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[bookmark: _Toc238557144][bookmark: _Toc238561881][bookmark: _Toc241057399]                                         Chapter One: Introduction
[bookmark: _Toc238557145][bookmark: _Toc238561882][bookmark: _Toc241057400]1.1 Introduction 
The technology of Artificial Intelligence, or AI, is a revolutionary technology that is transforming the method wherein businesses are working, guiding firms to automate duties, process substantial amounts of data, and make knowledge-based choices. AI-techniques like NLP, predictive analytics and machine learning resulted in better efficiencies, innovations, and customer responsiveness in various industries (Benbya, Davenport and Pachidi, 2020; Wamba-Taguimdje et al., 2020). UK businesses report that 75% of those that have embraced AI have noticed an increase in their employee's productivity, and at least 16% of businesses and 36% of large businesses in the country have used at least one AI technology (Department for Science, Innovation and Technology, 2026).
[bookmark: _Toc238557146][bookmark: _Toc238561883][bookmark: _Toc241057401]1.2 Background of the research 
The retail sector has seen a significant uptake of AI, such as recommendation systems, which aim to enhance customer experiences and give companies an edge in competitiveness as they apply the technology to customer service and inventory management, and predict demand (Oosthuizen et al., 2021). The UK AI retail market will be set to rise one notch in 2024, with a value of US 644.6 million which is set to reach 1.68 billion by 2030 with a CAGR of 16.7 in the next period (2024 to 2030) (Grand View Research, 2026). However, impacts of AI on organisation performance results are inconclusive and the success of implementation depends on the company's capabilities, technology readiness, and strategic alignment. Hence, for this dissertation analysis of the literature is done to find out the significance of AI in improving business results in the retail industry.
[bookmark: _Toc238557147][bookmark: _Toc238561884][bookmark: _Toc241057402]1.3 Gap in the literature 
As AI technology continues to grow and become more prevalent, it is revolutionising the way retail businesses operate, from enhancing customer engagement to optimising supply chain operations and managing inventory. But the results of AI on organisations are not the same in the retail industry. Some studies have shown significant benefits for operational efficiency, productivity and customer satisfaction while others have indicated that these benefits are subject to the readiness of the organisation, leadership support, capabilities of employees, technological infrastructure and change management (Benbya, Davenport and Pachidi, 2020; Gao and Segumpan, 2024). In addition, data privacy, algorithmic bias, cybersecurity and job replacement remain as ethical issues to overcome for the successful adoption of AI (Robertson et al., 2025). The countering results underscore a critical academic and practical gap in understanding when AI is more likely to positively impact organisational performance. Hence, this extended literature review critically synthesises previous evidence to gain a comprehensive understanding of the strategic role of AI, the challenges of its implementation and how this can translate to company performance in the retail environment. AI has entered a new era to revolutionise the retail industry, but the full impact of AI on organisational performance is a topic of debate in the academic world. This is because the literature available has covered only some aspects of AI applications or some aspects regarding performance, but there is limited research on the interconnection between the technological capabilities, the readiness of the organisation, and the environment that can affect the success of AI implementation (Gama and Magistretti, 2025). Thus, a thorough review was needed to critically examine the current evidence and reveal any areas of agreement and disagreement in the literature. The aim of this study is to fill this vacuum by offering a comprehensive view of AI's role as a strategic enterprise asset that drives a retail company's performance. The results will also provide an input to academic scholarship by defining research gaps and providing a cohesive insight into the adoption of AI. On practical grounds, the review will shed light for retail managers and decision-makers on how to establish a successful integration strategy for AI to enhance business effectiveness, customer experience, and competitiveness in the long term (Narne et al., 2024).
[bookmark: _Toc238557148][bookmark: _Toc238561885][bookmark: _Toc241057403]1.4 Timeliness of the topic 
Rising competition, dynamic consumer needs and demand for operational excellence are driving AI implementation as part of the digital transformation initiatives of retailers (Kumar et al., 2020). Leading retail enterprises are employing AI tools in decision-making, customer services, business operations, and customer satisfaction with increased application of AI in prediction, automation, personal assistants, product/service recommendation like recommender engine to maximise potential from their data (Wamba-Taguimdje et al., 2020). Rise in the power of generative AI and ML technologies also increase strategic significance of AI for Retail Business since those help innovation, efficiency gain and personalised offering to retailers. 
Examples, such as the adoption of AI techniques in predictive demand and supply for Amazon and Walmart to ensure on time delivery, personalised offering and other operational improvements provide evidence of increased reliance on AI technologies (Egeres et al., 2019). But challenges associated with AI implementation like workforce skills, personal data privacy concerns, ethic issues and readiness of business could deter the organisations from effectively implementing AI solutions which in turns negatively affect organisation performance (Sharma and Kumar, 2021).
[bookmark: _Toc238557149][bookmark: _Toc238561886][bookmark: _Toc241057404]1.5 Research Aim and Objectives
Research aim
The aim of this research study is to evaluate the role of AI in improving the organisational performance of the retail sector by conducting an extended literature review of the existing academic literature.
Research objectives
The objectives of this study are as follows:
· To assess the key applications of AI in the modern organisational contexts in the retail sector
· To evaluate the impact or significance of AI adoption on organisational performance in the retail organisations
· To identify the challenges associated with implementing AI in the retail sector
· To provide recommendations or effective strategies for adopting AI effectively in the retail sector.
[bookmark: _Toc238557150][bookmark: _Toc238561887][bookmark: _Toc241057405]1.6 Research Question
What is the role of AI in making improvement or enhancing organisational performance of the retail sector?

[bookmark: _Toc238557151][bookmark: _Toc238561888][bookmark: _Toc241057406]1.7 Scope of the review
The main objective of this dissertation is to explore the role of Artificial Intelligence (AI) in improving the performance of an organisation in the retail industry by extending the literature review. The research paper summarises peer-reviewed journal articles, academic books, and reliable industry reports in the period 2016-2026. It particularly looks at the uses of AI, how it affects the performance of organisations, challenges in the implementation of AI and best practices for the strategic use of AI. There is no primary data collection employed since the research is based on secondary sources only.
[bookmark: _Toc238557152][bookmark: _Toc238561889][bookmark: _Toc241057407]1.8 Dissertation Structure
The remainder of this dissertation is organised as follows:
· Chapter Two: Explains the methodology used for the Extended Literature Review, including the literature search and selection process.
· Chapter Three: Presents the Thematic Literature Review, including the theoretical foundations, empirical findings, emerging debates and research gaps.
· Chapter Four: Discusses the main findings and answers the research question.
· Chapter Five: Presents the theoretical and practical implications of the findings.
· Chapter Six: Provides the conclusion, limitations and recommendations for future research.






[bookmark: _Toc238557153][bookmark: _Toc238561890][bookmark: _Toc241057408]                                    Chapter Two: Research methodology 
[bookmark: _Toc238557154][bookmark: _Toc238561891][bookmark: _Toc241057409]2.1 Introduction 
This section outlined the proposed methodology for the Extended Literature Review (ELR). The study will not collect any primary data and will be solely based upon secondary sources such as peer reviewed academia, books and legitimate industry reports. The objective of the proposed methodology is to create a transparent, efficient, replicable process in order to retrieve, select, assess and then critically analyse the existing knowledge regarding the usage and application of Artificial Intelligence (AI) in enhancing organisational performance in the retail industry (Fu et al., 2022).  The chapter will be guided by the search string, selected databases, development of search keywords, timeframe of publication, exclusion and inclusion criteria for review, screening procedure, quality assessment method, and the adopted analytical procedure. A rigid methodology will enhance the validity of the report because the level of bias may be restricted, and the output will be based on existing peer reviews. The selected methodology will assist in fulfilling the objective of identifying the influence of AI in influencing organisational performance.
[bookmark: _Toc237519711][bookmark: _Toc238557155][bookmark: _Toc238561892][bookmark: _Toc241057410]2.2 Search Strategy
This Extended Literature Review has taken a systematic integrative literature review approach. While a traditional narrative review provides only a compilation of different studies, a systematic approach provides a methodology to systematically locate and consider the existing body of research, and an integrative approach allows for diverse research methodologies and theoretical perspectives to be synthesised (Marzi et al., 2025).
The reason for adopting the integrative approach is that adoption of AI in retail is a broad-based issue covering several disciplines such as information systems, strategic management, operational management, marketing and organisational behaviour. Anticipated uses of AI such as predictive analytics, recommendation engines, automation, customer experience and supply chain efficiency. Thus, evidence is integrated from the different disciplines for a holistic comprehension of the impact of AI on organisation performance.
A systematic review was suitable in this situation as the study is not to add new empirical evidence but evaluates existing evidence critically (Brignardello-Petersen et al, 2025). 

The study tries to explore the discussion in academia in relation to AI advantage, adoption inhibiters, Organisational preparedness, and Strategic-in-fit. Prior literature suggested that AI results are primarily governed by technical skillsets however, organisational resources, leadership endorsement, employee competences, and change administration are also part of the equation.
Literature review to find relevant research papers using a clear process: (i) selection of the appropriate keywords; (ii) database search, and (iii) final refinement of search results based on content and relevance. By utilising a combination of BOOLEAN operator, we refined the results by: 
• AND operation was used to connect different concepts so that the search results contained all the connected terms, producing a narrower set of results (Taipalus, 2023).
• OR operation was used to search for alternative terms, synonyms, spellings or abbreviations. 
• NOT operation used to exclude a certain term, word or phrase from the search. 
Search string examples have included: "Artificial Intelligence" AND "organisational performance" AND "retail sector" "AI adoption" AND "business performance" AND "retail organisations" "Machine learning" OR "predictive analytics" AND "retail transformation" "Artificial intelligence" AND "customer experience" AND "operational efficiency" All of these have been shaped with our research question: “What is the role of AI in making improvement or enhancing organisational performance of the retail sector?” The terms used have also been adapted following initial searches through broad and narrow searches of concepts – the term technology innovation for instance was superseded by other more relevant concepts such as "AI adoption," "AI-enabled value chain," "organisational performance".



[bookmark: _Toc238557156][bookmark: _Toc238561893][bookmark: _Toc241057411]2.3 Databases 
Access to reputable and peer-reviewed sources was assured using various academic databases. These included (but not necessarily limited to) the following main databases:
	Database
	Justification

	Scopus
	Used because it provides extensive coverage of peer-reviewed journals across business, technology and management disciplines.

	Web of Science
	Selected due to its strong academic indexing and citation tracking capabilities (Mustafa et al.,2023).

	ScienceDirect
	Appropriate because it provides access to journals covering artificial intelligence, business management and organisational studies.

	Emerald Insight
	Useful for accessing management, innovation and organisational research.

	Business Source Premier
	Relevant for business, strategy and retail management literature.

	Google Scholar
	Used as a supplementary source for identifying additional relevant studies and tracking citations (Hirt et al., 2023).



