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Abstract
In the research introduction, the researcher has set the base for the overall study, providing research background, research rationale, aim and objectives. The literature review has been based on the aims and objectives of the research. To fulfil them in an appropriate way, resources relevant to the use of artificial intelligence to improve customer experience and reduce supply chain disruptions have been evaluated. Furthermore, the chapter identifies the literature gaps to highlight the scope for further research. Whereas a research methodology section has also been included in this research for the analysis to be systematic. Integration of Saunders’ research onion has been included in this aspect. A thematic analysis has also been conducted here with the use of analysing relevant secondary sources. Here, it has been detected that Ocado Group utilises the Ocado Smart Platform in order to optimise its overall operations, including its supply chain. Additionally, the retail sector, along with the firm, faces a lot of challenges, including data quality issues and the complexity of the technology. For overcoming them, setting protocols and using training programmes could be beneficial. In terms of finding quantitative data, the statistical analysis has been conducted, for which information, as well as relevant data, has been gathered from different secondary resources. Discussing the findings from both of these analyses, they have been critically analysed before comparing them and highlighting their limitations. A conclusion section has been added in this research, for the final evaluation of the information included in this research alongside recommendations and limitations.


Glossary
Algorithm: An algorithm is a set of instructions which is followed by an AI tool in order to accomplish tasks in an appropriate way. 
Data quality: Data quality could be depicted as the characteristics of any information related to its accuracy, consistency, and relevance. 
Supply chain disruption: Supply chain disruption, in simple terms, could be depicted as the interruption in the overall flow of production, along with any disturbances in the distribution.
NLP: Natural language processing (NLP) refers to the technology which allows computers to interpret, manipulate, and analyse the human language.
Predictive Analysis: Predictive analysis in AI uses historical data, statistical algorithms, and machine learning to forecast future events and trends.
Market Size: This is defined as the net number of buyers for any product or service, as well as the sum of revenue those sales might generate within a particular market over any pre-assumed time.
Data Security: The procedure of taking protection of any digital information from unauthorised access, theft, loss or corruption throughout the lifecycle if called data security. 
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[bookmark: _mlwlvfn9inks][bookmark: _Toc214394478]Chapter 1: Introduction 
[bookmark: _lvhjtcy8yoq4][bookmark: _Toc214394479]1.1 Chapter Introduction 
The introduction chapter will allow establishing the foundation of the research in terms of guiding the reader and providing context, stating the research problem as well as the objectives. It will also help outline the study's scope and significance in the study to create a base and capture the interest of the readers. With the integration of this chapter, the researcher aimed to justify the research while serving as a road map for the entire paper to review. Other than that, it also allowed the information to preview what is to come further in the investigation. 
[bookmark: _6rt4ybq4pql9][bookmark: _Toc214394480]1.2 Research Background
Within recent years, supply chains have become significantly more challenging in order to manage. The rising complexity of product portfolios can be seen with longer and increasingly interlinked which causes disruptions in the operations. After the COVID-19 pandemic, market volatility has seen to elevate the need for flexibility and agility. As a result, companies as well as stakeholders these days are now more focused on enhancing their supply chain to be more resilient. Supply chain management proves to be a potent instrument in terms of organisations to tackle the challenges. AI is already something that is touching most created experiences, while creating a smooth shopping experience, which customers love. Hence, when it comes to integrating AI technology, it has been anticipated that the growth can range from 11.83 billion to 54.92 billion dollars by the year 2033 (sap, 2024). Other than that, AI technology, such as NLP and ML, is also progressively being used within organisations behind innovative stopping features that delight the customers while engaging them. Therefore, in this research, the investigator is aiming to understand the evolution that AI have formed in decision making along with its supply chain management. According to research made by SAP Value Lifecycle Manager, with improved product availability resulting in up to 30% less revenue due to stockouts and inventory costs up to 25% by avoiding over-stocking (sap, 2024). According to the latest McKinsey Global Institute report, the global AI in logistics market is expected to reach around 20.8 billion dollars in the year 2025, which is a staggering CAGR of 45.6% from the year 2020 (Hana, 2025). The revolution has re-shaped how goods now move across various industries around the globe, with 78% of the supplier leaders supporting the same, stating that operational improvements have been seen as evident due to the implementation of AI-powered logistics solutions (Hana, 2025). 
[bookmark: _7pxs4zdeyyj4][bookmark: _Toc214394481]1.3 Research Aims and Objectives
Research Aim
To understand the impact of AI-driven tools and technologies in managing supply chain disruption and customer experience at Ocado Group
Research Objectives
To recognise the AI-based tools and technologies followed by Ocado Group to improve customer experience and manage supply chain disruption.
To assess the challenges that Ocado Group has faced while incorporating AI-powered practices in its supply chain operations. 
To evaluate some appropriate strategies that Ocado Group may implement to manage their AI-related issues, to manage supply chain disruption and customer experience. 
[bookmark: _uew3usri28kf][bookmark: _Toc214394482]1.4 Research Questions
What is the AI-based tools and technologies followed by Ocado Group to improve customer experience and manage supply chain disruption?
What are the challenges that Ocado Group has faced while incorporating AI-powered practices in its supply chain operations? 
What are some appropriate strategies that Ocado Group may implement to manage their AI- related issues to manage supply chain disruption and customer experience?
[bookmark: _dbspjlciha8][bookmark: _Toc214394483]1.5 Research Rationale
Coming year, 95% of data-driven decisions are expected to be made by companies that at least partially want to automate the same (gartner, 2025). However, even though the percentile seems to be high, only 10% of the CEO say that their businesses are using artificial intelligence within their operation in a strategic manner. In contrast to it, even fewer technology leaders, who are 9% state that their business is clearly defining their vision statement with AI (gartner, 2025). According to a recent study, it has been discovered that many companies that are mature in artificial intelligence usage are more likely to define their performance metrics within the early ideation phase of AI use cases. Apart from that, the survey also states that around 25% of KPI reporting will be powered by GenAI models by the year 2028 (gartner, 2025). Therefore, this comprehensive research has been executed in terms of exploring how AI is revolutionising the supply chain landscape by the year 2025. Especially, within companies that are forward-thinking and leveraging these technologies in terms of having within the global complex marketplace. The same can be understood with the example of Maersk’s AI-driven Maritime logistics, which has decreased its vessel downtime by a percent of 30 via predictive maintenance (Hana, 2025). Thus, this has allowed them to save over 300 million annually and reduce 1.5 million tons of carbon emissions. Moreover, their AI systems also analyse over 2 billion data points daily from more than 700 vessels and predict failures in 3 weeks advance with an accuracy level of 85% (Hana, 2025). This showcases how AI within supply chain and logistics has been evolving, influencing the companies to implement it more and more concerning potential operation transformation. In this study, the researcher has tried to evaluate the way companies can utilise algorithms in AI to automate their operation. Other than that, research will also focus on forming an insightful understanding of challenges, solutions, and the identification of AI usage operations. 
[bookmark: _ggtfxh8h3rsj][bookmark: _Toc214394484]1.6 Brief Idea of Methodology 
In this research, the research methodology using mixed secondary sources has been involved in terms of identifying, evaluating, and integrating both existing qualitative and quantitative data to answer the questions (Mishra and Alok, 2022). In this research, the key steps to define the questions while selecting a mixed method design to determine how the integration of different types of data during the analysis phase has justified the approach combining the sources.
[bookmark: _kxmr19gs17q1][bookmark: _Toc214394485]1.7 Structure of the Dissertation 
In this dissertation, several chapters have been included which start from the introduction and end with the conclusion and recommendations. In the very first chapter of the introduction, the researcher has tried to integrate information which allowed this research to create a base. Afterwards, the literature review has been integrated in the study, which provided the study with the reviews of different scholars who provided insights for topic development. Chapter 3 consists of research methodology, which allows this research to be more defined and systematic with the integration of a framework called the research onion. Later on, findings and analysis chapters have been included where the main research work has been evaluated, gathering different sources and information for further analysis in the discussion section. Lastly, the conclusion and recommendation chapters have been included, which provide actionable recommendations on the basis of the overall study. 
[bookmark: _bnn836f0v4d9][bookmark: _Toc214394486]1.8 Chapter Summary
In this introductory chapter, several elements have been provided that allowed the research to be executed with information that is fundamental to creating this research. The introduction chapter allowed setting the attention of the readers concerning why this research has been conducted by the investigator. Other than that, this chapter has also included research background and Research rationale, which formed an understanding related to the conclusions to draw out. 


