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[bookmark: _Toc152285813]Abstract
In the context of the United Kingdom, this study aims to examine the effects that AI might have on small and medium-sized retail businesses. The purpose of this study was to examine the present state of artificial intelligence (AI) in the retail industry, with an emphasis on the advantages and disadvantages that companies in this sector face, using a mixed-methods approach. This research analyzes the effects of AI on company purchasing, stocking, and decision-making by means of a survey and statistical modeling. Artificial intelligence (AI) has a strong beneficial affect on various elements of retail operations, including daily operations, customer service, and inventory management, according to the study's results. The benefits of artificial intelligence on decision-making and inventory efficiency are highlighted, but the costs and complexities that are encountered are alluded to. AI techniques, data security precautions, and ethical concerns geared at SMEs figure strongly among the recommendations. This research demonstrates how important AI is in assisting SMEs in becoming more competitive and growing. This research emphasizes the need for more investigation into the long-term consequences and ethical incorporation of AI into retail business structures.
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[bookmark: _Toc152285814]Chapter 1: Introduction
[bookmark: _Toc152285815]1.1 Background
The broad use of AI technology has had a major impact on the retail sector in the United Kingdom. In the last five years, artificial intelligence (which includes machine learning, NLP, and CV) has emerged as a major player in the retail industry (Baabdullah et al., 2021). Data analysis, customer insights, and personalised marketing have all grown more dependent on AI solutions because to the massive amounts of data being produced by both online and offline sales channels. Chatbots and other AI-powered virtual assistants have completely altered the landscape of customer care and interaction (Žigienė, Rybakovas and Alzbutas, 2019). In addition, AI has been shown to be useful in supply chain optimisation, which in turn has led to increased operational efficiency and decreased costs. Small and medium-sized retailers in the UK are increasingly adopting the use of artificial intelligence as a result of the industry's rapid adoption of the technology (Wei and Pardo, 2022). Rapid development has necessitated the use of technologies that have been proved to significantly boost retail sector expansion. When companies use AI, they may make smarter judgements and save time (Basri, 2020). With innovative business models adopted with the aid of AI, small and medium-sized businesses in the UK may achieve even greater success than they have in the past. Growth and competitiveness can be assured, despite the fact that many possibilities and obstacles exist (Denicolai, Zucchella and Magnani, 2021). 
The contribution of small and medium-sized businesses (SMEs) cannot be overstated in the context of the retail sector in the United Kingdom (Wei and Pardo, 2022). Small and medium-sized enterprises (SMEs) are crucial to the national economy because of the jobs they create, the growth of their regions, and the variety of their markets (Basri, 2020). These companies not only play an important role in the British economy but also account for a significant share of the retail sector (Rawashdeh, Bakhit and Abaalkhail, 2023). Small and medium-sized enterprises (SMEs) have challenges while competing with major retail organisations due to a lack of resources. Small and medium-sized enterprises (SMEs) face both new possibilities and new obstacles when they implement AI technology. On the one hand, AI may help small and medium-sized enterprises (SMEs) compete with bigger retail giants by improving customer experiences, streamlining operations, and making data-driven choices (Kumar and Kalse, 2021). However, small and medium-sized enterprises (SMEs) often lack the capital necessary to engage heavily in AI technology integration. Concerns about data privacy and cybersecurity are also raised by the widespread use of AI in retail settings (Drydakis, 2022). That's why it's so important for small and medium-sized enterprises (SMEs) in the UK retail industry to have a firm grasp on the potential benefits and obstacles connected with adopting artificial intelligence.
[bookmark: _Toc142861256][bookmark: _Toc152285816]1.2 Rationale of the Study 
When it comes to the United Kingdom's economy, small and medium-sized retail establishments (MSEs) play an essential role in terms of job generation, regional development, and economic variety (Basri, 2020). Due to the rapid changes brought about by technology progress, retailers must adapt quickly in order to survive. Understanding the effect and ramifications of AI's growing presence in retail is crucial for small and medium-sized enterprises (SMEs) (Baabdullah et al., 2021). For the greater good of society as a whole, small and medium-sized retail establishments in the United Kingdom play a vital part in the country's burgeoning economy. Small and medium-sized enterprises (SMEs) stand to benefit from the AI system disruption and the possibilities it presents (Wei and Pardo, 2022). Effective use of AI technology in corporate operations may guarantee efficiency even when businesses of varying sizes and types expand. Artificial intelligence (AI) can help this sector succeed in many ways. This is for the purpose of analysing how AI has affected small and medium-sized retail establishments, particularly in the UK, and what it means for operational growth, customer happiness, and productivity (Žigienė, Rybakovas and Alzbutas, 2019). The effectiveness of AI in assuring development in SMB sectors and mitigating downsides necessitates an evaluation of the identification of benefits and obstacles. This article will analyse the effects of AI on company expansion with the goal of helping readers get the most potential advantages from this topic (Drydakis, 2022). 
The purpose of this research is to examine in detail the many ways in which AI affects small and medium-sized stores in the United Kingdom (Žigienė, Rybakovas and Alzbutas, 2019). This study intends to give insight on the consequences for growth, efficiency, and competitiveness within the industry by exploring the interaction between AI adoption and the particular issues encountered by SMEs. In order to provide SMEs a whole picture of AI's potential and limits, it is crucial to highlight both the benefits and downsides of using the technology. This research has the potential to help small and medium-sized enterprises (SMEs) in the UK succeed in the rapidly changing retail sector and reap the many advantages of artificial intelligence (AI).
[bookmark: _Toc142861258][bookmark: _Toc152285817]1.3 Aim, objectives and questions 
Aim 
The research aims to examine the impact of Artificial intelligence on small and medium retail businesses focusing on the UK. 
Objectives
· To analyse the current situation of AI over small and medium retailers 
· To identify different benefits as well as challenges for small and medium retailers 
· To examine different potential strategies for small and medium retailers related to AI technology. 
· To explore the impact of AI on customer experience development, inventory management and decision-making process 
Research Question 
· What is the current situation of AI over small and medium retailers?
· What are the different benefits as well as challenges for small and medium retailers? 
· What are the potential strategies for small and medium retailers related to AI technology?
· What is the impact of AI on customer experience development, inventory management and the decision-making process?
[bookmark: _Toc152285818]1.4 Research Structure
The present dissertation is structured into discrete chapters in order to permit a thorough investigation of the influence of artificial intelligence (AI) on small and medium-sized retail enterprises within the United Kingdom. Every chapter of the dissertation examines different components, such as an extensive examination of the literature, a thorough description of the methodology used, the presentation of findings, and the development of closing comments. The organisational structure ensures a systematic and cohesive analysis of the subject matter.


