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1.0 Research Context
[bookmark: _Toc158796702]1.1 Research Background
The application of advanced technology, particularly artificial intelligence (AI), is fundamentally changing the business landscape. H&M and Primark has been using AI for regular operational optimisation which brings the companies a huge success (Jin and Shin, 2020).  The clothing industry faces a problem in optimising its business operations due to the rapid alterations in customer demands and market trends. As AI advances, it has the potential to enhance several aspects of the clothing industry, such as supply chain management and customer experience (Yeo et al., 2022). This research aims to explore the application and effectiveness of AI in the clothing industry using Zara as a case study.
[bookmark: _Toc158796703]1.2 Research Problem
Artificial intelligence is becoming highly popular in the clothing industry for optimising regular operations for proper business development and enhancing competitive advantages. H&M uses AI application which increased 53% of customer relationship and 40% sales increment in 2023 (Yeo et al., 2022). However, the research’s objective is to determine the extent to which AI technology enhances the overall performance, productivity, and flexibility of a large clothing retailer such as Zara (Jin and Shin, 2020). The evaluation of the success factors and identification of potential obstacles related to the deployment of AI in this context would be highly beneficial to the business development process in this sector.
[bookmark: _Toc158796704]1.3 Aim and Objectives
Aim: This research aims to assess the success of artificial intelligence in streamlining business operations in the garment industry with optimisation while using Zara as a case study. The proper determination of the extent to which AI can enhance its optimisation in the clothing industry will be evaluated in this research.
Objectives
· To evaluate the current state of AI implementation and the effect of AI on supply chain management, inventory control, and manufacturing procedures at Zara.
· To assess the potential for AI to enhance customer satisfaction and experience in the retail clothing business.
· To identify the challenges and potential obstacles in successful AI application in Zara’s business optimisation.
[bookmark: _Toc158796705]1.4 Research Questions
1. What is the current state of AI implementation and the effect of AI on supply chain management, inventory control and manufacturing process in Zara?
2. How can AI enhance customer satisfaction and experience in the retail clothing business?
3. What are the challenges and potential obstacles in successful AI applications to optimise Zara's business operations? 
[bookmark: _Toc158796706]1.5 Research Significance
This research encloses a gap in the literature by providing a broad analysis of artificial intelligence's performance in the clothing industry, with a focus on a significant organisation such as Zara. The findings will contribute to the subject’s understanding in academic purpose and will also be helpful to business owners, and industry professionals who has target to implement AI to streamline operations.
[bookmark: _Toc158796707]2.0 Literature Review
[bookmark: _Toc158796708]2.1 Current State of AI Implementation in Zara
The fashion and retail sectors are increasingly attempting to integrate AI technology to enhance various operational aspects. It is possible that Zara, a company known for its innovative and flexible approaches to business, employed AI to improve user experience, demand forecasting, and supply chain efficiency (Guha et al., 2021). However, in the fashion industry, AI is frequently used for supply chain visibility, dynamic pricing, and inventory management using predictive analytics. 
Since H&M is using AI to enhance its regular operational optimisation; therefore, the use of AI for Zara can be effective for the business practices (Guha et al., 2021). According to Oosthuizen et al., (2021), Zara has AI implementation in its regular operations while it has partnership with Tyco to embed microchips in the security tags of clothing items which enhances inventory visibility. The AI implementation helps the company with a "just-in-time" manufacturing process with market predictiveness to ensure business growth.
[bookmark: _Toc158796709]2.2 Impact of AI on Supply Chain Management, Inventory Control and Manufacturing Procedures in Zara
It is essential to address that AI technologies have been used to enhance efficiency in these critical operational areas, considering Zara's reputation for inventiveness and responsiveness in the fashion business. In comparison to other industries, the utilisation of AI in retail industry increased sales of 56% in the UK market (Cao, 2021). AI can improve supply chain management by increasing visibility, optimising logistical efficiency, and enhancing demand forecasting. AI technologies have simplified inventory control for Zara by facilitating the use of dynamic pricing methods, automated refilling based on demand estimates, and maintaining stock levels. As per Cao (2021), supply chain management might be enhanced by AI through more visibility, improved logistical efficiency, and improved demand forecasting. Maintaining stock levels, automating refilling based on demand projections, and using dynamic pricing strategies in inventory control have been made simpler by AI solutions for Zara (Cao, 2021). 
[image: Artificial Intelligence in Supply Chain: Revolutionizing Industry 2023]
Figure 1: AI in supply chain management 
(Source: Silvestri, 2020)
According to Pillai, Sivathanu and Dwivedi (2020), AI has also been used for predictive maintenance, quality control, and industrial process optimisation in manufacturing settings. With the AI implementation process, Zara can have a proper algorithm for performing the automated scheduling, planning, storing and supporting the supply chain process in the entire operational procedures (Sohn et al., 2020). However, the appropriate control of AI-driven systems can reduce inventory costs and increase the production speed for the organisation while it can be associated with the real-time data monitoring process. 
The proper optimisation of layout, picking suitable routes, and prompt inventory tracking are related to the process, which can increase the business growth to manage the revenue optimisation in the retail sector for Zara.
[bookmark: _Toc158796710]2.3 Role of AI in Enhancing Customer Satisfaction and Experience
Zara, a significant company in the clothing retail industry, is likely aware of the importance of using AI technology to increase customer experience and satisfaction. As mentioned by Jin and Shin (2021), AI is playing a much bigger role in enhancing customer satisfaction in this regard. It has the potential to significantly improve customisation and customer interaction by analysing large amounts of data and recognising unique preferences and behaviours. 