[bookmark: _Toc214394487]Chapter 2: Literature Review
[bookmark: _Toc214394488]2.1 Chapter Introduction
The chapter of the literature review will evaluate the relevant resources that support the aims and objectives of the study. Furthermore, the gaps in this section are also mentioned in a proper way. 
[bookmark: _Toc214394489]2.2 Conceptual Framework

Figure: Conceptual Framework
Source: (Author)
The conceptual framework is completely based on the aims as well as the objectives of the study. As per this framework, virtual assistants, chatbots, personalised recommendation engines, machine learning algorithms, digital twins and predictive analysis are the AI technologies used to improve customer experience and to reduce supply chain disruptions. Additionally, there are plenty of challenges that come on the path of retail companies while implementing the AI technologies, and these challenges are improper integration with legacy systems, data quality and availability-related issues. The lack of human interaction is also a major issue that needs to be mentioned here. To overcome the challenges properly, strategies such as investment in scalable and compatible infrastructure, data governance, and quality management can be efficient enough. 
[bookmark: _Toc214394490]2.3. Review of literature
The AI-based tools and technologies are used by retail companies to improve customer experience and manage supply chain disruption
Use of AI-based tools and technologies to improve customer experience
As per the views of Kacar (2023), the implementation of artificial intelligence technologies has increased rapidly in recent years. The survey reports further unfold that there er 79% of German companies that consider AI as one of the crucial factors to achieve success in business in a sustainable way. Furthermore, it is evident that the retail industry is subject to strict regulations, and there is a need to tackle customer data in a proper way. 
AI Chatbots and virtual assistants: One of the tools of artificial intelligence that improves customer engagement is AI Chatbots and virtual assistants. According to Nguyen et al. (2022), artificial intelligence has been gradually increasing in different sectors. However, research on customer attitudes as well as behaviour towards the use of AI is still an under-researched topic. Through the use of artificial intelligence chatbots and virtual assistants, retail companies such as Ocado Group have been able to offer 24/7 customer service facilities. It is considered to be an excellent way for customer identification and customer advocacy. However, there is a need to consider that there are many customers who develop a sense of frustration due to continuous interaction with AI chatbots. On the other hand, the acceptance among audiences regarding the AI tools is also a matter of debate. 
Personalised recommendation Engines: According to the views of Hoyer et al. (2020), technologies such as Internet of Things, augmented reality, virtual reality, and chatbots and robots contribute to transforming the entire customer experience. Within the retail sector, these technologies shape each stage of the customer shopping journey. The journey states are pre-transaction, transaction and post–transaction. In this way, the retail companies get the opportunity to develop a new conceptualisation to manage the new technologies along with the dimensions of customer experience. The views of Inavolu (2024), reflect that the role of customer experience is vital to determine the success of a business, and this affects customer loyalty, satisfaction and brand perception. Using personalised recommendation engines, the retail companies biome able to provide personalised recommendations to customers as per their expectations and preferences and enhance their satisfaction. 
Use of AI-based tools and technologies for supply chain disruption management
Digital Twins: As per the views of Hendriksen (2023), the technology of artificial intelligence has developed dramatically in recent years. Furthermore, the implementation of AI technologies in supply chain management is not only a technical process; however, it is a social process as well. The entire process is inspired by human sensemaking and interpretation. Through the use of digital twins technology in the supply chain, the retail companies are able to get real-time visibility and manage the disruptions in a proper way. However, mentioning the views of Daios (2025), it can be stated that it becomes complicated for the supply chain managers to make decisions depending on the AI data. 
Machine Learning algorithms: According to the views of Hendriksen (2023), the use of artificial intelligence is supported by the newest generation of large language models launched in early 2023. Furthermore, there are many researchers who have evaluated the chance of increasing supply chain efficiency with digitalisation and the use of AI. It is evident that many different AI systems have revolved around machine learning and big data analytics in order to achieve efficiency and quality improvement within the supply chain. In this way, it becomes easier to get an overview of the disruptions that may happen with the supply chain. However, often the retail organisations face difficulties in making decisions due to the poor quality of data regarding the supply chain. 
Predictive Analysis: Here, the name of predictive analysis can also be mentioned, as it is an available AI tool that supports supply chain management. Through this, the retail business is able to get an overview of the potential risks. The views of Kuźnar and Lorenc (2023), reflect that the prediction regarding undesirable damage and damage contribute to increasing the reliability of the entire supply chain. However, as per the views of Nguyen et al. (2022), it becomes difficult to completely overcome the risks through the use of predictive analysis. 
The challenges that retail companies have faced while incorporating AI-powered
practices in their supply chain operations
While implementing the AI technologies within the supply chain disruptions and proper customer management, the retail companies are seen to face several challenges. The views of Chen et al. (2021), reflect that the use of artificial intelligence has the potential to improve work efficiency, customer experience and contribute to reducing the entire service cost to a great extent. However, the entire process is under development to date, and it is the reason why the companies encounter plenty of challenges in implementing AI technologies in a proper way. 
Data availability and quality issues: The lack of availability of high-quality and reliable data can be considered one of the issues in this aspect. Considering this issue, the higher authority of the organisations faces difficulties in making decisions regarding the supply chain disruptions as well as customer management. As per the views of Heins (2023), though there are many significant benefits of artificial intelligence in the business areas, there is a need for high-quality and dependable data. Getting this kind of data, AI algorithms can work properly and can contribute to reducing supply chain disruptions and improving customer experience. 
Integration with legacy systems: Another challenge that comes on the path of AI integration is the integration with legacy systems. As stated earlier, there are many strict regulations for retail companies, and in such circumstances, they have the requirement to pay attention to the ethical issues and maintain the legal requirements. It is clearly reflected in the views of Adanyin (2024), that maintenance of customer privacy and fairness is one of the requirements of AI integration. The adaptation of artificial intelligence has transformed the retail industry and has enabled to offer of more personalised services as well as efficient operations. However, the rapid use of AI technologies raises plenty of ethical concerns, such as customer privacy and fairness. In order to overcome the issue, it is important to take initiative and maintain ethics throughout the process. 
Gap for human interaction: It is evident that the use of artificial intelligence in different business areas is increasing at a rapid rate. Along with this implementation, the issue of a lack of human interaction is also increasing. Completing the customer management and supply chain tasks, the companies do not engage their employees in these processes. It is evident that there are many complex customer management issues that AI chatbots can not resolve properly. Here, the engagement of suitable employees is highly essential to improve the processes and tackle the issues in a proper way. Mentioning the views of Yrjölä et al. (2025), it can be stated that, along with the development and implementation of technical devices, it is also important to keep a human touch. Furthermore, excessive dependency on AI technologies may cause plenty of other difficulties for companies in the UK retail sector. 
The appropriate strategies that retail companies may implement to manage their AI-related issues, to manage supply chain disruption and customer experience
There is a need for companies in the UK retail sector to overcome the AI-related issues in order to manage the supply chain disruption and improve the overall customer experience. As per the views of Ifekanandu et al. (2023), the use of artificial intelligence has a vital influence on customer loyalty and customer experience. Furthermore, the benefits of personalisation help to improve the overall relationship with customers to a great extent. On the other hand, the views of Beta et al. (2025), reflect that the supply chains within the retail sector are facing plenty of difficulties due to the changing situations, such as COVID-19. The use of artificial intelligence improves the demand and supply forecasts and contributes to effective problem-solving. To gain the benefits and implement them to achieve proper success, it is highly important to overcome the issues in a proper way and ensure proper efficiency. 
Investment in Scalable and Compatible infrastructure: One of the valuable strategies that can improve the process of AI implementation is the strategy for retail companies to invest in compatible and scalable infrastructure for AI technologies. According to the views of Okeke et al. (2024), improving customer experience with the help of AI technologies is a vital part of businesses’ digital strategies. Through this, the companies can be able to ensure a consistent and smooth flow of data. It is highly essential that businesses keep investing in this aspect and improve access to data, and implement AI to boost real-time responsiveness within the supply chain activities. In addition to this, the use of developed infrastructure will enable the companies to improve the customer experience with AI technologies to a great extent. 
Data governance: Data governance is another strategy to overcome the ethical issues that companies face while using AI technologies to improve customer experience and reduce supply chain disruptions. As per the views of Van Hoek and Lacity (2023), it is important that retail companies maintain the policies, roles and responsibilities that are highly related to the use of AI to reduce the chance of any kind of ethical or legal complexity. Furthermore, there is a need to set data regarding polices and implement them within the workplace to ensure proper use of data, maintaining ethics. In a similar way, there is a need to ensure that companies use the data related to supply chain and customers in a responsible way and secure them properly. 
Quality management: Considering the AI implementation challenges, the strategy of quality management can be highly valuable for companies in the retail sector. As per the views of Uzozie et al. (2023), real-time quality control in the data collection and analysis process is essential. This initiative can help the higher authority of the organisations to depend on the collected data and make decisions based on it. 
[bookmark: _Toc214394491]2.4 Literature Gap
The section of the literature review has a consistent discussion of the valuable resources that perfectly match the research aims and objectives. Despite this efficiency, there is a presence of outdated, and due to this, the efficiency of the outcome gets reduced to a great extent and reduces their resilience. Therefore, it is important to conduct further secondary research to fill this gap and improve the process of using AI technology and tools to improve customer experience and reduce supply chain disruptions. 
[bookmark: _Toc214394492]2.5. Chapter Summary 
The use of artificial intelligence enables the companies of the UK retail sector to improve the overall experience of customers and reduce the disruptions within the supply chain. To overcome the challenges on the path, suitable strategies play a vital role and contribute to ensuring overall efficiency to a great extent. 