[bookmark: _Toc238557157][bookmark: _Toc238561894][bookmark: _Toc241057412]Table 1: Databases and Information Sources
(Source: Self-created)
These databases were chosen for two reasons, Firstly, the subject of my research requires inputs on technology and the impact upon business. Adopting AI within the retail sector, would not only require evidence of the technological development of AI in retail, as produced within information technology research, but equally within the context of business how is the adoption of technology affecting performance, through the studies conducted within the business research arena.                                                                                                     
    [image: Generated image: PRISMA Literature Review Flow Diagram]                             
   
[bookmark: _Toc238557158][bookmark: _Toc238561895][bookmark: _Toc241057413]2.4 Keywords and Search Terms Development 
The keywords were formulated from the research objectives and key concepts of the research topic. The primary ideas which were considered were:

	Artificial Intelligence

	Organisational Performance
	Retail Sector


	Artificial Intelligence

	Business performance

	Retail industry


	AI adoption

	Operational efficiency

	Retail organisations


	Machine learning

	Productivity

	Retail transformation


	Predictive analytics

	Competitive advantage

	Customer experience


	Natural Language Processing

	Strategic performance

	Supply chain management


	AI-driven systems




                                                (Source: Self-created)
These ideas were paired with each other with the use of Boolean operators to create combinations of keywords. The artificial intelligence and retail industry and organisational performance combination was found with the most articles (Fu et al., 2023). Retrieve papers using AI-enabled technologies, competitive advantage, and retail. Search for papers related to AI-enabled technologies, competitive advantage, and retail. Preliminary searches were used to narrow down the list of keywords to ensure studies retrieved focused on the implementation of AI and organisational outcomes.
[bookmark: _Toc238557159][bookmark: _Toc238561896][bookmark: _Toc241057414]2.5 Time frame for included publications
For example, recent research literature discussed the importance of an organisation’s technological capability and organisational capability in an organisation adoption of AI and change management of an organisation adopting AI (Fu et al., 2023). The contemporary context reflects how organisations, specifically organisations from retail have seen the introduction of major AI transformations which are evident in decision auto-motion, recommendation engines, sales’ forecast or intelligent logistics and retail. In contrast, old literature or literature on founding AI adoption and organisational transformation and on technology and organisational transformation concepts has been used if required to lay foundation for explanation.
[bookmark: _Toc238557160][bookmark: _Toc238561897][bookmark: _Toc241057415]2.6 Inclusion and Exclusion Criteria 
	Inclusion Criteria
	Justification

	Peer-reviewed journal articles
	Ensures academic credibility and reliability.

	Studies related to AI adoption and organisational performance (Olan et al.,2022)
	Directly supports the research objectives.

	Research published between 2016–2026
	Captures recent developments in AI technology.

	Studies focusing on retail or business contexts
	Maintains relevance to the research topic (Olan et al.,2022).

	Academic books and credible reports
	Provides theoretical and industry perspectives.


[bookmark: _Toc238557161][bookmark: _Toc238561898]
In addition to the inclusion criteria outlined above, exclusion criteria were applied to remove studies that were not relevant or academically suitable for the review.






[bookmark: _Toc241057416]Table 2: Inclusion Criteria
(Source: Self-created)


	Exclusion Criteria
	Justification

	Non-academic websites and blogs
	Lack academic reliability.

	Opinion articles
	Do not provide evidence-based findings.

	Conference abstracts without full papers (Marzi et al.,2025)
	Limited methodological information.

	Studies unrelated to retail or organisational outcomes
	Lack relevance.

	Duplicate publications
	Prevents repeated evidence (Marzi et al.,2025).


[bookmark: _Toc238557162][bookmark: _Toc238561899][bookmark: _Toc241057417]Table 3: Exclusion Criteria
(Source: Self-created)
[bookmark: _Toc238557163][bookmark: _Toc238561900][bookmark: _Toc241057418]2.7 Screening Process: Secondary analysis 
Screening process is a very important one in secondary research analysis that selects only the relevant, reliable and good sources for the study. As the study was based on secondary data, existing sources, which included peer reviewed journal articles, academic books, industry reports and credible organisational publications were systematically reviewed and evaluated (Shaheen et al., 2023).
Initially a wide search was carried out by selecting keywords that have a relation to the research objectives: Artificial Intelligence, AI adoption, machine learning, retail industry, business performance, competitive advantage. The first step was to examine the titles and abstracts and see if the studies were about the implementation of AI, the retail operations, and the organisational outcomes. Articles that addressed unrelated industries, technical development of AI only or consumer level applications of AI that did not have organisational implications were not included (Kulkov et al., 2024).
A full-text evaluation of the remaining studies was conducted in the second phase, focusing on identifying those relevant to the research question, the methodological quality of the studies and their contribution to the research question. Studies were selected if they analysed the use of AI tools like predictive analytics, machine learning, automation, or Natural Language Processing in retail businesses and explored its implications on operational efficiency, customer experience, productivity, or strategic performance. 
The articles included in the study were peer-reviewed journal articles, recent academic studies, and credible industry reports, which were published primarily during the selected research period. Duplicate studies, opinion-based articles, and publications not in the English language were excluded along with reports not directly related to AI adoption in the retail industry (Eng’airo, 2024). This systematic screening enabled a solid evidence base to analyse the impact of AI on organisational performance and its contribution to the research goals through the remaining literature selected.
[bookmark: _Toc238557164][bookmark: _Toc238561901][bookmark: _Toc241057419]2.8 Quality Assessment of Included Studies
To eliminate non-credible and unsuitable papers into secondary analysis, quality appraisal for pre-selected literature was undertaking to investigate their eligibility. Since the study explores the influences of Artificial Intelligence (AI) on organisational performance in retail sector, quality appraisal criteria, including Journal Quality, Strength of Methodology, Relevance, and Theoretical contribution of each empirical study, was undertaken to check the applicability for secondary analysis (Marzi et al, 2025). The credibility of publications was assessed based on various recognised ranking systems such as ABS, ABDC and SJR journal rankings (where applicable) of journals. 
Methodology Strength of Methodology measures the reliability, and validity of each included research design, methods for data collection and data analytical method applied. Theoretical contribution examines if the empirical studies offer useful explanatory insights regarding the adoption of AI, technological acceptance model, competitive advantage and business value creation (Fu et al., 2023). Each empirical paper was ranked against above criteria using a scoring model based on study’s’ relevance. The most relevant papers were ranked 3; moderately relevant to present work ranked low relevant research scored1. The study only considered highly reputable academically reviewed journals, methodologically robust and logically relevant studies to AI adoption and business performance of retail business.
[bookmark: _Toc238557165][bookmark: _Toc238561902][bookmark: _Toc241057420]2.9 Analytical Method 
Thematic analysis was selected as the analytical methodology for this study to investigate the impact of Artificial Intelligence (AI) on organisational performance in the retail sector. Thematic analysis facilitates the identification, organisation, and interpretation of patterns or themes that emerge from within the data (Mostafa, 2025). The collected articles were first read thoroughly and then coded to capture overarching themes encompassing process enhancement, increased customer satisfaction, improved decision-making and competitive advantage. This methodical way of analysis allowed for comparison of the findings to provide an insight into how the application of AI technologies shape future of retail and organisation-level performance.
[bookmark: _Toc238557166][bookmark: _Toc238561903][bookmark: _Toc241057421]2.10 Chapter Summary 
This chapter presented the chosen methodology and strategy the research used to address its research question relating to the relationship between artificial intelligence (AI) adoption and organisational performance within the retail sector. I described my chosen paradigm, research design, strategy, approach, as well as my decision to use existing secondary literature. I detailed my processes of selecting articles, keywords that I used and, the process of assessing the quality and content appropriateness of selected literature. The thematic analysis approach I utilised to examine the included papers has been articulated, as was the case with my overall research.

