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[bookmark: _Toc2]Article summary:
1. This study examines the role of human nature in influencing and shaping consumers' shopping channel choices in the emerging artificial intelligence (AI) era.
2. The approach used to test the framework is based on the theory of planned behaviour and accessibility–diagnosticity theory.
3. The results suggest that subjective norms weaken the positive relationship between human nature and shopping orientation, while perceived AI usefulness strengthens the positive relationship between shopping orientation and online purchase intention.
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May be slightly imbalanced: The article presents the information in a generally reliable way, but there are minor points of consideration that could be explored further or claims that are not fully backed by appropriate evidence. Some perspectives may also be omitted, and you are encouraged to use the research topics section to explore the topic further.
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The article is generally reliable and trustworthy, as it draws from a well-established theoretical framework (theory of planned behaviour and accessibility–diagnosticity theory) to examine its research question. Furthermore, it provides a detailed description of its methodology, which includes a questionnaire survey method to test its framework. Additionally, it acknowledges potential limitations such as self-reported data being subject to bias or inaccuracy due to respondents’ memory or willingness to answer honestly. 
However, there are some points of consideration that could be further explored in future research. For example, while the article mentions that Xunzi's insights on humanity are drawn upon for this study, there is no discussion on how these insights may be interpreted differently by different cultures or societies; this could lead to potential biases in interpreting the results of this study across different contexts. Additionally, while the article does mention potential limitations such as self-reported data being subject to bias or inaccuracy due to respondents’ memory or willingness to answer honestly, there is no discussion on how these limitations may have impacted the results of this study; this could lead to potential biases in interpreting the results of this study across different contexts. Finally, while the article does provide a detailed description of its methodology, there is no discussion on how other methods such as interviews or focus groups may have been used instead; this could lead to potential biases in interpreting the results of this study across different contexts.
[bookmark: _Toc5]Topics for further research:
· Cross-cultural interpretation of Xunzi's insights
· Impact of self-reported data bias on survey results
· Qualitative research methods for survey studies
· Focus group methodology for survey studies
· Interview methodology for survey studies
· Memory bias in survey studies
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