Appendix 01: Factor loading, composite reliabilities (CR), and average variance extracted (AVE)
	Indicators
	Standardised Loading 
	Mean 
	Std. Deviation
	Cronbach's Alpha
	Composite Reliability
	Average Variance Extracted (AVE)

	
	
	
	
	
	
	

	Perceived Usefulness (PFL)
	
	
	5.136
	1.344
	0.861
	0.896
	0.592

	Shopping at AI based technology would be helpful in saving my time.
	PFL1
	0.806
	
	
	
	
	

	Using AI based technology would improve performance in shopping.
	PFL2
	0.700
	
	
	
	
	

	Using AI based technology would help in faster shopping
	PFL3
	0.677
	
	
	
	
	

	Using AI based technology would enhance me (Deleted)
	PFL4
	0.114
	
	
	
	
	

	effectiveness in shopping.
	
	
	
	
	
	
	

	It is easier to do my shopping transactions at
	PFL5
	0.798
	
	
	
	
	

	AI based technology
	
	
	
	
	
	
	

	Overall, AI based technology would be useful for  shopping
	PFL6
	0.810
	
	
	
	
	

	
	
	
	
	
	
	
	

	Perceived ease of use  (PEE)
	
	
	5.05
	1.467
	0.896
	0.923
	0.707

	For me, it is simple and effort-free to learn to
	PEE1
	0.696
	
	
	
	
	

	shop and operate at AI based technology
	
	
	
	
	
	
	

	It easy to shop at AI based technology, what I want it to shop for
	PEE2
	0.792
	
	
	
	
	

	The use of the AI based technology is understandable and clear.
	PEE3
	0.695
	
	
	
	
	

	I can easily remember how to perform tasks
	PEE4
	0.661
	
	
	
	
	

	in AI based technology.
	
	
	
	
	
	
	

	I find the shopping at AI based technology is overall simple to use.
	PEE5
	0.766
	
	
	
	
	

	
	
	
	
	
	
	
	

	Perceived Anthropomorphism
	
	
	5.05
	1.467
	0.896
	0.923
	0.717 

	AI devices behave human like
	PAN1
	0.693
	
	
	
	
	

	AI devices  behave lifelike
	PAN2
	0.690
	
	
	
	
	

	AI devices  Chatbots behave natural
	PAN3
	0.733
	
	
	
	
	

	
	
	
	
	
	
	
	

	Perceived Intelligence (PI)
	
	
	4.89
	1.391
	0.928
	0.943
	0.735

	AI devices are sensible during the interacting 
	PI1
	0.754
	
	
	
	
	

	AI devices are act as the intelligence functions 
	PI2
	0.824
	
	
	
	
	

	AI devices are knowledgeable
	PI3
	0.604
	
	
	
	
	

	
	
	
	
	
	
	
	

	Perceived Animacy (PA)
	
	
	
	
	
	
	

	AI devices feel to be alive
	PA1
	0.611
	4.642
	1.394
	0.921
	0.934
	0.747

	AI devices are lively
	PA2
	0.533
	
	
	
	
	

	AI devices are more interactive 
	PA3
	0.603
	
	
	
	
	

	
	
	
	
	
	
	
	

	Attitudes to AI (AAI)
	
	
	4.731
	1.389
	0.783
	0.823
	0.516

	Attitude toward AI  is Worthless 
	AAI1
	0.829
	
	
	
	
	

	Attitude toward AI  is  Valuable 
	AAI2
	0.843
	
	
	
	
	

	Attitude toward AI is  Unfavourable  
	AAI3
	0.786
	
	
	
	
	

	Attitude toward AI  is  Favourable
	AAI4
	0.892
	
	
	
	
	

	Attitude toward AI is  Dislike
	AAI5
	0.730
	
	
	
	
	

	Attitude toward AI  is  Like
	AAI6
	0.733
	
	
	
	
	

	
	
	
	
	
	
	
	

	Technology Readiness (TR)
	
	
	5.153
	1.273
	0.683
	0.725
	0.514

	New technologies contribute to a better quality of consumer life
	TR1
	0.818
	
	
	
	
	

	Technology makes me more productive in my personal life
	TR2
	0.809
	
	
	
	
	

	Other people come to me for advice on new technologies 
	TR3
	0.856
	
	
	
	
	

	I can usually figure out new high-tech products and services without help from others
	TR4
	0.814
	
	
	
	
	

	 In general, I am among the first in my circle of friends to acquire new technology when it appears
	TR5
	0.539
	
	
	
	
	

	Technology lowers the quality of relationships by reducing personal interaction
	TR6
	0.502
	
	
	
	
	

	
	
	
	
	
	
	
	

	Consumer Purchase Intention  (CPI)
	
	
	5.033
	1.359
	0.733
	0.849
	0.652

	I would like to purchase through  digital AI devices assistants
	CPI1
	0.748
	
	
	
	
	

	I would like to repeat my experience in  digital  AI devices  assistants
	CPI2
	0.598
	
	
	
	
	

	I will execute my next purchase through digital  AI devices  assistants
	CPI3
	0.542
	 