[bookmark: _Toc238557167][bookmark: _Toc238561904][bookmark: _Toc241057422]                             Chapter Three: Thematic Literature Review
[bookmark: _Toc238557168][bookmark: _Toc238561905][bookmark: _Toc241057423]3.1 Introduction
Artificial Intelligence is becoming an increasingly significant technological capacity within organisations operating within retail business. It affects how these organisations interact and can manage operations, customer understanding, decision-making, and overall performance. The prevalence of Al-based technologies, such as predictive analytics, recommendations systems, intelligent automation and machine learning, has presented organisations operating in the retail space with opportunities for increased efficiency, as well as ability to better respond to evolving customer expectations, as result research on the importance of Artificial Intelligence on organisational performance has become of great importance to both academia and management. This literature review presents a critical overview of existing scholarly literature surrounding the role of Artificial Intelligence in enhancing organisational performance within the retail sector. Instead of reviewing the literature author by author, this review provides an analysis of the common concepts, patterns, debates and gaps present in the existing literature based on a thematic structure. This methodology allows comparisons to be drawn between different academic perspectives, as well as to draw together consensus points and contradictions within the existing literature. This review is organised around four themes. Theme 1 of this review explores theoretical foundations of Al adoption and organisational performance. Theme 2 of this review explores empirical evidence on the impact of Al on retail organisational performance.  Theme 3 of this review discusses key contemporary issues surrounding issues related to Al adoption, the changing landscape of perspectives associated with this technology, and the potential that they present to organisations. Theme 4 of this review outlines research gaps and suggests avenues for future investigation on the impact of Al in the retail industry. All four themes provided herein, will provide a platform on which to address the research questions and show the significance of examining how Al impacts organisational performance.
[bookmark: _Toc238557169][bookmark: _Toc238561906][bookmark: _Toc241057424]3.2 Theme 1: Theoretical Foundations
[bookmark: _Toc238557170][bookmark: _Toc238561907][bookmark: _Toc241057425]3.2.1 Conceptualisation of Artificial Intelligence and Organisational Performance 
From the technically-oriented capability to a strategic asset that could shape choices about customer relations, supply operations, supply management, talent deployment and operating performance – Artificial Intelligence (AI) has moved beyond its technical boundaries. In Retail, the idea of AI can be referred to as the integration of a set of technologies such as machine learning, predictive analytics, natural language processing, and intelligent automation processes, that will allow companies to learn from information, identify patterns, assist decisions and automate processes. By conducting systemic research on AI applied on Retail with A-to-Z research protocol Heins (2023) concludes that AI as a capability is distributed across multiple areas rather than an IT function within an operational one. 
Moreover, Rane et al. (2024) explain, that, because of an increasing demand for processed volumes of data, Machine Learning, Deep Learning and AI supported tools have started playing an increasing role in supporting organisational strategic decision-making through identifying useful patterns and creating more effective strategies. The perception of AI being the same as IT investments alone is therefore wrong – the significance an organisation derives from it solely based on its use of AI and resources as much as business process and strategy objectives.
Organisational Performance is another essential dimension and has the most obvious relations to AI application for any firm. To be said that Organisational performance comprises the firms' successful execution of its defined objectives using its established resources through effective operations, business process and internal decision making. In retailing, this might include business output measures like the total earnings and profit of the corporation as well as other results like organisational operations, and customers interactions, workforce performance, ability to invent and quality of judgments.  It appears from the investigation of Olan et al (2022) that there is a linkage between AI, Knowledge Sharing and Organisational Performance. They point out that the firm's capabilities provide a pathway between technological capabilities and its performance if such technological capabilities are complementary to the sharing processes taking place in the organisation. The fact that AI implementation does not automatically guarantee success is worth mentioning here, but the positive influence of AI depends on its integration with existing human capabilities, firm processes, etc.
[bookmark: _Toc238557171][bookmark: _Toc238561908][bookmark: _Toc241057426]3.2.2 Resource-Based View and AI as an Organisational Capability
A good theoretical approach in explaining this association is the RBV of the firm, which sees organisations as groups of resources and capabilities from which there could be constructed an organisation’s sustainable competitive advantage (Sandeep et al., 2025). In the case of AI in retail, this would imply that AI technology may be a resource of technological importance in that it facilitates data analysis, demand prediction, the automation of routine, and the support of strategic decision-making. However, merely holding the technology could provide little sustainable advantage if rivals are able to acquire the same or better technology. 
Accordingly, a source of comparative advantage could reside in, complementary resources such as, high-quality data, the skills and experience of human capital, knowledge held within the organisation and the organisation's capacity to integrate AI systems with existing business processes; reflecting an idea that is reflected by Olan et al (2022) where they stated knowledge-based features are vital in enabling knowledge organisations convert the artificial intelligence capability to organisational performance. 
It is the nature of this theory that is helpful because it deflects focus from the mere Adoption of AI onto the Organisational Capabilities, as required to realise actual value from AI technologies. As was found with Cao et al (2025) who mentioned that AI managed and deployed across business functions is the means whereby retail firms can perform better; their views would suggest that values derived from the use of AI would be determined by the coordination around an AI system among its functions. In spite of this benefit, there is one weakness to the RBV in that; the exclusive reliance on a firm's internal resource may obscure the impact of forces from external environment, such as the rate of technical change, customer's preferences, market competition, or government regulations etc (Sharma, 2026). Especially for Retail industry that the advancement of AI, changing customer trends, as well as competitive responses may occur at a rapid pace that simply looking at RBV may not fully explains why retail adopted AI, or how identical investment with the similar types of AI achieve different (Sandeep and Lavanya, 2026).
[bookmark: _Toc238557172][bookmark: _Toc238561909][bookmark: _Toc241057427]3.2.3 Technology-Organisation-Environment and Technology Acceptance Perspectives
A complementary perspective is offered by the TOE framework, focusing on the technological, organisational, and environmental factors impacting technology adoption. Fu et al. (2023) consider multiple aspects of AI evaluation and adoption in the retail industry, illustrating that AI adoption should not be viewed solely as a technical decision. From a TOE viewpoint, retailers may seek to understand AI's characteristics and benefits, their own resource readiness, and external environmental drivers before implementing AI. A more comprehensive view than RBV is provided because it accounts for the influence of the external business environment on the diffusion of AI technologies.
This distinction between RBV and TOE is significant: whereas RBV is best suited to explain how AI-related resources and capabilities can generate value for an organisation, TOE addresses why an organisation should adopt and use artificial intelligence under specific technological, organisational, and environmental conditions. These theories are not necessarily competitive, but rather complementary (Bach et al., 2025). An organisation can have the necessary data resources and technical expertise but still struggle to integrate AI into business practices due to external or organisational barriers, such as an inappropriate infrastructure, internal resistance, or an uncertain business environment. Conversely, the right organisational and environmental context may facilitate AI adoption, but without complementary capabilities, the technology will not result in better performance.
Another perspective, particularly relevant for understanding the "human dimension" of AI in the workplace, is the TAM (Kimiagari and Baei, 2022). The TAM suggests that acceptance is influenced by ease of use and perceived usefulness. While retailers' employees and customers interact with a variety of AI-enabled systems and features, such as recommendation systems, chatbots, automated services, and decision-support systems, human interaction with AI in retail contexts is increasingly acknowledged, for instance through customers' relationship with retailers facilitated by AI (Gupta and Khan, 2024). Should humans deem AI systems useful and easy to navigate, they are more likely to adopt them. However, like RBV, TAM fails to address the "how" of organisational impact and instead assumes that "if" they will use the technology, the organisation will reap its benefits.
[bookmark: _Toc238557173][bookmark: _Toc238561910][bookmark: _Toc241057428]3.2.4 Synthesis of Theoretical Perspectives and Relevance to Retail Performance 
The literature also points out that AI contributes to performance across multiple organisational functions. Rainy and Chowdhury (2022), for example, discussed how AI may affect vendor performance evaluation and strategy decisions within digital retail supply chain, meaning AI can help in management and evaluation of supply chain relationships. Following a similar line of argument, Vudugula et al. (2023) also argued the relevance of predictive models for strategic business decision-making. 
These discussions support the idea that AI may improve decision-making performance both in terms of quality and speed/evidence base, but they are dependent on the quality of data and also managers’ competencies. The adoption of bad quality data, inappropriate algorithms or lack of human supervision may fail all the benefits gained from the AI use. Another organisational area influenced by AI is HR and talent management. In their research about AI-driven talent management among retail SMES, Gao and Segumpan (2024) argued that AI-enabled HR practices are associated with organisational performance. The argument is beyond just automation of organisational tasks and covers recruitment, talent and workforce planning, and talent identification. However, the adoption of AI in people management raises concerns about transparency, fairness and human judgment as part of the organisation. Therefore, it may not be appropriate to directly associate improvement in efficiency with better organisational performance since consequences for the entire organisation should be taken into consideration.
Furthermore, the most current literature indicate that AI should more be regarded as a cross-functional organisational capability. For instance, Gabsi (2024) discussed the potential advantages and challenges of AI integration in Industry 4.0, while Cao, Yang and Chen (2025) explored the issues of management of AI across organisational functions. It is implied that the performance effects of AI can be likely to emerge not only from specific isolated AI application but from the integration of AI across different interconnected activities like marketing, supply chain management, customer services, human resource management, and strategic decision-making processes.
In summary, not one single theory adequately explains the AI-organisational performance relationship in retail context as found in literature. RBV clearly explain why AI resources and complementary organisational resources are likely to be a source of value, TOE explains why organisations might adopt AI, and TAM addresses the issues concerning the user acceptance and interactions of AI system. The convergence of these three theories creates a more holistic conceptual understanding on answering the research questions (Kimiagari and Baei, 2022). Importantly, it is found in the literatures that simply adopting AI doesn't guarantee improved organisational performance since benefits from AI depends on various contingent and complementary factors such as organisational capability, customer/employee acceptance, knowledge sharing, strategic integration and operating environment. And this theoretical implication is needed to evaluate empirical findings in the next theme, specifically whether the literature clearly evidence that AI adoption leads to performance improvement.
[bookmark: _Toc238557174][bookmark: _Toc238561911][bookmark: _Toc241057429]3.3 Theme 2: Empirical Findings on the Impact of Artificial Intelligence on Organisational Performance
The articles reviewed provide evidence of how Artificial Intelligence can influence organisational performance in different ways. Anica-Popa et al. (2021) found that AI can improve operational efficiency, customer experience and business decision-making in retail organisations. Similarly, Wamba et al. (2023) identified improvements in innovation, operational efficiency and overall organisational performance through AI capabilities. Huang and Rust (2021) also highlight the role of AI in improving customer engagement, personalisation and organisational decision-making. Davenport et al. (2020) support these findings by showing how AI can strengthen customer insights, predictive analytics and strategic decision-making. Together, these articles demonstrate that AI can contribute to organisational performance across several areas. However, the literature also shows that these benefits depend on how AI is implemented within an organisation. Jöhnk et al. (2021) found that leadership, employee skills, data quality and organisational culture are important for AI readiness. Similarly, Alsheibani et al. (2020) highlight the importance of leadership commitment, skilled employees, technology infrastructure and good-quality data. In the retail context, Robertson et al. (2025) found that successful AI implementation also requires employee involvement, training, communication and strategic alignment. Therefore, the articles suggest that adopting AI alone does not automatically improve organisational performance. Overall, the findings demonstrate that AI can provide significant organisational benefits when supported by the right resources, people, leadership and implementation strategy.

