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ABSTRACT 


  Implementing artificial intelligence (AI) technology in the retail industry in the United Kingdom has been beneficial in improving the satisfaction of customers. This research aims to analyse the importance of artificial intelligence technology in the retail sector of the United Kingdom. Artificial intelligence (AI) businesses often utilise technology to streamline and showcase advancements in their technical processes. The rationale behind selecting this topic is its ability to provide a comprehensive and up-to-date view on a worldwide scale. Additionally, it has the potential to generate attention, curiosity, worry, and even fear.
Artificial intelligence (AI) is crucial in helping merchants understand and analyse customer needs and preferences. The use of AI technology raises several difficulties, such as those related to privacy and the widespread emergence of ethical dilemmas. It is recommended to use an alternative method for collecting data, as it has the potential to improve the quality and ease of the study. In order to achieve the desired goals, a thematic analysis was conducted. The study seeks to discover and examine five specific themes that have been deliberately selected to approach the research issue. 
The extensive investigation undertaken in this study leads to the conclusion that the incorporation of artificial intelligence (AI) has the capacity to improve the operational and financial elements of retail companies in the United Kingdom. The utilisation of AI technology has the potential to promote sustainability in the retail industry. It is recommended to choose a longitudinal time frame since it is highly valuable for the progress of future research, thanks to the additional advantages it provides in terms of gathering data.
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CHAPTER 1 
1.1 Introduction 

  Artificial intelligence (AI) is the replication of human intelligence processes by machines, typically carried out using computer systems. Oosthuizen et al. (2020) argue that artificial intelligence includes specific applications such as natural language processing, expert systems, machine vision, and speech recognition. Extensive scholarly conversation has focused on the societal consequences of artificial intelligence (AI). Many writers argue that AI improves product and corporate standards by being able to carry out routine inspections. In contrast, several writers have proposed and argued that artificial intelligence (AI) is an intricate phenomenon, pushing instead for the advancement of human agency to simplify, improve efficiency, and guarantee safety in everyday life. According to Cobanoglu and Corte (2021), artificial intelligence (AI) technology in this context offers a self-checkout innovation and a safe scanning system that effectively prevents theft. The implementation of artificial intelligence (AI) in the retail industry in the United Kingdom offers benefits, as it functions independently without human involvement. Furthermore, it enhances the power of clients by giving them greater control and influence in the process of making a purchase. Oosthuizen et al. (2020) state that AI authentication is used to record data about persons involved in suspected shoplifting activities within the framework of this new technology and system.
  The main aim of this study is to investigate and overcome the challenges related to the adoption and use of artificial intelligence in the retail industry in the United Kingdom. According to Oosthuizen et al. (2020), there are two key challenges that have prevented the successful incorporation of artificial intelligence (AI): the financial costs of implementing AI solutions and the lack of skilled workers in this field. Moreover, the limitations linked to the execution of artificial intelligence (AI) result in concerns regarding its dependability and the uncertainty surrounding its possible use in business environments. Oosthuizen et al. (2020) argue that the use of artificial intelligence exposes a lack of trust. The field of computer power has various obstacles, including constrained information, the bias problem, data scarcity, data privacy, and security. In contrast, as stated by Cobanoglu and Corte (2021), the integration of AI personalisation in the retail sector enables organisations to obtain genuine understanding of their clients. 
Nevertheless, this practice also presents hurdles for the business, which might result in a future decline and obstacles in adjusting to new technology improvements in the UK retail sector.
The study provided a justification for the claim that AI technology is promoting the development of self-checkout systems by offering a reliable scanning mechanism that successfully reduces the occurrence of shoplifting cases. Ameen et al. (2021) state that the retail industry in the United Kingdom utilises artificial intelligence (AI) to support retail operations, improve business processes, and increase the profitability of retail firms. The possible consequences of artificial intelligence in the retail industry of the United Kingdom are beneficial, including automation, sustainability, and loss prevention. Ameen et al. (2021) conducted study that revealed artificial intelligence (AI) as a valuable tool in the retail industry. It has been shown to reduce costs, increase customer happiness, and optimise supply chain management. The implementation of artificial intelligence in UK retail companies has emphasised the growing significance of AI deployment and the assessment of its merits and advantages in improving customer experience. 
Moreover, the study presents a justification for the main challenges faced during the adoption of artificial intelligence (AI) and provides practical recommendations to tackle the problems associated with the use of AI in the retail sector of the United Kingdom. The research examines the importance of integrating artificial intelligence in the retail industry in the United Kingdom, assessing both conventional and contemporary approaches to customer service and product excellence. The paper offers a comprehensive overview of how AI is utilised in the retail sector in the UK, with a specific emphasis on the analysis of real-time data and the provision of tailored suggestions. The research also examines the factors that contribute to the value and potential advantages of artificial intelligence in the retail industry in the United Kingdom.

1.2 Background of the study 

   Retail trade, as a crucial element of the worldwide economy, has seen substantial changes throughout the years. The emergence of technology innovations, including artificial intelligence (AI) and machine learning (ML), has had a significant impact on transforming the retail business. Artificial Intelligence (AI) and Machine Learning (ML) technologies have significantly transformed several areas of the retail industry, including inventory management and customised consumer interactions. Given the rapid advancement of AI , it is imperative to examine the possible influence on the future of retail trade. 
This study paper seeks to offer a forward-looking analysis of how artificial intelligence (AI) causing significant changes in the retail industry. It strives to comprehend the obstacles and possibilities that await in the future. 
By using artificial intelligence (AI) technology, the retail industry has been able to improve operational efficiency, streamline supply chain management, and provide customised consumer experiences. Artificial intelligence (AI)-driven chatbots and virtual assistants are already widely used, offering continuous customer assistance and tailored suggestions for products. Machine learning algorithms, powered by extensive customer data, have empowered merchants to analyse consumer behaviour, forecast trends, and optimise pricing tactics. In addition, the utilisation of Artificial Intelligence (AI) enabled the growth of e-commerce platforms, fundamentally altering the shopping behaviour of customers. Online marketplaces utilise sophisticated algorithms to produce personalised product suggestions, resulting in higher consumer satisfaction and conversion rates. Retailers are also investigating inventive alternatives such as cashier-less shops and automated inventory management systems, facilitated by AI.
  Although AI  brought significant benefits to retail business, there are still issues that must be solved. Privacy and data security problems emerge when merchants collect and analyse extensive quantities of customer data. The use of AI algorithms in decision-making processes necessitates meticulous evaluation of ethical concerns. Furthermore, the possibility of job displacement caused by automation gives rise to socio-economic implications that require comprehension and control.

1.3 Problem Statement 
      Multiple studies have emphasised the wide array of artificial intelligence (AI) and machine learning (ML) applications in the retail sector. Wang et al. (2018) highlight the significance of AI-driven recommendation systems in enhancing consumer personalisation and boosting sales. ML algorithms have made chatbots and virtual assistants increasingly popular in customer service and assistance (Choudhury et al., 2020). The use of artificial intelligence (AI) and machine learning (ML) technology has enabled the streamlining of inventory management, accurate prediction of demand, and optimisation of pricing, resulting in enhanced operational efficiency and reduced costs (Gupta et al., 2021). In addition, the utilisation of AI and ML has facilitated the examination of extensive datasets, hence yielding valuable information on consumer behaviour, market patterns, and customised marketing approaches (Kumar et al., 2019). 
    The implementation of artificial intelligence (AI) and machine learning (ML) technology has significantly impacted conventional retail methods. Kumar et al. (2020) contends that the proliferation of e-commerce platforms, propelled by artificial intelligence (AI) and machine learning (ML), has revolutionised the retail industry, posing a formidable challenge to traditional physical businesses. Consumer preferences have been altered by the convenience, personalisation, and smooth purchasing experiences provided by internet businesses. In order to remain competitive, traditional retailers need to adapt and integrate artificial intelligence (AI) and machine learning (ML) skills (Varma et al., 2021). In addition, the rise of cashier-less businesses, made possible by AI-powered computer vision and sensor technologies, presents a substantial challenge to conventional retail employment (Kaur et al., 2022). These disruptions emphasise the necessity for retailers to use artificial intelligence (AI) and machine learning (ML) as integral elements of their business strategy.
  As artificial intelligence (AI) and machine learning (ML) technologies progress in the field of retail commerce, ethical and societal concerns emerge. Alpaydin (2019) expresses apprehensions over the protection of data privacy and security in retail systems driven by artificial intelligence, highlighting the necessity for stringent restrictions. In addition, the automation of traditional retail jobs raises concerns over unemployment and the social consequences for communities (Mekala et al., 2021). It is essential to prioritise the ethical use of AI and ML, advocate for transparency, and address biases in order to achieve long-lasting deployment.

