration 
and reduce exposure to new or diverse products. 

 5.3 AI-driven Concept Testing 
  AI also supports product development through concept testing tools such as 

Zappi and Qualtrics PredictIQ. These platforms simulate consumer 
reactions to new product ideas, enabling marketers to evaluate concepts 
quickly and cost-effectively. Ogundipe et al. (2024) note that AI-driven 
concept testing enhances product management by providing data-driven 
insights into consumer preferences and potential market performance. 

 5.4 Critical Evaluation 
  While AI enhances product and pricing strategy, it also introduces ethical 

and operational challenges. Dynamic pricing may lead to accusations of 
price discrimination, particularly if algorithms inadvertently charge higher 
prices to vulnerable consumers. Recommendation engines may reinforce 
biases present in training data. AI-driven concept testing may overlook 
cultural nuances or emotional factors that influence consumer decisions. 
These risks underscore the need for transparency, fairness, and human 
oversight in AI-enabled pricing and product development. 
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6. Promotion and Advertising 
 AI has transformed promotional strategy by enabling automation, 

personalization, and real-time optimization of advertising campaigns. Retailers 
increasingly rely on AI to manage programmatic advertising, generate creative 
content, and evaluate campaign performance. 

 6.1 Programmatic Ad Buying 
  Programmatic advertising uses AI to automate the buying and placement of 

digital ads. Platforms such as Google DV360 and The Trade Desk analyze 
user behaviour, contextual signals, and historical performance to determine 
optimal bidding strategies. As Youwangka (2024) notes, AI enhances 
advertising efficiency by ensuring that ads reach the right audience at the 
right time. This reduces waste and improves return on investment. 

  However, programmatic advertising raises concerns about transparency and 
data privacy. Bharathi et al. (2024) argue that consumers often lack 
awareness of how their data is used in targeted advertising, which may lead 
to discomfort or distrust. 

 6.2 Creative Generation 
  AI tools such as Canva AI, Adobe Firefly, and Jasper generate ad copy, 

images, and creative variations. These tools accelerate content production 
and enable marketers to test multiple creative options quickly. Logalakshmi 
et al. (2023) highlight that AI-generated creative assets can enhance 
campaign performance by enabling rapid experimentation. 

  Yet the use of AI in creative production raises questions about authenticity 
and originality. Velev and Zlateva (2023) caution that AI-generated content 
may lack emotional depth or cultural nuance, potentially reducing its 
effectiveness in building brand identity. 

 6.3  Ad Performance Optimization 
  AI supports real-time optimization of advertising campaigns through tools 

such as Optimizely and Smartly.io. These platforms conduct A/B testing, 
evaluate creative performance, and adjust campaigns automatically based 
on performance metrics. Basha (2023) notes that AI-driven optimization 
improves campaign effectiveness by identifying high-performing content 
and reallocating resources accordingly. 
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 6.4 Critical Evaluation 
  While AI enhances promotional efficiency, it also introduces ethical 

concerns. Targeted advertising may exploit consumer vulnerabilities, 
particularly when algorithms identify emotional states or behavioural 
patterns. Creative automation may reduce the role of human creativity. 
Programmatic advertising may contribute to “ad fatigue” or perceptions of 
intrusive tracking. These challenges highlight the need for responsible 
advertising practices that balance personalization with respect for consumer 
autonomy. 

7.  Customer Relationship Management (CRM) 
 AI has significantly reshaped customer relationship management by enabling 

automated interactions, predictive insights, and personalized engagement 
strategies. Retailers increasingly rely on AI to manage customer inquiries, score 
leads, and predict customer lifetime value. 

 7.1 Chatbots and Virtual Assistants 
  Chatbots are among the most widely adopted AI tools in CRM. They 

provide immediate responses, 24/7 availability, and consistent service 
quality. Mpinganjira et al. (2024) found that e-retail chatbots enhance 
experiential value by creating assistive dialogue that supports customers 
during online shopping. Chatbots reduce labour costs and free human 
employees to focus on complex or emotionally sensitive interactions. 

  However, chatbots also have limitations. Sidlauskiene et al. (2023) note 
that consumers may perceive chatbots as impersonal or lacking empathy, 
particularly in situations requiring emotional nuance. Misunderstandings or 
mechanical responses can lead to frustration and reduce satisfaction. 

