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1. [bookmark: _Toc234788387]Introduction
The rapid development of Artificial Intelligence (AI) is transforming the way organisations operate, make decisions and interact with customers. Across the retail industry, AI technologies are increasingly being used to improve operational efficiency, enhance customer experiences and support data-driven decision-making (Davenport and Ronanki, 2018). As one of the UK's largest retailers, Tesco has invested significantly in digital technologies, including self-service checkouts, personalised recommendations through the Clubcard programme and data analytics to improve business performance (Tesco, 2025). However, the continued adoption of AI presents both opportunities and challenges that require careful investigation.
This research proposal aims to investigate the adoption of Artificial Intelligence within Tesco and examine its impact on operational efficiency, employee experiences and customer service. The proposal will review relevant academic literature, identify existing research gaps and present an appropriate research methodology for exploring the issue. The findings are expected to provide practical recommendations that support Tesco's future AI strategy while contributing to a broader understanding of AI adoption within the retail sector.
2. [bookmark: _Toc234786764][bookmark: _Toc234788388]Identification of the business problem
Artificial Intelligence (AI) has become a key driver of digital transformation within the retail industry, enabling organisations to improve operational efficiency, enhance customer experiences and make more informed business decisions. As one of the UK's leading retailers, Tesco has invested heavily in AI-powered technologies, including predictive analytics, demand forecasting, self-service checkout systems and personalised marketing through its Clubcard loyalty programme (Tesco, 2025). These innovations have enabled Tesco to remain competitive in an increasingly digital marketplace while responding to changing customer expectations.
Despite these benefits, the implementation of AI presents several complex business challenges. One significant issue is ensuring that AI technologies are successfully integrated into existing business operations while maintaining employee engagement and customer trust. Employees may perceive AI as a threat to job security or may lack the necessary digital skills to work effectively alongside new technologies (Jarrahi, 2018). At the same time, customers are becoming increasingly concerned about data privacy, transparency and the ethical use of personal information, particularly when AI is used to analyse purchasing behaviour and generate personalised recommendations (Dwivedi et al., 2021).
This research proposes to investigate the factors influencing the successful adoption of AI within Tesco. Specifically, it will explore how AI affects operational efficiency, employee experiences and customer service, while identifying the barriers that may limit its effective implementation. Understanding these factors will provide valuable insights that can support Tesco's future digital transformation strategy and contribute to the wider body of knowledge on AI adoption within the retail industry. 
3. [bookmark: _Toc234786765][bookmark: _Toc234788389]Research aim, objectives and research questions 
The aim of this research is to investigate the adoption of Artificial Intelligence (AI) within Tesco and examine its impact on business operations, employee experiences and customer service. The study seeks to explore both the opportunities and challenges associated with AI implementation, including its influence on operational efficiency, employee acceptance and customer satisfaction. By analysing these factors, the research aims to develop evidence-based recommendations that can support Tesco's future AI strategy and digital transformation. Ultimately, the study intends to contribute to a better understanding of how AI can be successfully integrated into large retail organisations while creating long-term business value.
3.1 [bookmark: _Toc234788390]Research aim
The aim of this research is to investigate how the adoption of Artificial Intelligence (AI) influences business operations at Tesco, with particular focus on operational efficiency, employee experiences and customer service. The study also aims to explore the challenges associated with AI implementation and identify strategies that could support its successful integration within the organisation.
The research aim, objectives and research questions have been designed to ensure consistency throughout the study. Together, they establish a clear direction for the investigation and provide a framework for the literature review, research methodology and data analysis. Maintaining this alignment is essential for producing reliable findings and practical recommendations that can contribute to Tesco's ongoing digital transformation and strategic decision-making (Saunders, Lewis and Thornhill, 2023).
[bookmark: _Toc234788391]

3.2 Research objectives 
The objectives of this research are to:
· Explore how Artificial Intelligence (AI) is currently used within Tesco's business operations.
· Examine the impact of AI on operational efficiency, employee experiences and customer service.
· Identify the key challenges affecting the successful implementation of AI at Tesco.
· Develop practical recommendations to support Tesco's future AI adoption and digital transformation strategy.
[bookmark: _Toc234788392]     3.3 Research questions
This study will be guided by the following research questions:
· How is Artificial Intelligence (AI) currently used within Tesco's business operations?
· What impact does AI have on Tesco's operational efficiency, employee experiences and customer service?
· What are the main challenges Tesco faces in implementing AI technologies?
· What recommendations can support the successful adoption of AI within Tesco?
4. [bookmark: _Toc234786766][bookmark: _Toc234788393]Critical literature review
Artificial Intelligence (AI) has become a fundamental component of digital transformation, enabling organisations to improve efficiency, automate routine tasks and enhance strategic decision-making. Within the retail sector, AI technologies are increasingly used to analyse consumer behaviour, forecast demand, optimise inventory management and personalise customer experiences (Davenport and Ronanki, 2018). According to Dwivedi et al. (2021), AI is no longer viewed simply as an emerging technology but as a strategic resource capable of creating competitive advantage through improved organisational performance and innovation. Consequently, many retailers, including Tesco, have continued to invest in AI-driven technologies to remain competitive in an evolving marketplace.
Another prominent theme within the literature concerns the impact of AI on employees. While AI can reduce administrative workloads and improve productivity, concerns remain regarding job displacement, changes to traditional job roles and the development of new digital skills (Jarrahi, 2018). Rather than replacing employees entirely, Jarrahi (2018) argues that AI is most effective when it complements human decision-making, creating a collaborative relationship between technology and employees. However, this requires organisations to invest in employee training and change management to ensure staff possess the skills and confidence necessary to work effectively alongside AI systems. 