[bookmark: _Toc214394493]Chapter 3: Research Methodology
[bookmark: _yehvo7fk7z1w][bookmark: _Toc214394494]3.1 Chapter Introduction 
The research methodology chapter plays a crucial role in terms of providing a transparent and detailed account of the process by which the study will ensure its reliability and validity (Zou and Xu, 2023). The chapter acts as a blueprint which justifies all the methods to be used as well as demonstrates how the researcher will utilise their expertise, including replication of the study (Williams, 2021). Additionally, this chapter will be utilising the how-to of the research project while explaining how exactly the questions of a research project will be answered from the collection of data, moving towards analysis. In this chapter, a clear explanation of the methods using a framework to evaluate credibility and reliability is provided (Coe et al., 2025). Other than that, a structure is provided within this chapter for the entire research guide, where one can define objectives and choose a proper design to collect data. 
[bookmark: _3jtok64tr93l][bookmark: _Toc214394495]3.2 Research Onion 
The ‘Research Onion' framework can be crucial in terms of structuring a systematic design for the project by ensuring that all the components are logically connected and coherent. This will allow a high-level philosophical choice in terms of specifying collection techniques (Armour and Williams, 2022). Nevertheless, this aspect has been utilised in the research to enhance the quality, credibility, and reliability of the research outcomes while helping researchers to make appropriate choices. 
[bookmark: _8zr2ibf6u3dj][bookmark: _Toc214394496]3.3 Research Philosophy 
Research philosophy allows the development of a foundational guide while influencing different aspect of a study, from the research question to the interpretation of the findings. Nevertheless, with the execution of research philosophy, the researcher is able to clarify their belief regarding reality and the knowledge alongside assumptions. This, in turn, allows researchers to dictate their research strategy and methodology, ensuring the approach is coherent and suitable. For this investigation, the researcher has utilised a pragmatism research philosophy, as it has been beneficial for this study, providing the flexibility it needs. This has also allowed the researcher to use a mixed-method approach for both quantitative and qualitative data, answering the questions. It has also been useful for focusing on practical application and the usefulness of findings while fostering a problem-solving mindset, which focuses on ‘what works best’ in terms of finding solutions. 
[bookmark: _qbnm3cfbbui2][bookmark: _Toc214394497]3.4 Research Approach 
The research approach allows the necessary framework to be structured with clear guidelines in terms of ensuring the study's validity, credibility, and reliability in a systematic manner (Taherdoost, 2022). In other words, research approach ensures that data collection and analysis are executed properly and minimise any bias in the study (Olmsted, 2024). For the context of this study, an abductive research approach has been utilised in terms of creating alignment with the study philosophy. Nevertheless, the researcher was able to align their overall study for data collection of both quantitative and qualitative methods with its utilisation. 
[bookmark: _g73nhrd7f9ap][bookmark: _Toc214394498]3.5 Research Design 
Research design allows the structuring or blueprinting of the plan for a research study. It allows the investigator to ensure maintenance of a systematic, effective and credible research structure (Huntington-Klein, 2021). For this particular dissertation, the research design provided focus on guiding the entire process from data collection to analysis while diminishing any kind of error. This enables that the results are well attained with accuracy and consistency. In this investigation, the researcher has chosen an exploratory research design which allowed them gather secondary quantitative and qualitative information through the utilisation of both data types. Furthermore, with its employ, the researcher was able to gather knowledge for topic analysis, even when there was limited data available (Gamage, 2025). 
[bookmark: _7dy87qo6lys8][bookmark: _Toc214394499]3.6 Research Strategy 
According to the research onion model, the concept of research strategy is vital in creating a systematic framework. This aspect ensures all the decisions to be made are justified, interconnected and consistent. Moreover, it also ensures that the research method chosen for the data collection and the analysis is well aligned with the philosophy and approach leading towards a more reliable and rigorous study (Johannesson and Perjons, 2021). This research study has utilised a case study strategy in its research to find real-time information in real situations, finding complex issues and gathering rich qualitative information. 
[bookmark: _9t1kut4ugk7w][bookmark: _Toc214394500]3.7 Research Methods 
Research methods are considered to be the backbone of the study, as per the research onion model (Ghanad, 2023). This term can be crucial in terms of providing a layer model which helps the researcher to make coherent and consistent choices from philosophical assumptions. Apart from that, it also allows creating as well as gathering logically connected designs (Denny and Weckesser, 2022). Therefore, for the context of this study, the investigator has selected a mixed approach in terms of selecting board qualitative and quantitative information for cross-validation of the knowledge (Meeker et al., 2021). 
[bookmark: _h4uxp3w1vgoi][bookmark: _Toc214394501]3.8 Research Data Collection and Analysis Techniques 
Research data collection and analysis are crucial when it comes to analysing and collecting the data (Petropoulos et al., 2024). Hence, as per the research onion model, emphasising data collection and analysis techniques could be the practical core of the project. Nevertheless, in this research context, the researcher has selected secondary sources for quantitative and qualitative information (Clark et al., 2021). Thus, the investigator has utilised books, journals, industry reports, Google Scholar and company information websites from the Google search engine (Enders, 2022). Moreover, for the analysis, the researcher has chosen both thematic as well as statistical analysis approaches to embrace the theme-based assessment and numeric-based assessment for the topic (Ortloff et al., 2023). 
[bookmark: _vk16dz9as3lx][bookmark: _Toc214394502]3.9 Time Horizon 
Time Horizon is known to refer to the period over which the research study or the project is conducted for further analysis. In this investigation time horizon has been chosen to be a cross-sectional time (Maier et al., 2023). The allowed the investigation to be completed within a specific period of time rather than following a continuous process to collect a snapshot of information. 
[bookmark: _iza880n9s0rq][bookmark: _Toc214394503]3.10 Ethical Considerations 
The researcher in any research project needs to ensure its reliability and credibility by fostering ethical considerations (Vu, 2021). Hence, the investigator of this research study has integrated a number of considerations which allowed them to protect the reliability with proper citation and referencing. Apart from that, they have also maintained that this research was devoid of any plagiarism issues and that the privacy of the information was maintained (Ovádek, 2021). 
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[bookmark: _hod8bc9e9o2l][bookmark: _Toc214394505]3.12 Chapter Summary 

In this chapter, several elements regarding research methodology as a process for detailed accounts have been provided to ensure its reliability and validity. The chapter has introduced the elements over which the research investigator has demonstrated this overall study, with the utilisation of the research onion framework. 