 7.2 Lead Scoring Models 
  AI-driven lead scoring models evaluate the likelihood that a customer will 

convert based on behavioural and demographic data. Platforms such as 
Salesforce Einstein and Marketo Predictive Scoring help retailers prioritize 
high-value leads and allocate resources more efficiently. Anjorin et al. 
(2024) argue that AI enhances the development of strategic marketing goals 
by enabling data-driven decision-making. 
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 7.3 Customer Lifetime Value (CLV) Prediction 
  AI supports CLV prediction by analyzing purchase history, engagement 

patterns, and customer attributes. Tools such as Klaviyo AI and Optimove 
identify high-value customers and recommend retention strategies. Noranee 
and Othman (2023) note that AI-driven insights improve customer 
relationships by enabling more personalized, relevant engagement. 

 7.4 Critical Evaluation 
  While AI enhances CRM efficiency, it also raises concerns about 

depersonalization and data ethics. Over-reliance on chatbots may reduce 
human connection. Predictive models may inadvertently reinforce biases 
present in training data. CLV prediction may lead to differential customer 
treatment, raising fairness concerns. These risks underscore the need for 
balanced CRM strategies that integrate AI with human empathy and ethical 
oversight. 

8. Personalization and Sales Enablement 
 AI-driven personalization has become one of the most influential developments 

in modern retail marketing. By analyzing behavioural, transactional, and 
contextual data, AI enables retailers to tailor content, offers, and experiences to 
individual consumers. This shift toward hyper-personalization reflects a broader 
trend in which consumers expect brands to anticipate their needs and deliver 
relevant interactions across channels. 

 8.1 Personalized Content Engines 
  Personalized content engines such as Dynamic Yield, Adobe Target, and 

Mailchimp AI use machine learning to tailor website content, email 
campaigns, and promotional offers. These systems analyze browsing 
behaviour, purchase history, and demographic attributes to deliver 
individualized experiences. According to Heins (2022), personalization 
significantly enhances customer satisfaction by reducing search effort and 
increasing perceived relevance. Bharathi et al. (2024) further argue that 
AI-driven personalization strengthens brand loyalty by fostering a sense of 
recognition and value. 

  However, personalization also raises concerns about privacy and autonomy. 
Excessive personalization may trigger discomfort or perceptions of 
surveillance, particularly when consumers feel that brands “know too 
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much” about them. Noranee and Othman (2023) note that consumers may 
react negatively when personalization crosses psychological boundaries, 
thereby reducing trust. 

 8.2 Sales Forecasting Models 
  AI enhances sales forecasting by analyzing historical sales data, market 

trends, and external variables such as seasonality or economic indicators. 
Tools like Salesforce Einstein Forecasting and Zoho Zia provide real-time 
predictions that support inventory planning, resource allocation, and 
strategic decision-making. Anjorin et al. (2024) highlight that AI-driven 
forecasting improves accuracy and reduces uncertainty, enabling retailers to 
respond more effectively to market fluctuations. 

 8.3 Conversational Sales Assistants 
  Conversational sales assistants such as Gong AI and Outreach Kaia support 

sales teams by analyzing customer interactions, identifying opportunities, 
and recommending next steps. These tools enhance sales performance by 
providing insights into customer sentiment, objections, and preferences. 
Basha (2023) notes that conversational AI improves sales productivity by 
automating routine tasks and enabling more informed decision-making. 

 8.4 Critical Evaluation 
  While AI enhances personalization and sales enablement, it also introduces 

risks. Over-personalization may lead to the “creepiness effect,” where 
consumers feel uncomfortable with the level of data used to tailor 
experiences. Sales forecasting models may be vulnerable to data quality 
issues or algorithmic bias. Conversational assistants may reduce human 
judgment or create over-reliance on automated insights. These challenges 
underscore the need for balanced personalization strategies that respect 
consumer autonomy and ensure transparency. 

9. Distribution and Omnichannel Integration 
 AI has become essential in optimizing distribution and enabling seamless 

omnichannel experiences. As retail channels proliferate, consumers expect 
consistent, personalized interactions across physical stores, websites, mobile 
apps, and social platforms. AI supports this integration by analyzing 
cross-channel behaviour, predicting demand, and optimizing logistics. 