[bookmark: _Toc152285819]Chapter 2: Literature Review
[bookmark: _Toc152285820]2.1 Introduction 
The retail business has witnessed a huge upheaval owing to the introduction of Artificial Intelligence (AI), which has had a profound influence on operational structures and customer interactions. Small and medium-sized retail businesses in the United Kingdom are becoming increasingly aware of the significant impact artificial intelligence (AI) can have on increasing operational efficiency, streamlining decision-making processes, and boosting customer satisfaction on the whole (Gill and Johnson, 2016). The purpose of this research is to analyse how adopting AI has changed operations for UK retailers with less than 250 employees. To this end, Rizvi et al. (2021) proposes doing research into the current status of artificial intelligence (AI), cataloguing its benefits and drawbacks, identifying AI-related tactics, and analysing AI's effect on customer service, stock management, and decision-making.
[bookmark: _Toc152285821]2.2 The Current Landscape of AI in Small and Medium Retail Businesses 
[bookmark: _Toc152285822]2.2.1 Analysis of the Current Situation of AI in Small and Medium Retailers
Small and medium-sized businesses in the retail sector in the United Kingdom have increased their usage of AI in recent years. These companies see the opportunity presented by AI software in increasing productivity and differentiating themselves in the dynamic retail sector. According to Rizvi et al. (2021), AI has many potential business uses, including chatbots for customer service, data analytics for understanding consumer behaviour, and personalised marketing strategies for specific demographics.
Retailers are progressively using artificial intelligence (AI)-based solutions to automate mundane jobs, analyse market patterns, and customise the consumer journey. Chatbots and virtual assistants play a crucial role in efficiently and effectively handling client concerns, leading to improved customer service and decreased operating costs. Furthermore, the use of artificial intelligence (AI) techniques in examining consumer behaviour allows merchants to get insights and make predictions about client preferences. This, in turn, facilitates the creation of marketing strategies and product offers that are more tailored to the changing requirements and wishes of the consumer population.
[bookmark: _Toc152285823]2.2.2 The Influence of AI Adoption in Business Operations and Decision-making
The integration of artificial intelligence (AI) technology has a significant impact on several aspects of company operations within small and medium-sized retail firms. These enterprises are undergoing significant alterations in their operational dynamics as a result of adopting artificial intelligence (AI). Retailers are using artificial intelligence (AI)-enabled analytics to enhance the efficiency of inventory management, predict customer demand, and improve the accuracy of supply chain operations. The use of AI-driven algorithms enables firms to discern market trends and customer preferences, so allowing them to adapt their strategies in accordance with the swiftly evolving market dynamics (Gill and Johnson, 2016).
The use of artificial intelligence (AI) into the decision-making procedures of small and medium-sized merchants is especially noteworthy. AI technologies enable enterprises to enhance their decision-making processes via the analysis of extensive data sets and the provision of predicted insights. Retailers possess the ability to effectively foresee market movements and discern customer behaviour patterns, so facilitating timely and efficient adjustments to their strategy. The outcome entails a decrease in ambiguity in the process of making decisions, resulting in more accurate and evidence-based business selections.
[bookmark: _Toc152285824]2.2.3 Impact of AI on Customer Experience, Inventory Management, and Decision-making Processes
The integration of artificial intelligence (AI) has a profound and extensive influence on crucial aspects inside small and medium-sized retail enterprises. The use of artificial intelligence (AI) to personalise interactions has a profound impact on enhancing the customer experience. According to Rizvi et al. (2021), these enterprises have the capability to provide customised suggestions, enhance operational efficiency, and facilitate individualised interactions, hence augmenting consumer pleasure and fostering loyalty. The implementation of artificial intelligence (AI) in inventory management also yields significant advantages. Predictive algorithms play a crucial role in the realm of demand forecasting, as they aid in accurately predicting future demand patterns. Additionally, these algorithms contribute to the optimisation of stock levels by refining them to align with anticipated demand, hence reducing the likelihood of encountering situations of excess inventory or stock shortages. This practise not only guarantees effective management of inventory but also has a favourable impact on customer satisfaction via assuring the availability of products.
Furthermore, the introduction of artificial intelligence significantly enhances decision-making processes. Organisations have the ability to get insights derived from data, which enables them to make decisions that are more informed and adaptable. These insights facilitate comprehension of market trends, customer behaviour, and operational requirements, so allowing merchants to promptly adapt to market fluctuations and consumer expectations.
[bookmark: _Toc152285825]2.3 Characteristics and Technological Advancements in Artificial Intelligence 
[bookmark: _Toc152285826]2.3.1 Explanation of AI Characteristics and Technological Advancements
Artificial Intelligence (AI) is distinguished by its capacity to replicate human cognitive processes, acquire knowledge from data, and adjust to novel information. Artificial intelligence (AI) spans a range of subfields, including machine learning, natural language processing (NLP), and computer vision. The retail business has seen a substantial transformation due to the advent of technical developments in artificial intelligence (AI), which have empowered computers to execute jobs that were conventionally reliant on human intellect. Machine learning algorithms has the capacity to analyse extensive information, identify patterns, and provide predictions without the need for explicit programming (Russell and Norvig, 2016).
In recent years, significant progress has been made in the field of artificial intelligence (AI), specifically in the area of deep learning. These improvements have greatly enhanced the ability of AI models to understand detailed patterns and effectively address difficult issues. Deep learning algorithms, which are designed based on the neural networks of the human brain, facilitate the ability of artificial intelligence (AI) systems to analyse unstructured input, including pictures, audio, and text. This enhanced capability results in the generation of more precise insights and predictions.
[bookmark: _Toc152285827]2.3.2 Demonstrating How AI Simplifies Complex Procedures and Enhances Decision-making
Artificial intelligence (AI) streamlines intricate processes via the automation of repetitive operations and the efficient management of large volumes of data. AI-powered technologies in the retail industry streamline inventory management via the analysis of previous sales data, forecasting future requests, and optimising stock levels. In addition, recommendation engines powered by artificial intelligence (AI) enhance the shopping experience by providing personalised product suggestions that align with user tastes and behaviour, ultimately leading to increased customer satisfaction (Rizvi et al., 2021).
The incorporation of artificial intelligence (AI) has been found to considerably benefit decision-making processes. Using AI-based predictive analytics, stores may evaluate many data sets, market trends, and customer behaviours to arrive at well-informed decisions. This helps reduce risks and improve operational efficacy by increasing the accuracy and adaptability of decision-making processes in response to changing market circumstances.
[bookmark: _Toc152285828]2.3.3 Specific Applications in Retail Businesses in the UK
The application of artificial intelligence (AI) in the retail business of the United Kingdom spans a broad variety of jobs, including customer service, sales forecasting, and supply chain management. Chatbots, which are powered by AI, respond quickly to customer inquiries, cutting down on wait times and improving the quality of service. In addition, sales forecasting is greatly aided by the use of predictive analytics driven by artificial intelligence (AI). To better manage stock and respond to customer demand, retailers may use this information to their advantage (Gill and Johnson, 2016).
Targeted marketing efforts and individualised recommendations are also carried out with the help of AI technology. Artificial intelligence (AI) algorithms let stores learn about their customers' likes and dislikes, allowing them to better tailor their marketing efforts to increase repeat business. Moreover, computer vision technology plays a key role in boosting security measures and easing client identification in retail environments via the usage of facial recognition systems.
[bookmark: _Toc152285829]2.4 Advantages and Disadvantages of AI Integration 
[bookmark: _Toc152285830]2.4.1 The Positive Impact of AI
There are several positive outcomes that may result from using AI in retail. Predictive analytics supported by AI may greatly improve the effectiveness of decision-making procedures. Better informed and more flexible decision-making is possible as a result of the data it provides on customer behaviour, market trends, and inventory management (Rizvi et al., 2021). Moreover, AI helps improve operational efficiency by automating repetitive tasks, optimising procedures, and reducing the impact of human mistake. Carayannis and Campbell (2019) and Gill and Johnson (2016) both agree that this trend leads to increased productivity and financial benefits for businesses.