[bookmark: _Toc214394506]Chapter 4: Results and Discussion 
[bookmark: _Toc214394507]4.1 Chapter Introduction 
This chapter will provide insights into the way AI technologies impact management supply chain disruption, along with the customer experience. A focus will be given on Ocado Group and the retail industry within the United Kingdom. Here, a thematic analysis as well as a statistical analysis will be provided, followed by a critical discussion of the findings. 
[bookmark: _Toc214394508]4.2 Results and Findings 
[bookmark: _Toc214394509]4.2.1 Thematics Analysis 
Presentation of Data 
Theme 1: 
	Author 
	Published 
	Title 
	Findings 

	Zhuang
	2025
	‘AI-Driven Supply Chain Adaptation: A Cross-Cultural Analysis of COVID-19 Impacts on Online Supermarkets in China and the UK.’
	Ocado Smart Platform

	Zakaria et al. 
	2024
	‘Use of AI in the UK Food System.’
	Demand Forecasting

	Savushkin 
	2024
	‘Warehouse automation in logistics: Case study of Amazon and Ocado.’ 
	Route optimisation and warehouse automation 


Theme 2: 
	Author 
	Published 
	Title 
	Findings 

	Visser 
	2021
	‘Strategy and Business Models.’
	Reducing waiting time

	Shi et al. 
	2024
	‘Smart supply chain management in business education: Reflection on the pandemics. 
	Improving risk management

	Khare et al. 
	2022
	Artificial Intelligence as an Enabler of Sustainability.’
	Reduce human error 




Theme 3: 
	Author 
	Published 
	Title 
	Findings 

	Oosthuizen et al. 
	2021
	‘Artificial intelligence in retail: The AI-enabled value chain.’ 
	Data quality issues

	Brau et al. 
	2024
	‘Utilizing people, analytics, and AI for decision making in the digitalized retail supply chain.’ 
	Staff resistance 

	Kollia et al. 
	2021
	‘Ai-enabled efficient and safe food supply chain.’ 
	Complex technology


Theme 4: 
	Author 
	Published 
	Title 
	Findings 

	Hong et al.
	2023
	‘Statistical perspectives on reliability of artificial intelligence systems’
	Unreliable outputs

	Cao 
	2021
	‘Artificial intelligence in retail: applications and value creation logics.’ 
	Faulty decision-making 

	Anica-Popa et al. 
	2021
	‘The integration of artificial intelligence in retail: benefits, challenges and a dedicated conceptual framework.’ 
	Scalability issues















Theme 5: 
	Author 
	Published 
	Title 
	Findings 

	Wamba et al. 
	2023
	‘Are both generative AI and ChatGPT game changers for 21st-Century operations and supply chain excellence?.’ 
	Implementing protocol

	Pereira et al. 
	2022
	‘Customer models for artificial intelligence-based decision support in fashion online retail supply chains.’ 
	Transparent process 

	Joel et al. 
	2024
	‘Leveraging artificial intelligence for enhanced supply chain optimization: a comprehensive review of current practices and future potentials.’
	Training employees

	Eyo-Udo 
	2024
	‘Leveraging artificial intelligence for enhanced supply chain optimization.’ 
	Human oversight 


