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1. Introduction and Research Rationale
In today’s digital economy, customer experience (CX) has become a strategic priority for companies across many industries. In the UK telecom sector, where services are widely available and competition is intense, offering a high-quality, consistent, and personalised customer experience is seen as essential for maintaining customer loyalty and market position.One of the main means companies are trying to use to achieve this is artificial intelligence (AI).
The telecommunications department is using artificial intelligence to make the whole chain of service faster, efficient and economical. AI chatbots, predictive analytics, virtual agents and automated call systems are some of the common use cases. The above-mentioned tools are intended to expedite the process of customer interaction and to enhance customer data tracking so that the user is better served and his/her behavior and choices are understood. Thus, AI gives a company like BT Group the chance to give personalized service, once it has scalability to handle over million interactions with customers at the same time, that it was not possible with traditional systems. 
BT Group is a leading telecom provider in the UK and one of the companies that has publicly committed to digital transformation through the use of advanced technologies, including AI. From the introduction of AI-driven customer support platforms to the development of predictive maintenance and personalised billing systems, BT has invested heavily in reshaping how it interacts with customers. Anyway, although there have been many positive changes as concerns the automation of customer service with the use of AI tools, the situation is still unclear about the AI influence on the service experience in reality. A number of users agree that the answers are quicker, and the service quality simply gets better, while other customers claim that they are upset by the absence of human operators, with customer service chatbots being the only option they have.
This creates a clear research gap. While many industry reports highlight the benefits of AI for businesses, few studies have looked at the actual impact of AI-based systems from a customer perspective, especially in the UK telecom sector. There is limited research exploring how these AI tools influence customer satisfaction, trust, and loyalty in real-life settings. More specifically, there is a need to understand whether AI enhances or damages customer experience, and under what conditions it is most effective.
This research will explore how BT Group uses AI in its customer service operations and how this affects the experience of its customers. It will examine the types of AI tools used, how they are integrated into service processes, and how customers respond to them. The aim is to assess whether AI contributes positively to customer experience, or if there are challenges that need to be addressed. By focusing on BT as a case study, the research will provide detailed, practical insights into the impact of AI in a real-world business setting.
The rest of this proposal will present the research aim, objectives, and key questions that guide the study. It will also include a review of existing literature on AI and customer experience, an explanation of the chosen research philosophy and methods, and a plan for how data will be collected and analysed. Finally, the proposal will address ethical considerations, resource requirements, and the proposed timeline for completion.
2. Research Aim, Objectives, and Questions
Research Aim
This research’s primary aim is to determine the ways in which AI technology is being utilised by the BT Group to enhance its customer service and evaluate these tools’ efficiency in the UK telecom sector in raising customer satisfaction, service quality, and loyalty.
Research Objectives
To achieve this aim, the study will focus on the following objectives:
· To uncover the types of AI technologies BT Group has currently put into practice in its customer service operations.
· To discuss the manner in which these AI tools are being implemented as components of the consumer experience strategy by BT Group.
· To see how well AI-driven service delivery methods are accepted by customers, and whether they indeed prove to be more satisfactory.
· To uncover the problems and restrictions encountered by consumers while interacting with AI conversational agents.

Research Questions
To guide the investigation, the study will address the following research questions:
· In what forms of artificial intelligence do BT Group employ to heighten the customer experience and what are those processes?
· What are the feelings of the customers about AI-based customer service, and their effects on their satisfaction levels and, in turn, their loyalty?
3. Literature Review
3.1 Theoretical Foundations: Customer Experience, Artificial Intelligence, and Digital Transformation
Customer experience (CX) is now a dominant strategic asset for organisations, particularly in sectors like telecommunications, where price and product offerings are shades of the same. Lemon and Verhoef (2016) define CX as a customer's total number of interactions with a company from the pre-purchase to the post-purchase phase. From these interactions, the customer receives value and continues in connection with the company. These interactions determine the customer's sense of value, satisfaction, and emotional connection. For companies in fierce markets such as the UK telecom sector, the enhancement of CX can curb churn, build customer loyalty, and guarantee the company's long-term business success (Lemon & Verhoef, 2016; Liu et al., 2023).