1.4 Aims, objectives and research questions

  The primary aim of this study is to ascertain the substantial significance of Artificial Intelligence in the retail industry for the purpose of enhancing sales promotion and generating income. Furthermore, it explores the substantial advantages of fostering market expansion through innovation and technology. Artificial intelligence capabilities aid retail industries in efficiently managing large volumes of data, providing personalised and effective customer experiences, offering compassionate and relevant product recommendations, delivering accurate and distinctive forecasts, improving inventory efficiencies, and driving overall retail business growth. The present study seeks to understand the crucial role of artificial intelligence in the advancement of retail industries, while also analysing the potential benefits and obstacles that artificial intelligence presents to both sellers and customers in the operations of retail companies.
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) What are the challenges that will face UK retail sector with applying AI?

1.5  Importance of the Research 

   Considering the rapid changes in the retail business, merchants are reassessing their policies to keep pace with the shifting market. They are engaging in introspection to evaluate their actions, methods, and progress in improving their products and services within this era of digitization and artificial intelligence. The efficacy of Artificial Intelligence (AI) enables retailers to enhance their ability to provide consumer satisfaction, improve services, and effectively address customer demands in the current era of Artificial Intelligence and Big Data. AI has the ability to collect and analyse vast amounts of complex data, such as photographs, videos, and customer behaviour and reaction, from many sources. This is causing a significant transformation in the retail industry, both in offline and online settings.
  
  Linking elements is a single component of the retail digital revolution. The process entails transforming data into astute observations that result in decisions that enhance corporate outcomes. In order to provide these insights, the use of artificial intelligence (AI) in the retail industry is necessary, namely through the use of machine learning and deep learning techniques. This creates the opportunity for retailers to deliver exceptional customer experiences, enhance revenue, accelerate innovation, and optimise company operations—all of which might differentiate them from their competitors. Internationally, the artificial intelligence sector has had significant participation from start-up companies. 

   The primary stakeholders are engaging in partnerships with industries and providing tailored AI solutions to expedite corporate expansion more rapidly than previously. The retail business has adopted AI-based technology to enhance several operations. In recent years, the retail sector has been experiencing a digital transformation. Due to advanced data analytics methodologies and predictive analytics technology, businesses are able to make data-driven business decisions, resulting in greater speed, accuracy, and efficiency across all aspects of the retail industry. Without Artificial Intelligence (AI), all of those insights would be without of meaning. The implementation of artificial intelligence (AI) in the retail industry has shown to be essential, as it offers firms crucial data, information, and insights that can be utilised to enhance retail strategies and broaden commercial endeavours. Artificial intelligence (AI) is crucial in the retail industry for merchants that aim to maintain a competitive edge in the field.
Providing a customised customer experience that is both meaningful and relevant is difficult for merchants in the ever-changing retail industry, which relies on innovative data-driven shopping experiences and heightened consumer expectations. Businesses who are able to revamp the current retail channels will emerge as industry frontrunners, as the physical and digital purchasing channels merge in the contemporary day.
Currently, a significant proportion of shops employ artificial intelligence to varying extents. They employ predictive analytics to determine which clients are most inclined to purchase specific items, or artificial intelligence in customer relationship management software to automate marketing endeavours. The cloud facilitates the use of AI functionalities that need the processing and storage of substantial quantities of data from many origins. Implementing artificial intelligence (AI) technology in physical stores offers several advantages. Within the retail sector, edge computing functions as a facilitator of knowledge, acquiring and converting vast quantities of unorganised data into valuable and practical information. Automated robots would autonomously restock the shelves, while digital signage would dynamically adjust to the audience. Additionally, sensors would monitor consumer movement and notify shop management of possible opportunities for upselling and cross-selling. Computer vision is a specific implementation of deep learning in the field of artificial intelligence that is becoming increasingly popular in physical retail industries. Computer vision is capable of seeing and interpreting visual data, functioning as a visual sensing system whenever it is needed. It is enabling the development of new and creative applications in retail, such as predicting demand, managing inventory, and enhancing the consumer experience.


1.6  Methodology 

The study design will include an in-depth review of the literature. This approach involves doing a comprehensive and systematic examination of relevant research, evaluating and integrating their discoveries, and formulating conclusions based on the collective evidence. A systematic review is an excellent approach for examining and assessing the current state of research on a comprehensive summary of the topic. A systematic review is an excellent approach for examining and assessing the present level of research on the matter, while also offering a comprehensive overview of the subject. The literature is examined by reviewing a wide range of published sources, including online journals, books, book reviews, research papers, publications, and newspaper editions. The data obtained and the literature have been thoroughly evaluated and analysed in a descriptive manner to highlight the importance of artificial intelligence (AI) in the retail business.


1.7   Structure of dissertation 

  The structure of this research is as follows: 
In Chapter 1 is presented the background, problem statement and importance of the study. In Chapter 2 are presented the literature review – theoretical frameworks, different background aspects, research issues and lessons learnt. In 3rd Chapter present research methods and methodologies. Data analysis and discussion are presented in Chapter 4 and in the last chapter contains conclusion with limitations, recommendations and future research perspectives. 

1.8   Summary 

  Ameen et al. (2021) state that the retail industry in the United Kingdom utilises artificial intelligence (AI) to support retail operations, improve business processes, and increase the profitability of retail firms. The possible consequences of artificial intelligence in the retail industry of the United Kingdom are beneficial, including automation, sustainability, and loss prevention. Ameen et al. (2021) conducted study that shows artificial intelligence (AI) has the ability to save costs, increase customer happiness, and optimise supply chain management in the retail industry. The implementation of artificial intelligence in UK retail companies has emphasised the growing significance of AI deployment and the assessment of its merits and advantages in improving customer experience. 
Moreover, the report presents a justification for the main challenges faced during the integration of artificial intelligence (AI) and gives practical recommendations to tackle the issues associated with the use of AI in the retail industry of the United Kingdom.


CHAPTER 2 

2.1  Introduction 

  The retail business has experienced substantial changes throughout time, driven by developments in technology. Lately, the combination of Artificial Intelligence (AI) and Machine Learning (ML) has become a powerful and transformative influence, altering the way business’ function and revolutionising the retail industry. This research study examines the significant influence of Artificial Intelligence (AI)  on retail commerce and offers a forward-looking viewpoint on their disruptive capacity. Artificial intelligence (AI)  technologies have completely transformed several areas of the retail industry, ranging from the management of the supply chain to the creation of personalised consumer experiences. These technologies have allowed merchants to utilise extensive volumes of data to get insights, make well-informed decisions, and improve operational efficiency. AI-powered algorithms enable retailers to enhance inventory management, forecast customer demand, and automate logistics, leading to cost reduction and increased profitability. Furthermore, artificial intelligence (AI)  provides merchants with the ability to develop tailored and captivating shopping experiences for their consumers. Sophisticated recommendation systems utilise machine learning algorithms to examine individual tastes and behaviour, allowing shops to provide customised product choices, personalised marketing campaigns, and focused promotions. This customised strategy improves client happiness and loyalty, leading to increased sales and nurturing long-term relationships. The promise of artificial intelligence (AI) in retail commerce extends beyond improving operational efficiency and providing personalised experiences. Advancements in technology like as computer vision and natural language processing have facilitated the development of new solutions, including cashier-less businesses and virtual assistants. These technological improvements provide clients with convenience, effectiveness, and a smooth buying experience, thus erasing the distinctions between online and physical retail channels.