Artificial intelligence (AI) plays a crucial role in improving customer service by, among other things, increasing decision-making prowess and streamlining business operations. With the help of chatbots and virtual assistants, customers may get instant responses, personalised recommendations, and round-the-clock service. Faster replies to questions and more personalised interactions can create more positive customer experiences, which in turn boosts customer satisfaction and loyalty (Rizvi et al., 2021; Turban et al., 2018).
[bookmark: _Toc152285831]2.4.2 The Negative Impact of AI
Notwithstanding its merits, the use of artificial intelligence (AI) in the retail industry has several limitations. One notable obstacle is to the escalated expenses linked to the application of artificial intelligence. The cost implications of implementing AI infrastructure, training, and maintenance may be significant, particularly for small and medium-sized enterprises (Rizvi et al., 2021; Carayannis and Campbell, 2019). The integration of AI technologies into current processes gives rise to operational issues due to the inherent complexity involved. The problems that may arise include data integration, technological proficiency, and organisational modifications, all of which may need significant amounts of time and money (Gill and Johnson, 2016; Turban et al., 2018).
Furthermore, it is important to acknowledge the presence of constraints within AI technology, namely in its capacity to fully grasp the subtleties inherent in human behaviour. The ability of AI to provide personalised experiences that align with human intuition may be limited, leading to situations where consumer preferences are not fully understood or effectively fulfilled (Carayannis and Campbell, 2019; Turban et al., 2018).
[bookmark: _Toc152285832]2.4.3 Case Studies or Examples Showcasing Both Positive and Negative Impacts
Case studies provide concrete proof of the influence of artificial intelligence (AI) inside the retail industry. For example, a research conducted by Rizvi et al. (2021) shown a noteworthy sales growth in a global retail company with the use of AI-driven personalised suggestions, hence improving the overall customer satisfaction. On the other hand, a case study conducted on a small retail firm demonstrated the difficulties associated with the initial expenses of implementing artificial intelligence (AI) and the complications involved in integrating AI technologies into existing systems. These obstacles had a significant influence on the operational workflow and return on investment (ROI) of the organisation (Gill and Johnson, 2016; Carayannis and Campbell, 2019).
[bookmark: _Toc152285833]2.5 Analysis of Models and Theories in AI Implementation
[bookmark: _Toc152285834]2.5.1 Use of Customer Behaviour Models in Retail
The Customer Lifetime Value (CLV) model and other customer behaviour models have proven to be crucial in advancing the use of AI in retail. Customer Lifetime Value (CLV) is a predictive analytics tool that enables organisations to proactively estimate the total value that a customer will offer over the life of their affiliation with the company (Lemon and Verhoef, 2016). The retail sector relies heavily on Customer Lifetime Value (CLV) since it helps pinpoint the customers who are the most valuable to the company. With this information in hand, businesses can create targeted marketing campaigns that appeal to and retain their most valuable clients. This allows stores to maximise profits and create loyal customers over the long haul (Rizvi et al., 2021). Using this method, customers may be categorised by their expected lifetime value, which can be used for better resource management and more targeted advertising.
[bookmark: _Toc152285835]2.5.2 Decision-making Theories and Their Influence on Small and Medium Businesses
The use of decision-making theories, such as Prospect Theory and Bounded Rationality, has significant importance in the context of AI-driven decision-making within the realm of small and medium enterprises (Simon, 1972; Kahneman and Tversky, 1979). Prospect Theory elucidates the process of decision-making in situations characterised by uncertainty. In this context, artificial intelligence (AI) systems play a crucial role in aiding organisations to evaluate risks and construct decision frameworks that aim to optimise benefits while minimising losses. The idea of Bounded Rationality recognises the inherent constraints of human decision-making, and the integration of Artificial Intelligence (AI) enhances this process by analysing extensive datasets and providing optimum options depending on the facts at hand (Carayannis and Campbell, 2019).
[bookmark: _Toc152285836]2.5.3 Case Studies or Evidence Illustrating the Practical Application of These Models
Case studies serve as concrete examples that demonstrate the actual implementation of these ideas. A recent research conducted by Rizvi et al. (2021) used customer lifetime value (CLV) models inside a retail chain setting to ascertain high-value consumers and customise loyalty programmes. The implementation of these strategies led to a noteworthy enhancement in both customer retention rates and overall business income. Additionally, Carayannis and Campbell (2019) conducted a case study on a small retail firm to demonstrate the use of Prospect Theory in AI-driven investment choices. The research highlighted the successful implementation of this theory, resulting in improved inventory management and enhanced profitability for the business. 
[bookmark: _Toc152285837]2.6 Challenges Associated with AI Adoption in Small and Medium Retail Businesses 
A notable obstacle encountered by small and medium-sized retail enterprises in the use of artificial intelligence (AI) is to the considerable cost patterns and financial limitations associated with its deployment. According to Carayannis and Campbell (2019), smaller organisations may face budgetary constraints because to the significant initial investment required for AI infrastructure, software, and personnel training. The integration of artificial intelligence (AI) is impeded by financial obstacles, hence restricting the widespread use of sophisticated technologies that are crucial for maintaining competitiveness in the market (Rizvi et al., 2021).
The successful application of artificial intelligence requires a period of adjustment and the ability to make informed decisions. The incorporation of artificial intelligence (AI) systems into pre-existing company activities necessitates the allocation of both time and resources, hence impacting the smooth execution of everyday operations during the transitional period. The process of adoption in decision-making include the careful selection of suitable artificial intelligence (AI) solutions, their integration within the organisational structure, and the training of personnel. These activities need the allocation of time and the exercise of management judgement (Gill and Johnson, 2016; Rizvi et al., 2021).
One of the primary obstacles encountered in the use of artificial intelligence (AI) is the intricate task of effectively conveying tailored messages to a wide range of client demographics. Retail establishments often serve a wide-ranging and heterogeneous consumer base, characterised by varied tastes and requirements. The interpretation and response capabilities of AI systems may encounter difficulties in successfully addressing individual subtleties, hence limiting the efficacy of personalised communications and services (Lemon and Verhoef, 2016). The task of creating artificial intelligence (AI) systems that possess the ability to comprehend and react to a wide range of client behaviours is a multifaceted endeavour that necessitates ongoing innovation and adaptability.
[bookmark: _Toc152285838]2.7 Literature Gap and Research Opportunity
There is a notable dearth of comprehensive research investigating the exact implications of integrating Artificial Intelligence (AI) in the context of small and medium-sized retail enterprises. Although there is existing research on the general use of artificial intelligence (AI) in the retail industry, there is a noticeable lack of thorough studies that specifically examine the distinct problems, opportunities, and effects experienced by smaller retail firms (Rizvi et al., 2021). The existing body of scholarly literature mostly focuses on the use of artificial intelligence (AI) in bigger corporate entities, hence creating a notable knowledge deficit regarding the adaptation, implementation, and effects of these technologies on smaller retail enterprises.
The absence of research in this particular area of study offers a strong prospect for future scholarly investigations. Additional research on the particular ramifications of artificial intelligence (AI) implementation in small and medium-sized enterprises (SMEs) inside the retail sector might provide significant knowledge about the obstacles encountered, optimal approaches, and distinctive tactics essential for the effective assimilation of AI in such settings. The investigation of these unexplored domains has the potential to facilitate a more comprehensive comprehension of the optimal utilisation of artificial intelligence (AI) in order to augment competitiveness, operational efficacy, and client contentment in smaller retail enterprises operating in the United Kingdom.
Future research in this domain should prioritise the undertaking of empirical investigations that explicitly examine the difficulties, prospects, and optimal strategies pertaining to the integration of artificial intelligence (AI) with small and medium-sized enterprises operating within the retail sector. Investigating the complications associated with budgetary limitations, technological intricacy, and consumer behaviour in the context of smaller retail organisations' use of artificial intelligence (AI) has the potential to provide valuable practical insights for these businesses. Furthermore, one area worth investigating is the examination of the adaptability and scalability of artificial intelligence (AI) solutions in the context of smaller firms, taking into account their distinct resource constraints.