[bookmark: _Toc238557175][bookmark: _Toc238561912][bookmark: _Toc241057430]3.3.1 AI, Efficiency and Business Process Performance
A recurring theme in the results is that there is a positive correlation between the use of AI and increased operational efficiency and business-process performance. Based on an empirical survey of Indian manufacturing organisations, Sharma and Dang (2026) concluded that there is a positive relationship between the use of AI and the performance of business processes using structural equation modelling. The benefits that were identified were increased accuracy and speed, decrease in operating cost, improvement in quality, productivity and efficiency. The results offer some empirical evidence for the idea of AI's ability to boost organisational efficiency through the automation of repetitive tasks and the betterment of business processes.
This evidence is further supported by the systematic literature review conducted by Sardi and Modarelli (2026) on over 100 scientific publications following a PRISMA-based approach. Their research shows that in the context of performance measurement and management, AI can help to enhance the assessment of key performance indicators (KPIs) in real time and provide more accurate metrics, and predictive and prescriptive analytics can help to facilitate better strategic decisions. Overall, these studies indicate that AI helps to improve performance, not just by saving resources needed to accomplish activities, but also by contributing to the quality and timeliness of organisational information.
But they should not assume that automation is a panacea for being more effective. The previous studies in this paper's list also suggest that the quality of data, algorithms used and lack of human oversight can reduce the benefits of AI. Thus, the efficiency gains seem to be more related to the willingness to implement the AI properly than the adoption of AI itself.
[bookmark: _Toc238557176][bookmark: _Toc238561913][bookmark: _Toc241057431]3.3.2 AI-Enabled Decision-Making and Organisational Agility
The second big trend is the connection between AI and decision-making agility within organisations. Sardi and Modarelli (2026) suggest that predictive and prescriptive analytics can help organisations navigate the challenges of today's complex and volatile landscape by providing actionable insights. In another similar example, Abu-Dalbouh et al. (2026) analyse the role of AI and advanced data mining in the context of retail management information systems, where there is an abundance of consumer data that poses opportunities and challenges to decision-making. The retail-specific focus matters especially because organisations have to analyse vast amounts of highly volatile data when making decisions on customer preference, inventory, price and marketing.
The quantitative evidence for an indirect relationship between AI and organisational performance is stronger for Aldossary, Ayad and Moustafa (2026). In their study of 381 managers in medium-sized Saudi Arabian enterprises, their findings showed that perceived AI benefits had a significant positive effect on organisational agility; and that perceived benefits of AI also had a direct positive effect on organisational performance. In addition to the benefits of AI, organisational agility was also found to have a positive relationship with performance; it partly mediated between the benefits of AI and performance. This discovery is important as it indicates that an assumption that AI automatically leads to improved performance is incorrect. Rather, AI seems to add to the value of an organisation, in part by enabling it to adapt to evolving situations more effectively.
However, there is a significant paradox on commitment to management. While Aldossary et al. (2026) included management commitment as a moderator, they did not propose a moderated mediation effect. Of course, the role of leadership is not absent, but it is possible that the impact of leadership is more complex than a simple moderating relationship. The reason why management commitment does not always result in the predicted statistical impact may be due to differences in organisation culture, management practices and employees' perceptions.
[bookmark: _Toc238557177][bookmark: _Toc238561914][bookmark: _Toc241057432]3.3.3 AI, Customer Analytics and Retail Performance
Another crucial pathway between AI and organisational performance is its application to customers. The systematic review (Uddin, 2026) on AI-based customer analytics and personalised digital marketing from 2019 to 2026 reveals that AI-driven customer analytics is becoming an increasingly vital tool for personalisation in digital commerce. The review emphasises the connection between big data and real-time consumer interactions, and intelligent recommendation technologies. This implies that AI has the ability to further enhance organisational performance in an indirect manner, by empowering organizations to better understand customer behaviour and provide more personalised marketing. The results are especially important in the retail sector because customer engagement and purchasing behaviour are key factors of retail performance (Abu-Dalbouh et al., 2026). Recommendation systems, chatbots and AI-supported customer interactions are also mentioned in the literature as ways in which AI can impact the retailers-consumer relationship. But customer analytics evidence does not necessarily equal evidence of overall organisational performance. The positive effect on customer engagement of improved personalisation can be offset by the negative effects on profitability, productivity or long-term competitiveness if the organisations are not able to convert customer insights into strategic and operational outcomes.
[bookmark: _Toc238557178][bookmark: _Toc238561915][bookmark: _Toc241057433]3.3.4 AI, Human Capabilities and Cross-Functional Performance
A recurring pattern is that AI creates more value when it is used in conjunction with manpower, rather than as a “bot” that replaces human work. Moro-Visconti (2026) constructs a multi-layer network model to explore natural and artificial intelligence interactions within digital networking and value creation in the economy. This is an approach that aligns with empirical evidence indicating the need for a blended approach between AI and human judgment and organisational knowledge. The implication, especially in terms of performance, is that AI can handle information quickly, while human employees will bring in the contextual understanding, creativity, judgement, and flexibility. This fits into the existing literature, which highlights the organisational impacts of AI as being cross functional. The value AI can add to the business is not just in one area, but in various marketing, customer service, supply chain, HR, strategic decision-making arenas. Thus, research that concentrates on a specific AI implementation could underestimate the bigger picture impact of implementing AI within an organisation.
[bookmark: _Toc238557179][bookmark: _Toc238561916][bookmark: _Toc241057434]3.3.5 AI and Supply-Chain Resilience
Another emerging explanation that AI increases the performance of organisations is through supply chain resilience. Vasuki et al. (2026), for example, propose using AI through applications such as predictive analytics, AI enabled inventory management, and intelligent logistics automation as a way to improve supply chain resilience and thus organisational performance, in disruption-prone industries. What makes this finding useful is that organisational performance can be seen as being more than just cost or productivity and that AI contributes to long-term performance through the prediction of disruptions, maintenance of business continuity and adaptiveness. This is particularly important for retail organisations as disruptions of inventory, logistics and suppliers have a direct impact on customers and the financial performance. This is just a cautious finding as it focused specifically on supply-chain resilience and not organisational performance in general contexts.
[bookmark: _Toc238557180][bookmark: _Toc238561917][bookmark: _Toc241057435]3.3.6 Critically evaluating the empirical evidence
There is overwhelming positive support to the argument that AI enhances organisational performance but there are large differences between this evidence. In some cases, the evidence comes from a systematic literature review such as in Sardi and Modarelli (2026) where evidence from more than one hundred publications is gathered; though the evidence from systematic reviews depends on the quality and heterogeneity of the previous works; in other cases, such as Sharma and Dang (2026), evidence come directly from surveys of India's manufacturing firms using SEM. But this type of evidence is limited to a specific context: not only specific industry and country context may differ for retail organisations in other nations, but the survey sample are also specific to Indian manufacturing firms. In Aldossary et al. (2026) data from three hundred and eighty-one managers were collected which is a large number, but these managers were employed in medium sized Saudi Arabian organisations whereas Abu-Dalbouh et al. (2026) collected their data in Saudi Arabia as well in one province (Qassim); once consumer behaviour and organisational reactions in a given geographic region can differ with respect to other regions, this limits the generalisability of the sample. Therefore, the evidence from the literature represents the idea that AI improves organisational performance in many contexts, but these results must be viewed as a tendency rather than universal law.
[bookmark: _Toc238557181][bookmark: _Toc238561918][bookmark: _Toc241057436]3.3.7 What is the Empirical Literature Telling Us about the research questions?
On average the literature on AI and organisations, has overwhelmingly identified the links between AI, on the one side, and operational efficiency, quality of decisions, organisational agility, personalised customer, supply chain resilience on the other. Yet, all this research indicated that the links are either conditioned or mediated by organisational capabilities, management commitment, data quality, the implementation process and the specific context of organisation: "AI should be considered as an opportunity to adapt rather than an opportunity to compete." For research question the literature suggested that AI can positively influence an organisation performance if appropriately embedded within the strategy of the organisation and supported by proper organisational capabilities; on the other hand, non-statistically significant results or contradictory ones such as the moderating impact of management commitment on that link highlighted by Aldossary et al. (2026) showed that the way by which AI generates value remains somewhat debated and it is suggested that the current research should focus on how and in what contexts does AI improve the performance rather than asking merely the question of whether or not does the AI improve performance. The above indicates logically moving into another theme dealing with increasing controversy regarding the different approaches to AI adoption, human-AI interface, the implementation issues, ethical concerns and the factors that lead organisations to utilise technology for sustainable performance.
[bookmark: _Toc238557182][bookmark: _Toc238561919][bookmark: _Toc241057437]3.4 Theme 3: Emerging Debates
The current literature presents a different perspective on Artificial Intelligence (AI) as a technology that can enhance the performance of organisations primarily through automation and efficiency gains. Previous studies tended to be on the adoption, productivity and replacement of routine activities. Modern studies provide a wider perspective that sees AI as a strategic asset that needs to be integrated with human, managerial, organisational, and complementary assets. The question around the corner isn't just about performance gains, but how and when AI becomes a source of value for organisations. Current discussions include discussions about capability orchestration, human–AI collaboration, tech adoption and strategic intelligence, organisational resilience. 
[bookmark: _Toc238557183][bookmark: _Toc238561920][bookmark: _Toc241057438]3.4.1 From AI Adoption to AI Capability and Competitive Advantage
There is a big question of whether AI can be the source of sustainable competitive advantage. Traditional Resource-Based View (RBV) theory suggests that valuable, rare, hard to imitate and non-substitutable resources can lead to advantage. But as AI technology spreads, other companies could also get their hands on it and simply having it doesn't necessarily differentiate. Sandeep, Lavanya and Balakrishnan (2025) merge the RBV with the dynamic capabilities in AI-enabled recruitment. They believe that AI can reinforce intellectual capital but requires organisational knowledge and human resources to create strategic value. Sandeep and Lavanya (2026) further this argument by dynamic managerial capacities, which implies that managers need to determine opportunities, combine AI with organisational resources, as well as adjust the application of AI. Sharma (2026) also highlights the importance of capability orchestration in AI-enhanced marketing decisions. Organisations that have similar AI systems may thus get varying results as managers have variability in configuring technology, data, employees and processes. 
[bookmark: _Toc238557184][bookmark: _Toc238561921][bookmark: _Toc241057439]3.4.2 From Individual to Organisational and Environmental Conditions
The second debate is about the reasons behind the adoption of AI. Traditional models have included the Technology Acceptance Model (TAM) which has focussed on perceived usefulness and ease of use as predictors of acceptance at the individual level. However, Kimiagari and Baei (2022) show how combining TAM with the Technology–Organisation–Environment (TOE) framework can be beneficial. This acknowledges that the factors affecting adoption are individual perceptions, readiness of organisations and environmental factors. Bach et al. (2025) also combine TAM and TOE to explore the use of technology in higher education. They have a multi-level interpretation approach. While employees see the potential in AI, organisations might not have the infrastructure, the technical expertise, the financial resources or management to support it. Effective implementation cannot be guaranteed by acceptance.
[bookmark: _Toc238557185][bookmark: _Toc238561922][bookmark: _Toc241057440]3.4.3 Automation to Human-AI Collaboration
There's another emerging debate that questions the notion that AI boosts performance primarily through the removal of human activities. Recent studies have begun to see AI as a tool to complement humans. In the book Moro-Visconti 2026, the interactions between natural and artificial intelligence in the context of digital networking and economic value creation are explored by means of the so-called multilayer network model. It is a departure from a straightforward substitution model and offers the possibility of value being created through human–AI interaction. Sandeep et al. (2025) also link AI in recruitment to intellectual capital. While AI can handle information and find patterns, and make recommendations on decisions, employees add their personal perspective, judgment, and creativity, along with the ability to understand others. So, the quality of collaboration, not just automation, may be the key to organisational performance. But it's still a battle that is being fought. While automation can help speed up and standardise processes, relying too heavily on AI algorithms can lead to issues with data accuracy or bias. For more complicated decisions that relate to employees, customers, and strategy, human oversight is still a critical component. The problem is thus what is the right ratio of automation and human judgment.
[bookmark: _Toc238557186][bookmark: _Toc238561923][bookmark: _Toc241057441]3.4.4 From the direct effect to the context-dependent effect