International Journal of Research in Business Studies ISSN: 2455-2992, Vol. no. 11 (1), June 2026 

 
 
 16 IJRBS June | 2026 

 
 
 
 

 9.1 Supply Chain Optimization 
  AI enhances supply chain efficiency by predicting stock needs, optimizing 

logistics routes, and automating replenishment. Tools such as Blue Yonder, 
SAP IBP, and Llamasoft (Coupa) use machine learning to forecast demand 
and identify bottlenecks. Boussalham and Ejjami (2024) emphasize that AI 
improves inventory accuracy and reduces waste by aligning stock levels 
with real-time demand patterns. 

 9.2 Geotargeting and Location Intelligence 
  Geotargeting tools such as Foursquare and Esri ArcGIS analyze location 

data to deliver localized offers and inform retail expansion decisions. Wang 
(2024) notes that AI-driven location intelligence enhances marketing 
effectiveness by tailoring promotions to regional preferences and 
foot-traffic patterns. However, the use of location data raises privacy 
concerns, particularly when consumers are unaware of how their 
movements are tracked. 

 9.3 Omnichannel Journey Mapping 
  AI tools such as Adobe Experience Platform and Tealium map customer 

journeys across channels, enabling retailers to understand cross-channel 
behaviour and identify friction points. Heins (2022) argues that 
omnichannel journey mapping enhances customer experience by ensuring 
consistency and personalization across touchpoints. 

 9.4 Critical Evaluation 
  While AI enhances distribution and omnichannel integration, it also 

introduces risks related to data governance and surveillance. The use of 
location data may be perceived as intrusive. Supply chain algorithms may 
prioritize efficiency over resilience, as seen during global disruptions. 
Omnichannel tracking may raise ethical concerns about the extent of 
consumer monitoring. These challenges highlight the need for transparent 
data practices and responsible AI governance. 

10. Dynamic Pricing: A Deep Critical Examination 
 Dynamic pricing represents one of the most strategically powerful yet ethically 

contentious applications of AI in retail. While widely used in industries such as 
airlines and ride-sharing, its adoption in retail has been slower due to concerns 
about fairness, transparency, and consumer trust. 
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 10.1  Strategic Advantages 
    Dynamic pricing enables retailers to adjust prices in real time based on 

demand, competition, inventory levels, and customer behaviour. Fiig et 
al. (2016) argue that dynamic pricing optimizes revenue by aligning 
prices with market conditions. Retailers can raise prices during peak 
demand, lower prices to clear excess inventory, and respond instantly to 
competitor actions. Wang (2024) notes that dynamic pricing enhances 
profitability and supports more efficient inventory management. 

 10.2  Consumer Perceptions and Fairness 
    Despite its strategic benefits, dynamic pricing often triggers negative 

consumer reactions. Consumers may perceive price fluctuations as unfair, 
particularly when prices differ between customers or change rapidly. 
ElSayad and Mamdouh (2024) highlight that trust is a critical factor in 
consumer acceptance of AI-driven pricing. Perceived unfairness can lead 
to dissatisfaction, negative word-of-mouth, and long-term damage to 
brand reputation. 

 10.3  Ethical and Regulatory Concerns 
    Dynamic pricing raises several ethical concerns. Price discrimination may 

occur when algorithms charge different prices to different consumers 
based on personal data. Mahmoud et al. (2020) warn that AI-driven 
pricing may exploit vulnerable consumers or reinforce socioeconomic 
inequalities. Regulatory scrutiny is increasing as governments examine 
algorithmic pricing for potential anticompetitive effects or discriminatory 
outcomes. 

 10.4  Psychological Responses 
    Dynamic pricing can also trigger psychological discomfort. Consumers 

may feel manipulated when prices change unexpectedly or when they 
suspect that algorithms are exploiting their behaviour. This discomfort is 
amplified when pricing decisions lack transparency. As Fiig et al. (2016) 
note, the opacity of algorithmic pricing can undermine trust and reduce 
willingness to engage with AI-driven services. 

 10.5  Critical Evaluation 
    Dynamic pricing offers significant strategic value but must be 

implemented carefully to avoid negative consumer reactions. 
Transparency, fairness, and clear communication are essential. Retailers 
should consider providing explanations for price changes or offering price 
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guarantees to mitigate perceptions of unfairness. Ultimately, dynamic 
pricing must balance profitability with ethical responsibility and 
consumer trust. 