2.2   Different background aspects to the concept 

   Artificial intelligence (AI) refers to the replication of human cognitive processes utilising mostly computer technologies. In their study, Chen, Biswas, and Talukder (2022) investigated the domain of artificial intelligence (AI) in the discipline of computer science. Their study concentrated on the advancement of mechanical systems capable of doing activities that often need human intervention. Moreover, artificial intelligence incorporates several approaches, such as the progress of machine learning and deep learning, which play a role in bringing about significant changes in the digital world across different areas within the technology industry. According to Oosthuizen et al. (2020), artificial intelligence allows robots to imitate or improve human cognitive capabilities. Many businesses are presently utilising artificial intelligence technologies to enhance the progress of autonomous cars, while also incorporating intelligent virtual assistants like Alexa and Siri into smartphones. The incorporation of several industries has increasingly become an essential element of everyday life, leading to the improvement of organisational effectiveness. 
   Organisations are increasingly utilising artificial intelligence (AI) to optimise productivity and streamline corporate operations. Weitzman (2022) emphasises the advantages of artificial intelligence (AI) in the process of decision-making, namely in the reduction of operational mistakes and human error. Companies are leveraging AI in marketing to enhance revenues, minimise expenses, and enhance workforce efficiency. This technology is essential for improving consumer experiences and mitigating work stress. Artificial intelligence, encompassing big data, data mining, cloud computing, and machine learning, is revolutionising several businesses by comprehending client preferences and engaging staff in the decision-making process. This automation minimises the need for human intervention in company operations, hence streamlining activities and internal processes. Artificial intelligence is crucial in the advancement of retail enterprises. Artificial intelligence (AI) is transforming the retail sector by enabling businesses to comprehend and anticipate consumer demands and inclinations. It offers valuable information on how customers perceive things, which helps in making better decisions and determining the long-term worth of customers. AI has shown to be valuable for businesses by providing them with valuable and sophisticated information and data. This has enabled merchants to make well-informed pricing decisions and improve product placement through demand forecasts.
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Figure 1 – Role of Artificial Intelligence in Retail sector 
(Source: Rust & Huang, 2020)

  The implementation of artificial intelligence (AI) in the retail industry is revolutionising marketing tactics by empowering businesses to offer customised services, assess market data, and focus on potential customers. By enhancing consumer experiences, this strategy aids in preserving market position and boosting profit margins. AI-powered self-checkout and check-in advancements have also aided in the prevention of theft at retail establishments. The application of advanced data obtained from product placement and customer experiences provides a greater level of precision in comparison to merely depending on physical labour. This improved precision enables the monitoring of customer information, hence streamlining the procedure. However, the possible outcomes of customer data leaks coming from AI devices might be quite harmful. Intelligent and automated procedures empower retail businesses to get crucial client information, so enabling them to maintain authority over shopping experiences without relying on human participation.

2.3   Theoretical framework and related research issues 

  The utilisation of AI technology has proven advantageous for the retail firm due to its capacity to aid in the simultaneous execution of several tasks. Anica-Popa et al. (2021) state that artificial intelligence (AI) in retail businesses is reducing the amount of labour performed by existing resources by enhancing their capacity to handle many tasks simultaneously. This phenomenon occurs due to the AI's capacity to multitask. Furthermore, it operates continuously, 24 hours a day, 7 days a week, without any interruptions or pauses, which is seen in its proficiency in conducting business. Furthermore, it is reducing operational expenses for retail businesses, so boosting their profit margins and accelerating their investments in the organisation. Bondarouk and Olivas-Luján (2022) classify artificial intelligence in retail organisations as a self-checkout innovation due to its ability to securely scan merchandise and deter theft. Furthermore, retail establishments are enhancing customer satisfaction by providing access to human assistance services and by granting customers greater control over the pricing of their goods. Customers shopping in shopping centres can utilise automated checkout with the implementation of artificial intelligence. Wamba-Taguimdje et al. (2020) found that automated checkouts with personalised discounts provide customer support through chatbots, leading to increased consumer satisfaction. This tendency is generating high levels of client satisfaction. The impact of AI on organisational processes is seen in corporate operations and financial aspects. This finding was uncovered by performed research. Abrardi (2023) states that the use of AI-based technology is enhancing consumer happiness and improving the competitive position of retail firms in the market. Furthermore, it aids the organisation in focusing on social and environmental concerns, resulting in enhanced sustainability performance. Consequently, this enhances the brand's reputation in the market and facilitates the integration of new features into products to meet client demands.
   Artificial intelligence enhances the efficiency of retail supply chain management and facilitates prompt delivery of goods. Furthermore, Chen, Biswas, and Talukder (2022) suggest that implementing AI in the supply chain management of retail organisations is beneficial for predicting machine learning outcomes and identifying alternative routes. This information is in accordance with the statement made by Chen, Biswas, and Talukder. Furthermore, it provides real-time updates on capacity, employs buffers to ensure timely delivery, and utilises data analysis for intelligent warehousing and logistics using AI Analytics. Candeloro (2020) argues that implementing sophisticated analytics and AI in the retail industry, may effectively synchronise demand and supply. This alignment minimises resource waste and eventually leads to a decrease in emissions.


Challenges faced by the retail business in effectively utilising AI-based devices

  Customers frequently resist the implementation of artificial intelligence by retail organisations due to their lack of technological proficiency. Anica Popa and other researchers (2021) found that elderly customers, who are more accustomed to physical purchases and transactions, observe minimal economic gains from AI. Older individuals and elderly people have a lower rate of adoption of AI-based goods compared to younger individuals due to their limited ability to completely exploit automation across several domains. AI-enabled gadgets in physical retail locations have the potential to enhance customers' purchasing experiences, but they also raise concerns regarding the need of physical presence in offline transactions. Autonomous retail devices frequently provide inaccurate product data and information and may not accurately capture all product manufacture dates and shelf-life sustainability information that is important to customers. 
Sephora's AI filter assists customers in selecting makeup; nevertheless, they may subsequently discover that the cosmetics they purchased seem dissimilar when applied to their skin. This leads to an increase in the trial-and-error process of AI devices and subsequently results in user discontent.
Taco Bell's use of autonomous robots necessitates direct consumer interaction during the ordering process, fostering a sense of intimacy and promoting the exploration of customised orders. The primary obstacle faced by retail AI systems is the absence of human interaction and socialisation. Certain retail companies have developed applications that do not directly interact with the consumer during their delivery services, which creates difficulty in understanding customer preferences and offering recommendations. Ultimately, traditional firms are unable to thrive with the implementation of AI and technology due to customers' need for more engagement and prompt resolution of their inquiries. 
Several physical stores employ chatbots on their websites to address customer inquiries before and after the purchase, particularly when there is a greater likelihood of confusion or dissatisfaction. Huang and Rust (2020) found that predicting future customer choices becomes easier after the initial purchase when it comes to demand forecasting. Therefore, managers exercise greater caution in addressing future problems to prevent further difficulties. Tesco PLC  released extensive information on their planned enhancements to tackle customers' limited knowledge regarding the installation of technology-dependent equipment in their stores. The businesses' brand value and market reputation have grown, drawing in clients who view independence and modernization as the best and most pertinent options. The automated methods implemented in physical companies impeded customers' shopping experience, despite the improvements in operations and product correctness. Lee and Yoon (2021) suggest that brick-and-mortar shops without an online presence may enhance their competitiveness by allocating resources to digital marketing and technology. This includes utilising artificial intelligence to attract customers and optimise their company operations.

Theoretical foundation 

  The conflict theory of retailing posits that the advancement of the retail industry is dependent on a clash between established and emerging practices, resulting in the development of a hybrid model. According to Shiu and Dawson (2022), the integration of traditional and modern retail practices can result in improved concepts and enhanced shopping experiences. This notion is especially applicable to online retailers that are shifting from brick-and-mortar retail to online transactions. The conflict theory is relevant in the context of implementing artificial intelligence in retail outlets, as traditional forms are being confronted by technology processes (Lee, Kim, and Rha, 2017). By incorporating innovative real-time technology, it is possible to create a hybrid approach that blends classic and modern components. This may improve consumer satisfaction and enhance the overall quality of shopping experiences. The combination of abstract thinking and physical interaction in retail, using modern technology, enables the adoption of more efficient tactics and encourages the market to accept forward-thinking advancements. By improving customer service, supermarkets are able to compete with internet shopping establishments. There is a gap in the existing literature where the literature review offers insights into the consequences of artificial intelligence in retail businesses, but it lacks precise information on its advantages and benefits particular to individual countries. The challenges cited pertain to the lack of relevant data on effective techniques to reduce the impact of AI on retail organisations, which limits the progress of achieving more streamlined corporate processes.





