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The present study aims to measure the impact of artificial intelligence on the development 

of virtual shopping experiences across its three dimensions: interactivity, personalization, 

and enjoyment, among customers in the fashion sector. The study was conducted through a 

field survey targeting customers of fashion retail stores, using a purposive sample of 386 

respondents. Data were analyzed using SPSS V26 and AMOS V26 to test the study 

hypotheses. 

The results revealed a statistically significant positive correlation between artificial 

intelligence and the development of virtual shopping experiences. Moreover, artificial 

intelligence was found to have a direct influence on all three dimensions of the shopping 

experience. It enhances customer interaction with the brand, provides personalized 

shopping experiences aligned with customer preferences, and increases enjoyment during 

the purchasing process. The findings also indicated the existence of perceptual differences 

among customers based on their demographic characteristics. 

In light of these findings, the study recommends expanding the use of artificial intelligence 

technologies in fashion stores, such as smart mirrors, service robots, and in-store 

recommendation systems, while taking into account individual customer characteristics to 

deliver a more distinctive and personalized experience. 
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( أمام الإجابة التي ثناسبك، بحيث ثحصل √فيما يلي بعض العبارات التي ثتعلق بمتغيرات البحث، من فضلك ضح علامة )
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ً
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