Assessing the Impact of Generative AI (GenAI) on Customer Satisfaction in the UK Retail Industry: A Quantitative Analysis of ASOS PLC.
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[bookmark: _Toc213364659]Introduction 
[bookmark: _Toc213364660]Topic introduction 
The term "GenAI" refers to a group of technologies that work together to generate human-like material in a variety of forms, such as text, pictures, and audio, by using sophisticated deep learning and natural language processing algorithms (Sengar et al., 2024). According to Ooi et al. (2023), this cutting-edge technology can synthesise new material using patterns learnt from current data. It is quite adaptable and can be used in many different sectors. In contrast to conventional AI that relies on numerical data for decision-making and prediction, GenAI can craft contextually relevant, emotionally engaging, and interactive narratives, personalised promotional materials, and more.
This is found from the study of Schiebler, Lee and Brodbeck (2025) that the consumer satisfaction is the customer's response to their perception of value. It’s a crucial measure of how closely a company’s products and services match what customers want. Wang et al. (2024) arguably claim that great consumer satisfaction levels result in customer loyalty; repeat business and good word of mount all these are necessary for the growth and success of a company. 
Rationality of the study 
A constructive solution is sought to test the impact of Generative AI (GenAI) on the UK retail customer satisfaction (Feng, 2025). As the retail industry increasingly uses AI technologies, in this context, Tsou (2025) claims that GenAI influences consumer experiences is particular importance to businesses trying to increase service quality and operational efficiency. The fact that GenAI can personalize interactions, streamline processes and offer real-time support, will have a major impact on customer perceptions and loyalties. This research will provide useful pointers for retailers on how to use GenAI in the future to meet evolving customer expectations and satisfaction in an increasingly competitive marketplace.
[image: Customer Expectations Statistics]
Figure 1: Success of AI technology in customer expectation
Source: (Tsymbal, 2024)
[bookmark: _Toc213364661]Organisational overview 
ASOS is a British online fashion and cosmetic retailer founded in 2000 in London (Jones, 2024). It is the world’s leading online, fashion quarter and retail site, providing a range of own and partner-brand clothing, accessories and cosmetics to more than 200 markets across the world. Its main customer base is young people who are looking for fashionable outfits and affordable fashion (ASOS, 2025).
[bookmark: _Toc213364662]Research question 
Does the generative AI impact on satisfaction of customers of ASOS PLC in UK?
[bookmark: _Toc213364663]Research aim 
This study aims to assess the impact of generative AI on satisfaction of customers in London at UK.
[bookmark: _Toc213364664]Research objectives
1. To evaluate the effectiveness of generative AI in improving personalized customer interactions at ASOS PLC. 
2. To assess the impact of AI-driven chatbots and recommendation systems on customer satisfaction levels at ASOS PLC. 
3. To identify key AI technologies that have the most significant influence on customer satisfaction. 
4. To provide actionable recommendations for ASOS PLC to optimize its use of generative AI for enhancing customer satisfaction.


[bookmark: _Toc213364665]Literature review 
[bookmark: _Toc213364666]GenAI 
Generative AI is a branch of AI that focusses on producing original content via data analysis and learning. By analysing its training data for sophisticated patterns, styles, and structures, it can mimic human outputs in many ways, including text, photos, codes, product designs, and audio samples (Sengar et al., 2024). To guarantee iterative, innovative content generation, these training data sets are constructed using the vast amount of information that is accessible online.
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Figure 2:Primary focus of GenAI initiatives
Source: (Sengar et al., 2024)
[bookmark: _Toc213364667]Key trends of GenAI and customer experience 
Enhanced AI capabilities and specialisation: According to Gursoy and Cai (2024), machine learning models are becoming smarter and more tailored. More efficient and accurate problem-solving is possible with advanced models that have enhanced reasoning skills; these models will thrive in domains such as science, coding, law, and medicine.
AI in video processing: Roy (2025) mentions that video processing is where artificial intelligence is headed. Automated transcription, editing, and the generation of dynamic graphics from text prompts are just a few ways in which tools like Google Vids and OpenAI's Sora are changing the way organisations deal with video footage.
Agentic AI: This is found from the study of Raza et al. (2025) that agentic AI systems go beyond generative AI in that they can behave independently under certain limits. Automated systems like this reduce human labour on mundane, repetitive jobs by assessing their surroundings, deciding what they want to achieve, and then taking autonomous action to get there.
[bookmark: _Toc213364668]Role of GenAI improves customer experience (CX)
By improving many parts of consumer interactions, generative AI is reshaping CX. Businesses can improve their service quality, efficiency, and responsiveness by using machine learning and sophisticated algorithms. 
AI enhanced customer supports and chatbot: The way companies communicate with their clients is changing because of AI-powered customer service. Singh (2025) claims that modern chatbots enabled by generative AI can respond quickly and accurately to a broad variety of questions. Sengar et al. (2024) address and example such as a financial services company wants to assist its clients in real time, for instance, they can employ AI chatbots to field their inquiries about their accounts, transactions and even complex financial advice. It leads to happier customers and liberates human agents for more complex issues.
Predictive insights and proactive services: Predictive insights, powered by generative AI, will help businesses to be more proactive with their customer service. Alamuri (2024) said that machines can predict consumer desires and behavior by combing through historical data and identifying patterns; they can tell us what people will want or do. Gursoy and Cai (2024) highlight that companies can anticipate and address issues before they mushroom into full-fledged crises. One application for AI would be in telecoms, where it can predict when network failures might occur and inform customers before the fact, so that they can offer remedies or compensation.