2.4  Previous studies and lessons learnt 

   Organisations in several sectors are utilising Artificial Intelligence (AI) to stimulate creativity, improve productivity, and attain measurable economic results. Analysing case studies provides valuable insights into the effective use of AI in enterprises, demonstrating the significant impact and promise of these technologies (Di Vaio, et al., 2020). Amazon employs machine learning algorithms to assess users' surfing history, purchasing habits, and preferences. The application greatly enhances user interaction and generates a large chunk of Amazon's sales by providing personalised product suggestions. Netflix utilises sophisticated recommendation algorithms that take into account individual watching patterns, genre inclinations, and user ratings. The recommendation engine is crucial for keeping customers, improving user happiness, and increasing content consumption. Spotify use machine learning to comprehend users' music choices, generating customised playlists that cater to individual interests. The deployment has resulted in heightened user engagement, extended app usage, and an enhanced music discovery experience. Tesla utilises a fusion of sensors, cameras, and machine learning algorithms to provide autonomous driving functionality. Tesla's AI-powered Autopilot function improves car safety and advances the progress of autonomous driving technologies (Chougule, et al., 2023). International Business Machines Corporation Watson utilises advanced algorithms to evaluate medical literature, patient records, and clinical data in order to aid in the process of diagnosing and suggesting treatment choices. The adoption of Watson has shown to be successful in assisting healthcare practitioners in making more precise and prompt diagnoses. Alpha Go, an AI system developed by Google's DeepMind, successfully defeated world champions in the intricate game of Go. The triumph of Alpha Go demonstrates the capacity of AI in strategic decision-making and problem-solving that goes beyond conventional uses. Salesforce Einstein use machine learning algorithms to assess past sales data, offering sales teams predicted lead score. The adoption has led to more targeted and streamlined sales activities, resulting in higher conversion rates. Facebook utilises machine learning algorithms to rank material in users' news feeds according to their personal preferences, history of involvement, and the relevancy of the content. The deployment has resulted in enhanced user engagement, extended platform usage duration, and deeper and more significant interactions. Alibaba incorporates artificial intelligence chatbots into its e-commerce platforms to provide consumers tailored buying support and suggestions. The solution improves user happiness by optimising the buying process, providing immediate assistance, and enhancing the entire customer experience. Starbucks employs AI algorithms to examine client ordering habits, preferences, and historical data. The technology allows Starbucks to precisely forecast customer orders, therefore lowering wait times, improving operational efficiency, and customising the in-store experience. Zara utilises artificial intelligence (AI) to monitor sales data and social media activity in real-time. Utilising media trends and external influences to forecast demand. Zara's deployment has enabled the company to enhance inventory management, minimise surplus stock, and promptly adjust to evolving consumer tastes, resulting in a more flexible and responsive supply chain. Microsoft utilises artificial intelligence (AI)-driven virtual agents to manage customer questions, deliver technical support, and give help. The installation has optimised customer support procedures, resulting in decreased response times, enhanced inquiry resolution, and improved overall customer satisfaction. Upon analysing these supplementary case studies, it becomes apparent that the effective deployment of artificial intelligence is not limited to a particular sector. Various industries, ranging from social media platforms and e-commerce companies to coffee chains and autonomous driving pioneers, are utilising artificial intelligence (AI) to stimulate creativity, improve consumer experiences, and optimise operational procedures. These case studies jointly demonstrate the profound impact of AI in several areas of business. The effective use of AI demonstrates its versatility and capacity to transform businesses, whether it is in anticipating customer behaviour, customising content, optimising inventories, or revolutionising customer service. As organisations increasingly adopt and utilise AI technologies, these case studies provide important reference points, delivering significant insights into effective strategies, encountered difficulties, and tangible advantages achieved (Rangineni, et al., 2023). The primary lesson learned is evident: a deliberate and well-planned strategy for using AI, based on a deep understanding of the unique requirements and dynamics of each sector, may result in impressive achievements and long-term economic expansion.

2.5   Summary 

    Exploring the rising trends and customer interaction tactics in retail, the trip through AI-driven predictive analytics reveals a convergence of technology and consumer expectations. The integration of cutting-edge technology such as machine learning algorithms, natural language processing, and computer vision has catapulted the retail business into a new era of decision-making based on data. Retailers are using AI more and more to predict industry trends, forecast consumer behaviours, and provide personalised and engaging experiences for specific consumers. An analysis of successful case studies has confirmed the tangible effects of using AI, such as improving customer interaction through tailored suggestions (as seen in Amazon, Netflix, and Spotify), advancing healthcare diagnoses (as demonstrated by IBM Watson), and enabling autonomous driving (as exemplified by Tesla). These concrete examples highlighted the flexibility of AI applications and the actual advantages that organisations gained by adopting these technologies. AI-powered predictive analytics is not just a passing technical fad, but a crucial necessity for retailers as they navigate the intricate challenges of the contemporary market.



CHAPTER 3 

3.1  Introduction 

   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  Philosophical position 
  A research philosophy refers to a collection of views on the appropriate methods for gathering, assessing, and using evidence related to a certain issue. Epistemology is the term used to describe the process of transforming beliefs into knowledge, or what is known to be true. The field of epistemology in philosophy provides a systematic framework for understanding the essence of knowledge, the process of acquiring it, and the means by which it may be justified. It will help in carefully evaluating the research foundations and verifying the accuracy of different assertions and arguments.

3.3  Paradigm position 
  A research paradigm is a framework or perspective that shapes the methodologies, concepts, and presumptions employed in doing research. The research will employ the interpretivism paradigm. In the field of Artificial Intelligence, study is primarily directed at comprehending particular contexts, rationales, significances, and generating novel knowledge.

3.4 Research approach 
  This research will employ a deductive approach, which involves formulating a hypothesis based on an established theory and subsequently devising a research plan to test the hypothesis (Wilson, 2010). To determine the influence of Artificial Intelligence, a logical technique will be used to examine the existence of this link or correlation in broader circumstances. The secondary qualitative research approach is selected to gather information in order to fulfil the study goals. Ruggiano and Perry (2017) contend that this approach efficiently utilises available data to address research inquiries and collects data on the adoption of artificial intelligence in the retail sector of the United Kingdom. The strategy also highlights possible obstacles in integrating AI into the UK retail industry. This study used a qualitative research methodology to evaluate the efficacy of AI technology in the retail business of the United Kingdom. The study gathers qualitative data using a singular methodology, with a specific emphasis on the significance of artificial intelligence (AI) in the operating procedures of the retail industry.

3.5  Research strategy and population 
  The research will employ a qualitative methodology. The data sources are collected from many public data sources worldwide, including consumer technology groups, statistical data sources, and technological evaluations. The study methodology will use a narrative approach, where data and literature from various published online journals, books, book reviews, and research articles will be assessed and studied in a descriptive manner. The objective is to emphasise the significance of artificial intelligence (AI) in the retail industry.

3.6  Data collection 
Choosing the right approach for collecting data is extremely important in research, as it helps gather relevant information needed to make educated judgements. Decided to use a secondary qualitative data collection method to impartially evaluate the subjective aspect of the issue. The data was acquired from several external sources, such as scientific journal publications, government files, credible websites, news articles, and respected periodicals. The journal papers employed in this study underwent a meticulous procedure of peer assessment. The data for this study will be collected through a comprehensive examination of scholarly sources. The identification of relevant articles will be conducted by utilising certain keywords and search terms that pertain to the topic at hand, such as "Artificial intelligence in the retail sector" and "retail disruption," among others. In addition, the technique of citation chaining and reference list scanning will be employed to locate other pertinent works. Explicit criteria for inclusion and exclusion will be developed to ensure the pertinence and excellence of the research that is included. The subsequent criteria for selection will be employed:
Criteria for inclusion:
 1) Articles published in peer-reviewed journals or conference proceedings. 
 2) Research examining the application of artificial intelligence in the retail industry.
Criteria for exclusion: 
1) Research conducted on topics not connected to artificial intelligence and machine learning in the field of retail commerce.
The research method consists of seven main steps that are used to analyse secondary qualitative data in order to achieve the study objectives. Although the technique is flexible, it has been discovered to have inconsistencies and a lack of coherence when extracting themes from the data. Nevertheless, the study finds value in utilising this data, since it pertains to the qualitative aspects of AIs' involvement in the UK retail industry and includes repeating patterns. The analysis had seven steps: keyword search, assessment of quality, extraction of data, categorization of text, and development of themes. In the initial stage, the process entailed doing a comprehensive search for terms pertaining to artificial intelligence (AI), the United Kingdom (UK), and the retail industry across several sources. The second phase involved assessing the significance of the data, organising the material into categories, and identifying data patterns that align with the overall subject of the research. The third phase of the study involved the generation of  pertinent topics for the case analysis.

3.7  Data Interpretation 
  The selected papers will go through a comprehensive analysis and synthesis. An initial qualitative content analysis will be conducted to identify the primary themes, concepts, and findings throughout the studies. The data will be coded and categorised using these topics.  The key components of the studies, including the research methodology, sample sizes, and significant findings, will be condensed. Ultimately, a narrative analysis will be conducted to effectively combine and elucidate the facts in a coherent and pertinent manner.

3.8  Ethical Considerations 
  This study will consider ethical considerations. In order to safeguard intellectual property rights and maintain academic integrity, it is imperative to appropriately reference and recognise the original authors and sources. The collection of primary information will be conducted in accordance with established norms and standards. All participants will be provided with a declaration of privacy and confidentiality, ensuring their anonymity.

