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Abstract
This study explores ethnic consumers’ perceptions of the characteristics of artificial intelligence (AI)-enabled voice assistants and their impact on the intention to continue to use them for online fashion shopping in the UK. Despite growing interest in AI-enabled technologies to enhance engagement and shopping efficiency, the characteristics of voice assistants appear to be hindering consumers’ continued usage. The existing literature highlights AI-human interactions, privacy concerns, browsing and discovering new shopping opportunities, and biases in recommendations as possible barriers to the continuous usage of voice assistants. However, a literature gap exists in understanding how consumers from diverse ethnic backgrounds perceive the characteristics of voice assistants, which are potentially influenced by consumption acculturation factors such as language barriers and cultural differences. Consequently, further research is needed to understand how voice assistant characteristics affect ethnic consumers' likelihood of continuing to use AI-enabled technologies during their online fashion shopping journey. 
To address this gap, semi-structured qualitative interviews with ethnic consumers in the UK will be conducted. This study aims to provide valuable insights for online fashion retailers by assisting them in promoting sustained voice assistant usage among ethnic consumers during their online shopping journey.
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1.0 Introduction
This study explores ethnic consumers' perceptions of the characteristics of voice assistants and their subsequent impact on continuance usage intentions in the online fashion industry in the UK. Voice assistants are designed with algorithms that can predict user preferences and assist in making faster and rational decisions while reducing search time and cost (Yeomans et al., 2018). They are typically installed on devices such as Amazon Echo, Apple Home Pod, and Google Nest Hub and can enhance the retail and service industries  (Guha et al., 2023). By 2025, the global value of transactions completed through shopping using voice assistants is predicted to reach 164 billion US dollars (Sherif, 2023). In the UK, 75% of consumers express confidence in using voice assistants for online shopping, and 90% believe it would be beneficial to integrate AI-enabled voice technologies into online platforms (Okoli, 2020). The widespread use of voice assistants is attributed to their capability to facilitate voice-controlled shopping, thereby changing consumers’ shopping journeys (Aw et al., 2022). However, studies have revealed that consumers are hesitant to use voice assistants for shopping (McLean and Osei-Frimpong, 2019; Pitardi and Marriott, 2021). 
Consumers have expressed concerns about the use of voice assistants because of the potential privacy threats posed by AI-enabled technological advancements, which can accumulate and retain sensitive information such as location history, contact lists, and voice data (Bawack et al., 2021; Calahorra-Candao and Martín-de Hoyos, 2024; Krafft et al., 2017; Vimalkumar et al., 2021). Additionally, voice assistants make browsing and discovering new shopping options difficult, which is why voice shopping is more suitable for repeat purchases, because consumers do not need to go through the cognitive effort required to explore and purchase new products (Simms, 2019). Similarly, voice assistants typically recommend a single product or a few products rather than presenting multiple options to consumers (Rabassa et al., 2022), which can lead to biased outcomes when shopping for fashion compared with traditional search engines such as mobile apps or websites. These challenges explain that the characteristics of voice assistants might turn on ethnic consumers’ continuance usage, whereby their interest in using these AI-enabled voice technologies for shopping in the online fashion industry after the initial adoption can lead to decreased usage and even incomplete use.
The online fashion industry in the UK accounts for one-third of the country's total gross value added (UK Fashion and Textile Association, 2023) and is known for its adoption of technology. Major retailers such as ASOS and Boohoo as well as luxury brands such as Net-A-Porter have integrated AI-enabled technologies into their online platforms (Halliday, 2017; Mintel, 2019; Taylor, 2023). For example, ASOS consumers can browse products across multiple categories using a voice assistant powered by Google Assistant (ASOS PLC, 2018), highlighting the growing importance of these AI-enable voice technologies in the online fashion industry in the UK. Therefore, it is crucial to deepen the understanding of the characteristics of voice assistants influencing the continuance usage of these AI-enabled voice technologies during the fashion shopping journey in the UK.
