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CHAPTER 1
1.1 INTRODUCTION 
  One of the trendiest retail themes in an ever-changing digital market is how to use generative AI technology to benefit customers and enhance revenues. As e-commerce platforms grow in popularity and more physical businesses go online, AI-powered solutions are becoming increasingly popular among store owners searching for methods to improve the consumer experience while standing above the competition. In today's competitive market, retailers must give customers with cutting-edge quality services like never before. Through significant assistance from Artificial Intelligence (AI), the vast volume of data is more efficiently employed to promote their business. A specific development system and its application in computers with human intelligence, visual-audio perception and recognition, and the translation of multiple languages to make proper business judgements (Hamdan et al., 2022). Artificial intelligence is a digitalization system in which computer-enabled robots accomplish the intended task in conjunction with clever and intellectual methods. 

1.2 SIGNIFICANCE OF THE TOPIC 
  In the fastest-growing retail industry, digital transformation is primarily about linking things. It has a significant impact on changing, transferring, and turning data sets into actions for a better business outcome. E-commerce marketplaces are increasing rapidly, and estimates indicate that this trend will continue in the future. With the advancement of new technology and innovations, e-commerce may provide even more benefits to businesses and customers. Understanding and responding to the newest e-commerce trends is essential for keeping ahead in today's competitive online sales industry (Orzol & Depczynska, 2023). Through deep and machine learning, artificial intelligence provides various options for innovation processes in the retailing business. It will result in excellence in customer services, increased company volume, a faster pace of expansion, innovative elements, and intelligent operation.

1.3 PURPOSE OF THE RESEARCH 
  "Retailing as a function is central to all economies and a part of retailing value chain” (Reinartz et al., 2018). As a result, among other digital technologies, AI will have a stronger influence on commerce. AI is changing the way retailers communicate with customers and how consumers purchase products. It will also be applied in customer relationship management software to improve automated services including marketing and forecasting analytics in order to understand consumer purchase behaviour. The AI operates through the cloud and enables data processing on a stored data pool, generating product demand predictions. It also aids in product availability and suggestions based on the needs of the consumer.


1.4 PROPOSED OBJECTIVES, AIMS AND RESEARCH QUESTIONS 
  The main objective of this study is to determine the significant importance of Artificial Intelligence in the retail business for sales promotion and revenue production. It also discusses the enormous benefits of growing market growth through innovation and technology. The artificial intelligence capacities assist the retail industries with power in huge amounts of data handling, personalised and effective experiences for customers, compassionate and appropriate product recommendation facilities, precise and unique forecasts, expanding inventory efficiencies, and overall retail business development. The current study aims to comprehend the critical function of artificial intelligence in the development of retail sectors, as well as to examine the opportunities and challenges of artificial intelligence on sellers and customers in retail company operations.
The following are the research questions:
1) What are the applications of Artificial Intelligence in retail sector?
2) What is the role of Artificial Intelligence in e-commerce business of retail sector? 
3) How much retailers are able to rely on such artificial intelligence systems inside their own networks?
4) How can ChatGPT assist e-commerce shops enhance customer communication, sales conversions, customer service, and loyalty?
 
CHAPTER 2: 
2.1 LITERATURE REVIEW 
  Artificial intelligence is transforming the consumer experience to the point where the sales assistant can better recognise the shopper's decision-making behaviour and provide more assistance to ease the purchasing process (Hilton, 2020). According to recent study (Kamoonpuri & Sengar, 2023), artificial intelligence-enabled virtual assistants are quickly increasing due to the benefits of delivering customised shopping help and front-line services 24/7. Retailers are aware that a greater understanding of their customers may increase client fulfilment and business performance (Puccinelli, 2009). Customers are more concerned in finding a solution to their present needs. Customers' evolving lifestyles are completely supported by technology and artificial intelligence (Cook,2014).  Retail sector may improve customers shopping experiences by utilising modern technologies such as augmented reality, virtual assistants, chatbots, the Internet of Things, mixed reality, and virtual reality based on artificial intelligence (Hoyer,2020). They will have completely new experiences as a result of emerging technology. As technologies become increasingly "intelligent" and autonomous, it is possible that they may begin to make their own decisions. The evolution of a human-machine connection must be led by legislation and regulation.  the legislation will need to be updated to reflect the new reality of human-machine coexistence, explicitly defining ethical limits and underlining when they are crossed (Holder,2016). 