11. Chatbots in Retail: Value, Limitations, and Future Trajectories 
 Chatbots have become one of the most widely adopted AI applications in retail, 

offering scalable, efficient, and personalized customer engagement. Their 
integration spans both digital and physical retail environments, supporting tasks 
such as product search, navigation, order tracking, and customer service. As 
Mpinganjira et al. (2024) argue, chatbots enhance experiential value by 
providing assistive dialogue that helps customers feel supported during online 
shopping. This experiential value is particularly important in digital 
environments where human interaction is limited. 

 11.1  Operational and Strategic Benefits 
    Chatbots deliver several operational advantages. They provide immediate 

responses, 24/7 availability, and consistent service quality. Retailers 
benefit from reduced labour costs and improved efficiency, as chatbots 
automate routine inquiries, freeing human employees to focus on complex 
or emotionally sensitive interactions. Sidlauskiene et al. (2023) note that 
chatbots can influence customer perceptions of products and prices by 
shaping how information is presented during conversational commerce. 
In physical stores, chatbots embedded in mobile apps or kiosks help 
customers locate products, check inventory, and receive personalized 
recommendations. 

 11.2  Consumer Acceptance and Resistance 
    Despite their benefits, chatbots face challenges related to consumer 

acceptance. Some customers perceive chatbots as impersonal or lacking 
human warmth, particularly in emotionally charged or complex service 
situations. Sidlauskiene et al. (2023) found that consumers often resist 
chatbots when interactions feel mechanical or when the chatbot fails to 
understand nuanced queries. Privacy concerns also influence acceptance, 
as customers may be uncomfortable with the data collection required to 
personalize chatbot interactions. 

 11.3  Future Trajectories 
    As natural language processing and generative AI continue to advance, 

chatbots are expected to become more empathetic, context-aware, and 
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capable of handling complex interactions. Mpinganjira et al. (2024) 
suggest that future chatbots may integrate emotional intelligence to better 
interpret tone, sentiment, and intent. However, human employees will 
remain essential for high-stakes, emotionally sensitive, or complex 
service encounters. The future of retail service will likely involve hybrid 
models that combine AI efficiency with human empathy. 

 11.4  Critical Evaluation 
    While chatbots enhance operational efficiency and customer experience, 

they also introduce risks. Over-reliance on chatbots may reduce human 
connection and create frustration when automated systems fail. Privacy 
concerns may deter engagement. Chatbots may inadvertently reinforce 
biases present in training data. These challenges highlight the need for 
thoughtful design that balances efficiency with empathy, transparency, 
and consumer trust. 

12. The Creepiness Factor in AI-driven Marketing 
 As AI becomes more deeply embedded in retail marketing, consumers 

increasingly encounter experiences that feel intrusive, overly personalized, or 
unsettling. This psychological discomfort—often called the “creepiness 
factor”—is a critical barrier to consumer acceptance of AI technologies. The 
creepiness factor emerges when AI crosses perceived boundaries of privacy, 
autonomy, or human-technology interaction. 

 12.1  Sources of Creepiness 
    Several factors contribute to the creepiness effect. Excessive 

personalization can trigger discomfort when consumers feel that brands 
know too much about them. Noranee and Othman (2023) note that 
consumers may react negatively when AI systems infer sensitive 
information or make predictions that feel overly intimate. Perceived 
surveillance is another source of discomfort, particularly when AI uses 
location data, browsing history, or behavioural signals without explicit 
consent. Uncanny human-like behaviour—such as chatbots mimicking 
human emotions—can also create unease. 

 12.2  Boundary Violations and Consumer Autonomy 
    Creepiness often arises when AI violates psychological boundaries. For 

example, dynamic pricing may feel manipulative if consumers believe 
that algorithms exploit their behaviour. Hyper-personalized recommen-
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dations may feel intrusive if they reveal insights consumers did not 
explicitly share. Bharathi et al. (2024) argue that AI must respect 
consumer autonomy by avoiding manipulative tactics and ensuring 
transparency in data use. 

 12.3  Implications for Brand Trust 
    The creepiness factor has significant implications for brand trust. When 

consumers feel uncomfortable or manipulated, they may disengage from 
AI-driven services, reduce brand loyalty, or avoid certain retailers 
altogether. ElSayad and Mamdouh (2024) highlight that trust is a critical 
determinant of consumer acceptance of AI technologies. Retailers must 
therefore design AI systems that balance personalization with respect for 
privacy and autonomy. 