Enhanced product recommendation: Product recommendation systems can benefit a lot from generative AI (Jones, 2024). Artificial Intelligence (AI) has the power to sift massive amounts of data for patterns that indicate trends in consumer tastes and preferences, through deep learning algorithms. Ooi et al. (2023) claim by identifying shopping records in a user's history and the current preference information of a user, product recommendation from an E-commerce platform can be made intelligent and ordered for that particular user to best fit the recommended products to the user need. The result is a more engaging shopping experience and more customers returning to business.
[bookmark: _Toc213364669]Key mechanisms driving customer satisfaction 
Personalisation and relevance: GenAI supports custom responses and solutions, driving perceived utility and user engagement in industries such as banking, e-commerce, financial services (Sengar et al., 2024).
Efficiency and speed: GenAI voicebots and chatbots in action GenAI bots provide both speed availability and issue resolution improvement, with better wait times resulting in less cancellations and service abandon rates for a 3x to even 4.5x more customer satisfaction along with a reported 13% to 45% faster result impacts.
Emotional reasons and empathy: GenAI can understand emotions and generate emotional responses, creating better AI-user relationships, leading to increased emotional well-being and satisfaction even if the creation of brand-consumer emotional bonds continues to face obstacles (Roy, 2025).
[bookmark: _Toc213364670]Research gap 
Generative AI consistently increases customer satisfaction by providing personalized, efficient, and emotional experiences. The best results are achieved when GenAI is incorporated thoughtfully, balancing automation with human judgement and ethical considerations. However, this study does not find out enough resources and study regarding GenAI impact on satisfaction of consumers of ASOS. So, the researcher will focus on empirical research method. 



[bookmark: _Toc213364671]Research methodology 
Research method: The researcher of this study will focus on quantitative research method. The researcher will do scientific research so that the researcher will need number-based data. The application of quantitative research will be helpful for this study because of the researcher wants to identify the relation between GenAI and consumer satisfaction. So, the researcher needs quantitative data to find out correlation between different variables. Kruger and Mitchell (2022) mention that this method allows for the stable, repeatable results via structured instruments such as Likert-scale questionnaires and is especially suitable for exploring correlations & drawing conclusions about AI’s role in improving customer experience. It can also present data visualization, complex easily graphed tables and even to lay out detailed end-to-end explanations of findings.
Research strategy: This research will focus on exploratory research. The researcher will explore the role of generative AI to improve consumer satisfaction. The exploratory research is found significant due to GenAI is a new technology. So, it is important to find explore how this technology impact on consumer (Saunders, Lewis and Thornhill, 2016). 
Data collection method: The researcher will collect data from primary sources. So, the researcher will use closed-handed questionnaire. Even the researcher will also use Google Form to share the questionnaire. There will be using Likert-scale (1-5). This survey method will be found most appropriate for this research. 
The survey research method employed for this research is appropriate because data can be collected from a large sampling of the population and the researcher can solicit an accepted response to investigate customer satisfaction on generative AI at ASOS (Saunders, Lewis and Thornhill, 2016). This approach is particularly useful when combined with closed-ended items to measure discrete issues such that information derived from them is both reliable and standardized. Moreover, surveys schedule a certain level of distribution such as Google Forms can be flexible and accessible to the researchers to access various perspective respondents that could extrapolate them accordingly.
Data analysis method: The researcher will apply quantitative research method where the researcher will apply frequency analysis method. There will be using graph, chart and table to present the findings. Even there will be also using descriptive statistics to address the mean, standard deviation and SE of mean to analyses the average response of respondents. 
Frequency analysis method: The researcher will use different types of graphs, chart and table to present the findings. 
Descriptive statistics: The researcher will use the mean, SE of mean and standard deviation under descriptive statistics. 
Regression analysis: The researcher will test hypothesis through regression analysis method. There will be focusing on significant value less than .05. 
Sampling method and sample size: The researcher will use random sampling method to select the respondents. The expected sample size will be 100.
[bookmark: _Toc213364672]Expected findings
The results of this study hope to show relation between the use of generative AI and customer satisfaction at ASOS. The introduction of bots fuelled by AI, tailored product recommendations or predictive insights will lead to a much better customer experience including aspects like efficiency, responsiveness and personalization. There are good reasons to expect such evidence to find that customers who had engaged with AI-enabled tools like chatbots and recommendation engines report high levels of satisfaction in its confirmability thanks to convenience as well as relevance of recommendations. It is expected that the emotional connection built thanks to AI’s ability to comprehend and react to the emotions of customers will lead to an increase in satisfaction levels. In addition, the results can suggest that digital natives who are more accustomed to AI technology, find themselves more satisfied than their older counterparts. In summary, the study seeks to verify the fact that generative AI has effect on customer satisfaction for ASOS and adds value by offering ASOS actionable information on how best to use AI to improve their customer experience.
[bookmark: _Toc213364673]Limitations 
One potential weakness of this study is the use of self-reported survey data, which can be problematic due to response bias. Accurate responses can be related with the tendency of participants to present themselves in a desirable way or misunderstand questions. A further limitation is that we concentrate on one firm only, ASOS and the findings cannot be generalised to other industry sectors or retail firms. Additionally, data collection is based on a Likert-scale questionnaire and cannot fully reflect the complexity in how customers perceive and experience generative AI. The sample size of 100 respondents is limited, and though it provides some insights into the ASOS customer market, such a small sample size does not capture completely the diverse types of customers that ASOS has (e.g. with regards to age, technical knowledge and regional variation). Lastly, the present investigation is constrained by its cross-sectional nature and offers only a momentary picture of clients’ satisfaction at a given time rather than effects over time with changes in AI utilization and client satisfaction.
[bookmark: _Toc213364674]Timeframe 
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[bookmark: _Toc213364675]Conclusion 
This proposal address about the significance of GenAI. The researcher generates research aim and objectives. Even the researcher also highlights about the research methods. In addition, expected research outcome will be also addressing. 
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