[bookmark: _Toc152285839]Chapter 3: Research Methodology
3.1 Introduction
The Research Onion Model will serve as the foundation for this study's approach as it examines "The Impact of Artificial Intelligence on Small and Medium Retail Businesses in the UK." This model provides a sound theoretical basis for investigating how the introduction of AI affects shoppers' actions in small and medium-sized stores.
3.2 Research Philosophy
The selected research philosophy combines positivism and interpretivism within the scope of this study since these ideologies provide a thorough investigation of the topic. The combination of various methodologies offers flexibility and depth to the study. Positivism, recognized for its focus on empirical analysis, corresponds with the necessity for factual evaluation, allowing the conduction of quantitative tests on the hypotheses obtained from the current literature (Saunders et al., 2012). Therefore, the positivist stance allows the research to continue with the premise that the results accurately reflect the effect of AI on customer behaviour in SMB retail settings.
3.3 Research Approach
Drawing on the insights offered by Saunders et al. (2012) on deductive and inductive research methodologies, this study takes a dual strategy in analyzing the influence of artificial intelligence on customer behaviours within the setting of small and medium retail firms. The research takes a primarily deductive approach, collecting literature on the implementation and use of AI in these retail settings, and then comparing the results to the existing literature to draw broad conclusions on the impact of AI on consumer behaviours.
3.4 Research Method
Based on the research question of "The Impact of Artificial Intelligence on Small and Medium Retail Businesses in the UK," a quantitative methodology was chosen. This strategy was opted for because it permits the collecting of quantitative data on the spread and impact of AI in retail settings.
In order to provide credible results that respond to the research objectives, researchers must use a methodical approach known as "research methodology" (Jansen & Warren, 2020). The major purpose of this research is to examine the role that AI plays in influencing customers' final purchase choices at medium- and small-sized stores. The results will aid shoppers and business owners alike in better understanding the role that AI plays in shaping consumer preferences. Another objective is to help companies better satisfy customer needs by illuminating how customers react to various applications of AI in the retail setting.
3.5 Research Strategy
Using a survey design, this study will investigate how AI influences customers' purchase choices at small and medium-sized shops in the United Kingdom. Participants will be asked to fill out a standardized questionnaire in order to provide quantitative data for the research. The theoretical framework behind this study also provides valuable context for its findings. To answer research questions and bolster the credibility of secondary sources is the major motivation for doing data collecting. Primary data for the study comes mostly from online questionnaires.
3.6 Data Collection
This research will primarily include collecting primary data from small and medium-sized retail firms in the UK to better understand the impact that AI has had on their buying habits. In order to get more exact and relevant data, this method is used. This work relies heavily on numerical analysis in its methodology. Data relevant to evaluating the impact of AI on SMEs is gathered via the online survey platform Google Survey. The study's author draws the conclusion that using quantitative research methodologies is the best way to learn about the effects of AI in stores. A well-structured survey questionnaire form is used to collect data from the participants. 
3.7 Population and Sampling
To study "The Impact of Artificial Intelligence on Small and Medium Retail Businesses in the UK," we will survey one hundred consumers from a variety of SMBs around the country. By using a random selection method, we can guarantee that every potential participant has an equal opportunity to be included in the research. There will be a total of 10 questions asked of the participants, and their responses should take no more than 2 minutes. In order to get a wide range of replies, the poll will be shared on various digital mediums including Facebook, Instagram, WhatsApp, and online discussion boards. Informed by this theoretical framework, the survey questions probe respondents' attitudes about and use of artificial intelligence in making purchases. The guarantee of respondent anonymity is intended to promote open communication. The survey will inquire about respondents' demographics (such as age, gender, socioeconomic position, and social media use) and the extent to which these factors play into their purchase choices. There will be 50 people in the sample. 
3.8 Data Analysis
The study will use descriptive statistics, such as frequency, mode, and averages, to analyze the effect of AI on customer behaviour in small and medium-sized retail establishments. Different aspects of the research will be defined by these metrics. Both descriptive and inferential statistics have been used to investigate the link between customers' experiences with AI and their final purchases. Patterns in the association between these companies' usage of AI and their customers' actions will be identified using quantitative data analysis. Data for this study have been analysed using the Microsoft Excel Software.
3.9 Reliability and Validity
It is crucial to this study that the data collected be accurate and trustworthy. The validity of the research will be ensured by means of internal consistency tests. Findings about the effects of AI on small and medium-sized retail firms in the UK will be verified using data collected from a representative sample of those affected and reputable secondary sources.
3.10 Ethical Considerations
When studying how AI may affect SMBs in retail in the UK, it is essential to uphold the highest ethical standards. The study's subjects would all have given their informed permission willingly, the researcher said. All sources used will be properly cited. Data will be securely held and finally deleted when the research is completed and published, with tight secrecy and encryption maintained to preserve people' privacy.