The CX concept is underpinned by various theoretical foundations, one of which is service-dominant logic (Vargo and Lusch, 2004), which sees value as a co-creation of firms and customers. This theory cautions more about the significance of interactive, personalised, and customer-driven services. However, the contemporary framework spotlights the critical role technology plays in making cross-channel customer engagement easy and in delivering ideal customer experiences (Verhoef et al., 2009). Consequently, as digital expectations get higher, companies are increasingly investing in the digital transformation of the customer journey.
Digital transformation refers to the comprehensive climbing on the digital business maturity level. It includes investment in technology, systems, culture, and analytics for driving growth (Westerman et al., 2014). It calls for reimagining how value is distributed via technology such as cloud computing, data analytics, and artificial intelligence (AI). It is AI, the engine that drives the ship of transformation, where major capabilities offered include automated decision-making, predictive modelling, and smart customer interactions (Lin et al., 2024; Deloitte, 2023).
AI-powered systems, like chatbots, virtual agents, and natural language processing tools, are the avenues that companies use to automate customer interactions and still remain human in their relationships. These same technologies also assist in the performance of real-time data analysis, which gives companies a chance to see their clients' needs beforehand and promptly react (Chen & Prentice, 2024; Frontier Economics, 2023). Via AI in this way, not only is the customer interaction improved, but the business efficiency aspect is also looked after, due to the decline in service errors and the optimising of resource allocation.
The agile approach has a wide application in AI implementations. According to research conducted by telecom companies, agile testing and feedback-based improvement models are implemented at an early stage in the customer service field (Smith & Khurana, 2024). Molnár (2024) is of the opinion that the agile methodology is what aids in the fast-paced innovation, flexibility, and constant improvement in customer experience—aspects that are beneficial in today's challenging markets and therefore required by companies to remain competitive.
1. 
2. 
3. 
3.1 
3.2 Benefits of AI in Telecom Customer Experience (CX)
3.2.1 Faster Response, Cost Reduction, and Scalability
Artificial intelligence technology such as auto-routing programs and chatbots have shown their value in cost-effectively and effectively handling repetitive questions. According to NexGen Labs (2025), these technologies are capable of handling up to 80 percent of routine customer inquiries, resulting in an estimated 30 percent less in operating costs. Telecommunications operators have lower call centre overheads and hence are able to allocate human agents to complex and high-value interactions.
Vodafone, for instance, saw a 20 percent decrease in human-assisted calls and a 50 percent increase in customer satisfaction following the adoption of AI technologies (Business Insider, 2024). BT Group has also invested significantly in AI capabilities that aim at optimising support functions. Its AI chatbot, "Aimee," now manages about 60,000 weekly customer inquiries—a 100 percent increase from two years ago. The system itself answers over half of these inquiries on its own, without human intervention (Jackson, 2024; Telecoms.com, 2024). This achievement not only validates the scalability of AI but also frees employees from routine tasks, allowing them to focus on more complex customer needs.
3.2.2 Personalisation
Artificial intelligence allows for the creation of customised customer experiences via user habit and taste analysis. Through the use of real-time learning and pattern analysis, AI systems can adapt their response based on previous interactions. BT uses an AI solution built by Sprinklr that allows "Aimee" to categorise requests effectively and offer context-specific, customised responses that enhance customer satisfaction (Financial Times, 2024; AI Magazine, 2024).
Deloitte (2023) states that AI-driven personalisation significantly enhances CX metrics compared to templated messaging. Satisfaction is highest when AI is employed to augment—not replace—the human touch, especially in service recovery or nuanced troubleshooting.
BT has also adopted generative AI technologies to support account management and billing processes. The technologies allow customers to receive real-time summaries of transactions and billing queries and thus reduce follow-up support tickets and improve transparency (Technology Record, 2024). Such customisation not only provides greater convenience to the user but also does away with confusion and encourages greater trust in the service provider.
3.2.3 Predictive Maintenance and Proactive Engagement
One of the most evident uses of artificial intelligence in the telecommunications industry is predictive analytics. These tools allow service providers to detect potential complications before they affect the delivery of services. BT uses predictive maintenance structures to determine the health of its infrastructure and to schedule interventions required before faults occur. As per WB Research (2024), this approach has improved service continuity while reducing the number of emergency maintenance requests.