3.9  Summary 
  After selecting the qualitative research technique for this study, it became clear from the beginning that one of the qualitative research methods would be the most suitable to address the research question and resolve the research problem. Research methods determine the specific techniques and tools used to gather and evaluate data in order to arrive at a conclusion for the subject matter. I am presently conducting an investigation on the potential advantages and obstacles associated with the implementation of artificial intelligence in the retail industry. In order to address this lack of knowledge, it was necessary to gather, assess, and draw conclusions from data. I was attempting to gather information that would be most effectively obtained through the collection of qualitative data in the form of research papers and journal articles utilising the qualitative research technique. This study will utilise the qualitative research approach, which involves analysing literature, research papers, journal articles, and personal experiences gathered by other researchers on the same subject.


CHAPTER 4 

4.1  Introduction 
  This study examines data obtained from genuine DOI articles and research papers to get insights about the implementation of artificial intelligence in the retail industry in the United Kingdom. The topic study focuses on identifying prospective discoveries and discussing the impact of artificial intelligence in the retail industry in the United Kingdom. Artificial Intelligence (AI) is a very effective instrument in the current digital age. The retail industry in the UK is progressively integrating AI into its operations to uphold market worth and alleviate job stress. AI systems enhance operational efficiency and productivity by making informed judgements and minimising functional and human errors. These technologies assist shops in comprehending client needs and formulating marketing methods to allure customers. AI systems in the UK retail industry assess user views of items and generate databases of essential information. In addition, they contribute to the development of marketing strategies by analysing variables such as market position, product demand, and consumer behaviour.
  Implementing AI in the UK retail industry is challenging owing to cost constraints and the requirement for up-to-date technology. In addition, the operation of AI systems necessitates competent and proficient people, which might provide difficulties for the industry. In order to address these problems, retailers have recruited more proficient workers to manage AI systems and implemented training initiatives for their personnel. Tesco has implemented Trigo software in its stores to oversee consumer data and study client activity in order to comprehend customer preferences. The implementation of this automated system has significantly contributed to the creation of a seamless shopping experience for Tesco. This underscores the crucial role of artificial intelligence (AI) in driving the growth and success of the retail industry in the UK.

4.2  Analysis and discussions

Benefits of AI in the UK retail sector 
  AI technology has been widely used by several companies to facilitate quick expansion. In order to enhance profitability and efficiency, the retail business must restructure itself to maintain competitiveness in the market. Artificial intelligence is an influential technology as per the World Economic Forum (2023), since it is crucial for the retail industry in the United Kingdom to achieve swift and efficient progress in order to sustain their operations. Artificial Intelligence (AI) enhances the intelligence of retail organisations, streamlines personnel allocation, and minimises expenses while improving productivity. Rossi (2017) states that Tesco is now researching the adoption of technology to enhance competitiveness in the food market. Tesco continuously collects and analyses data on customer purchase patterns and strives to adapt its marketing approach to meet consumer needs. Currently, their goal is to collect essential data to aid in the research of existing consumer patterns.
The efficacy of artificial intelligence in the retail sector in the United Kingdom
  Customers' expectations have changed significantly as a result of lifestyle changes. The introduction of artificial intelligence (AI) has significantly transformed the structure of the retail business in the United Kingdom during the present era of digitalization. According to Moore, Bulmer, and Elms (2022), AI technology has become a potent tool for attaining sustainable development and competitiveness in the UK retail sector. This technology facilitates the execution of tasks with efficacy, precision, and celerity, which are necessary in the retail sector. The retail industry has utilised artificial intelligence (AI) to assess customer data and make decisions that enhance corporate performance. Tesco employs artificial intelligence technology to bridge the gap between the digital and physical realms, as stated in research by Supply Chain Britain (2017). To maintain its market value in the current digitalized scenario, the retail industry is obligated to utilise digital channels.

Application of various forms of artificial intelligence in the retail sector in the United Kingdom
  Several artificial intelligence (AI) technologies, such as digital identity systems, facial age recognition algorithms, and intelligent apps, have been used to help create smart retail outlets in the British retail industry. According to Silverstein (2021), Tesco has just implemented Trigo, an artificial intelligence system created in Israel, to launch a frictionless shop in London. The aforementioned company utilised an automated system to save data related to all types of transactions. Tesco indicates an intense desire for developing a highly organised data-driven system to track and assess customer needs. Tesco has included "wear and return" software, as stated by the World Economic Forum. A forum in 2023 that identified customers who frequently make purchases and then return the goods.
Challenges of applying AI 
  The implementation of AI into daily business strategy poses several challenges for the retail industry in the United Kingdom. Perc, Ozer, and Hojnik (2019) argue that the most challenging component of applying AI technology is in the identification of the suitable digital transformation technology. The choice of an effective technology is influenced by its storage capacity, productivity rate, and customer requirements. Implementing modern technologies and drastically altering company strategy is a difficult task for the retail industry. Successfully implementing new AI technology necessitates proficiency and expertise in understanding its potential impact on corporate growth. Kelly et al. (2019) contend that the implementation of novel artificial intelligence (AI) technologies might result in substantial financial losses due to insufficient worker proficiency. The adoption of cutting-edge and sophisticated technology has led to significant monetary commitments, presenting a formidable obstacle for the retail sector in the United Kingdom. Rossi (2017) indicates that an extensive inquiry has been conducted at the Tesco laboratory on the incorporation of appropriate technologies in their operations. This integration requires the presence of skilled personnel and the use of sophisticated analytical methods. This approach requires substantial resources, but the effectiveness and importance of this study are yet questionable. The impact of artificial intelligence (AI) on the retail industry is significant and poses a significant challenge. AI has the potential to disrupt several elements, including marketing strategies, sales approaches, and productivity levels.
Possible solutions for the challenges faced by the retail industry in UK with artificial intelligence
The retail business in the United Kingdom adopts many ways to overcome challenges presented by the implementation of artificial intelligence (AI). The key prerequisite for the application of AI is the presence of proficient workers who possess the ability to run state-of-the-art technology. Many stores in the United Kingdom have implemented AI-focused training courses for their workers to ensure they are well-informed and knowledgeable. The corporation has successfully convinced investors to allocate funds towards AI technology with the aim of enhancing profitability (Cobanoglu and Corte, 2021). Implementation of innovative technologies has required adjustments at supermarkets and businesses.  Several global retailers have initiated trials of the innovative technology in select shops and collecting consumer feedback (Fu et al., 2023). 

 Discussion 
The impact of AI on the UK retail industry is a significant business advancement. Artificial intelligence enhances organisational productivity and efficiency. The primary catalyst for the deployment of AI systems is the competitiveness of businesses. Modern businesses increasingly require precise, rapid, and flawless work. The study conducted in 2023 by Perifanis and Kitsios, Artificial intelligence is well-suited for this work and enhances efficiency. Artificial intelligence has the ability to systematically arrange and analyse data on a regular basis, resulting in the generation of analytics that are based on information. These data assist British merchants in identifying sales, production, and customer demand difficulties. UK shops are trialling artificial intelligence (AI) technologies to enhance the efficiency of the check-in and check-out processes. Furthermore, the UK retail sector use artificial intelligence (AI) to scrutinise the market (Haleem et al., 2022). UK merchants utilise interactive programming to actively engage customers, recognising the significance of AI. According to Dauvergne (2020), AI adapts and tailors’ interactive platforms of digital technology, leading to a transformation in the digital retail industry in the UK. Self-checkout and security scanning improvements in the UK have had a negative impact on merchants by reducing theft. Tesco has implemented AI technology to reduce operational costs and enhance efficiency. AI's analytical capability enables UK retailers to independently safeguard unprocessed data. According to Weber and Schütte (2019), AI assists businesses in predicting demand, determining product prices, and finding suitable locations based on consumer preferences and requirements. Trigo, an Israeli company, developed artificial intelligence technology for Tesco's frictionless store (Silverstein, 2021). Tesco intends to utilise "wear and return" algorithms to accurately identify customers who make multiple purchases. According to Wang et al. (2021), customers are anticipated to have the expectation that artificial intelligence (AI) would optimise and simplify their interactions with brands. Due to the necessity of up-to-date infrastructure, the UK retail industry encountered several obstacles in implementing the AI system. Retailers are unable to select the optimal technology for converting digital platforms. According to Chatterjee et al. (2021), companies have difficulties in adopting technology due to the need to modify their business strategies in order to assess the growth and achievements of the retail industry. Dwivedi et al. (2019; 2023) contend that the absence of skilled and proficient employees might result in substantial monetary damages when retail enterprises use artificial intelligence (AI). n order to overcome obstacles in using AI, the retail industry need proficient and knowledgeable business analysts. These analysts play a crucial role in identifying IT systems and practices that are suitable for the retail industry. Iyer (2021) emphasises the need of training and developing AI systems to ensure that personnel are well-versed in the latest technologies. Organisations must prioritise the implementation of a data-driven culture in order to effectively address issues related to artificial intelligence in the retail industry. Therefore, it is imperative for the retail business to include artificial intelligence (AI) into its operating structure. In order to respond to a constantly changing market, enhance profitability, and streamline corporate processes.