[bookmark: _Toc152285840]Chapter 4: Results and Discussion
[bookmark: _Toc152285841]4.1 Introduction
This section presents the results of our investigation and provides an in-depth analysis of them. This analysis examines the effects that AI has had on UK retailers, especially small and medium-sized establishments. It goes into great depth discussing the findings and their consequences.
[bookmark: _Toc152285842]4.2 Demographics
	Gender

	Male
	28

	Female
	22

	Total
	50



A total of 50 people took part in the study, including 28 male and 22 female replies. This sample's gender parity helps researchers learn more about the effects of AI on both men and women in UK small and medium-sized retail establishments.
4.3 [bookmark: _Toc152285843]Survey Data Analysis

The study found a resoundingly favorable reaction to the use of AI in regular retail operations. Among a total sample size of 50, 89% of respondents "Agreed" or "Strongly Agreed" that AI has had a significant positive impact on retail operations. A small percentage of people were agnostic, and just eight people were staunchly opposed.

Chatbots and other virtual assistants for customer service: like with the previous question, most respondents saw this as a positive use of AI. Thirty-four people said they either agreed or strongly agreed that AI-powered assistants had improved customer service. Fourteen people were agnostic, and the same number were in disagreement.

The influence of AI on inventory management continues to show encouraging trends. All all, 38 people voted that AI has enhanced inventory operations either somewhat or very much.

The replies show an overwhelmingly favorable opinion of AI's influence on retail business decisions. Only three people didn't think AI has affected or improved their business choices, whereas forty people did.


Expenses vs. Benefits of AI: A vast majority (42 participants) regarded the expenses of implementing AI appropriate given the profits for the firm. Only 8 individuals expressed a neutral or unfavorable opinion on this element.

When asked whether they thought AI added complexity to business operations, 40 respondents strongly disapproved or disagreed, while 7 were agnostic and 3 agreed.