Interpretation of Data 
Theme 1: AI-based tools and technologies 
Within the overall operations of Ocado Group, AI tools are being thoroughly integrated, and this is being done in order to ensure that the supply chain can be made more efficient. Specifically, the Ocado Smart Platform is a major technology that is owned by the Ocado Group and is powered by Artificial Intelligence (Zhuang, 2025). This specific tool is being designed by the firm to ensure that the various kinds of activities in the supply chains are done in a more streamlined manner. Apart from this, the technology also helps the firm to guarantee that almost all the tasks can be properly executed without any kind of human errors. 
Demand Forecasting
A major technology that is being used by Ocado Group, as well as plenty of other retail firms in their own supply chain, is simply the use of demand forecasting. Here, tools like the Ocado Smart Platform simply help to provide the necessary data for proper forecasting of future demands. Most of the time, the demand and supply in the retail industry could fluctuate due to several reasons (Zakaria et al., 2024). As such, with the help of Artificial Intelligence, the various kinds of data relevant to demand are being gathered and thereafter, properly analysed. This crucially enabled the firm to make proper predictions about the various fluctuations in consumer demand regarding the product. In case the consumer demand increases, the company could simply make better preparations. 
Route optimisation and warehouse automation  
With the help of AI technology, the companies in the retail sector are also optimising their own route for the supply chain, and automating plenty of aspects in the warehouse. Specifically, using the route optimisation technologies, the company are simply able to ensure that the most suitable routes are being selected for the transportation of the products. This enables the firm to save a lot of capital as well as time, and this helps to enhance the supply chain management. Additionally, the company becomes able to provide the products to the consumers at a faster pace, along with justified prices (Savushkin, 2024). Besides this, warehousing is also another crucial aspect in the supply chain, and in this regard, the company simply uses AI for increasing automation. This also helps to save a lot of time and store more product, thus improving the overall supply chain management. 
Theme 2: Improving customer experience and managing supply chain disruption through AI 
With the proper incorporation of AI tools and technologies, retail companies like the Ocado Group could benefit in numerous ways. Here, the tools and technologies could simply guarantee that the customer experience could be thoroughly enhanced while also managing supply chain disruptions. 
Reducing waiting time 
One of the most noteworthy ways through which AI technologies could improve the customer experience is simply by reducing the overall time (Visser, 2021). Simply put, nowadays, most customers simply want their products as promptly as possible. This has also given rise to quick deliveries as well as fast retail. In order to ensure that Ocado Group can remain competitive in the changing markets, the firm is simply using technologies, including AI, for tracking the time of transportation of goods. Here, the company uses its own Ocado Smart Platforms to ensure that the various products can be properly distributed across its various facilities. This way, the consumers could also easily access the products without any kind of major hassle. This ultimately boosts the overarching experience of the consumers, giving Ocado Group a major competitive advantage. 
Improving risk management 
Within the overall supply chain of any kind of retail business, plenty of risks could be in place, and they could ultimately delay the overall process (Shi et al., 2024). Apart from this, the risks related to supply chain disruptions could also result in higher costs of operations for the company. As such, with the help of the AI tools and technologies, a lot of the risks could be mitigated. Simply put, it becomes easier for companies to prepare for any kind of challenging situation with the help of the predictive capabilities of the AI tools. Here, the firm could also ensure that proper automation is being done, which can reduce the chance of human errors, therefore, reduce the risks associated with supply chain management (Khare et al., 2022). Overall, Ocado Group is able to ensure that any kind of supply chain disruption is being minimised with the proper use of AI tools and technologies. 
Theme 3: Challenges faced during AI implementation 
There are plenty of challenging situations that the retail firms have to encounter while integrating AI within their own operations. Here, the challenges could ultimately cause a lot of problems for the firms and delay the entire process of implementation. 
Data quality issues 
There is plenty of data that is being used by AI technologies, and it is essential for companies to ensure that the AI is able to access proper data. However, this could be rather challenging for the companies, as collecting the data could be rather difficult (Oosthuizen et al. 2021). Simply put, a lot of the data that is being used for training the Artificial Intelligence could be rather outdated, and might not contain recent industry trends. Apart from this, there could also be plenty of duplication of the data as well, and as such, the data being used might not be completely reliable. Sometimes, acquiring the most accurate data could also be rather time-consuming, and as such, this could also result in various kinds of challenges in the proper implementation of AI within the supply chain. 
Complex technology 
Artificial Intelligence is a major technology, and can be very complicated for people to understand (Kollia et al., 2021). While there are plenty of AI tools that could be used for simple tasks, performing complicated tasks using AI could become rather difficult. Here, the staff members might not have the proper knowledge regarding the use of the most recent AI tools that are being introduced by Ocado Group. As such, they might find it rather difficult to use the tools in the most efficient manner. Apart from this, due to the complicated nature of the technology, certain employees might also resist adopting the technology altogether (Brau et al., 2024). As such, retail businesses like Ocado Group simply have to identify solutions in order to mitigate such problems. 
Theme 4: Impact of the AI implementation challenges 
Ocado Group can be severely impacted due to the presence of numerous challenges associated with the integration of Artificial Intelligence within its operations. Specifically, in the context of supply chain management, the firm could be impacted a lot, and this could cause a lot of problems for the firm. 
Unreliable outputs 