2.2 DEFINITIONS 
  Researchers like Alan Turing studied the idea of a computer playing chess as a test of the machine's intelligence from the inception of computer science. As a result, he wrote "Intelligent Machinery" in 1948 and "Computing Machinery and Intelligence" in 1950, both of which inspired subsequent AI scientific study (Turing,2009). Artificial Intelligence refers to the use of technology technologies to replicate human cognitive capacities in order to attain goals autonomously while taking into account any limits that may be encountered (McCorduck et al., 1977, Benko & Lanyi, 2009, Haenlein & Kaplan, 2019). Artificial intelligence and big data imply that industries know a lot about their customers (Wilson et al., 2016). Creating knowledge from marketing, commerce, social sciences, management, and computer sciences, including robotics, would take into account three major Artificial Intelligence-related magnitudes: level of intelligence, task type, and analysing AI-enabled robotics (Davenport et al., 2019). With the use of Artificial Intelligence, internet retailers may be able to predict what their consumers will need to buy. Assuming that these estimates would be quite accurate in business (Agarwal et al., 2018).  Whether they do it deliberately or unknowingly, retailers must choose new updated inventive approaches to fulfil the buyer's requirements or risk losing sales, money, and respected customers. The retail sectors have begun to use artificial intelligence into their business operations in order to improve efficiency and convenience (Kaur et al., 2020). 
 
2.3 ADVANTAGES AND DISADVANTAGES OF AI 
ADVANTAGES
  The revolution has completely transformed the buyer's consumption behaviour and requirements. Significant retail giants are experiencing a sudden drop in their sales volume and revenue generation as a result of the modern generation's hesitant and unpredictable purchasing behaviours, as they obtain abundant required information such as competitive prices, worthy offers, huge discounts, compare related commodities, and suggestions for alternative product categories. According to this viewpoint, the Internet of Things (IoT) is expected to play a critical role in bringing demonstrable commercial returns to the supply chain while also making operational procedures more effective and productive. The Internet of Things technology provides managers with unique insights on the cost proposition, value generation, and assisting them in building relationships with their high-profiled consumers, as well as the adoption of successful and effective policy making and practices (Hamdan et al.,2022). Artificial intelligence and IoT approaches were supposed to assist retail sellers in controlling product quality, planning for a waste management system, and providing essential ideas to consumers and sellers (Kamble et al., 2019). 
DISADVANTAGES 
  Reduced labour share owing to greater automation and elimination of low-skilled laborious work will result in displacement, which can be offset by the introduction of new tasks (Acemoglu & Restrepo, 2018). However, the skills necessary for the new duties, as well as the availability of training, are generally missing and are anticipated to continue to fall behind the considerably quicker pace of new technology development. With a decrease in staff available to assist customers as a result of shifting effects, and regardless of increased empowerment of in-store employees to value-add activities, there will be growing demands on remaining workers to not only perform but also learn new and more complex technologies, while remaining customer approachable and welcoming (Mahmoud et al., 2020). Customers, on the other hand, are subjected to a growing need to give their private information and are effortlessly mistrustful of AI and the privacy risks that such technology entails. Without a question, new disruptive technologies have a huge influence on society, on the lives of societies, households, and people. While the majority of the changes are positive and helpful to society, a small number of the disruptive factors connected with AI have the potential to harm political stability (Bryson & Winfield, 2017). 