Webster (2024) states that these forecasting tools have cut BT's field intervention times by up to 20 percent, which supports service outage prevention and the enhancement of operational effectiveness. In addition, artificial intelligence is utilised to forecast call volumes, allowing BT to maximise workforce planning and manage digital channel capacity, especially during peak demand. This supports better waiting times and assists the organisation's reputation for reliable service.
Through the use of responsiveness, personalisation, and anticipation, AI enables telecommunication companies such as BT to maximise CX without compromising operational effectiveness.
3.3 Challenges and Risks of AI in Telecom CX
3.3.1 Impersonal Experiences and Customer Frustration
Automated systems tend to be less empathetic, and hence, adverse attitudes result due to the services provided by them. According to The Guardian (April 2025), 78% of UK consumers are irritated with artificial intelligence-based interactions, as customer experience metrics hit an all-time low since 2014. FutureNetWorld (2025) highlights that straightforward questions may be replied to adequately, but human representatives are preferable while handling emotional or complicated matters.
The views of Reddit users are as follows:
"Although chatbots can respond to basic queries, where they fall short, I would rather speak with a human agent." – UK Telecom Customer (reddit.com/r/CustomerExperience).
3.3.2 Trust and Algorithm Aversion
Customers require a foundation of trust with artificial intelligence before they will interact with it. Cheng et al. (2024) found that people will be more likely to use chatbots where they feel the system is open and trustworthy. Singh et al. (2023) demonstrate that algorithm decisions—such as issuing an incorrect billing alert—will erode trust, even when accuracy levels were at 90%.
Task complexity can be applied: clients prefer human agents for high-stakes tasks. Resistance to the use of algorithms can lead to the exclusion of highly efficient AI systems, particularly in consumers who do not have the capacity to assess outcomes (Brun et al., 2025; Moore & Hewitt, 2024).
3.3.3 Ethical, Workforce, and Technical Constraints
AI deployment results in job displacement, and BT's CEO has threatened possible massive job loss through automation (Business Insider, 2025; The Times, 2024). Frontier Economics (2023) further states job resistance by employees due to fear of redundancy. Privacy and bias in data are governed by laws such as GDPR; personal data-handling systems must comply or face punishment (Webster, 2024).
Technical matters like legacy system integration and infrastructure support are concerns. Ethical AI systems—accountability and fairness norms—are suggested in literature to prevent brand damage and compliance (Floridi et al., 2024; EIT Digital, 2024).
3.4 BT Group’s AI-Driven CX Initiatives 
BT has employed a multi-platform artificial intelligence strategy by:
1. Sprinklr — Used in "Aimee" for chat triage and customer journeys (Mobile‐Magazine, 2024; Telecoms.com, 2024);
2. Microsoft & AWS Generative AI — Allows for billing explanations, agent prompts, and summarisation (Technology Record, 2024; McKinsey, 2024);
3. Predictive Maintenance Tools — Detects network vulnerabilities and schedules proactive repairs (WB Research, 2024);
4. Governance Mechanisms — BT uses a private cloud infrastructure in conjunction with ethical principles to deliver data privacy and avoid systemic bias (AI Magazine, 2024; Mobile‐Magazine, 2024).
These deployments showcase BT's profound digital transformation, combining customer-centric artificial intelligence with robust backend capabilities.
3.5 Research Gaps: Customer Perspective Understudied 
Even though technical and organisational effects of AI are established, its effect on customer perceptions—especially in UK telecoms—is under-researched to a considerable extent:
· Lack of 'voice of the customer': Most of the studies measure business efficiencies and not user satisfaction, loyalty, or trust following AI adoption (Cheng et al., 2024; Eskildsen et al., 2019).
· Richer interaction spaces: Task type and complexity's impact on satisfaction is not adequately investigated. Empirical work is still necessarily generic or non-telecom (Smith, 2023; Kumar, 2022).
· System transparency vs. user trust: The user's demand for transparent, comprehensible AI in service interactions is underresearched (Brun et al., 2025).