	 
	 
	 
	 



Table by authors
Note: (1) PFL- Perceived Usefulness; (2) PEE- Perceived ease of use; (3) PI - Perceived Intelligence; (4) PA - Perceived Animacy (5) AAI - Attitudes toward AI; (6) PAN-Perceived Anthropomorphism (7) CPI-Consumer Purchase Intention  
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	No
	Article
	Context
	Relationship theories
	Methodology 
	Constructs
	Key findings

	01
	Arachchi and Samarasinhga, (2024)
	Fashion retail
	TAM and DOI theory
	Quantitative
	Perceived usefulness, ease of use, enjoyment, attitude towards to AI, consumer smart experience, purchase intention, consumer innovativeness and Gen X/Y
	Positive relationship of perceived usefulness, ease of use, enjoyment, attitude towards to AI, consumer smart experience, and purchase intention. Consumer innovativeness and Generations X and Y have a moderating impact on purchase intention and consumer smart experience. 

	02
	Gao et al. (2024)
	Live streaming users
	Social cognitive theory
	Quantitative
	Streamer types, novelty seeking, perceived intimacy, and perceived responsiveness on consumer purchase intention
	Human streamers are viewed as more intimate and responsive than AI streamers, which increases consumer purchase intention. Streamer kinds and customer purchase intention are mediated by perceived proximity and responsiveness. Novelty seeking moderates customer purchasing intention significantly.

	03
	Bilal et al. (2024)
	Online retail 
	Social support theory
	Quantitative
	AI, consumer experience, consumer engagement, satisfaction, purchase intention 
	This study suggests that AI can enhance social media customer experience, contentment, and purchase intent.

	04
	Mpinganjira et al. (2024)
	e-retail
	S-O-R Theory
	Quantitative
	Chatbot use intention, Risk, Utilitarian, Hedonic, Social, Anthropomorphism, Intelligence
	Continued chatbot use intentions (CUIs) are influenced positively by perceived hedonic and utilitarian experiential value. Perceived social experiential value had a negative effect on shoppers’ continued intention to use the chatbot. Both perceived chatbot anthropomorphism and perceived chatbot intelligence positively and significantly affect shoppers’ experiential value while perceived chatbot risk yields a significantly negative effect.

	05
	Myin and Watchravesringkan, (2024)
	Apparel Shopping
	TAM and Behavioral reasoning theory
	Quantitative
	Perceived ease of use (PEU), Perceived usefulness (PUF), Complexity, Discomfort, consumers’ attitudes toward using AI
	Reasons for” dimensions have a positive and significant influence on PEU, while innovativeness and relative advantage have a positive and significant influence on PUF. Discomfort and insecurity have no significant impact on PEU and PUF. However, complexity has a negative and significant impact on PEU but not on PUF.Additionally,  PEU has a positive influence on PUF. Both PEU and PUF have a positive and significant influence on consumers’ attitudes toward using AI.

	06
	Calvo et al.(2023)
	Omnichannel
	Grounded theory
	Qualitative 
	AI, omnichannel customer experience
	OCE features like personalisation, consistency, and flexibility are easier to link to omnichannel experiences. The omnichannel strategy relies on store capabilities like integration and connectivity.

	07
	Kang and Choi, (2023)
	Fashion retail
	Gratifications theory
	Mixed-methods approach
	Customers’ perceptions of service quality in AI-based customer services on favorable customer experiences, brand loyalty and purchase loyalty
	AI chatbots provide real-time information, quick transactions, and valuable advise and suggestions. Customers' views of AI chatbot empathy and automated responsiveness also predicted favorable AI-based customer support experiences. Brand loyalty and purchase loyalty were affected by positive AI chatbot encounters.

	08
	Arachchi and Samarasinhga, (2023)
	Retail
	TAM and DOI theory 
	Quantitative
	Perceived usefulness AI, ease of use AI, attitude toward to technology, attitude towards to AI, Purchase intention and consumer innovations.
	Perceived usefulness and perceived ease of use related to AI and attitudes towards technology significantly and positively impact the impulse purchase intention.

	09
	Bhagat et al. (2023)
	e-retailing
	
	Quantitative
	Subjective norms, faith, consciousness, affect artificial intelligence and Purchase
intention
	AI positively impact on consumer purchase intentions. 

	10
	Malhotra and Ramalingam (2023)
	Retail sector
	Media-richness theory
	Quantitative
	Anthropomorphized products, perceived animacy , perceived intelligence, trust and purchase intention
	Anthropomorphised products to improve their shopping experience and motivate consumers to buy through artificial intelligence via mediating of perceived animacy and intellect. Additionally, trust in AI moderates the link between anthropomorphism and animacy.

	11
	Elmashhara et al.(2023)
	Retail shopping 
	Gamified
	Cross‐sectional and two experimental studies
	Gamification style, motivation factors, engagement factors, actual behavior and purchase intention.
	Using these data, the study offers suggestions for promoting positive psychological and behavioral reactions in gamified AI encounters.


Source: Table by authors