In recent studies, the notion that AI directly impacts organisational performance is also disputed. AI is increasingly utilised in performance measurement via predictive analytics, prescriptive analytics and monitoring in real-time, according to Sardi and Modarelli (2026), who conducted a systematic literature review to illustrate this. Rather than just automating activities, AI can transform performance management. Sharma and Dang (2026) find links between AI and business-process performance, and Aldossary, Ayad and Moustafa (2026) demonstrate that organisational agility is a pathway by which the benefits of AI influence the performance. In other words, the emerging path is that the adoption of AI improves information processing and decision-making, which enhances agility, which in turn improves performance.
[bookmark: _Toc238557187][bookmark: _Toc238561924][bookmark: _Toc241057442]3.4.5 AI, Customer Intelligence and Strategic Decision-Making
The literature is also questioning the distinction between being an operating technology and being a strategic intelligence with AI. According to Uddin (2026), AI-based customer analytics and personalised digital marketing is a growing research field. In another study, Abu-Dalbouh et al. (2026) explore the use of AI in management information systems and retail decision-making. The research suggests AI can help businesses utilise customer and operational data to enhance decision-making.
[bookmark: _Toc238557188][bookmark: _Toc238561925][bookmark: _Toc241057443] 3.4.6 AI, Resilience and Changing Organisational Environments
There is another developing debate that moves the focus beyond productivity and profitability to resilience and adaptability within organisations. In the context of supply-chain resilience, Vasuki et al. (2026) connect AI to organisational performance, highlighting the role of predictive analytics, inventory optimisation, and intelligent logistics in ensuring continuity amidst disruption. In the same way, Aldossary et al. (2026) highlight organisational agility. But it is unclear if AI helps build resilience or reinforces organisations that already have exceptional capabilities. Companies that are more likely to adopt AI and resilient are those with the best infrastructure, skilled workforce and effective management. This is because it is hard to determine AI's independent contribution. The research questions for this study are addressed in the Critical Synthesis section. The Critical Synthesis is a section of the study that addresses the research questions. The latest studies are abandoning "technological determinism" and focusing on ideas of choice and control. Traditional methods conceptualise AI adoption as the independent variable and performance as the dependent one. Traditional methods see AI adoption as the independent variable and performance as the dependent variable. Recent studies, however, focus on the ability orchestration, the dynamic managerial capabilities, human–AI collaboration, organisational agility, customer intelligence and environmental conditions. The capability-based argument seems to hold more sway, consistently stressing on complementary organisational capabilities by Sandeep et al. (2025), Sandeep and Lavanya (2026) and Sharma (2026). However, the debate is not concluded as studies are carried out in various industries such as recruitment, marketing, retail, manufacturing, higher education and supply chains. There is a limit to direct comparison due to methodological and contextual differences. Systematic reviews offer wider evidence and require different studies to be heterogeneous, while organisation level research can be more contextual and less generalisable. These debates are directly linked to the research questions, and the assessment of AI should not be limited to use. The level of AI integration with data, staff, management, business processes and organisational competencies determines the level of performance. There are three challenges that are unclear. But the first thing is, it's not certain whether it's AI that gives companies competitive advantage, or it's the ability to use AI together with other assets. Second, the right level of automation and human judgement is yet to be determined. Third, AI could generate value in the longer term with increased agility and resilience more than with immediate efficiency.
[bookmark: _Toc238557189][bookmark: _Toc238561926][bookmark: _Toc241057444]3.5 Theme 4: Research Gaps
While literature is growing in the impact of Artificial Intelligence (AI) on organisational performance, there remains conceptual, theoretical, empirical, methodological and contextual gaps as identified in Themes 1-3. The study has shifted from seeing AI as a technology project to recognising it as a capability that is incorporated into organisational processes. Yet the evidence is disjointed in terms of function, industry and performance outcomes. In a systematic review of 160 peer-reviewed studies, Aguado-García, Alonso-Muñoz and De-Pablos-Heredero (2026) demonstrate that AI research encompasses areas such as human resources, marketing, customer service, logistics and finance, and also highlights challenges related to governance, organisational capabilities and socio-technical alignment. There is not yet a clear picture of how AI generates organisational performance, and evidence is not consolidated.
First gap is conceptual. Previous research has found AI adoption and AI capability, digital innovation and organisational agility and process performance and organisational performance to be correlated but not always distinctly linked. Aguado-García et al. (2026) demonstrate that AI implementation is seen throughout the marketing, HR, logistics, and finance functions, and then the outcomes are discussed separately. Sardi and Modarelli (2026) are interested in performance measurement with the help of AI, and Uddin (2026) is interested in customer analytics and personalised digital marketing. The studies show a variety of values, but the literature does not always give evidence for the contribution of functional improvements to overall performance of an organisation. The gap lies not only in the lack of research into individual AI applications but also in the lack of integration between technological capability and functional outcomes and wider performance.
The second gap is related to the maturity of AI capability. Sivakumer (2026) suggests that AI capability maturity model can be used to assess the maturity of the AI readiness and capability across the organisations implementing digital transformation with ServiceNow, and organisations may have different maturity levels. This is important because it has been believed that many studies have approached the subject of AI adoption in a binary manner. The maturity perspective proposes phases of infrastructure, skills, integration, governance and strategic use. Further investigation is required to explore the impact of varying levels of maturity of the AI on the performance of the organisation in various contexts.
A concurrent theoretical gap is related to AI, Digital Innovation and Organisational Agility. In Erlangga (2026), the focus is on the way companies are using AI and its relationship with their financial outcomes, and how digital innovation and organisational agility serve as intermediary variables. This brings the direct relationship between AI and financial performance to a new level, adding the hypothesis that there is a correlation between intermediate functions and financial results. Though the relative importance of the role played by AI competence and digital innovation and agility is still not well understood. The phenomenon is explained by different aspects in RBV, dynamic capabilities, TAM and TOE, but none of them fully explains how adoption by a company can qualify as innovation, agility and performance. This leaves a theoretical ‘gap' that enables an integrated framework.
At the same time there is an empirical void in functional integration. Aguado-García et al. (2026) list some of the potential applications of AI in HR functions, marketing, logistics and finance, and note some of the cross-functional challenges. Research tends to focus on one application, like recruitment, marketing analytics or supply-chain management. This could lead to an underestimate of function interaction. For instance, customer analytics can impact marketing decisions, forecasting can impact inventory and supply chain performance. Therefore, the performance of organisations can be channelled through coordinated rather than individual application of AI. Further research is required on these inter-functional relationships, particularly in retail where customer, marketing, inventory and supply chain activities are interdependent.
Another empirical void is the concept of digital branding and customer-facing AI. Jalilvand and Ataei (2026) explore AI in digital branding with a two-part qualitative study that reveals increased interest in AI-powered brand activities. For customer-facing applications, however, there is a need to have a stronger link to organisational performance. While personalisation, automated communication, and AI-generated content can be beneficial for engagement, results in terms of profitability, loyalty, productivity, and competitive performance could vary. While qualitative research can yield in-depth insights into an organisation, more evidence is needed to determine if these facets are also linked to measurable results.
In the methodological aspect, recent literature has been based significantly on surveys and systematic reviews, conceptual models and cross-sectional designs. For instance, Malhotra and Manzoor (2026) explore the impact of generative AI, technological readiness and supply-chain outcomes in Indian manufacturing using a structural equation modelling approach with 226 manufacturing firms. They found that technological readiness is a positive driver for adoption, but that for generative AI, efficiency of the supply-chain was a negative but not statistically significant driver for adoption, with relationships to circular and sustainable performance showing promise. This is why cross-sectional evidence cannot be used as evidence for every person in the sample. It is important to conduct longitudinal studies to determine if benefits of implementation of AI improve over time, since costs of implementing AI may be higher than the benefits.
It also finds a methodological gap in the literature about organising flexibility and organisation culture. The impact of generative AI and process innovation is explored by Marolla et al. (2026), who also take into account the role of IT culture and organisational flexibility as moderators. This is not just technology-driven explanations, it recognises conditions of the organisation have an impact on outcome. Comparative evidence however is still not widespread by industry or by organisational size. Food processing and manufacturing results cannot be directly applied to retail as the structures, customer engagement and technology needs are different.
Thus, there is a key contextual gap regarding the transferability between countries and sectors. There are several studies that are geographically focused. Other studies are specific to certain industries, and Malhotra Manzoor (2026) concentrates on Indian manufacturing. While giving a wide range of functional coverage, Aguado-García et al. (2026) also suggests that the context of the organisation influences the implementation of AI. It's worth highlighting the retail sector, as it requires a combination of customer behaviour, customisation, stock, logistics, marketing, and quick decision-making to succeed. Information from the manufacturing sector, the education sector, recruitment or supply chains is also useful, but not always directly relevant to the retail sector.
Lastly, governance is a new one to fill. Sunarya et al. (2026) delve into the governance structures crucial for sustainable AI in digital business practices, illustrating that AI's success is inseparable from its responsible use. The sustainability of the value created by AI can be impacted by accountability, transparency, data governance and sustainability. Malhotra and Manzoor (2026) also pair generative AI and circularity/sustainability, arguing that aside from efficiency, environmental outcomes should become a part of performance. However, governance and sustainability are rarely considered together with organisational performance. Additional research is needed to determine whether responsible AI practices enhance, limit or transform performance outcomes.
The literature offers clear evidence of the value creation potential of AI, although it lacks clarity on how value is generated over functions, maturity and contexts. In concept, there is a need to better integrate the adoption, capability, innovation, agility and performance of AI. In theory, there are frameworks that describe various phases but failed to sufficiently capture the process of adoption to performance. The cross-functional and retail-specific evidence is still relatively small, empirically. Longitudinal and comparative studies, methodologically, would enhance causal understanding. In other words, the results of manufacturing are not necessarily generalisable to retail, contextually.
These gaps directly give the rationale for the current research. AI is not a technology that can simply be adopted – it is an organisational capability that has an impact on decision making, efficiency, customer actions and overall performance. Organisational conditions that influence the creation of value with AI should also be considered. The gaps hence are to explore the impact of AI on the performance of organisations in the retail sector and when. This sets the groundwork for the research aim, objectives and research questions without it being said that the topic has been left out of previous research altogether.
[bookmark: _Toc238557190][bookmark: _Toc238561927][bookmark: _Toc241057445]3.6 Chapter Summary
This chapter has critically examined the current literature on the impact of Artificial Intelligence (AI) in improving the performance of an organisation particularly in the retail industry. The literature was organised thematically because it would take the reader from a theoretical basis to empirical evidence, rise of new debates and gaps in research. In Theme 1 it has been established that AI should not only be perceived as a technological investment. The Resource-Based View (RBV), Technology–Organisation–Environment (TOE) framework and Technology Acceptance Model (TAM) provided complementary perspectives for explaining AI resources, adoption conditions and user acceptance. The literature suggested that AI generated more value when supported by the organisational capabilities, knowledge, human skills and strategic integration.
The empirical studies in Theme 2 showed a general link between AI and improved efficiency of business processes, decision-making, customer analytics, organisational agility and supply-chain resilience. However, these benefits were not found to be automatic. The outcomes were found to be dependent on various organisational factors, including organisational readiness, data quality, managerial skills, employee engagement, and organisational context. Theme 3 also illustrated the shift over the past few years from technological determinism to capability orchestration, human–AI collaboration, organisational agility and strategic deployment of AI. As the literature has grown, there has been a push to consider intermediate capabilities and processes as pathways to performance even when considering the direct relationship of AI adoption to performance.
Finally, Theme 4 found relevant gaps. While there is significant research on the topic of AI adoption and AI capability, the integration of these concepts with digital innovation, and organisational agility and general organisational performance is not well established. Contextual and methodological limitations such as industry, country and organisational setting also exist. Evidence focused on how these relationships work in the retail sector is still relatively sparse. The literature shows that the relevance of studying AI and organisational performance is supported, and that further research is needed to understand how, why and in what organisational contexts AI provides value in terms of performance. These findings give rise to the aim, objectives and questions of the research which were developed in the next chapters.