 12.4  Mitigating the Creepiness Effect 
    Retailers can mitigate creepiness by adopting transparent data practices, 

offering consumers control over personalization settings, and ensuring 
that AI interactions remain within acceptable boundaries. Clear 
communication about how data is collected and used can reduce 
uncertainty and build trust. Human oversight and ethical guidelines can 
help ensure that AI systems respect consumer preferences and 
psychological comfort. 

13. AI and Creativity in Marketing 
 AI has increasingly become a partner in creative marketing tasks, generating 

content, designing visuals, and supporting ideation. This shift raises important 
questions about the role of human creativity, the authenticity of AI-generated 
content, and the ethical implications of using AI in creative processes. 

 13.1  AI as a Creative Partner 
    AI tools such as Adobe Firefly, Canva AI, and Jasper help marketers 

generate ad copy, images, and creative variations. Logalakshmi et al. 
(2023) argue that AI enhances creative productivity by enabling rapid 
experimentation and reducing the time required to produce marketing 
assets. These tools support ideation by offering alternative concepts, 
styles, and formats that marketers may not have considered. 

 13.2  Risks to Authenticity and Originality 
    Despite its benefits, AI-generated content raises concerns about 

authenticity and originality. Velev and Zlateva (2023) caution that AI 
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may homogenize creative output by relying on patterns learned from 
existing data. This may diminish the uniqueness of brand identity or result 
in content that lacks emotional depth. Ethical concerns also arise when AI 
is trained on copyrighted or culturally sensitive material without proper 
attribution. 

 13.3  Human–AI Collaboration 
    The future of creative marketing will likely involve hybrid models in 

which AI augments human creativity rather than replacing it. Basha 
(2023) notes that AI excels at generating variations and optimizing 
performance but lacks the emotional intelligence, cultural awareness, and 
strategic intuition that human creators bring. Effective collaboration 
requires marketers to use AI as a tool for inspiration and efficiency while 
retaining human oversight and creative direction. 

 13.4  Critical Evaluation 
    AI enhances creative efficiency but must be used responsibly to preserve 

authenticity and avoid ethical pitfalls. Marketers should ensure 
transparency in AI-generated content, respect intellectual property rights, 
and maintain human involvement in creative decision-making. The goal 
should be to leverage AI as a creative partner that enhances—not 
replaces—human imagination. 

14. Ethical Considerations in AI-driven Marketing 
 As AI becomes increasingly embedded in retail marketing, ethical 

considerations have moved to the forefront of academic and industry 
discussions. Ethical concerns arise from how AI systems collect, analyze, and 
act on consumer data, as well as how they influence consumer behaviour. These 
concerns span privacy, bias, transparency, manipulation, and accountability. 

 14.1  Data Privacy 
    Data privacy is one of the most significant ethical challenges in AI 

marketing. Retailers collect vast amounts of personal data, including 
browsing behaviour, purchase history, location data, and even biometric 
information. Mahmoud et al. (2020) warn that improper data handling can 
lead to privacy violations and erode consumer trust. Wang (2024) 
emphasizes that retailers must comply with data protection regulations 
such as the GDPR and the CCPA while ensuring transparent 
communication about their data practices. 
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 14.2  Algorithmic Bias 
    AI systems may inadvertently reinforce biases present in training data. 

For example, recommendation engines may favour products associated 
with certain demographic groups, while predictive models may 
misinterpret behavioural signals. Velev and Zlateva (2023) argue that 
algorithmic bias can lead to discriminatory outcomes, undermining 
fairness and inclusivity. Bias in dynamic pricing algorithms may result in 
higher prices for vulnerable consumers, raising ethical concerns about 
equity. 

 14.3  Transparency and Explainability 
    Transparency is essential for building consumer trust in AI-driven 

marketing. Consumers increasingly demand to know how their data is 
used and how AI systems make decisions. Bharathi et al. (2024) note that 
opaque algorithms can create uncertainty and discomfort, particularly 
when AI influences pricing or personalization. Explainability tools can 
help retailers clarify how AI systems operate, but achieving full 
transparency remains challenging due to the complexity of 
machine-learning models. 

