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[bookmark: _f8vzznm8luig][bookmark: _Toc226327529]1. Introduction 
[bookmark: _m3ohng547cyz][bookmark: _Toc226327530]1.1 Research Overview
The role of AI has emerged as a significant facilitator of customer-facing innovation in fashion e-commerce with personalisation utilities, support automation and enhancing decision processes. Goti et al. (2023) consider AI in fashion retail category more as they believe that it is important due to its increased strategic importance in the industry and gaps in research that remain open. Oktavia and Arifin (2024), in turn, place the subject matter of AI chatbots in a more limited range. It demonstrates that its value does not lie so much in technological aspects but rather in influence of responsiveness aspect of said feature on satisfaction and purchase behaviour. Thus, AI seems to be a good prospect, yet its functionality with customers is also situational.
[bookmark: _te9j9yfu4u5z][bookmark: _Toc226327531]1.2 Research Relevance
The study has both practical and academic implications since AI-based customer service software is increasingly popular in UK fashion e-commerce industry and its influence on customer satisfaction is yet to be completely comprehended. Practically, the research can assist retailers in enhancing service quality, customer confidence and satisfaction with issues and effectively use chatbots and virtual assistants. Academically, the research contributes targeted evidence to existing literature on AI in customer service as it does not aim at online retail, but at a particular retailing industry. It is useful in reducing the disconnect between customer experience outcomes and technology adoption in the modern fashion e-commerce environment.
[bookmark: _5haoj5bm9mcm][bookmark: _Toc226327532]1.3 Problem Statement
Customer service tools based on AI are advertised as effective, personalised and always-available solutions, but their impact on customer satisfaction is ambiguous. Junaedi et al. (2024) discuss AI applications with a positive approach, stating that it enhances efficiency, personalisation and security, which have the power to boost service levels. Anaya et al. (2024), however, provide alternatives to any overly optimistic perspective by demonstrating that there are practical challenges to implementations, such as security, compliance, integration, and infrastructure limitations, which can decrease the value of services. Inavolu (2024) builds upon this issue by stating that AI-based service is weak in responding to complicated queries, human touch and resisting privacy or bias issues. Combined with these opposite perspectives, these findings may indicate that adoption does not ensure satisfaction, which creates a necessity to study this relationship among UK fashion e-commerce retailers.
[bookmark: _1gh3m04hjb32][bookmark: _Toc226327533]1.4 Research Aim, Objectives and Questions
Aim
The study aims to examine how AI-based customer service applications influence customer satisfaction in the fashion online stores in the UK.
Objectives
· To explore the application of AI-based customer service solutions among UK fashion e-commerce retailers
· To examine how customer service tools that are based on AI influence customer satisfaction in fashion e-commerce retailing in the UK
· To identify the issues associated with the use of AI-based customer service tools in online retailers of the UK fashion market
· To offer suggestions to increase the performance of AI-based customer service tools to increase customer satisfaction among UK fashion e-commerce retailers
Questions
· What is the use of AI-based customer service tools among e-commerce retailers of fashion in UK?
· What is the effect of using AI-based customer service tools on the customer satisfaction of UK fashion e-commerce retailers?
· What are the problems associated with implementation of AI-based customer service tools in UK fashion e-commerce retailers?
· What recommendations can improve AI-based customer service tools and customer satisfaction in UK fashion e-commerce retailers?
[bookmark: _hv3p28parme][bookmark: _Toc226327534]2. Literature review
[bookmark: _2bo5osp8afqg][bookmark: _Toc226327535]2.1 Effect of AI-Based Customer Service Tools on Customer Satisfaction in UK Fashion E-commerce Retailers
Customer service AI applications have the potential to intensify customer satisfaction levels by enhancing quality of experiences and facilitating customer loyalty to a new brand within fashion e-commerce environment. According to Kang and Choi (2024), when empathetic AI chatbots create a positive customer experience, the experience would lead to brand loyalty, followed by purchase loyalty. Besides this, Khamoushi Sahne and Kalantari Daronkola (2025) state that AI-based personalisation enhances the level of satisfaction, engagement and commitment. It implies that loyalty is not founded on efficiency of responding, but also on the ability of digital experience to be filled with meaning. Nonetheless, the review by Chugh and Jain (2024) is more sceptical, as they observe that AI studies in the e-commerce context are diverse, in terms of personalised shopping, analytics and customer service. Thus, the studies do not cover customer outcomes in a comprehensive manner. Therefore, AI tools seem to be able to enhance satisfaction, although their impact will be most significant when responsive functions are integrated with relational and experience-enhancing functionalities in retail context.