4.3  Summary 
  This chapter has determined that artificial intelligence (AI) technology has the potential to assist with a wide range of tasks across different time periods. The implementation of AI technology in the retail industry in the UK has significantly altered the expectations of customers. This technology has also enhanced retail efficiency, precision, and velocity, hence elevating customer expectations. AI technology adoption has encountered challenges such as a lack of information and comprehension, inadequate financial allocation, and insufficient infrastructure, as indicated by the aforementioned facts. Research indicates that the insufficient knowledge of consumers acts as a barrier to the effective use of artificial intelligence (AI) technology in UK retail businesses, leading to substantial negative reactions from customers. Moreover, there is an increasing need to integrate artificial intelligence (AI) technology with physical retail operations. Studies indicate that UK merchants have expressed apprehension over product characteristics and information subsequent to the implementation of AI technology. Nevertheless, the study revealed that artificial intelligence (AI) has the potential to jeopardise the marketing, sales, and productivity of retail organisations. The absence of human connection in retail due to artificial intelligence technologies may provide challenges in achieving client happiness. The primary obstacles to deploying AI technology in the UK retail sector have been highlighted as the key problems. Extensive AI training is necessary for staff to effectively address the problems that arise from implementing AI technology in the retail industry. This will aid traders in resolving disagreements. The utilisation of artificial intelligence (AI) technology in the UK retail industry has significantly enhanced operational efficiency, resulting in heightened levels of consumer happiness and increased brand value. Employee involvement, procedure management and strategy development are the chosen solutions in the UK retail business.




CHAPTER 5 

5.1 Introduction 
   The significance of AI becomes evident as the characteristics of digital transformation become more defined. Organisations have recognised the significance of the data they own. They now require tools to more effectively utilise them. The rise of AI is driven by two factors: the digitalization of the economy and the automation of current operations, as well as a disruption in service provision that is based on the utilisation of this resource. Concisely, this study examined the impact of AI on organisational performance using a qualitative methodology that involved analysing case studies. The selection of this methodology is appropriate due to the advantages it provides and the reliance on secondary data  in this sort of research. It allows to more effectively comprehend and uncover the significance of the material in the case studies, to extract precise data for each organisation, and ultimately to emphasise the commercial value of AI transformation initiatives and reveal the impact of AI on organisational and process performance.

5.2  Conclusion 
  The influence of Artificial Intelligence (AI) and Machine Learning (ML) on the retail commerce sector is substantial, since these technologies possess the capability to completely transform several facets of the business. Artificial intelligence (AI)  technologies revolutionise the consumer experience in the retail industry by facilitating tailored suggestions, virtual assistants, and chatbots. This ultimately results in improved customer happiness and interaction. AI algorithms in supply chain management enhance demand forecasting, inventory optimisation, and logistics optimisation, leading to enhanced operational efficiency and reduced costs. Artificial intelligence (AI) has the ability to significantly impact marketing tactics in the retail industry. It achieves this by facilitating targeted advertising, analysing consumer sentiment, and providing real-time insights. These capabilities enable retailers to make informed decisions based on data and improve the success of their marketing campaigns. Presently, the retail industry is witnessing notable advancements in AI applications. These include the use of computer vision for monitoring shelves, the introduction of cashier-less checkout systems, and the utilisation of virtual try-on technology in fashion retail. Emerging trends encompass the fusion of artificial intelligence (AI) and machine learning (ML) with Internet of Things (IoT) devices to create intelligent retail solutions. Additionally, natural language processing is being employed for customer care, while reinforcement learning is being applied for dynamic pricing. The integration of artificial intelligence (AI) in the retail industry provides a multitude of advantages, including heightened sales, higher operational effectiveness, more precise consumer targeting, and improved decision-making through data analysis.
Nevertheless, the use of AI in the retail industry presents several obstacles, such as issues regarding data privacy, ethical considerations, the intricate integration with current systems, and the necessity to enhance and retrain the workforce. The main stakeholders involved in the adoption of AI technologies in the retail industry are the merchants themselves, technology vendors offering AI solutions, data scientists and analysts, regulatory agencies responsible for assuring compliance, and customers who engage with AI-powered systems. The stakeholders in the retail industry have different roles and responsibilities. Retailers are in charge of developing and executing strategies, while technology vendors provide AI solutions and assistance. Data scientists and analysts handle data analysis and model development. Regulatory bodies ensure that AI is used ethically and legally. Customers play a role by providing feedback and influencing the direction of AI applications in retail. Artificial intelligence (AI) technologies possess the capability to completely transform the notion of customised shopping experiences in the retail industry. Through the examination of client data, preferences, and browsing behaviours, systems driven by artificial intelligence may provide specific product suggestions, individualised pricing, and personalised promotions. This ultimately improves customer happiness and loyalty. The incorporation of artificial intelligence (AI) and machine learning (ML) in retail supply chain management facilitates the immediate monitoring of inventory, prediction of demand, and implementation of automated replenishment systems. This not only reduces the occurrence of stockouts and overstocking. Additionally, it enhances inventory management, resulting in increased profitability and decreased costs. Artificial intelligence algorithms have the capability to analyse extensive quantities of customer data, such as social media interactions, reviews, and feedback, in order to extract important insights into consumer feelings and preferences. By utilising this technology, merchants may enhance their marketing efforts by creating more focused campaigns, generating pertinent content, and successfully interacting with customers across several platforms. The increasing prevalence of e-commerce and online marketplaces necessitates the use of AI and ML technologies to effectively combat fraud and bolster cybersecurity in the retail industry. Machine learning algorithms have the capability to identify fraudulent transactions, recognise patterns of suspect behaviour, and implement strong security measures to safeguard both customers and businesses from possible risks.
It is crucial to address ethical concerns related to artificial intelligence (AI)  in the retail industry. Retailers must prioritise openness and fairness in decision-making processes driven by artificial intelligence (AI). They should take steps to eliminate biases in algorithms and give importance to the ethical use of consumer data. This is crucial to preserve trust and prevent any potential negative consequences. Government should establish legislation and policies to specifically tackle the ethical, legal, and privacy concerns arising from the use of AI  in the retail industry. Regulatory organisations are crucial in guaranteeing equitable competition, defending consumer rights, and preventing possible abuse or bias stemming from AI applications.

5.3 Limitations of the Research 
  This study employed a secondary qualitative data gathering methodology to examine the impact of artificial intelligence on the retail industry in the United Kingdom. Nevertheless, the study encountered constraints such as the absence of accurate and real-time data, thereby undermining the dependability and pertinence of the secondary data. The lack of a main quantitative methodology, such as a survey, resulted in a restricted and unreliable pool of numerical data. The dependence on qualitative data led to a difficulty to precisely define themes and impeded the incorporation of data based on opinions.

5.4  Areas for further research 
  This research has been carefully prepared and carried out, guaranteeing comprehensive and demanding considerations on the several aspects related to the incorporation of artificial intelligence into corporate operations. The study has been undertaken with great precision, primarily targeting the retail sector of the United Kingdom. The focus on the UK retail industry highlights the necessity for UK business experts to embrace artificial intelligence (AI) initiatives, as it increases the probability of effectively incorporating AI into their company operations. The research has effectively identified both the explicit and implicit factors that contribute to the regulation of the same occurrence. Moreover, the study has yielded valuable information on the scope and importance of these characteristics. Acquiring a thorough comprehension of the many factors that influence AI may provide substantial benefits for prospective entrepreneurs who want to use artificial intelligence into their businesses in order to improve its usage and efficiency. In addition, the research has been enhancing the understanding of the diverse obstacles that hinder the integration and efficacy of artificial intelligence (AI) in the business setting. By employing this research, potential entrepreneurs and researchers may easily identify the possible obstacles that could hinder the efficient functioning of artificial intelligence (AI) technology in present and future commercial ventures. By using this study, several techniques may be created to effectively manage and reduce the negative impact of AI capabilities on an organization's business operations. Thus, it is quite likely that the aforementioned contributions will be bestowed upon future scholars and business experts that want to enhance the utilisation of AI developments in their respective domains.