 14.4  Manipulation and Autonomy 
    AI-driven personalization can influence consumer behaviour in ways that 

challenge autonomy. Hyper-targeted advertising may exploit emotional 
vulnerabilities or behavioural patterns. Noranee and Othman (2023) 
caution that AI must avoid manipulative tactics that compromise 
consumer agency. Ethical marketing requires balancing personalization 
with respect for consumer autonomy and informed consent. 

 14.5  Accountability and Governance 
    As AI systems become more autonomous, questions arise about who is 

responsible for their decisions. Retailers must establish governance 
frameworks that ensure accountability for AI-driven actions. Logalakshmi 
et al. (2023) argue that ethical AI requires clear guidelines, human 
oversight, and continuous monitoring to prevent unintended 
consequences. 

15. The Future of Data: Ownership, Control, and Consumer Rights 
 As AI becomes more pervasive in retail marketing, questions about data 

ownership, control, and consumer rights have become increasingly important. 
The future of data will shape how retailers design AI systems, how consumers 
interact with brands, and how regulators govern digital markets. 
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 15.1  Data Ownership and Sovereignty 
    Consumers are becoming more aware of the value of their data and 

increasingly demand control over how it is collected and used. Bharathi 
et al. (2024) argue that data sovereignty—where individuals retain 
ownership of their personal data—will become a defining issue in the 
digital economy. Retailers must adapt to a future in which consumers 
expect transparency, consent, and the ability to revoke data access. 

 15.2  Zero-party Data and Consumer Participation 
    Zero-party data refers to information that consumers voluntarily share 

with brands in exchange for personalized experiences. This model 
reduces reliance on third-party tracking and enhances trust. Heins (2022) 
notes that zero-party data aligns with ethical marketing principles by 
giving consumers agency over their information. Retailers that adopt 
transparent data practices may gain a competitive advantage by fostering 
stronger consumer relationships. 

 15.3  Data Governance and Regulation 
    Regulatory frameworks such as GDPR and CCPA have already reshaped 

data practices in retail. Future regulations may impose stricter 
requirements on AI transparency, algorithmic fairness, and data 
minimization. Mahmoud et al. (2020) emphasize that retailers must adopt 
robust data governance frameworks to ensure compliance and mitigate 
legal risks. 

 15.4  Ethical Data Practices 
    Ethical data practices involve more than compliance. They require 

retailers to consider the broader implications of data collection and use. 
Noranee and Othman (2023) argue that ethical data governance must 
prioritize consumer autonomy, fairness, and transparency. Retailers must 
ensure that data is used responsibly and that AI systems do not exploit 
consumer vulnerabilities. 

 15.5  Critical Evaluation 
    The future of data will require retailers to balance innovation with 

responsibility. As AI becomes more sophisticated, data governance must 
evolve to protect consumer rights and ensure ethical use. Retailers that 
adopt transparent, consumer-centric data practices will be better 
positioned to build trust and sustain long-term relationships. 
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16. Toward Responsible AI-enabled Marketing 
 As AI becomes integral to retail marketing, responsible implementation is 

essential to ensure that technological innovation aligns with ethical principles 
and consumer expectations. Responsible AI involves fairness, transparency, 
accountability, and human oversight. 

 16.1  Principles for Responsible AI 
    Responsible AI frameworks emphasize fairness, transparency, 

accountability, privacy protection, and human oversight. Velev and 
Zlateva (2023) argue that responsible AI requires clear guidelines and 
continuous monitoring to prevent unintended consequences. Retailers 
must ensure that AI systems do not discriminate, manipulate, or exploit 
consumers. 

 16.2  Balancing Automation and Humanity 
    AI should enhance—not replace—human judgment, empathy, and 

creativity. Basha (2023) notes that while AI excels at automating routine 
tasks and optimizing performance, human employees remain essential for 
complex, emotional, or strategic interactions. Hybrid models that 
combine AI efficiency with human empathy offer the most effective 
approach. 

 16.3  Building Consumer Trust 
    Trust is essential for consumer acceptance of AI-driven marketing. 

ElSayad and Mamdouh (2024) highlight that transparency, fairness, and 
respect for autonomy are critical determinants of trust. Retailers can build 
trust by clearly communicating how AI systems operate, offering 
consumers control over personalization settings, and ensuring that data 
practices are transparent and ethical. 