[bookmark: _rc81iviq8y30][bookmark: _Toc226327536]2.2 Challenges Linked to Use of AI-Based Customer Service Tools
Difficulty in AI-based customer service undermines customer satisfaction, where quality of implementation affects customers’ expectations in fashion e-commerce. Gołąb-Andrzejak (2023) demonstrates that chatbots and integrated service systems bring efficiency and accessibility to firms. However, benefits and challenges arising in the implementation process need to be addressed with care by marketers. Pereira et al. (2022) further elaborate on this issue by pointing out that customer models and recommender systems rely on an abundant amount of personal information. It generates cognitive overload and privacy threats instead of supportive decision-making contexts. Mohiuddin Babu et al. (2024) introduce organisational obstacles with data, a lack of trained personnel, issues with explainability and implementation costs as possible barriers to successful implementation of AI in fashion operations. According to Roy (2024), there are issues of privacy, challenges in its integration and a lack of AI expertise. Hence, use of AI tools does not necessarily enhance satisfaction, which is not accompanied by transparency and human assistance, however, systems can be frustrating and unsafe today.
[bookmark: _9xoenje69hd1][bookmark: _Toc226327537]2.3 Theoretical Applications
Technology Acceptance Model (TAM)
TAM is applicable since attitude, perceived usefulness, trust and ease of use can influence customer satisfaction based on AI-based customer service tools adoption. Wang et al. (2023) claim that perceived ease of use enhances perceived usefulness and attitudes towards using AI in e-commerce. It implies that customer satisfaction increases when AI tools are perceived to be easy and useful. Yet, Nagy and Hajdud (2021) demonstrated that ease of use was not a direct determinant of attitude in AI-powered web shops. Therefore, TAM is an explanation of satisfaction, yet it must be implemented with confidence as an extension in e-commerce.
SERVQUAL
The reason why SERVQUAL is appropriate is that customer satisfaction can depend on dimensions of service quality of AI-based customer service tools. Shamsudin et al. (2024) argue that user interface and problem-solving enhance trust and satisfaction and it is better to believe that a higher quality of service design will facilitate further use of chatbots. Conversely, Raborar et al. (2025) stated that users of chatbots rated much lower in empathy than customer service agents, but responses were considered similar overall. It suggests that distribution of quality of services is uneven in the dimensions. Thus, SERVQUAL allows assessing what elements of AI service make people more satisfied and what fail to impress users in the conditions of e-commerce, particularly in those cases when the human-like empathy is limited.
[bookmark: _ipwauqcbb74u][bookmark: _Toc226327538]2.4 Literature Gap
The current literature covers AI advantages, service quality, and difficulties in its implementation. However, the evidence is still disordered and seldom dedicated to fashion e-commerce in UK. There is a scarcity of studies that combine customer satisfaction, industry-related issues, and theoretical frameworks including TAM and SERVQUAL. As a result of this, it indicates an obvious contextual and empirical gap in existing literature.
[bookmark: _lxflk2x46zu8][bookmark: _Toc226327539]3. Methodology
[bookmark: _ulka3l25bjxi][bookmark: _Toc226327540]3.1 Research Approach
Research approach is the plan to be employed in answering research questions of the study. The proposed study will use a primary quantitative research design to quantify effect of AI-based customer service tools on customer satisfaction with UK e-commerce fashion retailers. It will apply a deductive method as the research will be testing hypotheses based on existing literature and theoretical thinking (Casula et al. 2021). The study will have a cross-sectional design in which the data will be gathered at a single time as opposed to a prolonged duration. The method is viable, systematic and fits well in quantitative analysis of trends in customer responses.