1.2 Ethnic consumer:
Ethnic consumers are defined as “individuals belonging to a group that shares one ethnicity distinct from that of the mainstream population’ (Pires and Stanton, 2000: 607). The movement of individuals from their country of origin to another country in search of better lives and protection from hazards, such as unfair treatment, war, and natural disasters, has significantly transformed the cultural and societal environment of Western countries (Ashaduzzaman et al., 2021). Ethnic consumers represent a considerable market segment in Western countries because of their population and economic impact (Ashaduzzaman et al., 2021). Ethnic groups account for 9.3% of the Asian population, 4% of the black population, 3% of the mixed population, and 2% of other ethnic groups in the UK (Barton, 2023). 
The aforementioned discussion highlights the significance of marketing to ethnic consumers in the UK, particularly in the fashion industry. However, the key factor that can influence ethnic consumers' decision to continue using voice assistants for fashion shopping could potentially be their consumption acculturation to a new culture. Consumption acculturation is the process by which individuals, upon migrating to a new cultural environment, change their consumption behaviours, preferences, and values to align more closely with those of the host culture (Das and Jebarajakirthy, 2020; Segev et al., 2014). This involves changes in shopping behaviour, brand preferences, product usage, and overall consumption patterns that occur as ethnic consumers assimilate into the broader socioeconomic context of their new country (Ashaduzzaman et al., 2021; Luedicke, 2011). Researchers, such as Segev et al. (2014) and Ashaduzzaman et al. (2021), have suggested that highly acculturated ethnic consumers tend to use and respond positively to host country products and services in the fashion context. Although studies have shown interest towards South Asian (Ashaduzzaman et al., 2021) and Black African women in the UK (Gbadamosi, 2012), no research has yet explored how consumption acculturation among ethnic consumers from millennial generation in the UK can enhance their continuance usage of voice assistants during the online fashion shopping journey. This may hinder managers' ability to develop culturally sensitive voice assistants that can enhance the shopping journey of ethnic consumers in the online fashion industry in the UK.
The millennial generations are consumers from diverse ethnic backgrounds, many of whom have a family history of immigration, and are raised in multicultural environment (Licsandru and Cui, 2019). Clark (2024) estimated that approximately 14.48 million millennial ethnic groups live in the UK in 2022, making them the largest generational cohort that were born between 1981 and 1996, and this group has likely been significantly influenced by widespread of internet and technology access during their early life. Therefore, millennials represents a suitable consumer group for voice assistants in the online fashion industry in the UK, particularly for shopping-related tasks, which this study aims to focus.
1.3 Voice assistants
The continuance usage of voice assistants has received increased attention in various disciplines and it refers to an individual's continued use of technology over an extended period (Bhattacherjee, 2001), and occurs when users initially accept the use of technology (Bhattacherjee and Lin, 2015). However, research on human-technology interaction has primarily focused on understanding characteristics such as perceived warmth and perceived self-extension to determine continuance usage (Hu et al., 2021; Moussawi et al.,2023). 
Warmth, an essential component in consumer assessments of a product or brand quality, can influence social interactions and the likelihood of receiving help when needed (Aaker et al., 2012). In the context of products or brands, warmth is closely linked to friendliness and sincerity, which shape interpersonal and intergroup behaviours (Fiske et al., 2002). Jha et al. (2020) demonstrated that warmth can connect consumer interactions with a sense of touch experience.  Hu et al. (2021) have also reported that warmth can significantly enhance consumers' willingness to continue using AI technologies. Although warmth has been reported as the primary determinant in evaluating entities, further clarity is needed to understand the continuous usage of voice assistants during the shopping journey. This is because when warmth is perceived, non-human entities may seem more humanlike (Zhu and Chang, 2020), which may encourage ethnic consumers to continue using voice assistants for shopping in the online fashion industry.