 16.4  Organizational Readiness and Culture 
    Responsible AI requires organizational readiness, including employee 

training, cross-functional collaboration, and a culture of ethical 
innovation. Anjorin et al. (2024) emphasize that AI adoption must align 
with strategic goals and organizational values. Retailers must invest in 
training employees to understand AI tools and their ethical implications. 

 16.5  Critical Evaluation 
    Responsible AI is not merely a technical challenge but a strategic and 

ethical imperative. Retailers must adopt governance frameworks that 



International Journal of Research in Business Studies ISSN: 2455-2992, Vol. no. 11 (1), June 2026 

 
 
 25 IJRBS June | 2026 

 
 
 
 

ensure fairness, transparency, and accountability. By prioritizing 
responsible AI, retailers can harness its benefits while mitigating risks 
and building long-term consumer trust. 

17.  Conclusion 
 The findings of this integrative review demonstrate that artificial intelligence is 

not merely an operational enhancement in retail marketing but a structural force 
reshaping how value is created, delivered, and governed. By synthesizing 
insights from market research, pricing, promotion, CRM, personalization, 
distribution, and ethical governance, this paper offers a holistic, critically 
balanced understanding of AI’s role in retail—an understanding that has been 
largely fragmented in prior literature. The review shows that AI simultaneously 
expands strategic possibilities and amplifies vulnerabilities, a duality reflected 
throughout the paper. AI tools such as dynamic pricing algorithms, chatbots, 
recommendation engines, and predictive analytics have become essential 
components of modern retail strategy, yet they also introduce significant risks to 
privacy, fairness, transparency, and consumer trust. This tension is the paper's 
central theoretical contribution: AI in retail marketing must be understood not 
as a linear technological upgrade but as a socio-technical transformation that 
reconfigures consumer relationships, ethical boundaries, and organizational 
responsibilities. 

 Another major contribution of this paper is its integration of operational, 
psychological, and ethical dimensions of AI adoption—domains that are often 
examined separately. By bringing these strands together, the review clarifies 
how AI’s value-creating mechanisms (e.g., personalization, automation, 
predictive insight) are inseparable from the risks they generate (e.g., 
creepiness, surveillance concerns, algorithmic bias, depersonalization). The 
deep examinations of dynamic pricing and chatbots further advance scholarly 
understanding by illustrating how these tools embody the broader paradoxes of 
AI-enabled marketing. Dynamic pricing, for example, offers revenue 
optimization but simultaneously threatens perceptions of fairness and trust, 
while chatbots enhance efficiency yet risk emotional disconnect and consumer 
resistance. These sections move beyond descriptive accounts to provide 
conceptual clarity on why certain AI applications provoke stronger ethical and 
psychological reactions than others, thereby enriching theoretical discussions on 
consumer trust, perceived autonomy, and technology acceptance. 

 Methodologically, the paper contributes by applying an integrative review to a 
rapidly evolving domain in which empirical findings are dispersed across 
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disciplines. This synthesis generates a consolidated framework of themes—
market insight generation, strategic optimization, experiential personalization, 
omnichannel integration, and ethical governance—that can guide future 
empirical research. The review also highlights underexplored areas, such as the 
psychological boundaries of personalization, the long-term implications of 
algorithmic decision-making for consumer autonomy, and the organizational 
readiness required for responsible AI adoption. These identified gaps provide a 
roadmap for scholars seeking to deepen theoretical and empirical inquiry into 
AI’s marketing implications. 

 Finally, the paper advances the discourse on responsible AI by articulating the 
principles and organizational conditions necessary for ethical implementation. It 
argues that the future of AI-enabled retail marketing depends on balancing 
automation with humanity, innovation with accountability, and personalization 
with respect for consumer autonomy. By foregrounding transparency, fairness, 
and human oversight as strategic imperatives—not optional add-ons—the paper 
reframes responsible AI as a competitive necessity in an era where trust is as 
valuable as technology. In doing so, it contributes to the emerging body of 
knowledge that positions ethical governance as integral to the sustainable 
evolution of AI in marketing.  

 Collectively, these contributions establish the paper as a broad, critically 
informed foundation for understanding how AI is transforming retail marketing 
and how retailers, policymakers, and researchers must respond to ensure that 
this transformation remains both innovative and human-centred. 
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