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The Al Revolution in UK Retail:
A New Era of Shopping

Market Report
How artificial intelligence is transforming
customer experiences and driving innovation.

Number of respondents surveyed
1000+

Demographics
UK respondents, between 18-65 years old.

Independent research commissioned by 4imprint
and conducted by Perspective Global.



Report Summary

The retail sector in the UK is undergoing a significant transformation with the adoption of artificial intelligence (Al)

technologies.

As Al continues to reshape the landscape, the ways customers shop, interact with brands, and engage with products

are evolving.

Now, a new study by 4imprint explores customer perceptions, experiences, and expectations surrounding Al-

powered retail solutions.

This market report reveals the key aspects of Al's impact on shopping experiences, pricing, customer service, and

highlights the importance of striking the right balance between Al automation and human interaction.



Q1. Are you aware or have you used any of the following?

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
Chatbots 47%
Personalised discount offers 27%
Personalised recommendations 26%
None of the above 24%

Mobile app shopping guides 22%
Auto-mated checkout systems 21%

Smart shopping carts

Virtual try ons

Al product finder

Dynamic pricing

Video explainers

Interactive product displays

Al-powered customer service hotlines

Al deal finder

Voice-activated shopping assistants

Robotic store assistants




Q2. Are you aware that all of the above use artificial intelligence?

mYes
No




Q3. How often do you knowingly use Al features while shopping?

W Sometimes
Rarely

| Never

m Often

I Always



Q4. Which of the following Al features do you find more useful while shopping?

0% 5% 10% 15% 20% 25% 30% 35%
|

|
None of the above 29%
Chatbots

Al product finder

23%

Personalised recommendations
Automated checkout systems
Personalised discount offers

Al deal finder

Mobile app shopping guides
Dynamic pricing

Smart shopping carts

Virtual try-ons

Video explainers

Interactive product displays
Voice-activated shopping assistants
Al-powered customer service hotlines
Robotic store assistants




Q5. How satisfied are you with the accuracy of Al-generated recommendations / solutions?

= Neutral
Satisfied

| Very satisfied

m Dissatisfied

I Very dissatisfied



Q6. How likely are you to recommend Al-powered features to others?

33%

W Likely
Neutral

| Unlikely

m Very unlikely

1 Very likely



Q7. Have you ever noticed that pricing and promotions are aimed at you personally?

41%

mYes
No




Q8. Are you happy that ‘a computer’ could be deciding what deal or promotions to offer you?

M Yes, | am fine with this

No, | would rather a human did it




Q9. Do you believe that you have benefited from personalised promotions driven by Al?

For example, saved money.

47%

mYes
No




Q10. How important is human interaction to you when shopping?

2%

M Important

Very important
Hm Neither important nor unimportant
B Unimportant

m Very unimportant



Q11. Do you believe that humans will always play a role in the shopping experience?

mYes

" No




Q12. Do you think that more ‘exclusive brands” might employ more humans to give ‘better’ service?

mYes

" No




Q13. Have you ever had a negative experience with Al while shopping?

m No

1 Yes (please specify)




Q14. What concerns do you have about using Al in shopping?

0% 10% 20% 30% 40% 50% 60%

49%

Lack of human touch

Privacy concerns

Issues in communication

Might not understand human quirks

Accuracy

The difficulty in returning items 19%

None of the above 9%
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The perfect product: We’ve got yours!

You can be certain that we’ve got a wide range of promotional merchandise for you and your business to

help you promote your brand.

Your brand slogan - and your company logo - on the right product is marketing magic.

Why? Because promotional products work!
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