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The Impact of AI Tools on Customer Support in Online Shopping in UK

Chapter 1: Introduction
1.1 Introduction
Online shopping is now an important part of the UK retail sector. Customers expect quick answers, easy communication, and support that is available outside normal working hours. To meet these expectations, many online retailers use artificial intelligence (AI) tools, including chatbots, automated help systems, recommendation engines, and generative AI assistants. These tools can answer routine questions, support order tracking, explain returns processes, and reduce pressure on human customer service teams (Wadud, Liang and Polkinghorne, 2025; Arman and Lamiya, 2023). However, AI support is not always successful. Some customers may become dissatisfied when a chatbot misunderstands a problem, gives a general answer, or makes it difficult to contact a human adviser. Other concerns include privacy, trust, transparency, and the risk that some customers may be excluded because of low digital skills or limited access to technology (Rahman, 2026; ERSOY and EHTİYAR, 2023). This proposal therefore investigates how AI tools affect customer support, service performance, and customer experience in UK online shopping.
1.2 Research Problem
Although AI customer support is expanding, there is still a need for clearer evidence about its impact in the UK online retail context. Existing studies often discuss AI, digital transformation, or customer service in broad terms, but fewer studies focus specifically on how UK online shoppers experience AI-based support. AI may improve speed, convenience, and availability, but it may also create problems if customers feel ignored, confused, or unable to solve complex issues (Chen et al., 2022; Auer, Schlögl and Glowka, 2024). This research addresses that gap by examining both the benefits and limitations of AI support tools from the customer perspective.
1.3 Aim, Objectives and Research Questions
Research Aim
This study aims to examine the impact of Artificial Intelligence (AI) tools on customer support, service performance, and overall customer experience within the UK online retail sector.
Research Objectives
To identify the main AI tools used by UK online retailers for customer support.
To assess how AI tools influence service performance, including response speed, service quality, and customer satisfaction.
To explore the benefits and limitations of AI support, including trust, privacy, and digital exclusion.
To examine how AI customer support affects the online shopping experience.
To provide practical recommendations for UK online retailers on responsible and effective AI use.
Research Questions
What types of AI tools are commonly used in UK online retail customer support?
How do AI tools affect service quality and customer satisfaction compared with traditional support methods?
What challenges do customers face when using AI customer support systems?
How can UK online retailers improve the use of AI tools in customer support?
1.4 Significance of the Topic
This topic is important because AI is becoming a normal part of online customer service. For retailers, AI may lower costs, increase response speed, and help manage large numbers of customer queries. For customers, it may make support faster and easier to access. However, weak AI support can reduce trust and damage customer satisfaction. The study will be useful for online retailers, customer service managers, and researchers because it focuses on practical service quality, customer experience, and ethical issues in the UK market (Bahaw et al., 2025; Chen et al., 2022).
Chapter 2: Literature Review
2.1 Digital Transformation and Customer Expectations
Digital transformation has changed the way customers communicate with retailers. Customers now expect online support to be fast, clear, and consistent across different channels. AI can help retailers meet these expectations by providing instant responses and handling repetitive questions. Nevertheless, speed alone is not enough. Customers also expect accurate information, fairness, and a simple route to human support when automated systems cannot solve the problem (Wadud, Liang and Polkinghorne, 2025; Nguyen and Le, 2024).
2.2 AI Based Customer Support
AI-driven customer service has moved from basic scripted replies to more advanced systems that can interpret customer questions and produce more personalised answers. Chatbots and generative AI can support common tasks such as delivery updates, return instructions, product information, and complaint handling (Arman and Lamiya, 2023; Mounika, 2024). These tools can improve availability because they can operate at any time. However, they can also fail when queries are emotional, unusual, or complex. This means AI should support, rather than fully replace, human customer service.
2.3 Service Quality, Trust and Ethics
Service quality is central to customer satisfaction. Customers are more likely to accept AI tools when they are easy to use, reliable, and useful (Chen et al., 2022). Trust is also essential because online shoppers may share personal information, payment details, and order history. Retailers therefore need to explain how AI systems work, how customer data is used, and when human help is available. Ethical concerns include transparency, data protection, bias, and digital exclusion. Some customers may struggle with automated systems because of language barriers, disabilities, or low digital confidence. Responsible AI use should therefore combine efficiency with fairness, privacy, and access to human support (Rahman, 2026; ERSOY and EHTİYAR, 2023).
Chapter 3: Research Methods and Methodology
3.1 Research Philosophy and Approach
This study will use a positivist research philosophy because it aims to collect measurable data about customer views and experiences. A deductive approach will also be used. The research will begin with ideas from existing literature, including technology acceptance, service quality, trust, and customer satisfaction, and then test these ideas through primary data collection (Chen et al., 2022; Auer, Schlögl and Glowka, 2024).
3.2 Methodological Choice and Research Strategy
A quantitative mono-method design will be used. Primary data will be collected through an online questionnaire distributed to UK consumers who have used AI customer support while shopping online. This approach is suitable because it allows standardised answers from a larger group of respondents and supports statistical analysis. A qualitative method was not selected because the project has limited time and focuses on measuring customer opinions in a structured way (Chen et al., 2022).
The research strategy will be an online survey. The target sample will be approximately 70 respondents. Participants may be recruited through personal networks, social media, and online communities. The questionnaire will include Likert-scale questions about service quality, response speed, trust, satisfaction, privacy concerns, and access to human support.
3.3 Time Horizon, Data Analysis and Ethics
The study collects data at a single point in time, which fits the dissertation timeline. Before sending it out widely, the questionnaire will be tested with a small group to make sure the questions are easy to understand. The final data will be analysed using descriptive statistics, and where it makes sense, correlation analysis will look at links between AI service quality, trust, and customer satisfaction.
The research will follow university ethics guidelines. Taking part is voluntary, and participants will be told what the study is about before they agree to join. No personal information will be collected, and all data will be stored securely and used only for academic purposes. The study will comply with UK GDPR, and ethical approval will be in place before any data is collected. (Rahman, 2026; ERSOY and EHTİYAR, 2023).
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