5.5  Summary of the chapter
  Ultimately, the results of this research paper illustrate that artificial intelligence (AI) and machine learning (ML) possess the capability to completely transform the retail sector. By using these technologies, retailers may improve the customer experience, streamline supply chain management, fine-tune marketing campaigns, increase cybersecurity, and automate numerous operational chores. Nevertheless, in order to completely harness the capabilities of artificial intelligence (AI) and machine learning (ML) in the retail industry, it is essential to tackle obstacles such as safeguarding data privacy, adhering to ethical standards, managing the complexity of integration, and providing necessary training to the workforce. For effective deployment and ethical use of AI and ML in retail, it is crucial to have collaboration between retailers and technology providers, ongoing learning and development for the staff, and the formulation of relevant rules and policies. AI and ML are poised to revolutionise the retail commerce business by driving continuous progress and introducing new trends. This will result in significant disruption, innovation, and change.








CHAPTER 6 

REFERENCES

Abrardi, L., Cambini, C., & Rondi, L. (2022) “Artificial Intelligence, Firms And Consumer Behavior: A Survey”,  Journal Of Economic Surveys, 36(4), pp.969-991

Agarwal, A., Gans, S., & Goldfarb, A. (2018) “Prediction machines: The simple economics of artificial intelligence”, School Press, Harvard business

Ameen, N., et al. (2021) “Customer experiences in the age of artificial intelligence”, Computers in Human Behaviour, Vol. 114, 106548

Anica-Popa, I. et al. (2021) “The Integration Of Artificial Intelligence In Retail: Benefits, Challenges And A Dedicated Conceptual Framework”,  23(56), pp. 120

Benko, A., & Lányi, S. (2009) “History of artificial intelligence. In Encyclopaedia of Information Science and Technology”, 2nd Ed., IGI Global, pp. 1759-1762

Bolton, N., Chapman, G., & Mills, A. (2019) “Harnessing digital disruption with marketing simulations”, Journal of Marketing Education, 41(1), pp. 15–31

Brown, M., & Lee, C. (2023) “Machine Learning Applications in E-commerce: A Survey”, International Journal of Electronic Commerce, 28(2), pp. 89-108

Cao, L. (2021) “Artificial intelligence in retail: applications and value creation logic”, International Journal of Retail and Distribution Management, 49 (7),  pp. 958-976

Canziani, B. & Macsween, S. (2021) “Consumer Acceptance Of Voice-Activated Smart Home Devices For Product Information Seeking And Online Ordering”, Computers In Human Behaviour, Vol. 119, P. 106714

Chatterjee, S., et al., (2021) “The Effect Of AI-Based CRM On Organization Performance And Competitive Advantage: An Empirical Analysis In The B2B Context”, Industrial Marketing Management, Vol. 97, pp.205–219

Chen, X., & Li, Y. (2022) “Machine Learning Models for Personalized Recommendations in E-commerce”,  Journal of Artificial Intelligence Research, 35(2), pp. 78-95

Chen, J., & Liu, Y. (2022) “Augmented Reality and Virtual Reality in Retail: A Comprehensive Review”, Journal of Retailing and Consumer Services, 60, pp. 78-95 

Cook, G. (2014)” Customer experience in the omni-channel world and the challenges and opportunities this presents”, Journal of Direct, Data and Digital Marketing Practice, 15(4), pp.262-266

Davenport, T., Guha, A., Grewal, D., & Bressgott, T. (2019) “How artificial intelligence will change the future of marketing”, Journal of the Academy of Marketing Science, 48, pp. 24–42.

Davis, R., & White, L. (2023) “The Impact of AI and ML on Customer Experience in Retail”, Journal of Customer Behaviour, 40(3), pp. 56-74

Dwivedi, Y.K., et al. (2019) “Artificial Intelligence (AI): Multidisciplinary Perspectives On Emerging Challenges, Opportunities, And Agenda For Research, Practice And Policy”, International Journal Of Information Management, 57(101994)

 Dwivedi, Y. K., et al., (2023) “So What If ChatGPT Wrote It?” Multidisciplinary Perspectives On Opportunities, Challenges And Implications Of Generative Conversational AI For Research, Practice And Policy”, International Journal Of Information Management, 71, 102642

Forgan, B. (2020) “What Robots Can Do for Retail, Harvard Business Review”, pp. 1-5

Ghose, A., & Yang, B. (2022) “Artificial Intelligence, Automation, and Future of Retail Workforce”, Journal of Labor Economics, 40(4), pp. 101-120

Gupta, R., & Verma, S. (2023) “Machine Learning Approaches for Demand Forecasting in Retail: A Comparative Analysis”, International Journal of Operations and Production Management, 40(2), pp. 56-75.

Haenlein, M., & Kaplan, A. (2019) “A brief history of artificial intelligence: On the past, present, and future of artificial intelligence”, 61(4), pp. 5-14

Haleem, A., et al., (2022) “Artificial Intelligence (AI) Applications For Marketing: A Literature-Based Study”,  International Journal Of Intelligent Networks, Vol. 3, pp.119–132

Hernandez, M., & Rodriguez, S. (2023) “Predictive Analytics and AI in Retail: A Case Study of Successful Implementation”, Journal of Retail Management, 32(4), pp. 101-120

Hilton, B., Hajihashemib, B., Hendersona, C.M., & Palmatierb, R.W. (2020) “Customer Success Management: The next evolution in customer management practice?”, Industrial Marketing Management, (90), pp. 360-369

Holder, C., Khurana, V., Harrison, F., & Jacobs, L. (2016) “Robotics and law: Key legal and regulatory implications of the robotics age (part II of II)”, Computer Law & Security Review, 32(4), pp.557-576.

Hoyer,D., Kroschke, M., Schmitt, B., Kraume, K., & Shankar, V. (2020) “Transforming the Customer Experience Through New Technologies”,  Journal of Interactive Marketing, 51, pp.57-71

Iyer,S. (2021) “ AI Enabled Applications Towards Intelligent Transportation.Transportation Engineering”, Vol. 5, 100083

Kamble, S., Gunasekaran, A., Parekh, H., & Joshi, S. (2019) “Modelling the internet of things adoption barriers in food retail supply chains”, Journal of Retailing and Consumer Services, 48, pp.154–168

Kamoonpuri, Z., & Sengar, A. (2023) “Hi, May AI help you? An analysis of the barriers impeding the implementation and use of artificial intelligence-enabled virtual assistants in retail”, Journal of Retailing and Consumer Services, 72, 103258

Kaur, V., Khullar, V., & Verma, N. (2020) “Review of artificial intelligence with retailing sector”, Journal of Computer Science Research, Bilingual Publishing Co., 2(1)

Kim, S., & Park, J. (2022) “Enhancing Customer Engagement in Retail through AI-Enabled Chatbots”, Journal of Interactive Marketing, 37, pp. 78-94.

Lee, H., & Kim, Y. (2023) “AI-Driven Personalization in Retail: A Comparative Study of Recommendation Algorithms”, Journal of Consumer Behaviour, 40(2), pp. 45-63

Lee, H., Xu, Y. & Porterfield, A. (2022) “Virtual Fitting Rooms For Online Apparel Shopping: An Exploration Of Consumer Perceptions”, Family And Consumer Sciences Research Journal, 50 (3), pp. 189-204

Li, W., & Wang, Z. (2023) “Artificial Intelligence and Machine Learning in Visual Merchandising: A Review”, Journal of Retail Design, 25(1), pp. 34-50.

Mahmoud, A., Tehseen, S. & Fuxman, L. (2020) “The Dark Side of Artificial Intelligence in Retail Innovation”, Retail Futures, Emerald Publishing Limited, Leeds, pp. 165-180

McCorduck, P., Minsky, M., Selfridge, O., & Simon, H. (1977)” History of Artificial Intelligence”, International Joint Conference on Artificial Intelligence, Computer Science, History

Moore, S., Bulmer, S. & Elms, J. (2022) ”The Social Significance Of AI In Retail On Customer Experience And Shopping Practices”, Journal Of Retailing And Consumer Services, Vol. 64, 102755

Oosthuizen, K. et al. (2020) “Artificial Intelligence In Retail: The AI-Enabled Value Chain”, Australasian Marketing Journal (AMJ), 29(3)

Orzol, M. & Depczynska, K. (2023) “ChatGPT as an innovative tool for increasing sales in online stores”, 27th International Conference on Knowledge-Based and Intelligent Information & Engineering Systems (KES 2023), Procedia Computer Science 225, pp. 3450 – 3459

Patel, R., & Gupta, S. (2023) ”The Role of Artificial Intelligence in Retail Supply Chain Management”, Supply Chain Management Review, 40(1), pp.12-29

Perifanis, A. & Kitsios, F. (2023). “Investigating The Influence Of Artificial Intelligence On Business Value In The Digital Era Of Strategy: A Literature Review”, Information, 14(2), P.85

Puccinelli, M., Goodstein, C., Grewal, D., & Price, R. (2009) “Customer Experience Management in Retailing: Understanding the Buying Process”, Journal of Retailing, 85(1), pp. 15-30.