· Generative AI capabilities: New technologies are seldom evaluated based on user experience in telecommunications settings.
These are the subjects this research will deal with, specifically BT customers and what they think about AI customer service.
3.6 Summary 
This review suggests that artificial intelligence is providing telecom operators with strong capabilities for customer experience improvement through the enablement of quicker service, customised interaction, and proactive contact. BT case studies demonstrate effective operations alongside illustrating nascent tensions in service quality, trust, and personnel implications. Importantly, empirical data on the effect of AI on customer satisfaction, trust, and loyalty among United Kingdom telecom customers—particularly the deployment of generative AI technologies—are not available.
Based on a customer attitude study at BT, this research aims to deliver valid evidence-based insights, reduce policy concerns, and guide customer experience strategy in a digitally advanced context.
4. Research Philosophy and Methodology
The objective of this study is to examine the influence of artificial intelligence (AI) on customer experience (CX) in the UK telecommunication sector, specifically via a case study of BT Group. To the end of enabling this investigation, the study is aligned with an articulated philosophical position, research process, and design framework that squarely enable the investigation of authentic customer opinions.
1. 
2. 
3. 
4. 
4.1 Research Philosophy: Interpretivism
The philosophy of research to be employed in this study is interpretivism. Interpretivism emphasises individuals making sense of their worlds, and it is particularly appropriate for investigating customers' attitudes towards AI services. Because the aim of this research is to investigate subjective phenomena—satisfaction, trust, and emotional responses to AI interaction—a philosophy that accepts the socially constructed nature of the world is needed.
Whereas positivism seeks to create quantifiable facts that can be universalised across contexts, interpretivism opens up possibilities for deeper exploration of individual meaning and context (Saunders et al., 2019). Customer experience in artificial intelligence in telecom can vary widely depending on the subtleties of their interactions, the complexity of their issues, or the desired solutions. With an interpretivist approach, researchers are then able to explore these variations on a case-by-case basis and develop a more sophisticated understanding of customer experience.

4.2 Research Approach: Inductive
This study uses an inductive approach, i.e., conclusions are derived from single observations and general patterns recognised rather than examining a predetermined theoretical concept. This is appropriate given the study aims to produce new thinking within an area with limited prior study—namely, UK consumers' experience of AI-support systems in the telephony industry.
By starting with qualitative data from real customers and the identification of new themes, the research can make grounded conclusions from real experiences. This is consistent with the interpretivist paradigm, which prefers rich, descriptive data to statistical generalisation.

4.3 Research Design: Qualitative Case Study
The research utilises a qualitative case study design with BT Group as the sole case to be studied. This research approach facilitates a rich and detailed exploration of a single organisation in its real natural contextual environment (Yin, 2018). BT Group is a suitable case because it is one of the largest telecommunication service providers in the United Kingdom and is also one of the largest artificial intelligence deployers in customer service operations.
The application of a case study approach allows the researcher to explore customer experience and the degree to which artificial intelligence is being integrated into BT's customer experience strategy, the technologies used, and how they are used by customers. This includes assessment of chatbot effectiveness, personalisation technology, and predictive maintenance. The case study will include data from semi-structured interviews or questionnaires with BT customers and secondary data from corporate publications and business journals.

4.4 Justification of Methodological Fit
The use of interpretivism, an inductive approach, and a qualitative case study is suitable to the research objectives. Since the research is looking to determine why customers respond in a certain way to AI systems, a qualitative and exploratory approach is more helpful than quantitative. Although quantitative information can give satisfaction scores or usage figures, it would not inform us why customers feel or disclose what elements of the AI interaction are viewed positively or negatively.
In addition, the BT Group case allows for the examination of an existing, real-world case of digital transformation through artificial intelligence. By focusing on a specific company, the research can examine the customer experience in actual depth, generating results that are locally relevant and potentially transferable to comparable telecoms operators.
5. Methodological Strengths and Weaknesses
The adopted methodology framework, as well as its interpretivist philosophy, inductive reasoning, and qualitative case study, has the following advantages that are in line with the objectives of this research. However, it also has some disadvantages that should be mentioned. Deliberate scrutiny of the advantages and disadvantages of this framework helps to ensure transparency and credibility.