5. [bookmark: _Toc234786767][bookmark: _Toc234788394]Customer experience, ethical considerations and research gap
Customer experience has become another important focus within the AI literature. AI technologies allow retailers to deliver personalised product recommendations, targeted promotions and faster customer service through chatbots and predictive analytics (Huang and Rust, 2021). These capabilities can improve customer satisfaction and strengthen loyalty by providing a more personalised shopping experience. For Tesco, AI supports initiatives such as analysing Clubcard data to better understand purchasing behaviour and tailor promotional offers to individual customers (Tesco, 2025). However, although personalisation offers significant commercial benefits, some researchers argue that excessive reliance on customer data raises concerns regarding privacy, transparency and consumer trust (Dwivedi et al., 2021). If customers believe that their personal information is being collected or used without sufficient transparency, their confidence in AI-enabled services may decline, potentially damaging long-term customer relationships.
Although previous studies have demonstrated the potential benefits of AI, much of the existing research focuses on the technology itself or examines AI adoption across multiple industries rather than within a single retail organisation (Dwivedi et al., 2021). Furthermore, many studies investigate either operational performance or customer outcomes independently, with limited attention given to how AI simultaneously affects operational efficiency, employee experiences and customer service within one organisational context. This creates a gap in the current literature, particularly for large retailers such as Tesco, where AI influences several interconnected business functions.
The proposed research seeks to address this gap by examining AI adoption within Tesco from a broader organisational perspective. Rather than concentrating solely on technological performance, the study will investigate how AI influences employees, customers and business operations collectively. This integrated approach is expected to generate practical recommendations that support Tesco's future digital transformation while contributing to a more comprehensive understanding of AI adoption within the UK retail sector. 
[bookmark: _Toc234786768][bookmark: _Toc234788395]6.Research methodology and design
This study will adopt a qualitative research approach to gain an in-depth understanding of how Artificial Intelligence (AI) is being adopted within Tesco and how it influences business operations, employee experiences and customer service. Qualitative research is considered appropriate because it enables the researcher to explore participants' opinions, experiences and perceptions in greater detail than quantitative methods, providing valuable insights into complex organisational issues (Saunders, Lewis and Thornhill, 2023).
The research will follow an interpretivist research philosophy, as the study seeks to understand how employees and customers perceive AI implementation rather than measuring numerical relationships. A case study research design focusing on Tesco will be employed to allow an in-depth investigation of AI adoption within a real organisational setting. According to Yin (2018), case study research is particularly suitable for examining contemporary business issues where the boundaries between the phenomenon and its context are closely linked.
A purposive sampling strategy will be used to recruit participants who possess relevant knowledge and experience of AI within Tesco. This approach ensures that the collected data is directly related to the research objectives and contributes meaningful insights into the research problem (Saunders, Lewis and Thornhill, 2023).
Ethical considerations will be carefully addressed throughout the research process. Participation will be entirely voluntary, and all participants will receive clear information regarding the purpose of the study before providing informed consent. Participant identities will remain anonymous, and all collected data will be treated confidentially and stored securely in accordance with data protection requirements.
To enhance the credibility of the research, interview questions will be developed directly from the research objectives and relevant academic literature. Combining primary interview data with secondary organisational and academic sources will strengthen the validity of the findings through data triangulation, while maintaining a consistent interview structure will improve the reliability of the research (Bryman, 2021). 
[bookmark: _Toc234786769][bookmark: _Toc234788396]7.Business relevance and practical implications
The proposed research has the potential to provide valuable insights that can support Tesco's ongoing digital transformation and future strategic decision-making. By investigating how Artificial Intelligence (AI) influences operational efficiency, employee experiences and customer service, the findings could help Tesco identify both the benefits and challenges associated with AI implementation. Understanding these factors would enable the organisation to make more informed decisions regarding future investments in AI technologies while ensuring that business objectives remain aligned with employee and customer needs.
The research may also contribute to improving organisational performance by identifying practical strategies to enhance AI adoption. For example, the findings could highlight the importance of employee training, change management initiatives and transparent communication to increase employee acceptance of AI technologies. In addition, the study may provide recommendations for strengthening customer trust through responsible data management, ethical AI practices and greater transparency regarding the use of customer information. These improvements could enhance customer satisfaction, strengthen loyalty and reinforce Tesco's competitive position within the UK retail sector (Dwivedi et al., 2021).
[bookmark: _Toc234786770][bookmark: _Toc234788397]8. Conclusion
Artificial Intelligence has become an increasingly important driver of innovation and competitive advantage within the retail industry. This research proposal has identified AI adoption within Tesco as a significant business issue due to its potential to improve operational efficiency, customer service and organisational performance while also presenting challenges relating to employee acceptance, ethical considerations and data privacy. The proposed study aims to investigate these issues through a qualitative case study approach, providing a comprehensive understanding of the opportunities and barriers associated with AI implementation.
The findings of this research have the potential to support Tesco's future digital transformation strategy by providing evidence-based recommendations that improve AI adoption and organisational decision-making. Furthermore, the study will contribute to the existing academic literature by examining AI implementation from operational, employee and customer perspectives within a single retail organisation. Overall, the proposed research demonstrates the value of applied business research in addressing contemporary organisational challenges and supporting long-term strategic success.
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