[bookmark: _Toc238561928][bookmark: _Toc241057446]                                        Chapter Four: Discussion
[bookmark: _Toc238561929][bookmark: _Toc241057447]4.1 Introduction
This chapter synthesises the work from the comprehensive literature review into a critical discussion that provides the answer to the research question: What is the role of AI in improving or enhancing organisational performance in the retail sector? The review concludes that Artificial Intelligence can be used to enhance organisation performance through enhanced operational performance, quicker decision-making, increased organisational agility, greater customer personalisation and more robust business processes. However, there is little support for the view that deploying AI automatically yields improved organisational performance. The value derived from AI depends on the ways in which organisations can implement AI with data, employees, managerial skill, business processes and strategic objectives. This implies that AI, as presented in much recent literature, is a cross-functional organisational capability rather than purely technological intervention. This chapter discusses AI as a capability, the role it can play in improving operational and business-process performance and its role in impacting on decision-making and the customer experience. It also considers critically, the conditions under which its deployment creates significant and sustained organisation value. 
[bookmark: _Toc238561930][bookmark: _Toc241057448]4.2 Integration of Findings 
The most overriding interpretation is that the literature increasingly conceptualises AI as an organisational capability, rather than as a technology. Historically and at an initial conceptual level, researchers have tended to view AI adoption as an organisational choice pertaining to adopting a technological investment that directly enhances the organisation's performance. However, the literature that I have explored argues against a technologically determined trajectory whereby the implementation of the latest technological solutions invariably will led to improved performance gains. Rather it highlights that to gain value from AI, the firm needs the capability to combine the AI technological resources with complementary assets such as high quality and well curated data, organisational learning capabilities, managerial knowledge, a supportive organisation culture and efficient business processes. This line of argument is consistent with the resource-based view (RBV) of the firm and that "The ability of AI technologies to translate into value addition relies on an organisation's capacity to develop specific competencies, in-depth knowledge, and skills to manage its underlying capabilities" (Sharma and Dang, 2026, p.10). While the technological resources in terms of data analysis, machine learning algorithms and rapid information processing afforded by AI are accessible to competing organisations, 'it is difficult to duplicate those that are intangible, tacit and embedded in human experience and organisational practices' (Sardi and Modarelli, 2026). AI is viewed as not automatically conferring performance benefits for several reasons. These include reliance on data quality, appropriateness of underlying algorithms and lack of organisational integration, the ability to share knowledge, the fit with strategy, and customer acceptance, along with employee acceptance of AI applications (Zhou et al., 2026). This view of AI being a cross-functional capability suggests that the benefits can permeate across all levels of the organisation. It can impact customer services, human resource management, supply chain, operational processes, but also decision making and strategy (Wischnevsky and Cornelissen, 2023). Therefore the 'value that organisations derive from AI appears to grow with its integration within the organisation rather than its isolated implementation' (Aldossary et al., 2026). Further the organisational and environmental factors set out in the TOE framework suggest that technological characteristics per se do not guarantee the success of AI adoption. Furthermore 'technology management issues such as user involvement, ease of use, usefulness' and so on highlighted by the TAM model point to the importance of the user which reinforces the view that the issues is not that a firm invests in AI but can it successfully implement integrate and deploy the technology. 
[bookmark: _Toc238561931][bookmark: _Toc241057449]4.3 AI and Operational/Business Process Performance
A significant body of literature demonstrates the ways in which AI can improve the operational and business process performance of firms. Perhaps the strongest mechanisms by which this occurs is through the automation of repetitive, time-consuming operational processes, such as order processing, customer service call handling and data capture. AI applications can process huge volumes of information, identify patterns and carry out or support numerous operational tasks very efficiently. In doing so they 'improve speed, accuracy, reliability and productivity' of such business processes (Sharma and Dang, 2026, p.5). These improvements reduce the time and resources needed to complete business processes, thus potentially enhancing their efficiency and productivity. AI can also enhance operational performance by supporting better prediction of customer behaviour, inventory needs and demand. In retail settings where both customer demand and inventory levels can fluctuate rapidly, "AI can help retailers better predict and anticipate customer trends and demands, allowing for smarter inventory management, more efficient supply chain optimisation, and reduced stock-outs' (Chen et al., 2023, p.25). 
These AI-powered predictive and prescriptive analytical capabilities enable retailers to 'more accurately predict future events and plan resources accordingly' (Sardi and Modarelli, 2026, p.4). These operational efficiency benefits do not occur automatically. While 'the speed of process execution increases through AI's automation Capabilities and processing power, this efficiency gain can be undermined by 'the adoption of inappropriate technologies, the poor quality of data or other input, and inadequate process redesign' (Wischnevsky and Cornelissen, 2023, p. 796). This means that the operational performance benefits are highly dependent on the implementation quality of the AI, the data the AI process feeds on and human monitoring. AI could be utilised to create supply chain visibility and resilience. For example, it can identify risk factors, help to predict them, optimise sourcing and improve logistics. But it is again 'hard to distinguish the impact of AI from the existing organisational infrastructure or capabilities' (Zhou et al., 2026) for instance 'an intelligent ERP system in a retail sector might bring a certain amount of supply chain advantage; however, these benefits can only fully appear when the system is well integrated and operationalised by trained professionals. (Wischnevsky and Cornelissen, 2023, p.795). In short, the ability of AI to drive operational efficiency relies on integration with and support by other elements within the organisation, including other technology systems, people and efficient business processes. Far from simply automating processes, AI has the potential to transform how processes are managed, measured and continuously improved in the retail sector. 
[bookmark: _Toc238561932][bookmark: _Toc241057450]4.4 AI, Decision-Making and Customer Performance
[bookmark: _Toc238561933][bookmark: _Toc241057451]4.4.1 AI-enabled decision-making
In business decision-making, the key added value delivered by AI arises through its capacity to process large volumes of data from diverse sources and to generate predictive and prescriptive insights that can inform decision-making. This is of particular importance in the retail sector where swift responses are often necessary to changing customer expectations, market prices, operational performance and market trends. Sardi and Modarelli (2026) provide evidence that "AI can increase the number and the quality of business process metrics, provide actionable insights through predictive and prescriptive analytics to better manage the business performance (Sardi and Modarelli, 2026, p. 1)". In the retail environment, AI-based decision support systems can offer more accurate forecasts for sales, inventory and demand, or identify opportunities for upselling and cross-selling by analysing customer purchase histories and preferences. The AI can also assist with strategic decisions by simulating different scenarios and predicting their potential outcomes. There is growing evidence to suggest a positive link between AI adoption and organisational agility, which is defined as an organisation's ability to adapt rapidly and effectively to change. For example, Aldossary, Ayad and Moustafa (2026) discovered that managers' perceptions of the benefits derived from AI had a direct positive impact on both organisational agility and organisational performance, with organisational agility playing an intervening role between the adoption of AI benefits and organisational performance. This indicates that organisations using AI may gain an advantage not by being able to take each decision more rapidly or accurately than their competitors, but by having an enhanced ability to respond to environmental volatility more flexibly. However, AI should be viewed as a support tool that complements, rather than substitutes, managerial judgment. As with operations, the reliability of AI decision-support outputs is predicated on data quality, algorithm integrity, and human verification to avoid biases and inaccuracies (Abu-Dalbouh et al., 2026). Therefore, it appears that a collaborative human-AI partnership for decision making holds the most promise for optimal strategic outcomes. 
[bookmark: _Toc238561934][bookmark: _Toc241057452]4.4.2 Customer experience and personalisation
AI can significantly improve the customer experience and drive better customer performance through customer segmentation, personalisation, recommendations, and interactive chatbots. 'With an increasing emphasis on hyper-personalised customer experience (CX), organisations are leveraging AI driven customer analytics to understand patterns and preferences of their customers, to enhance shopping recommendations, and to personalise customer communications' (Uddin, 2026, p.1). AI applications such as recommendation engines in e-commerce websites use machine learning algorithms to predict which products a customer is likely to be interested in based on their past purchase history and browsing behaviour.  Chatbots, powered by Natural Language Processing (NLP), are deployed to handle customer inquiries, provide instant support, and enhance the overall customer service experience. While these personalisation efforts can lead to increased customer engagement, sales, and loyalty, it is crucial to note that customer-centric applications alone do not necessarily translate into improved organisational performance. 'Increased customer engagement may be driven but may not always lead to profitable results for an organisation if these initiatives are not translated into more strategic and effective operational practices' (Chen et al., 2023, p.25). For a firm to gain sustainable competitive advantage from customer-facing AI initiatives, the data collected must be analysed in conjunction with other sources, insights derived from analysis must be translated into actionable strategic and operational adjustments, and customer needs must be met in ways that support profitability and long-term growth.
[bookmark: _Toc238561935][bookmark: _Toc241057453]4.5 Comparison and Contradictions in the Literature
The literature broadly supports the potential benefits of AI to organisational performance; however, it is important to note that there are several differences in terms of how, when and under what conditions these benefits can be realised. A consistent theme is that AI has the potential to enhance the efficiency of operations, information handling, decision-making, and customer relationships (Al-Surmi et al., 2022). Yet, the studies vary in the degree to which they regard the adoption of AI as the cause of performance or focus on supporting complementary capabilities. While previous studies have tended to indicate a greater correlation between AI adoption and better results, more recent research has asserted that AI needs to be embedded within the organisation's resources, staff, management and business processes. Another paradox is the trade-off between efficiency and overall performance. While AI can streamline workflows and boost productivity, the gains in efficiency don't always represent profits or a lasting competitive edge. Likewise, utilising customer personalisation to boost engagement won't necessarily result in better overall business efficiency without translating the insights into strategic business actions. There's also a question about how much automation and human judgment should be used. Although AI can handle large amounts of information and contribute to complex decision-making, managers' abilities and human oversight remain emphasised in the literature (Ledro et al., 2022). Lastly, the variability of industries, research methods and organisational situations make it difficult to directly compare the results. Systematic reviews give more general evidence, and organisation-level studies give more detailed insights into the context but may have less generalisability.
[bookmark: _Toc238561936][bookmark: _Toc241057454]4.6 Theoretical Implications: RBV, TOE and TAM
This research results are of significance for the following three theoretical perspectives adopted in this research: Resource Based View (RBV), the Technology Organisation Environment (TOE) and the Technology Acceptance Model (TAM). There is no single theory that comprehensively captures the relationship between the adoption of AI and organisational performance. Rather, the three views are in complementary agreement about the ways in which AI can generate value, the conditions under which organisations act to use it, and the reactions of users to the use of AI. Hence, there is literature support for combined theoretical interpretation and not based on one theory only (Khan et al., 2024).
[bookmark: _Toc238561937][bookmark: _Toc241057455]4.6.1 Resource-Based View
The RBV helps to understand the contribution of AI by emphasising the resources and capabilities that organisations can implement to perform better. AI can be a great source of valuable resources, such as predictive analytics, automation, data processing, and pattern recognition. The results indicate, however, that the use of technology is unlikely to offer a viable competitive advantage since AI technologies become increasingly available to competitors (Krakowski et al., 2023). The added value lies in the integration of AI with other resources, like knowledgeable workers, good data and organisational expertise and management. The literature thus expands the RBV perspective by viewing AI as a capability that has to be combined with other organisational resources to create a competitive advantage, not as a stand-alone competitive advantage.
[bookmark: _Toc238561938][bookmark: _Toc241057456]4.6.2 TOE Framework 
The TOE is a more comprehensive explanation, as successful AI adoption requires technological, organisational and environmental factors. Technologically, the organisations need to have suitable AI systems, data infrastructure and suitable technologies. On the organisational level, management support, employee capabilities, organisational readiness and strategic alignment have an impact on the potential success of AI implementation. Other trends, like changes in consumer needs and the degree of competition in the market, can also motivate organisations to embrace AI (Na et al., 2022). This framework thus reinforces the result that the use of AI is not necessarily due to the availability of the technology. The extent to which technology can be translated into improvements in performance depends on the organisational context. This is in addition to the RBV as it helps to clarify the context of adoption and RBV in turn helps to explain how AI related resources can then generate organisational value.
[bookmark: _Toc238561939][bookmark: _Toc241057457]4.6.3 TAM 
TAM largely emphasised on perceived usefulness and perceived ease of use, thus offering a user-level explanation for AI adoption. Within the organisation, employees are more willing to accept the use of AI systems in a positive way when they think that this technology will help them with their work and use is not too difficult. This is especially true since the benefits of AI rely on how willing and able employees can be to use AI in their daily business processes. Studies also show that human acceptance, human judgement and knowledge sharing can affect the benefits an organisation can achieve from AI. But there are certain drawbacks of TAM when it is used on its own since it explains only the technology acceptance and not the whole process with which the acceptance leads to organisational performance (Badda, 2025). That is, the employees can use AI and not the organisation necessarily produce better performance. For this reason, TAM needs to be used in conjunction with RBV and TOE. The user dimension is explained by TAM, while TOE explains the adoption context, and RBV explains how AI and complementary resources can contribute to the value of an organisation and its competitive performance.
[bookmark: _Toc238561940][bookmark: _Toc241057458]4.7 Research Gaps and Contribution
The above research findings point to four broad gaps with respect to the use of AI to enhance organisational performance within the retail context. The first gap is in the conceptual domain in which literature has failed to integrate and explain how adoption, capability, agility and performance relate with each other. The applications across the different sections of the retail value chain that use AI application such as marketing and HR, logistics, customer service, and finance lead to distinct outcomes in terms of performance (Rainy and Chowdhury, 2022). This empirical gap pertains to the extent to which the AI application itself can indeed generate improved organisational performance. Many organisations which adopt the use of AI in their value chain already have existing adequate infrastructure, skilled personnel as well as effective management systems which may confound findings. The third gap is in terms of context as most of the studies available are across a vast array of sectors and organisations and cannot be directly compared.
[bookmark: _Toc238561941][bookmark: _Toc241057459]4.8 Proposed Conceptual Framework 
Following this critical synthesis, this research offers a conceptual model where AI capability acts as a focal point in the AI adoption--organisational performance relationship. Dispensing with a simplistic view where AI adoption simply yields greater performance, this research suggests that AI adoption lays the technological foundation while organisational capability determines the successful conversion into value.
This conceptual framework is illustrated as:
AI Adoption → AI Capability → Organisational Outcomes
[image: ]
Figure 2: Conceptual framework
(Source: Self-created)
supported by RBV, TOE and TAM for theoretically comprehensive explanatory frameworks.
The definition of AI capability is the organisation's ability to integrate AI technologies with data, employees, management, knowledge, and business processes, thereby affecting outcomes via three pathways: business-process/operational performance, AI-driven decision-making and customer satisfaction/experience and personalisation (Al-Surmi et al., 2022). Agile operation provides an alternative pathway where a part of the link between the benefits of perceived AI use and organisational performance is mediated by agility. Organisational performance is thereby explained by the effective use of combined resources of AI rather than their mere adoption. The RBV framework defines the valuable application of these assets in conjunction with existing assets while TOE identifies relevant technical, organisational, and environmental characteristics and TAM presents evidence relating to user acceptability of AI technologies (Rainy and Chowdhury, 2022). The developed model offers a unifying interpretation of how value can be derived from the integration of AI within the retail industry.
[bookmark: _Toc238561942][bookmark: _Toc241057460]4.9 Chapter Conclusion