Due to the challenge related to data quality, the retail firm could ultimately be impacted by unreliable outputs (Hong et al, 2023). Essentially, the AI tools could provide information that might not reflect the current scenario. Specifically, there could be a lot of mistakes in the predictive analysis, and as such, this would ultimately fail the demand forecasting. There could be a lot of misinformation in the output generated by the AI tools, therefore could create problems for the company related to decision-making. The firm would have to make a lot of decisions; however, due to the data quality issue, a lot of them might not be totally sound, causing further disruption in the supply chain. The reliability of the entire process could be undermined, while, instead of improving the supply chain optimisation, the use of the technology could delay the procedures (Cao, 2021). 
Scalability issues 
Scalability issues are also another major impact that could be caused due to the challenge of the complexity of the technology associated with AI tools. Specifically, in order for any company to properly scale up any kind of new technology, they have to be properly adopted by the staff members. Apart from this, proper infrastructure has to be present as well in order to almost guarantee that the staff members can properly adopt the new technologies without major hindrances (Anica-Popa et al., 2021). Nevertheless, due to the complicated nature of Artificial Intelligence and a lack of consistency in this new technology, it could be very difficult for Ocado Group to properly scale up its usage. As a direct result of this, even in recent times, the company has been able to use the new technology only in a limited capacity, and its full potential has not been fully reached. 
Theme 5: Strategies to improve AI integration and mitigate AI-related issues 
There is a need for proper integration of AI technology within the overall operations of Ocado Group, and for this, plenty of strategies have to be adhered to. The strategies could eventually help the firm to mitigate the key issues related to AI technology and ensure that it can be optimally utilised. 
Implementing protocol 
While integrating AI within the operations, and specifically in the supply chain management, Ocado Group needs to ensure that it is utilising following proper protocol (Wamba et al., 2023). For this, the company have to ensure that it is able to properly formulate the protocol regarding data collection. As such, it could properly use suitable data for training the AI tools and ensure that they provide more accurate results. Apart from this, the protocols could also be set regarding the exact manner in which the AI output could be used within the various aspects of the decision-making process. This could help to make the entire process more transparent for the staff members. Additionally, the presence of protocols could also help in ensuring that the staff members thoroughly understand the various things that they need to adhere to. This could make the implementation of AI within the operations less complicated (Pereira et al., 2022). 
Training employees 
Training the staff members is also another major aspect that could be used by the retail firms to ensure that the AI technology can be implemented in a smooth manner, without major issues (Joel et al., 2024). Here, the staff members could be made aware of the exact manner in which the new technologies related to AI could be used. Specifically, in which areas of operations they need to be used can be properly conveyed. Apart from this, the various steps regarding the use of AI could also be properly communicated, and this training could help in the better implementation of the numerous technologies. Besides, giving proper training could also help to ensure that proper human oversight is also maintained. Plenty of times, AI could give faulty outputs, and with proper knowledge regarding AI, the staff members could detect them rather swiftly (Eyo-Udo, 2024). 
[bookmark: _Toc214394510]4.2 Results and Findings
[bookmark: _rv8fpeh2fsih][bookmark: _Toc214394511]4.2.2 Statistical Analysis
Size of AI tools and technologies in the retail market all over the world
[image: ]
Figure: Global market size of AI tools and technologies
Source: (market.us, 2024) 
Artificial intelligence is considered to be one of the leading business trends within the market, not only in any specific country but within the whole world. Taking that into consideration, this can be clearly stated that every industry seems to get benefited from the tools as well as technologies based on artificial intelligence. Therefore, nearly all business sectors focus on making use of these technologies as well as tools. As the above graph is showcasing, the market size of the AI tools as well as technologies seems to increase by a significant amount by the year 2033. It is anticipated to be worth almost 120.26 billion British Pounds by the year 2033, which would be risen from the value of 6.93 billion British Pounds in 2023. A clear CAGR of at least 29.9 percent can be seen during the forecast period, starting from 2024 to the end of 2033 (market.us, 2024).     
Size of AI tools and technologies in the UK retail market
[image: ]
Figure: Marketing size of AI tools and technologies in the UK
Source: (grandviewresearch, 2025) 
A significant number of business organisations from different industries have been making use of artificial intelligence tools as well as technologies in terms of obtaining a range of beneficial factors. According to the above graphical representation, this can be clearly seen that the use of AI tools as well as technologies has been rising in the retail sector within the United Kingdom. As per the forecast, the revenue generated from the retail market is expected to grow by nearly 1.2 million British pounds at the end of the year, 2030. In 2024, the revenue of the retail market in the United Kingdom was almost 480.08 British Pounds. Starting from 2025, the CAGR seems to be expected of increasing 18.7% by the year 2030 (grandviewresearch, 2025). Retail sector as well, here, seems to be one of the most lucrative component segments by acknowledging the fastest development as well as growth.   
Common areas os using AI tools and technologies by retail firms in the United Kingdom
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Figure: Areas in which AI tools and technologies are used mostly
Source: (technologyreview, 2020) 
There are multiple areas present where the tools, as well as technologies based on artificial intelligence, can be made use of within the workplace of all business organisations, including business firms in the retail sector. Business organisations tend to utilise these kinds of tools as well as technologies based on the artificial intelligence in the area of providing consumer service mostly. A survey clarified that almost 60 percent of those respondents had made use of AI tools in the customer service area in 2019, which has further increased to 73 percent at the end of 2022. While the percentage of using AI tools (47 percent) was quite high in the IT management, ranking in 2nd position, it did not show much significant growth in the use by 2022. Surprisingly, the use of AI in sales and marketing was quite low in 2019 at 33 percent, and that has increased to 59 percent by the end of the year of 2022. Research and development, manufacturing or operations, logistics or supply chain, finance, as well as human resources are considered to be other key areas where AI tools as well as technologies can be efficiently used.    
Potential challenges faced by retail companies during the integration of AI tools and technologies