Reinartz, W., Wiegand, N., & Imschloss, M. (2018) “The Impact of Digital Transformation on the Retailing Value Chain”, SSRN Electronic Journal, available at: https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3299669

Rossi, B. (2017) “How Tesco Is Using AI To Gain Customer Insight”, Online source, Information Age,  Available At: https://www.information-age.com/tesco-using-ai-gain-customer-insight-5845/ 

Smith, J., & Johnson, A. (2022) “Artificial Intelligence in Retail: A Comprehensive Review”, Journal of Retail Analytics, 15(3), pp. 45-67

Thompson, L., & Adams, B. (2021) “Future Trends in Retail Technology: An Analysis of AI and ML Applications”, Journal of Retail Technology Trends, 18(4), pp. 123-145

Turing, A. (2009) “Computing machinery and intelligence. In Parsing the Turing Test”, Springer, pp.23-65

Wang, C., & Liang, X. (2023) “Blockchain Technology in Supply Chain Management: A Review and Future Directions”, Journal of Operations Management, 41(1), pp. 34-52

Wang, L. et. al., (2021) ”Artificial Intelligence In Product Lifecycle Management”, The International Journal Of Advanced Manufacturing Technology, 114(3-4), pp.771–796

Wilson, J. (2010) “Essentials of Business Research: A Guide to Doing Your Research Project”, SAGE Publications, pp.7

Zhang, H., & Li, Q. (2022) “Reinforcement Learning in Retail Pricing: Challenges and Opportunities”, Journal of Pricing Analytics, 18(3), pp. 90-108






[image: ]







[image: ]




[image: ]
















[image: ]









[image: ]
Page | 2 

image4.png
APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A
researcher may notbe covered by the University’s insurance if ethical approval has not been obtained
prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken
on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and
society, and the use of this stock of knowledge to devise new applications”. As such this covers activities
undertaken by members of staff, postgraduate research students, and both taught postgraduate and
undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing
within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see
Checklist for details of process for different categories of application.

SECTION A: About You (Principal Researcher)

1 Full Name: Martina Chorlova
2 | Tick all boxes that apply: Member of staff: u} zﬁgev'?"y [EsEany o
Taught Postgraduate Postgraduate
Undergraduate Student | X Student a Research Student a
3 Institute/Academic
Discipline/Centre: University of Wales Trinity Sain David
4 Campus:

London Campus, Winchester House
2028046@student.uwtsd.ac.uk

5 E-mail address:

6 Contact Telephone Number:

07491740862
For students:
7 Student Number: 2028046
8 Programme of Study: BA Business Management

9 Director of Studies/Supervisor: | Dr David Coker
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SECTION B: Approval for Research Activity

1

Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate

approval process for different levels of research by different RES o NO X
categories of individual)
Date
If Yes, please indicate source of :
EEamH (600 CED Taem (mermE Research Degrees Committee O
Approval in principle must be |nstitute Research Committee (]
nb_tained fm_m the _lelevant source o (write in)
prior to seeking ethical approval O

SECTION C: Intemal and External Ethical Guidance Materials

Please list the core ethical guidance documents that have been referred to during the completion of
this form (including any discipline-specific codes of research ethics, location-specific codes of
research ethics, and also any specific ethical guidance relating to the proposed methodology).
Please tick to confirm that your research proposal adheres to these codes and guidelines. You may
add rows to this table if needed.

UWTSD Research Ethics & Integrity Code of Practice O
UWTSD Research Data Management Policy O
[List any other relevant documents here] O

SECTION D: External Collaborative Research Activity

If there are extemal collaborators then you should gain consent from the contact persons to share their
personal data with the university. If there are no external collaborators then leave this section blank and
continue to section E.

1
2

©® N o os

Institution
Contact person name

Contact person e-mail address

Is your research externally funded? YES O NO =]
Are you in receipt of a KESS scholarship? YES (] NO =]
Are you specifically employed to Voluntary YES = NO ]
undertake this research in either a Employed

paid or voluntary capacity? mploye YES m] NO m]
Is the research being undertaken If YES then the

within an existing UWTSD Athrofa permission question YES o NO =
Professional Leaming Partnership below does not need

(APLP)? to be answered.

Has permission to undertake the (If YES attach copy)

research has been provided by the If NO the application YES O NO X
partner organisation? cannot continue

Where research activity is carried out in collaboration with an external organisation

10

Does this organisation have its own ethics approval system? YES O NO X
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SECTION C: Scope of Research Activity

Will the research activity include:

<
m
n
z
o

1 Use of a questionnaire or similar research instument?
Use of interviews?

Use of focus groups?

Use of participant diaries?

Use of video or audio recording?

Use of computer-generated log files?

Participant observation with their knowledge?

Participant observation without their knowledge?

Access to personal or confidential information without the participants’ specific
consent?

Administration of any questions, test stimuli, presentation that may be
experienced as physically, mentally or emotionally harmful / offensive?

11 Performance of any acts which may cause embarrassment or affect self-esteem?

© ® N o o s W N

12 Investigation of participants involved in illegal activities?
13 Use of procedures that involve deception?
14  Administration of any substance, agent or placebo?

15 Working with live vertebrate animals?

e e o o o o [ s o B o [ A |
HRKENKK RN XRNN N X

16  Procedures that may have a negative impact on the environment?

17 Other primary data collection methods. Please indicate the type of data collection
method(s) below.
Details of any other primary data collection method:

(this box should expand as you type)
If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the
following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been
obtained.
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SECTION D: Data Protection and Storage

Will data from the research activity (collected data, drafts of the thesis,or  YES NO
materials for publication) be stored in any of the following ways?

Manual files (i.e. in paper form)?
University computers?
Private company computers?

Home or other personal computers?

© ® N o o

Laptop computers/ CDs/ Portable disk-drives/ memory sticks?

Oo0oxX OO o
X OKRKK

=)

“Cloud” storage or websites?
Other — specify: o =

For all stored data, explain the measures in place to ensure the security of the data collected, data
12 confidentiality, including details of backup procedures, password protection, encryption,
anonymisation and pseudonymisation:

Data Protection

Will the research activity involve any of the following activities: YES NO
13  Electronic transfer of data in any fom? a x
14 Z}:T:igg of data with others at the University outside of the inmediate research o =
15 Sharing of data with other organisations? a x
16 Export of data outside the UK or importing of data from outside the UK? a a
17 Use of personal addresses, postcodes, faxes, emails or telephone numbers? m} X
18 Publication of data that might allow identification of individuals? a x
19 Use of data management system? a x
20 Data archiving? a x

If YES to any question, please provide full details, explaining how this will be conducted in
21 accordance with the GDPR and Data Protection Act (2018) (and any international equivalents,
where appropriate):
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SECTION E: Declaration

The information which | have provided is correct and complete to the best of my knowledge. | have
attempted to identify any risks and issues related to the research activity and acknowledge my
obligations and the rights of the participants.

In submitting this application | hereby confirm that | undertake to ensure that the above named
research activity will meet the University’s Research Ethics and Integrity Code of Practice which is
published on the website: https://www.uwtsd.ac.uk/research/research-ethics/

Date:
1 | Signature of applicant: 30/04/2023
For STUDENT Submissions:
2 Director of Studies/Supervisor: | Dr David Coker Date:
30/04/2024
3 Signature:
For STAFF Submissions:
4 Academic Director/ Assistant Date:
Dean:
5 Signature:

Checklist: Please complete the checklist below to ensure that you have completed the form according to the
guidelines and attached any required documentation:

RESEARCH STUDENTS AND STAFF ONLY

All communications relating to this application during its processing must be in writing and emailed to
pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.

You will be informed of the outcome of your claim by email; therefore it is important that you check
your University and personal email accounts regularly.

STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form
(and receive the outcome) via systems explained to you by the supervisor/module leader.

This form is available electronically from the Academic Office web pages:
https:/www.uwtsd.ac.uk/academic-office/appendices-and-forms/
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