[bookmark: _bmdyf0dky7ze][bookmark: _Toc226327541]3.2 Data Collection Method
Data collection method is the technique applied in collecting information from participants (Mazhar et al. 2021). A self-administered online questionnaire developed by Google Forms will be used in this study. Close-ended questions, with the majority being Likert scale items, will be incorporated in the questionnaire to address participants’ perceptions regarding AI-based customer service tools and their levels of satisfaction. Before the main questions, a brief section of participant information and a consent statement will be used. 
[bookmark: _iq3j0gqc7ev5][bookmark: _Toc226327542]3.3 Sampling Strategy
The method of selecting the participants of the research is known as a sampling strategy. The study will use purposive sampling as it is critical in choosing respondents who have firsthand experience pertaining to the research issue (Ahmad and Wilkins, 2025). Only adults who are aged 18 years and above will be picked and they are to have used AI-based tools of customer service such as chatbots or virtual assistants, in the background of UK fashion e-commerce. Around 120 responses will be targeted and a total of 20 questions will be asked. The sampling approach will be easy and cost-effective to apply since participants will be recruited through social media, online groups, student groups and through personal contacts.
[bookmark: _wthjf2h3rjoq][bookmark: _Toc226327543]3.4 Data Analysis Process
Data analysis is employed to arrange, analyse and interpret the gathered data. Once the survey is completed, the results will be downloaded from Google Forms using Excel for coding and then moved to SPSS for decoding. By using SPSS software, demographic and statistical analyses will be conducted to check survey accuracy and justify the research hypotheses.  Correlation analysis and regression analysis will be used to test relationship, where necessary to investigate connections between AI service variables and customer satisfaction in a more easily comprehensible way (Zemlyak et al. 2022).
[bookmark: _3krn2yrjd8qi][bookmark: _Toc226327544]3.5 Ethical Considerations
Ethical considerations are the activities performed to safeguard the rights, privacy and well-being of participants (Alhabsi, 2024). The current research will adhere to ethical requirements of university through informed consent, voluntary participation, anonymity, and confidentiality in the research process. No personal sensitive questions will be asked and participants will be free to withdraw from the survey at any point before submitting. The information will remain safely in password-protected files and will only be utilised for purely academic purposes.
[bookmark: _djt6stba2qqg][bookmark: _Toc226327545]4. Expected findings
The study aims to discuss the effects of AI-based customer service technologies on customer satisfaction among e-commerce retailers in the UK fashion industry. It is anticipated that the results will indicate that these tools enhance customer satisfaction in cases where they are offered the ability to respond fast, provide helpful information, be user-friendly and offer dependable problem-solving services. According to the literature and perceptions of usefulness, trust, responsiveness, and empathy are moderate factors that are likely to be influential in determining satisfaction based on application of TAM and SERVQUAL. Nonetheless, the research can discover that AI solutions are less effective in cases of complicated problems faced by customers, need for an emotional appeal or privacy concerns. Consequently, the anticipated results can show that AI can enhance the level of satisfaction when the dimension of service quality is well presented. The consequences might assist UK fashion retailers to further develop their AI service approaches and approach automation and human help to address customer experience and service performance.
[bookmark: _8pi111xqwuux][bookmark: _Toc226327546]5. Limitations
The research can have time constraints, a comparatively small sample, as well as purposive sampling, which can be considered as limitations to the study as this sampling method may limit generalisability. Biases can also be caused by the use of self-report-based survey answers. However, these are reasonable constraints to have in a dissertation and will be addressed with prudent design of questionnaires.
[bookmark: _x7nd5v8l053][bookmark: _Toc226327547]6. Timeframe
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Figure 1: Research Timeline
[bookmark: _qdculyqct8sj][bookmark: _Toc226327548]7. Conclusion
The proposal has described a targeted study of the effect of AI-based customer care instruments on customer satisfaction in UK fashion e-commerce stores. It has defined the topicality of the topic, made a clear gap in the literature, and defined objectives, questions, and theoretical support using TAM and SERVQUAL. The intended quantitative survey design suits requirements of gathering useful evidence among the applicable users in the industry. The research will have both theoretical and practical significance as it will help researchers understand the role of AI tools in improving satisfaction and the areas of their shortcomings. Thus, the study provides a focus, viable, and valuable line of unresolved dissertation research.
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