[image: ]
Figure: Common issues faced by retail businesses during AI tool integration
Source: (aiprm, 2024) 
The application of artificial intelligence oriented tools as well as technologies involves a huge range of beneficial factors, due to which, such a major segment of business organisations tend to incorporate them. However, there are still certain drawbacks present which make a business organisation encounter potential challenging factors. The issue of data security, as well as privacy, is considered to be one of the most crucial problematic factors, as almost 35.9 percent of companies face this, leading to serious hampering of business practices (aiprm, 2024). In this case, it is also quite crucial to have technical ability, using which employees of an organisation can enhance the overall business performance or else it delivers another critical issue. There is a high chance of a technology reliability issue, while bias error in these systems based on AI can be another vital issue. Similar other issues are also present, which can make the business practices weak as presented in the graph. 
Key benefits of incorporating AI tools and technologies within retail businesses
[image: ]
Figure: Benefits of using AI tools and technologies in retail firms
Source: (appventurez, 2024) 
An effective implementation of artificial intelligence based tools as well as technologies within the workforce of any retail business organisation, such as the Ocado Group, tends to have certain potential beneficial factors. According to the above graphical representation, a few key beneficial factors of integrating AI tools or technologies are cost saving, higher productivity, more business revenue, better informed decision making and similar others. Automating tasks or methods, expanding staff knowledge or skills, faster delivery, predictive analysis, and enhancing innovation, as well as attracting new high skill staff members, also come under its benefits. Among all these beneficial factors, the major segment of companies in the retail sector tends to encounter the benefit of cost-efficiency more. Taking that into consideration, the companies can make sure to overcome the potential barriers faced by them while integrating these AI-based tools as well as technologies. Their investments would have been anticipated to reach almost 7.3 billion British Pounds by 2020, and that has been met splendidly as well.
[bookmark: _Toc214394512]4.3 Discussion
[bookmark: _rhg7fmpqtoam][bookmark: _Toc214394513]Critical review of the findings
Two types of analyses have been conducted in the above section, which are thematic analysis as well as statistical analysis. Both of these analyses primarily revolve around the way tools, as well as technologies based on the artificial intelligence, are useful for managing the supply chain disruption as well as consumer experience in the United Kingdom. Five themes have been developed from the gathered findings, which can be effective in answering to all three research questions. The first theme focuses on identifying the tools as well as technologies related to the artificial intelligence that business organisations in the retail industry mostly use. From the first theme, different smart platforms utilised by Ocado can be learned, such as demand forecasting, as well as route or warehouse optimisation tools. The way these tools, based on AI, can be beneficial for the improvement of consumer experience, as well as supply chain management through AI, has been analysed in the second theme. In this theme, two factors, such as reducing the waiting time period as well as enhancing risk management, have been described. Third theme focuses on finding out critical challenging factors that a business organisation, such as Ocado, tends to face, which are data quality issues as well as complicated technological aspects. Unreliable outputs, as well as scalability issues, are considered to be the potential impacts of the challenges faced during the implementation of artificial intelligence, which have been addressed in the fourth theme. The fifth and last theme has been in regard to the strategies of mitigating those challenges while enhancing the integration process of AI tools or technologies. The statistical analysis has covered the size of the huge application of AI tools as well as technologies in the retail market within the United Kingdom. Along with that, its application all over the world in the global market has been highlighted as well. It also has highlighted certain potential challenges as well as beneficial factors to get a clear picture of this aspect.     
[bookmark: _7u55jsfw7ew0][bookmark: _Toc214394514]Comparing and contrasting the two findings
Both of these analyses have critically analysed all three research objectives, and while both of these findings have been effective in their own ways, certain information has been lacking still. On the one hand, the thematic analysis has been thoroughly focused on describing the information, where, instead of quantity, the quality of the findings has been prioritised more clearly. On the other hand, the statistical analysis has been more attentive towards the quantitative information by highlighting the percentage factors. While only two benefits or two challenges of using AI tools as well as technologies have been explored in the thematic analysis, multiple factors of these similar criteria have been explained in the statistical analysis. However, the impact of those challenges, as well as the significance of implementing such AI tools as well as technologies, has been included in the thematic analysis. The statistical analysis has lacked this kind of information, failing to acknowledge the depth of the challenging factors, as well as the significance of these beneficial factors. It clearly showcases the way both of these findings have failed to meet certain criteria while revolving around the same concepts. While both the findings meet at certain points, there are still some points of difference present, which might be covered further.        
[bookmark: _tplftxane8pg][bookmark: _Toc214394515]Implications or Significance of the findings
The thematic analysis has clearly described the way a retail business organisation in the United Kingdom, such as Ocado, makes use of different tools as well as technologies based on the artificial intelligence through its smart platforms. By addressing the way these tools improve consumer experience, as well as manage supply chain management practices through artificial intelligence, a clear understanding of the importance of integrating them can be acknowledged. Similarly, finding out the crucial challenging factors makes interested people learn about the impact of those challenges and how this is highly important to overcome those issues. The impacts have been highlighted as well, while potential strategies which can be utilised for overcoming those issues can be acknowledged along with them. In a similar manner, the statistical analysis has included different beneficial factors as well as challenging aspects that companies generally face in the real sector, which has clarified their significance. The wide range of the applications of AI tools, as well as technologies, in the huge retail market within the United Kingdom has been highlighted, making people aware of the breadth of its market. Thus, the whole findings as well as analysis has been quite insightful in terms of obtaining a huge amount of information as well as data regarding the impact of incorporating AI tools or technologies on customer experience and supply chain disruption.           
[bookmark: _n1er85cpai3][bookmark: _Toc214394516]Explanation of Limitations
Certain limitations are still present within the findings as well as the analysis of this discussion. The number of tools, their benefits, challenges, impacts, as well as overcoming strategies are discussed in a limited number in the thematic analysis. This puts a limitation on the number of factors described by focusing on the impact of AI tools or technologies. On the other hand, the statistical analysis has been described in regard to any challenges and benefits; however, it still has failed to acknowledge their effectiveness. It also has not included the overcoming strategies, unlike the thematic one. 
[bookmark: _Toc214394517]4.4 Conclusion
The above section of results and discussion has focused on conducting two types of analyses with the help of secondary resources. Here, both thematic as well as statistical analyses have been conducted, for which data from books, articles, websites or journals have been gathered. Analysing those findings, they have been compared, while their limitations have been explored as well.   