CHAPTER 3

3.1 RESEARCH METHODS AND METHODOLOGY 
  A systematic literature review will be used as a research design. This method entails doing a thorough and methodical search for relevant papers, analysing and synthesising their findings, and generating conclusions based on the aggregate evidence. A systematic review is a great method for investigating and evaluating the current state of research on the issue, as well as providing a complete overview of the subject.

3.2 RESEARCH PHILOSPHY 
  A research philosophy is a set of beliefs about how evidence on a topic should be collected, evaluated, and used. The process of changing things believed into things known is referred to as epistemology (what is known to be true). Philosophy of epistemology can give a framework that explains the nature of knowledge, how it is gained, and how it can be justified. It will assist in critically assessing the research underpinnings and determining the veracity of various statements and arguments.

3.3 RESEARHC PARADIGM 
  A research paradigm is a structure or viewpoint that influences the methods, ideas, and assumptions used in doing research. In this research the paradigm that will be used is interpretivism. For Artificial Intelligence research is focused for understanding specific context, reasons, meanings and develop new information. 



3.4 RESEARCH APPROACH 
  In this research will be used deductive approach, for establishing a hypothesis according to an existing theory, and then developing a research strategy to test the hypothesis (Wilson, 2010). For identifying the impact of Artificial Intelligence, deductive approach will investigate whether or if this relationship or correlation existed in more broad conditions. 

3.5 RESEARCH STRATEGY
   In this research the method that will be used is qualitative. The data sources are gathered from numerous public data sources throughout the world, including consumer technology associations, statistical data sources, and technological reviews. The research strategy will be narrative, the collected data and literature from numerous published online journals, books, book reviews, and research pieces will be evaluated and descriptively analysed to highlight the importance of AI in the retail business.

3.6 DATA COLLECTION 
  The data for this study will be gathered by a thorough search of academic resources. Relevant articles will be identified using keywords and search phrases relating to the issue, such as "Artificial intelligence in retail sector,” “retail interruption," and so on. Furthermore, citation chaining and reference list scanning will be used to find further relevant papers. Specific inclusion and exclusion criteria will be created to guarantee the relevance and quality of the included research. The following selection criteria will be used:
Inclusion criteria: 1) Articles that have been published in peer-reviewed journals or conference proceedings. 2) Studies focusing on the use of artificial intelligence in retail business.
Exclusion criteria: 1) Studies unrelated to AI and machine learning in retail commerce. 

3.7 DATA INTERPRETATION 
  The chosen publications will be thoroughly examined and synthesised. A qualitative content analysis will be performed first to identify major themes, concepts, and findings throughout the studies. These themes will be used to code and categorise the data.  The essential elements of the included studies, such as study methodology, sample sizes, and important conclusions, will be summarised. Finally, a narrative analysis will be performed to integrate and explain the data in a logical and relevant way.




3.8 GANTT CHART 

  The Gantt chart is an essential and valuable tool for dissertation writing and project management. Considering time has become the essence for this study, it is critical to create a precise timetable including all of the intended work, activities, milestones, and deliverables.
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3.9 ETHICAL CONSIDERATIONS 
 Ethical issues will be taken into account in this study. To protect intellectual property rights and academic integrity, the original authors and sources will be properly cited and acknowledged. Collecting of primary information will be followed by all the norms and rules, and all participants will receive declaration of privacy and confidentiality, that will guarantee their anonymity. 


CHAPTER 4
4.1 CONCLUSION
  This study demonstrates the several substantial benefits of artificial intelligence in the retail business. According to the current research and statistics, the implementation of artificial intelligence in the retail industry resulted in numerous positive improvements in business outcomes. It provided significant assistance in marketing, integrating the business integrative business environment, and managing enterprises methodically (Bolton, 2019). According to numerous research, people have begun to use artificial intelligence-enabled applications to acquire goods via online shopping platforms. As a result, both buyers and sellers are utilising current technologies at the same time.
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