On the other hand, Belk (1988; 139) introduced the concept of self-extension and highlighted that “we cannot hope to understand consumer behaviour without gaining some understanding of the meanings that consumers attach to possessions”. The author suggests that individuals often view their possessions as an extension of their identity, whether they are aware of it or not. For example, consumers frequently use their possessions and consumption goods as symbols to express their sense of identity and connect with others in society, revealing different aspects of themselves (Wong et al., 2012). The research conducted by s Moussawi et al. (2023) conceptualised the concept of self-extension in the context of voice assistants, which functions in individuals' personal spaces and assists them with daily tasks. The authors highlight that personalisation and control over voice assistants can influence consumers' perceptions of self-extension. Perceived control is based on the belief that individuals own and have control over an object (Ajzen, 1991; Cheung et al., 2003, 2005), whereas perceived personalisation is the extent to which a user can personalise a technology based on their preferences (Riegger et al., 2021. According to Moussawi et al. (2023), voice assistant can be considered an extended part of the self if it demonstrates aspects of the user's physical identity, such as being controllable and adaptable, similar to altering one's voice or appearance. Additionally, the authors highlighted that when users personalise the accents, gender, or language of voice assistants, they are more likely to experience self-extension. The impact of perceived control and personalisation on self-extension has been shown to affect the continued use of voice assistants (Moussawi et al., 2023). 
The aforementioned discussions in this section indicate that perceived warmth and perceived self-extension influence the continuance of use intention. However, no attempt has been made to understand how ethnic consumers’ consumption acculturation can strengthen or weaken the relationship perceived warmth, perceived self-extension and continuance use intention, explaining the need to explore this phenomenon.
1.4 Research Design 
This study will conduct semi-structured interviews with millennial consumers from South Asia and sub-Saharan Africa. Millennial ethnic consumers are more willing to consuming foreign brands and lifestyles than any other generation and they demonstrate interest in learning new skills such as language, social interactions and experience (Cleveland et al., 2015; Licsandru and Cui, 2019). As voice assistants use natural language processing models to perform tasks for users (Guha et al., 2023; Moriuchi, 2021), it is important to consider potential challenges when interacting with individuals from high-context cultures, such as South Asian and sub-Saharan African ethnic consumers. According to Hall's context theory, individuals from high-context cultures rely on implicit contextual elements such as tone of voice, nuance, and social customs or gestures to convey meaning (Hall and Hall, 1990). They communicate indirectly through verbal expressions and implications embedded in nonverbal communication (Hall and Hall 1990; Hall 1976). As a result, the use of voice assistants for fashion shopping among high-context cultures, such as millennial South Asian and sub-Saharan African consumers, may be impacted by voice assistants’ natural language inputs.
Qualitative research methods are particularly valuable for the exploration of novel, complex, and contextual phenomena to develop a thorough understanding of behaviours and motives (Yin, 1998). Participants will be selected through purposive sampling, a method in which researchers use their judgment to identify and choose the sample that is most relevant to the study's objectives (Bell et al., 2019). Participants will be selected based on their experiences (Bell et al., 2019), specifically those who have prior experience using voice assistants during the shopping process. The qualitative data gathered from the interviews will be analysed based on the abductive process (Creswell, 2017) using thematic analysis, an approach that interprets patterns of meaning or the meaning-making process (Braun and Clarke, 2013; King and Horrocks, 2011). The sampling size of interviews will be 20 ethnic consumers born between 1981 and 1996 from millennial generation in the UK.
1.5 Contribution:  
Based on the literature (Ashaduzzaman et al., 2021; Das and Jebarajakirthy, 2020;  Hu et al., 2021; Licsandru and Cui, 2019; Moussawi et al., 2023; Segev et al., 2014), this study expects perceived warmth,  self-extension and consumption acculturation to be among characteristics of voice assistants which might influence the continued usage of voice assistants by ethnic consumers. These attributes are integrated into a unified model of information technology (IT) continuance, as proposed by Bhattacharjee and Lin (2015), to gain comprehensive ethnic consumers' perceptions of the characteristics of voice assistants that influence intentions for continued usage. Therefore, the study's findings provide useful insights for managers to improve the fashion shopping journey of ethnic consumers through voice assistants. Additionally, this study contributes to the understanding of ethnic consumer behaviour in AI-driven shopping, paving the way for more inclusive and culturally sensitive technological solutions in the fashion industry.
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