This chapter discussed and integrated the main findings from the literature review. Overall, the findings show that AI can enhance organisational performance in the retail sector through improved operational efficiency, decision-making and customer experience. However, these benefits depend on organisational capabilities, including good-quality data, employee skills, management support and effective business processes. The next chapter considers the implications of these findings.




[bookmark: _Toc238561943][bookmark: _Toc241057461]                         Chapter Five: Limitations and Future Directions 
[bookmark: _Toc238561944][bookmark: _Toc241057462]5.1 Introduction
This study investigated the strategic and organisational aspects of artificial intelligence (AI) adoption, with an analysis of the relationship between technological, organisational and environmental factors and the implementation and performance of AI. The results show that AI shouldn't be considered a tech investment. It is dependent on managerial readiness, employee acceptance, organisational resources, data quality and the external environment. This chapter summarizes the findings in terms of theoretical, practical, policy and research implications and suggests an action-oriented approach for organisations.
[bookmark: _Toc238561945][bookmark: _Toc241057463]5.2 Academic Contributions 
The study is theoretically significant, as it integrates the Technology Acceptance Model (TAM), Technology–Organisation–Environment (TOE) framework and Resource-Based View (RBV). TAM emphasizes perceived usefulness and perceived ease of use, and TOE considers the organizational and environmental conditions (Na et al., 2022). It is not enough to have either one or the other. While AI may be a technically desirable solution, adoption could be constrained due to a lack of skills, leadership buy-in, infrastructure, or regulatory confidence within an organisation. The overall picture is a more comprehensive view of the adoption of AI. Employees' willingness to use AI is shaped by their perception of its usefulness, and organisational readiness is crucial for AI adoption's effectiveness. Strategies are also influenced by environmental pressures such as customer expectations and regulation, and competition. This reflects the TOE-TAM approach proposed by Khan et al. (2024) and highlights the importance of the development of acceptance and organisational capacity together. In addition, RBV offers insights into why the investment in AI can yield varying results among organisations. Krakowski et al. (2023) suggest that AI has the potential to transform the nature of competitive advantage, especially when paired with other human and organizational assets. Thus, the study suggests that AI itself should not be considered a sustainable competitive resource. Rather, the advantages are more likely to be found in the effective linkage of AI, proprietary data, employee know-how, and manager's expertise and organisation processes. The model thus focuses from the adoption of AI to the building of AI-enabled capabilities (Badda, 2025).
[bookmark: _Toc238561946][bookmark: _Toc241057464]5.3 Practical and managerial implications
The findings identify several priorities for managers implementing AI. Successful adoption requires organisational readiness, employee involvement, targeted implementation and appropriate governance. Based on the findings, the following recommendations are proposed:
· Organisational readiness: Managers should assess data availability, digital infrastructure, staff capabilities, financial capacity, cybersecurity and leadership support before investing in AI. Appropriate strategies and decision-making processes can improve operational performance (Al-Surmi, Bashiri and Koliousis, 2022).
· Employee involvement and training: Organisations should provide training in digital literacy, AI awareness and responsible technology use. AI should support rather than replace human decision-making, while employees should be involved in pilot projects before wider implementation (Badda, 2025).
· Targeted use of AI: AI should be implemented where it can provide measurable value, including demand forecasting, customer relationship management, process optimisation and supply-chain decisions. Previous studies demonstrate its value in customer management and vendor and supply-chain decisions (Ledro, Nosella and Vinelli, 2022; Rainy and Chowdhury, 2022).
· Human-centred AI governance: Organisations should maintain human oversight and monitor risks such as bias, errors and privacy concerns. Clear responsibilities, regular system audits and appropriate human intervention should form part of AI governance.
Overall, these recommendations show that effective AI adoption requires a combination of technology, organisational readiness, employee capabilities and responsible governance to support sustainable organisational performance.




[bookmark: _Toc238561947][bookmark: _Toc241057465]5.4 Policy, Industry and Action Implications
Based on the findings, the following action plan is proposed:
· Identify business needs: Organisations should first identify business problems where AI can provide clear value rather than starting with the technology itself.
· Assess organisational readiness: Evaluate organisational and technological readiness before implementation.
· Pilot AI solutions: Conduct AI pilot projects with clear and measurable goals.
· Training and human oversight: Train employees and ensure appropriate human oversight of AI systems.
· Evaluate outcomes: Monitor performance, risks and stakeholder outcomes before wider implementation.
· Scale and monitor: Successful AI applications should be scaled gradually and regularly audited.
Overall, this staged approach allows organisations to learn before making larger investments and helps reduce implementation risks.
[bookmark: _Toc238561948][bookmark: _Toc241057466]5.5 Research Implications and Future Directions
There are some limitations of the study. Its findings are based on previous studies that have been conducted in scope and context and are of high quality. Generalisability may be restricted due to differences between industries, organisational size and national environment. AI technologies evolve quickly and results could become less applicable over time as the capabilities, regulations, and practices evolve (Rainy and Chowdhury, 2022).
Future studies should thus rely on comparative and longitudinal studies to explore the development of AI over time. Researchers were then able to compare organisations that were digitally mature with those that were not to see which capabilities had the strongest link between success and digital maturity. Studies using mixed methods (survey and interviews plus organisational performance data) would yield evidence rather than one type of study. Adoption is not only about the technical performance but also about the responses of the employees—trust, resistance, ethical issues, and changing roles so future studies need to focus on these aspects as well.
The integrated TAM-TOE-RBV framework should be tested quantitatively in the future in various industries and countries. Structural equation modelling (SEM) could be used to explore the relationships between perceived usefulness, organizational readiness, environmental pressure, AI capability, and performance outcomes (Al-Surmi et al., 2022). It is also important to research to see if AI can generate long-term competitive advantage or if it creates only short-term operational efficiencies. This would continue the discussion of Krakowski et al. (2023) and help to understand when AI is an organisational ability and not a technology that has been adopted.
[bookmark: _Toc238561949][bookmark: _Toc241057467]5.6 Conclusion
In conclusion, the successful adoption of AI goes beyond simply acquiring cutting-edge technology. Organisations need to combine AI with qualified staff, effective management, quality data, a conducive organizational culture, and responsible governance. TAM+TOE+RBV can theoretically offer a more robust explanation of adoption and value creation. In practice, manager's attention should be on readiness, employee capability, measurable use cases and human oversight. Policymakers need to advance clear and responsible governance, and future studies need to validate the framework in other contexts and for longer time scales. Therefore, AI should not be seen as a single thing but as a strategic competence of the organization which should be nurtured and constantly enhanced.


                                                  Chapter Six: Conclusion 

6.1 Introduction
This chapter presents the overall conclusion of the Extended Literature Review. The study examined the role of Artificial Intelligence (AI) in enhancing organisational performance in the retail sector. The research was guided by the following question: “What is the role of AI in enhancing organisational performance in the retail sector?” This chapter provides an answer to the research question and summarises the key findings, organisational capabilities, academic and practical contributions, limitations of the study and recommendations for future research.
[bookmark: _Toc240615369][bookmark: _Toc241057468]6.2 Answer to the Research Question
The findings of this study show that AI can enhance organisational performance in the retail sector by improving operational efficiency, decision-making, customer experience and organisational agility. However, these benefits are not automatic. The effectiveness of AI depends on organisational capabilities such as good-quality data, skilled employees, management support, appropriate business processes and effective human–AI integration. Therefore, AI contributes most effectively to organisational performance when it is integrated with the organisation’s people, resources, processes and strategy.

6.3 Key Findings of the Study
The first big insight is that AI can help optimise operational and BPS performance. Based on the literature reviewed, it was found that important mechanisms that can increase efficiency, accuracy, productivity and process quality are automation, the use of predictive analytics, intelligent systems, and the improvement of information processing. These features are applicable in retail for demand forecasting, inventory management, logistics and performance monitoring. An efficient organisation, however, does not necessarily lead to full organisational success. The advantages are reliant on the quality of the data, the correct implementation, human control and the organisation's capacity to integrate AI into their current workflow.
The second discovery relates to decision-making with the help of AI and organisational agility. AI also can handle vast amounts of data and offer predictive and prescriptive insights, allowing all retailers to be more responsive to evolving customer needs, market dynamics and the operational challenges. Therefore, organisational agility can be a critical medium by which AI can help in terms of performance. AI is not just about making quicker decisions; it can enhance an organisation's adaptability. However, the human touch is still significant, as AI results rely on accurate information, proper systems and human oversight.
The third discovery is also around the customer experience and personalisation. Retailers can leverage AI-powered tools like customer analytics, recommendation systems, the chatbots, and personalised interactions to gain insights into the customer preferences and provide more relevant experiences. These types of applications have the potential to enhance customer engagement, sales and loyalty. But customer engagement doesn't always lead to better organisational performance. Customer information has to be translated into effective strategic and operational actions, which can help to achieve organisational goals and profitability.
6.4 Organisational Capabilities
One of the key findings is the greater value of AI when it is deployed with complementary organisational skills. The Resource-Based View (RBV), Technology–Organisation–Environment (TOE) framework and Technology Acceptance Model (TAM) offer a more comprehensive understanding of AI use and outcomes. In RBV, the role of AI is to be integrated with valuable organisational resources and capabilities. In addition to DAM, the Technology acceptance model (TAM) also presents the role of perceived usefulness and ease of use in successful technology adoption, and technological, organisational and environmental conditions (TOE) in technology acceptance.
The technology investment can only be leveraged into organisations to achieve tangible benefits if they are prepared, accepted by the employees, supported by management, of high quality and aligned with strategic goals.
6.5 Academic Contribution
The study contributes to the academic understanding because it shows the conceptual relationship among the use of AI, the capability of AI, organisational agility, and organisational performance. The proposed framework, AI Adoption → AI Capability → Organisational Outcomes, implies that the key mechanism to create value for the organisation is through AI capability, as it is the link between the adoption and the creation of value. AI capability is the capacity to combine AI and data, employees, management, organisational knowledge and business processes. This view has the potential to shift the focus away from the idea that the use of AI tools is enough to boost productivity and towards the skills needed for leveraging AI.
6.6 Practical Implications
The results also have important implications for retail managers. Before embarking on substantial investments in AI, organisations should also evaluate their preparedness, which involves factors such as access to data, technological infrastructure, employee skills, the financial resources, and support from leadership and the cybersecurity measures. Employee training and engagement is also crucial as AI's purpose is to complement human judgment, not replace it. AI application areas that have tangible benefits for retail managers, such as forecasting demand, customer relationship management, process optimisation and decision support should be prioritised. Performance metrics should be defined to measure cost savings, productivity, accuracy, response time and satisfaction. A staged process with readiness assessment, pilot implementation, employee training, performance assessment and responsible scaling can minimise implementation risks.
6.7 Limitations of the Study
While this has provided a great deal, there are some caveats to note. First, the study was purely secondary in nature and thus depended on the quality, scope and context of previously found research. The evidence reviewed was specific to various industries, organisational sizes and national environments, thereby reducing the ability to directly compare and generalise. Secondly, AI technologies, organisational methods and regulatory frameworks are evolving at a rapid pace. This means some findings may not apply as much in the future as they currently do and AI may be applied in ways that are different from what is presented. Some findings may therefore be less applicable in the future than they are now, and AI may well be used in other ways than are described. Third, there is not enough research clearly establishing long-term causality, which could help distinguish the impacts of AI from any pre-existing organisational resources, technological infrastructure and managerial capabilities.
6.8 Recommendations for Future Research
Future studies need to explore the evolution of AI capability over time and if the initial gains in efficiency lead to ongoing benefits for the organisation. Longitudinal studies would offer better evidence of a long-term correlation between the use of AI and their performance. Comparative studies may include differences between digitally mature and less mature organisations, size of organisations, industry and national environment. Mixed methodology and a combination of the employee perspective, organisational performance measures and quantitative analysis should also be explored in future studies. The proposed TAM-TOE-RBV framework could be empirically tested to examine relationships between perceived usefulness, organisational readiness, environmental pressures, AI capability, organisational agility and performance outcomes. Understanding employee trust, resistance, and ethical issues, as well as the evolving nature of work roles due to AI, are also areas that warrant more study.

6.9 Final Conclusion
In conclusion, this research finds that in retail AI can significantly help organisations to perform better, but it is not enough. Sustainable value is only possible if AI is combined with good data, well-trained staff, good management and responsible governance, all in an adequate business process. The core finding is that retail organisations should not only embrace AI but also cultivate their organisational capacity for leveraging AI effectively, responsibly and strategically. Once these conditions are met, AI has the potential to assist with operational efficiency, better decision making, increased organisational agility and better customer experiences; all of which can help further organisation performance.
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	Examine organisational change during AI adoption

	Research Question
	How should retailers manage AI implementation?
	Findings
	Effective change management and employee engagement support successful AI implementation.