[bookmark: _Toc214394518]Chapter 5: Recommendations, Conclusion and Limitations of the research
[bookmark: _wx0chl1s3q20][bookmark: _Toc214394519]5.1 Introduction 
The conclusion chapter plays a crucial role in terms of providing a final synthesis of the research while summarising key findings and explaining the significance and implications of the study. It offers a final opportunity which allows leaving a lasting impression on the readers about why this research topic matters and highlights new knowledge, suggesting areas for future studies. 
[bookmark: _lz7o4hxvebbv][bookmark: _Toc214394520]5.2 Achievement of Research Objectives 
Within this research study, the researcher has tried to achieve the research objectives by analysing information found in the literature review section and the findings and analysis section. An argument regarding that has been formed, which states that the implementation of AI technology has been rapid in recent years. Additionally, the study has also focused on how human interpretation and sense are entirely essential when it comes to integrating automation within these operational elements. Lastly, information on proper ways to maintain supply chain efficiency concerning the environment of Big Data analytics has been gathered in the literature review section, which provided essential information related to how making predictions in this function is important. All this information has allowed this research to be conducted and analysed in alignment with the research objective and questions. 
[bookmark: _ww3eek5fmkwf][bookmark: _Toc214394521]5.3 Conclusion 
The research has shed light on how, in recent years, the supply chain has significantly changed, with more challenges arising to manage. In the study, challenges related to product portfolios with longer and increasingly interlinked relationships have been seen to create disruptions, has been included. Information related to how AI is already touching the most created experience among the customers' shopping criteria has been mentioned. AI technology is expected to be anticipated with a rate of 11.83 billion to 54.93 billion dollars by the year 2033. Moreover, studies from different authoritative reports have also been drawn out in terms of finding how the logistics market is seen to implement AI within its operations. A McKinsey Global Institute report says that the AI in logistics market is expected to reach around 20.8 billion in the year 2025, and this is a stark increase from 2020, with a CAGR of 45.6 per cent. Additionally, 78% of supply chain leaders who support the same have also been analysed within this research with the implementation of AI-powered logistics solutions. The research has provided several insights concerning how AI-algorithms working properly can contribute towards reducing any kind of supply chain disruption and improving the experience customers face. 
[bookmark: _dbkn1eqz32fr][bookmark: _Toc214394522]5.4 Recommendation 
Customer experience enhancement
The organisation can utilise AI to analyse the customer data and provide still product suggestions both online and in-store. Apart from that, they can also employ an AI-powered chatbot within their operations to handle customer enquiries and provide store navigation assistance to them. Furthermore, Ocado Group, by identifying the risk in the supply chain and then utilise several strategies to mitigate them (Quinones et al., 2023). 
Predictive analytics and demand forecasting
Predictive analytics powered by AI and demand forecasting with the utilisation of historical data can help businesses to optimise the inventory level while preventing stockouts and over-stocking (Falatouri et al., 2022). The organisation can analyse datasets with machine learning algorithms, which will allow them to spot patterns and external influences such as competitor activities, seasonality, and economic uncertainty to produce a more precise forecast than the traditional methods. 
[bookmark: _qtvdyjq0vh9n][bookmark: _Toc214394523]5.5 Limitations 
Utilisation of secondary methods has been integrated in this research study, and this has caused various limitations related to finding real-time and updated information. Although the researcher has used both qualitative and quantitative information in this study. However, none of them being primary has caused this research to find hindrances related to real-time information. 
[bookmark: _ybwc5h1wjfm9][bookmark: _Toc214394524]5.6 Future Research Directions
In future, the research can move toward focusing on developing new theoretical models that can integrate AI into the traditional supply chain theories while evaluating long-term adaptability and theoretical implications of AI technology. Additionally, future research can also move towards assessing the impact of AI on customer behaviour and only channel strategies while fostering collaboration between industry and academia to share practices. 
[bookmark: _l6fauj6uh3o][bookmark: _Toc214394525]5.7 Chapter Summary
This chapter will also provide a synthesis of the main points and findings while giving the readers a crucial message regarding the topic and directly addressing the question stated in the introduction section. This section has included recommendations related to AI-powered logistics solutions in the Ocado Group, with integration of AI and analysis of the long-term impacts. 
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To recognise the AI-based tools and technologies followed by Ocado Group to improve customer experience and manage supply chain disruption.


To assess the challenges that Ocado Group has faced while incorporating AI-powered practices in their supply chain operations.


To evaluate some appropriate strategies that Ocado Group may implement to manage their AI-related issues to manage supply chain disruption and customer experience.


Virtual assistants, chatbots, personalised recommendation engines, machine learning algorithms, digital twins and predictive analysis


Data availability and quality issues, Integration with legacy systems, Gap for human interaction


Investment in Scalable and Compitable infrastructure, Data governance, Quality management


To understand the impact of AI-driven tools and technologies in managing supply chain disruption and customer experience at Ocado Group
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Figure 1: In which departments are Al technologies being used most actively today and three
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