One of the major benefits of the chosen methodology is that it is particularly appropriate for the study of complex, context-specific phenomena like customer experience (CX). The qualitative case study allows the in-depth, targeted examination of artificial intelligence (AI) incorporation into BT Group's service strategy, customers' knowledge of and engagement with AI-based systems, and so forth. The methodology allows the gathering of rich, detailed data from participants, which is critical when studying subjective factors like satisfaction, trust, or frustration—factors that are usually neglected by quantitative questionnaires (Yin, 2018).
Another strength of qualitative research is that it is adaptable. Utilizing semi-structured questionnaires or interviews means that the researcher can modify questions according to participant responses, surfacing new issues or themes that might not be revealed by a structured or quantitative approach. Furthermore, the combination of the primary and secondary sources of data (customer feedback and company reports) gives more triangulation, so that the findings are more reliable and rich.
However, there are constraints on such an approach. Qualitative research, particularly case study, is not typically generalisable because it is exactly about one organisation. While the results are rich in context, they cannot be applied to other telecom organisations or industries. A quantitative approach—like mass surveys—can generate statistically generalisable results but cannot match depth and richness.
In addition to that, the interpretivist approach to research has the risk of falling into researcher bias, especially during the analysis. To counter this, there is a need to adopt open coding methods and, where possible, subject data to peer review.
Despite such constraints, the methodology adopted is appropriately appropriate for the purposes of this research: to investigate consumer sentiment towards artificial intelligence in the context of applied telecommunications. It provides the depth and adaptability necessary for the analysis of human experience but enables the drawing of valid conclusions within the context of a targeted framework.
6. Data Collection and Analysis Techniques
To achieve the research aim of identifying the effect of artificial intelligence (AI) on customer experience (CX) in BT Group, the research will employ qualitative primary data with secondary sources. The primary data collection will be done from people who themselves have firsthand experience with AI-based customer service in BT, and the analysis will be thematic to identify patterns, insights, and interpretations that are data-based.
6.1 Data Collection
Original data will be gathered with the help of semi-structured interviews of BT customers who have experienced interactions with AI-based support channels, i.e., chatbots, automated voice systems, or predictive tools. Interviews will be conducted face-to-face or via video conferencing platforms based on issues of accessibility as well as ethical concerns. Each interview will likely take 30 to 45 minutes, with enough time to elicit thorough personal experiences, feelings, and observations associated with the use of artificial intelligence.
A semi-structured approach has been chosen to strike a balance between consistency across participants and the ability to explore individual experiences. Participants will be asked open-ended questions to give elaborate description of their satisfaction, frustration, trust, and AI customer service preference.
Wherever possible, interviews will be arranged with BT customer service staff or digital experience managers to gather organisational information regarding artificial intelligence usage, monitoring, and internal awareness.

6.2 Sampling Strategy
Purposive sampling will be utilised in order to recruit members with recent and firsthand exposure to AI-powered customer interactions. This type of non-probability sampling ensures that participants chosen are information-rich and relevant to research questions. In order to maintain diversity, the sample will strive to include members from various age ranges, service types (e.g., broadband and mobile), and technical abilities. A sample size of 10 to 15 participants is the norm for qualitative case study research and allows thematic saturation.

6.3 Data Analysis Techniques
The information will be analysed thematically through a qualitative, flexible, and tailored approach to reveal and interpret patterns in the data (Braun & Clarke, 2006). After transcription, the interviews will be read repeatedly in a bid to reach familiarity, before initial coding of important statements. These will then be coded into overarching themes that represent repeated ideas, such as trust in AI, satisfaction with the service, and human support preferences.
For an additional level of rigour, there will be an open coding process preserved, and discrepancies will be negotiated with a supervisor or peer. The analysis will look for expected themes from literature and emergent themes from participants' responses.

6.4 Tools and Software
Coding and thematic development procedures will be conducted manually or with qualitative analysis computer programs, like NVivo, depending on time and budget. NVivo possesses capabilities that allow for effective organisation, retrieval, and linking of coded data, especially where there are large numbers of interviews. However, concurrent manual coding can be utilised for verification of findings and for making the researcher more familiar with the dataset.