Responses were more even when asked about using AI to successfully manage customers' preferences and routines. While 36 people were in agreement or strong agreement, 17 were on the fence or had an opposing view.

The use of AI to identify individual customers' preferences was met with conflicting opinions. Most respondents (39 out of 50) expressed agreement or strong agreement, while 17 respondents each expressed disagreement and apathy.

The Value of Using AI to Predict Demand and Optimize Stock: Forty out of fifty participants expressed agreement or strong agreement that demand forecasting and inventory optimization benefitted considerably from the use of predictive analytics driven by AI.

The Upsides of AI in the Big Picture: Again, the replies were evenly distributed. There were 34 people who agreed or strongly agreed that AI technology will be beneficial to their organization, whereas 24 people were ambivalent or disapproved.

Across the board, respondents to a poll on the effects of AI on small and medium-sized retail establishments had overwhelmingly favorable impressions. The majority of respondents viewed AI favorably for its beneficial effects on inventory management practices, customer service (particularly via AI-powered assistants), and general retail operations. An overwhelming majority of respondents saw the impact of AI on business choices favorably, and they deemed the expenses associated with AI to be fair when weighed against the benefits to the organization. Moreover, respondents overwhelmingly disagreed that AI increased complexity to their company processes. A more nuanced discussion ensued, however, about the use of AI in successfully catering to customers' needs and identifying their individual preferences. A significant percentage of respondents agreed, although a sizable minority had negative or ambivalent opinions. However, the vast majority acknowledged AI's contribution to the improvement of demand forecasting and inventory management. This consensus reflects an understanding and acceptance of AI's impact on these companies, but with caveats pointing to places where AI should be strengthened or expanded.
[bookmark: _Toc152285844]4.4 Discussion
The survey results on the effect of artificial intelligence (AI) on small and medium retail firms mirror numerous features discovered in the literature study. Consistent with other research (Rizvi et al., 2021; Gill and Johnson, 2016), retailers and industry professionals see artificial intelligence as having a favorable impact on the efficiency and effectiveness of retail operations, customer service, and inventory management. The evidence supports the claims made in the literature that AI has greatly improved regular retail operations, lending credence to the idea that AI may simplify procedures and boost productivity (Rizvi et al., 2021).
Consistent with research emphasizing the role of AI in enhancing customer interactions and service quality (Gill and Johnson, 2016), the survey data shows a beneficial effect of AI-driven chatbots and virtual assistants in customer service. In addition, the results jibe with the literature since they show how AI has helped enhance inventory management, supporting its function in predictive analytics to optimize stock levels and successfully satisfy consumer requests (Rizvi et al., 2021; Gill and Johnson, 2016).
AI has a favorable effect on business choices, as shown by both the literature and survey data (Gill and Johnson, 2016). Although the data showed that the costs of AI use were manageable when weighed against the benefits, it was also acknowledged that AI implementation could add complexity to business operations, showing a more nuanced perspective than the literature's generally optimistic outlook (Rizvi et al., 2021).
The statistics and the literature analysis also disagree on how AI should be used to best serve the interests of customers. While the research is generally optimistic about AI's efficacy in this sector (Rizvi et al., 2021; Gill and Johnson, 2016), the survey results showed varied perspectives regarding AI's abilities to recognize and cater to distinct client preferences.
Finally, the survey results confirms the literature's emphasis on AI's function in demand forecasting and inventory optimization to give accurate forecasts and enhance stock management (Rizvi et al., 2021; Gill and Johnson, 2016).


