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Motivation and Goals 
AI shopping assistants based on large language models are becoming a standard 
feature of online stores. Unlike traditional recommendation systems, they elicit 
customer needs in conversation, recommend products, and argue for them — making 
them helpful advisors, but also potential "double agents" that merchants can configure 
to pursue their own commercial goals, for example by steering customers toward more 
expensive products. While prior research shows that biased recommendations can 
impair consumers' decisions without them noticing, it is unclear how this plays out 
when the biased advisor is a conversational AI that actively aims to persuade. 
The goal of this thesis is to empirically compare a helpful and an upselling AI shopping 
assistant in an experiment. Participants receive a shopping scenario and consult an AI 
assistant to purchase a product in a simulated webshop. The helpful assistant 
recommends the product that best fits the requirements; the upselling assistant 
remains truthful about all product facts but steers the customer toward a premium 
product above their budget. The study examines effects on outcomes such as decision 
quality, bias detection, trust, and perceived persuasive intent, complemented by short 
post-task interviews on participants' subjective impressions. Basic code for a simulated 
web shop with an integrated LLM-based shopping assistant is available and will be 
provided to the student. The code has to be adapted to the thesis context. 
 
Required Skills 

• Strong interest in AI and persuasion 
• (AI-assisted) programming skills (e.g., Python, JavaScript) for adapting the 

existing prototype 
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