7. Resource Requirements
The successful execution of this research study will require focus on planning and time management, scarce funding, and proper access to the concerned participants and data. Since the research utilises a qualitative case study approach grounded on semi-structured interviews, the resource requirements are relatively low in comparison to large-scale quantitative research.
7.1 Time Requirements
The research process will be segregated into separate steps: participant recruitment, data collection, transcription, analysis, and reporting. It will be anticipated that:
· Participant recruitment and coordination will be done in about 2 weeks.
· Conducting 10 to 15 interviews of 30 to 45 minutes duration will take 2 to 3 weeks.
· This may require a further 2 weeks of transcription, depending on the availability of transcription assistance.
· Thematic analysis and verification of results will be done within 3 to 4 weeks.
· Preparation of the final report and recommendations will require another 2 weeks.
Overall, it would require about 10 to 12 weeks to finish the research, depending on availability part-time.
7.2 Financial Requirements
The projected financial expense pertaining to this project should be nominal. In the scenario where interviews are carried out via virtual media such as Zoom or Microsoft Teams, there will be no venue or travel costs. The researcher can perform manual transcription, and any optional transcription software or NVivo subscriptions could have negligible one-off costs, if anything at all.
7.3 Access and Limitations
A possible limitation is the availability of suitable participants. Getting the interviews from present BT customers and internal employees might require ethical clearance and approvals. Participant eagerness or availability to provide accounts can also affect richness in data. Countermeasures include the use of purposive sampling and flexible scheduling of interviews.
8. Research Timeline
This research will take place over a period of 12 weeks. The following timeline outlines the major activities organised by phase:
Phase 1: Weeks 1–2
· Finalise research proposal
· Seek ethics approval (if applicable)
· Prepare interview questions and consent forms
Phase 2: Weeks 3–4
· Recruit participants using purposive sampling
· Schedule interview dates for researcher and participants
Phase 3: Weeks 5–6
· Conduct 10–15 semi-structured interviews (with BT customers and/or staff)
· Begin transcription alongside interviews
Phase 4: Weeks 7–8
· Finalise the transcription of all interviews
· Begin thematic analysis using NVivo or manual coding
Phase 5: Weeks 9–10
· Continue coding and developing key themes
· Validate findings with supervisor or peer where possible
Phase 6: Week 11
· Draft results, discussion, and preliminary conclusions
Phase 7: Week 12
· Finalise full research report
· Complete proofreading and submission preparation
This timeline enables a structured and manageable workflow while maintaining enough flexibility to accommodate revisions or unexpected delays.
9. Ethical Considerations
The researcher will be working with human participants. Therefore, the research must adhere to the ethical principles that are intended to ensure that all people involved in the research are afforded respect, dignity, and equity. Ethical action will be taken at every aspect of the research, consistent with university procedures and standards of ethics in academic research.
9.1 Informed Consent
All of the participants in the study will be required to provide informed consent before participating in the research study. A participant information sheet will clearly state the purpose of the research, what participating in the research study includes, the voluntary nature of participation, and the participants' right to withdraw at any time for whatever reason without penalty. Informed consent forms will be signed (physically or digitally) to indicate to the researcher participant understanding and agreement to participate.
9.2 Anonymity and Confidentiality
To protect the privacy of participants, identities will be protected. Pseudonyms will be used in the reporting of the data and identifying personal or organisational information will not be reported. The raw data will only be available to the researcher and the supervisor. Any information that may be deemed sensitive to individuals or organisations will not be reported unless it was anonymised during transcription.
9.3 Data Management and Retention
Data will be managed in accordance with the General Data Protection Regulation (GDPR). Digital data will be stored on encrypted devices and/or password-protected drives. Paper documents will be stored in a locked facility. Data will only be stored for the required amount of time needed to complete the study and will be erased securely afterward.
9.4 Ethical Approval
Ethical approval will be sought through the university ethics process prior to data collection. The proposal along with all supporting materials (e.g. consent forms, interview guides) will be submitted for review and approval to ensure ethical approval is obtained.
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