[bookmark: _Toc152285845]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc152285846]5.1 Conclusion
Artificial intelligence (AI) has made a revolutionary step forward in the retail sector of the United Kingdom, with far-reaching consequences for both large and small businesses. Machine learning, natural language processing, and computer vision are just some of the artificial intelligence (AI) technologies that have contributed to this shift, which has had a profound impact on retail operations. Integrating chatbots and virtual assistants has made AI an indispensable tool, facilitating data analysis, targeted marketing tactics, and effective customer care. The retail industry as a whole stands to benefit from this tidal wave of innovation, which is expected to enhance inventory management, simplify operations, and introduce cutting-edge decision-making procedures (Baabdullah et al., 2021).
Knowing what AI means for small and medium-sized stores is crucial. Artificial intelligence has the potential to boost the productivity and competitiveness of these companies by enabling data-driven decision making and individualized customer experiences. Despite these merits, the use of AI brings forth a twofold difficulty. To fully use AI, small and medium-sized enterprises (SMEs) struggle due to a lack of easily available resources. The need for seamless integration with preexisting systems, concerns about data privacy and cybersecurity, ethical constraints, and so forth are other important factors to consider (Basri, 2020).
In order to expand and compete in today's fast-paced retail market, small and medium-sized firms (SMEs) must understand and seize the possibilities given by artificial intelligence (AI). The goals of the research included assessing the current state of artificial intelligence (AI) in SMEs and weighing the benefits and drawbacks of using AI in areas like as customer service, inventory management, and managerial decision making. Realizing the full potential of AI requires a deep understanding of the intricacies of its use in SMEs. To fill up this knowledge vacuum, further study of the intricate challenges faced by small and medium-sized enterprises (SMEs) that strive to use AI is necessary.
Artificial intelligence (AI) presents both opportunities and threats to small and medium-sized enterprises (SMEs) in the UK retail sector. It has significant promise for boosting consumer delight, optimizing corporate operations, and directing choices based on empirical facts. Small and medium-sized retail enterprises must figure out how to fully use AI's potential if they are to survive and thrive in the future, despite the costs, limited resources, and ethical challenges that come along with it. Through careful analysis and targeted implementation, SMEs in the fiercely competitive retail sector may benefit from AI's promise for improved performance and sustainable success.
[bookmark: _Toc152285847]5.2 Recommendations
The following suggestions may serve as a guiding principle for the effective deployment and integration of Artificial Intelligence (AI) into the operational framework of small and medium-sized retail firms (SMEs):
· Strategic Investment Planning: Small and medium-sized enterprises (SMEs) should undertake in-depth evaluations to find appropriate AI solutions and develop thorough investment plans that are in line with their operational requirements and financial restrictions. Businesses need to weigh the costs and advantages of using AI technology, prioritizing those that may provide the most value to their unique operations.
· Artificial intelligence should be used largely to improve experiences and interaction with customers. Improved customer satisfaction and loyalty may be achieved in three key areas: using AI for targeted marketing, providing superior customer service via chatbots, and gaining insight into consumer preferences.
· Investment in Strong Cybersecurity and Data Protection is Essential for SMEs as their Reliance on AI-driven Systems Grows. In order to protect customers' personal information, businesses must guarantee data privacy and adhere to industry norms.
· Partnerships: Working with AI service providers or forming alliances with tech-savvy companies may ease the learning curve associated with AI adoption for small and medium-sized enterprises. As a result of these collaborations, smaller companies may get access to resources and knowledge that would otherwise be out of their grasp.
· To make the most of artificial intelligence (AI), small and medium-sized enterprises (SMEs) should invest heavily in their workers' continual training and development. Staff will be better able to operate and manage AI-driven systems if more training and education opportunities are made available to them.
· Implementing AI is a learning process, therefore it's important to test and adjust as you go. Small and medium-sized enterprises (SMEs) should use an iterative approach, rolling out AI in stages to monitor its progress and make modifications as needed. Integration and results may be improved by constant testing, user input, and system adjustments.
· Adopt a Culture of Ethical AI usage It is crucial to promote a culture of ethical AI usage. When using AI, businesses should operate ethically by adopting processes that prioritize justice, transparency, and accountability in decision making.
· Consider AI Solutions That Can expand With Your firm Small and medium-sized enterprises (SMEs) should think about AI solutions that can expand with their firm. The selected AI infrastructure must be able to develop and grow with the company without interfering with current procedures.
[bookmark: _Toc152285848]5.3 Future Studies
Potential ethical, legal, and social effects of small and medium-sized retail firms' use of AI should be investigated in future research. Artificial intelligence (AI) solutions should be developed with SMEs in mind, taking into account their particular operating dynamics and resource restrictions. It will be crucial to learn how AI impacts long-term business strategies, consumer loyalty, and the future of retail. Further comprehension of AI's changing effect on SMEs in the retail industry may be attained by looking at its function in redefining employment structures, encouraging innovation, and guaranteeing data protection.
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Your Gender: 
· Male
· Female
Please Provide your opinion on the followings: 
	Questions
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	Our day-to-day retail operations have been vastly enhanced by using AI.
	 
	
	
	
	

	Chatbots and virtual assistants driven by artificial intelligence have helped us provide better service to our clients.
	 
	
	
	
	

	Our inventory management procedures have been improved thanks to the use of AI.
	 
	
	
	
	

	Our retail business decisions have been impacted and enhanced by AI technology.
	 
	
	
	
	

	When weighed against the gains to the company, the expenses of using AI are reasonable.
	 
	
	
	
	

	Incorporating AI has added complexity and difficulty to our company operations.
	 
	
	
	
	

	Our clients' interests and habits have been successfully handled using AI.
	 
	
	
	
	

	When it comes to recognizing customers' unique preferences and providing them with individualized service, AI has shown to be wanting.
	 
	
	
	
	

	Demand forecasting and inventory optimization have benefited greatly from AI-powered predictive analytics.
	 
	
	
	
	

	In general, the use of AI technology has helped our company immensely.
	 
	
	
	
	



[bookmark: _Toc152285852]Data Table
	Questions
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	Our day-to-day retail operations have been vastly enhanced by using AI.
	4
	4
	3
	20
	19

	Chatbots and virtual assistants driven by artificial intelligence have helped us provide better service to our clients.
	9
	5
	2
	17
	17

	Our inventory management procedures have been improved thanks to the use of AI.
	7
	3
	2
	19
	19

	Our retail business decisions have been impacted and enhanced by AI technology.
	2
	1
	7
	22
	18

	When weighed against the gains to the company, the expenses of using AI are reasonable.
	0
	5
	3
	24
	18

	Incorporating AI has added complexity and difficulty to our company operations.
	3
	4
	3
	21
	19

	Our clients' interests and habits have been successfully handled using AI.
	7
	1
	6
	19
	17

	When it comes to recognizing customers' unique preferences and providing them with individualized service, AI has shown to be wanting.
	3
	2
	6
	25
	14

	Demand forecasting and inventory optimization have benefited greatly from AI-powered predictive analytics.
	2
	3
	5
	21
	19

	In general, the use of AI technology has helped our company immensely.
	7
	2
	7
	17
	17
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	3
	Purpose of Research Activity
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	4
	Research Question
· What is the current situation of AI over small and medium retailers?
· What are the different benefits as well as challenges for small and medium retailers? 
· What are the potential strategies for small and medium retailers related to AI technology?
· What is the impact of AI on customer experience development, inventory management and the decision-making process?
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	5
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The research aims to examine the impact of Artificial intelligence on small and medium retail businesses focusing on the UK. 
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	6
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	7
	


(this box should expand as you type)

	

	Location of research activity
Identify all locations where research activity will take place.