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Figure 2: AI Chatbots benefits in customer experience 
(Source: Oosthuizen et al., 2021)
With the example of Zara, offering individualised product recommendations using AI-powered algorithms can make customers' shopping experiences more enjoyable and personalised (Liang, Lee and Workman, 2020). However, virtual try-on technology driven by AI has enabled consumers to see the fitting of clothing on them before making a purchase, reducing the likelihood of returns and increasing customer satisfaction (Sohn et al., 2020). 
As mentioned by Yang, Ji and Tan (2022), chatbots and virtual assistants driven by AI have also offered real-time consumer assistance by responding to queries, recommending looks, and ensuring a seamless shopping experience. By using AI to provide more personalised and interesting customer experiences, Zara has been placed in a better position to enhance customer satisfaction and loyalty in a retail environment which is becoming highly competitive in recent days.
[bookmark: _Toc158796711]2.4 Challenges and Potential Obstacles in successful AI application to optimise Zara’s business operations
As per Sohn et al., (2020), while incorporating AI has numerous potential benefits for Zara's business processes, there are also challenges and obstacles that the company can encounter. According to Silvestri (2020), one potential obstacle is the complexity of transferring manual operations to AI-driven systems, which would require considerable alterations to organisational structures and personnel skill levels. Stakeholder and employee resistance to change can disrupt the implementation of AI technology, while Zara can encounter financial challenges as a result of the high cost of implementing advanced AI systems and the need for significant infrastructure and training investments (Sohn et al., 2020). However, another crucial problem that requires careful attention is ensuring that customer data is private and safe, especially in view of the increasing reliance on AI for customised services. 
According to Oosthuizen et al., (2021), the fast-changing nature of the fashion sector can increase pressure on Zara to retain its technological leadership, as it can be needed to quickly adapt to the latest AI advancements. To maintain its competitive advantages in the dynamic retail industry and benefit from AI integration, Zara needs to effectively navigate these challenges.
[bookmark: _Toc158796712]2.5 Literature Gap
The existing literature explores the general implications of AI on business operations; however, it is lacking in information regarding the specific clothing industry and the effectiveness of AI technology in companies like Zara. There is a lack of comprehensive information regarding the challenges, successes, and potential areas of improvement regarding the deployment of AI within the unique operating dynamics of the clothing business. This research aims to connect this knowledge gap and increase understanding of the role of AI in optimising business processes in the clothing industry by conducting detailed research with a specific focus on Zara.
[bookmark: _Toc158796713]3.0 Research Methodology
[bookmark: _Toc158796714]3.1 Research Onion
The researcher will use the research onion framework for systematic literature review, which is essential to establish the research outcome with a structural approach to the selected topic.
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Figure 2: Research onion framework
(Source: Tengli, 2020)
The researcher will select the interpretivism research philosophy for the research as it provides the individual’s perspectives for understanding the based on the norms, beliefs and values for the process (Al-Ababneh, 2020). The observation process is the primary approach in this philosophy (Newman and Gough, 2020). However, the deductive research approach will be adopted as the research nature calls for a theory generation while testing with the observation process and related data collection. 
The systematic literature review research strategy that will be adopted for the research is a case study, as the research development process is entirely based on the case study of Zara in the clothing retail sector. Therefore, the mono method will be adopted for the research development process since the researcher will only focus on the qualitative research method along with only one type of data collection. The longitudinal time horizon will be selected to ensure repeated data evaluation while collecting and analysing the information for the research subject.
[bookmark: _Toc158796715]3.2 Techniques and Procedures
Data collection: The researcher will only collect secondary data for systematic literature review from verified and genuine sources. However, only relevant data will be gathered while it will be collected from Google scholar, Scopus and web of science. The data will be searched with the keyword search function while all data will be gathered from authentic sources.
Data analysis: Since only secondary data will be gathered; therefore, the researcher will select a thematic approach for the data analysis process to ensure the quality of the research and to gain the expected outcome for the associated research subject (Ryder et al., 2020). The data sets and review of patterns are related to the development process. For data analysis six steps of thematic analysis of Braun and Clarke techniques will be adopted. However, the qualitative data will be gathered through the familiarization of data, the next step will be generating initial codes including evaluation of data with identifying features and patterns (Ryder et al., 2020). The third step includes theme searching where the researcher will search for theme with the research’s underlying meaning of information. The next step will be reviewing themes to support the research and the following step will be naming and defining themes for the meaning full description of the related research (Al-Ababneh, 2020). However, the last stage will be producing the report to write the results with thematic analysis.
[bookmark: _Toc158796716]3.3 Ethical Consideration
All the data will be gathered from verified sources, and the global ethical code of conduct will be maintained (Ryder et al., 2020). The collected data will be stored in a password-protected cloud storage, and after completing the research, data will be completely deleted. Any sensitive and personal data will not be collected.
[bookmark: _Toc158796717]4.0 Risks
The research identifies potential risks, such as limited access to private data and information from Zara, that can compromise the comprehensiveness of the case study investigation (Al-Ababneh, 2020). Additionally, changes made to Zara's business strategies or the use of AI throughout the research period can have an influence on the accuracy of the research findings. The financial risks can involve as the researcher will not have any external funding. The research can face challenges regarding accuracy as it does not use any primary data to collect real-time information regarding Zara's business optimisation with AI. 
[bookmark: _Toc158796718]5.0 Timeline

Figure 2: Gantt chart
(Source: Self-developed)
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