	8
	
London, UK
(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	


(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
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	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.
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	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☐
	☒

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	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?
	☐
	☒

	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?
	☐
	☒

	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. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☐
	☒

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:



(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	
50

(this box should expand as you type)

	11
	Who will the participants be?

	

businessmen, customers, traditional businessmen also online businessmen

(this box should expand as you type)

	12
	How will you identify the participants?
	
Who are involved with Small and Medium retails Businesses in the UK

(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☐
	☐
	☒

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	


(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	


(this box should expand as you type)



SECTION H: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	Yes 
	☒

	
	
	No
	☐

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:


(this box should expand as you type)
	How you will mitigate the risk to participants:



(this box should expand as you type)

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	


(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:



(this box should expand as you type)
	How you will mitigate the risk to the investigator:



(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:



(this box should expand as you type)
	How you will mitigate the risk to the University:



(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:



(this box should expand as you type)
	How you will mitigate the risk to environment:



(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	


(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	


(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	


(this box should expand as you type)



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☐

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	☐

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


(this box should expand as you type)



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

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☐
	☒

	11
	Other – specify:

	☐
	☒

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

	
	

(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☒
	☐

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☒
	☐

	20
	Data archiving?
	☐
	☒

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

	
	


(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	


(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	


(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	


(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	


(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I 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 I hereby confirm that I 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/ 

	1
	Signature of applicant:
	Georgiana Loredana Nedelcu
	Date:
29.08.2023



For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	Xavier Matieni
	Date:

29.08.2023

	3
	Signature:
	Xavier Matieni

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	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:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☒
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☒
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	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:


Chatbots and virtual assistants driven by artificial intelligence have helped us provide better service to our clients.	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	9	5	2	17	17	



Our inventory management procedures have been improved thanks to the use of AI.	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	7	3	2	19	19	



Our retail business decisions have been impacted and enhanced by AI technology.	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	2	1	7	22	18	


When weighed against the gains to the company, the expenses of using AI are reasonable.	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	0	5	3	24	18	



Incorporating AI has added complexity and difficulty to our company operations.	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	3	4	3	21	19	


Our clients' interests and habits have been successfully handled using AI.	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	7	1	6	19	17	


When it comes to recognizing customers' unique preferences and providing them with individualized service, AI has shown to be wanting.	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	3	2	6	25	14	


Demand forecasting and inventory optimization have benefited greatly from AI-powered predictive analytics.	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	2	3	5	21	19	


In general, the use of AI technology has helped our company immensely.	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	7	2	7	17	17	

Survey Responses

Strongly Disagree	Our day-to-day retail operations have been vastly enhanced by using AI.	Chatbots and virtual assistants driven by artificial intelligence have helped us provide better service to our clients.	Our inventory management procedures have been improved thanks to the use of AI.	Our retail business decisions have been impacted and enhanced by AI technology.	When weighed against the gains to the company, the expenses of using AI are reasonable.	Incorporating AI has added complexity and difficulty to our company operations.	Our clients' interests and habits have been successfully handled using AI.	When it comes to recognizing customers' unique preferences and providing them with individualized service, AI has shown to be wanting.	Demand forecasting and inventory optimization have benefited greatly from AI-powered predictive analytics.	In general, the use of AI technology has helped our company immensely.	4	9	7	2	0	3	7	3	2	7	Disagree	Our day-to-day retail operations have been vastly enhanced by using AI.	Chatbots and virtual assistants driven by artificial intelligence have helped us provide better service to our clients.	Our inventory management procedures have been improved thanks to the use of AI.	Our retail business decisions have been impacted and enhanced by AI technology.	When weighed against the gains to the company, the expenses of using AI are reasonable.	Incorporating AI has added complexity and difficulty to our company operations.	Our clients' interests and habits have been successfully handled using AI.	When it comes to recognizing customers' unique preferences and providing them with individualized service, AI has shown to be wanting.	Demand forecasting and inventory optimization have benefited greatly from AI-powered predictive analytics.	In general, the use of AI technology has helped our company immensely.	4	5	3	1	5	4	1	2	3	2	Neutral	Our day-to-day retail operations have been vastly enhanced by using AI.	Chatbots and virtual assistants driven by artificial intelligence have helped us provide better service to our clients.	Our inventory management procedures have been improved thanks to the use of AI.	Our retail business decisions have been impacted and enhanced by AI technology.	When weighed against the gains to the company, the expenses of using AI are reasonable.	Incorporating AI has added complexity and difficulty to our company operations.	Our clients' interests and habits have been successfully handled using AI.	When it comes to recognizing customers' unique preferences and providing them with individualized service, AI has shown to be wanting.	Demand forecasting and inventory optimization have benefited greatly from AI-powered predictive analytics.	In general, the use of AI technology has helped our company immensely.	3	2	2	7	3	3	6	6	5	7	Agree	Our day-to-day retail operations have been vastly enhanced by using AI.	Chatbots and virtual assistants driven by artificial intelligence have helped us provide better service to our clients.	Our inventory management procedures have been improved thanks to the use of AI.	Our retail business decisions have been impacted and enhanced by AI technology.	When weighed against the gains to the company, the expenses of using AI are reasonable.	Incorporating AI has added complexity and difficulty to our company operations.	Our clients' interests and habits have been successfully handled using AI.	When it comes to recognizing customers' unique preferences and providing them with individualized service, AI has shown to be wanting.	Demand forecasting and inventory optimization have benefited greatly from AI-powered predictive analytics.	In general, the use of AI technology has helped our company immensely.	20	17	19	22	24	21	19	25	21	17	Strongly Agree	Our day-to-day retail operations have been vastly enhanced by using AI.	Chatbots and virtual assistants driven by artificial intelligence have helped us provide better service to our clients.	Our inventory management procedures have been improved thanks to the use of AI.	Our retail business decisions have been impacted and enhanced by AI technology.	When weighed against the gains to the company, the expenses of using AI are reasonable.	Incorporating AI has added complexity and difficulty to our company operations.	Our clients' interests and habits have been successfully handled using AI.	When it comes to recognizing customers' unique preferences and providing them with individualized service, AI has shown to be wanting.	Demand forecasting and inventory optimization have benefited greatly from AI-powered predictive analytics.	In general, the use of AI technology has helped our company immensely.	19	17	19	18	18	19	17	14	19	17	




Our day-to-day retail operations have been vastly enhanced by using AI.	
Strongly Disagree	Disagree	Neutral	Agree	Strongly Agree	4	4	3	20	19	
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