 

	Article 43

	Title
	Hi, May AI Help You? Barriers Impeding AI-Enabled Virtual Assistants in Retail
	Journal
	Journal of Retailing and Consumer Services

	Ranking
	ABS: 2, ABDC: A, SJR: Q1
	Year
	2023

	Authors
	Ameen et al.
	Method
	Mixed methods

	Aim
	Investigate barriers to AI assistants
	Objectives
	Examine customer adoption challenges

	Research Question
	What barriers affect AI-enabled virtual assistants?
	Findings
	Privacy concerns, trust and technical limitations reduce AI adoption.


 

	Article 44

	Title
	Adoption of AI in Retailing: Efficient Operations and Privacy Concerns
	Journal
	Global Business and Organizational Excellence

	Ranking
	ABDC: C, SJR: Q2
	Year
	2025

	Authors
	Chen and Liu
	Method
	Qualitative review

	Aim
	Examine AI adoption in retail
	Objectives
	Assess operational benefits and privacy concerns

	Research Question
	What challenges affect AI adoption in retail?
	Findings
	AI improves efficiency but creates privacy and security concerns.


 

	Article 45

	Title
	From AI to AGI: A Human-in-the-Loop Framework for Responsible IS Futures
	Journal
	Enterprise Information Systems

	Ranking
	ABS: 2, ABDC: A, SJR: Q1
	Year
	2026

	Authors
	Cingillioglu and Lun
	Method
	Conceptual framework

	Aim
	Develop responsible AI framework
	Objectives
	Promote human oversight in AI systems

	Research Question
	How can AI remain responsible and trustworthy?
	Findings
	Human oversight is essential for ethical and responsible AI implementation.


 

	Article 46

	Title
	Optimizing Retail with AI: How Intelligent Systems Are Redefining Shopping Experiences
	Journal
	Journal of Computer Science and Technology Studies

	Ranking
	ABS: Not Listed, ABDC: Not Listed, SJR: Not Listed
	Year
	2025

	Authors
	Hooli
	Method
	Review study

	Aim
	Explore AI in modern retail
	Objectives
	Examine AI applications and challenges

	Research Question
	How does AI transform retail operations?
	Findings
	AI improves customer experience, but implementation costs and skills shortages remain major barriers.


 

	Article 47

	Title
	Building Dynamic Capabilities for Digital Transformation
	Journal
	Long Range Planning

	Ranking
	ABS: 4, ABDC: A, SJR: Q1*
	Year
	2019

	Authors
	Warner and Wäger
	Method
	Literature review

	Aim
	Examine digital transformation
	Objectives
	Identify strategic capabilities for transformation

	Research Question
	How can firms build digital capabilities?
	Findings
	Dynamic capabilities support successful digital transformation and AI adoption.


 

	Article 48

	Title
	Understanding Digital Transformation: A Review and a Research Agenda
	Journal
	Journal of Strategic Information Systems

	Ranking
	ABS: 3, ABDC: A, SJR: Q1
	Year
	2019

	Authors
	Vial
	Method
	Systematic literature review

	Aim
	Review digital transformation
	Objectives
	Develop a research agenda

	Research Question
	What drives successful digital transformation?
	Findings
	Strategic alignment and organisational change are essential for digital transformation.


 

	Article 49

	Title
	Business Models and Dynamic Capabilities
	Journal
	Long Range Planning

	Ranking
	ABS: 4, ABDC: A, SJR: Q1*
	Year
	2018

	Authors
	Teece
	Method
	Conceptual study

	Aim
	Explore business models and capabilities
	Objectives
	Explain strategic renewal

	Research Question
	How do dynamic capabilities support business success?
	Findings
	Dynamic capabilities enable organisations to adapt to technological change.


 

	Article 50

	Title
	Competing in the Age of AI
	Journal
	Harvard Business Review

	Ranking
	ABS: Not Listed, ABDC: Not Listed, SJR: Not Listed
	Year
	2020

	Authors
	Iansiti and Lakhani
	Method
	Conceptual study

	Aim
	Examine AI-driven organisations
	Objectives
	Develop AI business strategies

	Research Question
	How should organisations compete using AI?
	Findings
	AI should be integrated into business strategy to create competitive advantage.


 

	Article 51

	Title
	The Business of Artificial Intelligence
	Journal
	Harvard Business Review Digital Articles

	Ranking
	ABS: 3, ABDC: A, SJR: Q1
	Year
	2017

	Authors
	Brynjolfsson and McAfee
	Method
	Conceptual article

	Aim
	Explore AI business value
	Objectives
	Identify AI opportunities

	Research Question
	How does AI transform business?
	Findings
	AI creates value through automation, innovation and better decision-making.




	Article 52

	Title
	Accelerating Digital Innovation Inside and Out
	Journal
	MIT Sloan Management Review Research Report

	Ranking
	ABS: 3, ABDC: A, SJR: Q1
	Year
	2019

	Authors
	Kane et al.
	Method
	Industry research report

	Aim
	Examine digital innovation
	Objectives
	Identify drivers of successful transformation

	Research Question
	How can firms accelerate digital innovation?
	Findings
	Agile leadership and digital culture support successful AI adoption.


 

	Article 53

	Title
	Driving Organizational Sustainability-Oriented Performance
	Journal
	Business Strategy and the Environment

	Ranking
	ABS: 3, ABDC: A, SJR: Q1
	Year
	2021

	Authors
	van de Wetering, Mikalef and Helms
	Method
	Quantitative

	Aim
	Investigate digital transformation
	Objectives
	Assess strategic alignment and sustainability

	Research Question
	How does digital transformation improve performance?
	Findings
	Strategic alignment and dynamic capabilities enhance organisational performance.


 

	

Article 54

	Title
	Building the AI-Powered Organization
	Journal
	Harvard Business Review

	Ranking
	ABS: 3, ABDC: A, SJR: Q
	Year
	2019

	Authors
	Fountaine, McCarthy and Saleh
	Method
	Case study

	Aim
	Develop AI implementation strategies
	Objectives
	Examine organisational AI transformation

	Research Question
	How can organisations become AI-powered?
	Findings
	Leadership commitment, employee skills and culture are critical for AI success.


 

	Article 55

	Title
	Adoption of Technology Applications in Organized Retail Outlets: A TOE Model
	Journal
	Vision: The Journal of Business Perspective

	Ranking
	ABS: Not listed, ABDC: C, SJR: Q2
	Year
	2022

	Authors
	Kumar, Singh and Swain
	Method
	Survey

	Aim
	Apply the TOE framework
	Objectives
	Identify technology adoption factors

	Research Question
	What influences technology adoption in retail?
	Findings
	Technology, organisational readiness and external environment drive AI adoption.


 




	Article 56

	Title
	Evaluation and Adoption of Artificial Intelligence in the Retail Industry
	Journal
	International Journal of Retail and Distribution Management

	Ranking
	ABS: 2, ABDC: A, SJR: Q1
	Year
	2023

	Authors
	Hsu, Wang and Lin
	Method
	Quantitative survey

	Aim
	Evaluate AI adoption in retail
	Objectives
	Identify adoption determinants

	Research Question
	What factors influence AI adoption in retail?
	Findings
	Management support, technological capability and organisational readiness improve AI implementation.


 

	Article 57

	Title
	Notes from the AI Frontier: Modeling the Impact of AI on the World Economy
	Journal
	McKinsey Global Institute

	Ranking
	Not listed
	Year
	2018

	Authors
	Bughin et al.
	Method
	Economic analysis

	Aim
	Assess AI's economic impact
	Objectives
	Estimate AI's future contribution

	Research Question
	How will AI affect the global economy?
	Findings
	AI adoption can generate significant productivity and economic growth.


 

	Article 58

	Title
	The Critical Determinants Impacting Artificial Intelligence Adoption at the Organizational Level
	Journal
	Journal of General Management

	Ranking
	ABS: 1, ABDC: B, SJR: Q2
	Year
	2023

	Authors
	Horani et al.
	Method
	Quantitative

	Aim
	Identify AI adoption determinants
	Objectives
	Examine organisational adoption factors

	Research Question
	What drives organisational AI adoption?
	Findings
	Leadership support, organisational readiness and technological capability are key determinants of AI adoption.


 

	Article 59

	Title
	The effect of AI-driven talent management on organizational performance among retail SMEs: A systematic review
	Journal
	Journal of Retailing and Consumer Services

	Ranking
	ABS: 2, ABDC: A, SJR: Q1
	Year
	2024

	Authors
	Gao, S. and Segumpan, R.G.
	Method
	Systematic literature review

	Aim
	To examine AI-driven talent management in retail SMEs.
	Objectives
	To evaluate AI's impact on talent management and organisational performance.

	Research Question
	How does AI-driven talent management improve organisational performance in retail SMEs?
	Findings
	AI improves recruitment, workforce planning and employee performance.


 

	Article 60

	Title
	Artificial intelligence in marketing: A systematic literature review
	Journal
	International Journal of Market Research

	Ranking
	ABS: 2, ABDC: A, SJR: Q1
	Year
	2022

	Authors
	Chintalapati, S. and Pandey, S.K.
	Method
	Systematic literature review

	Aim
	To review AI applications in marketing.
	Objectives
	To identify AI applications and their impact on marketing performance.

	Research Question
	How has AI transformed marketing practices?
	Findings
	AI enhances personalisation, customer analytics and decision-making.
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				Title 		Journal Name		Ranking		Authors		Year		Aim		Objectives 		Research Questin 		Method		Findings 

		1		Application of artificial intelligence in retail		Commodity Science. Technologies. Engineering		Not ranked 		Mykytenko, N. and Rzaieva, S.		2024		To analyse the AI technologies application in the retail sector		To identify the main areas where AI adoption is considered in the retail and assess their influence on retail activities		How is AI applied in the retail organisations and what are their impacts on retail processes?		Quantitative research method using survey 		Improved automation, data analysis, customer personalisation, and better decision-making processes can be achieved by adopting AI in retail organisations 

		2		Exploring the integration of artificial intelligence in retail operations.		Preprints.org		Not ranked 		Wilson, G., Johnson, O. and Brown, W.,		2024		Exploring AI integration in retail operation and analysing the challenges, benefits, and future trends 		To evaluate the impact of AI in retail operations and identifying the barriers and benefits of its adoption		How does retail operation is influenced by AI integration and what are the challenges affecting its successful adoption?		Qualitative research with semi-structured interview		Decision-making, customer engagement, and inventory management are improved by AI adoption whereas, ethical challenges, cost, and skill shortages are present 

		3		Unlocking sustainable growth: The role of artificial intelligence adoption in jordan retail sector, moderated by entrepreneurial orientation		International Review of Management and Marketing		ABDC: C, SJR: Q2 		Al-Ramahi, N., Kreishan, F.M., Hussain, Z., Khan, A., Alghizzawi, M. and AlWadi, B.M.,		2024		To identify the significance of AI in achieving sustainable growth with a moderating role of entrepreneurial orientation in the Jordanian retail sector		To assess the relationship between sustainable organisational growth and AI adoption and evaluating the way entrepreneurial orientation has impacts on this 		Is there a relationship between sustainable growth and AI adoption and what is the mediating role of entrepreneurial orientation?		Quantitative method with survey 		AI adoption in the retail organisation has positive impact on sustainable organisational growth in which entrepreneurial orientation can strengthen its impact 

		4		An Investigation into the role artificial intelligence (AI) in management decision-making within retail businesses 		Doctoral dissertation, York St John University		Not a journal 		Doctoral dissertation, York St John University		2026		To explore the impact of AI in driving the decision-making process of the management of retail organisations 		To assess the way managerial decision-making process is supported by AI adoption along with examining the challenges and benefits of its adoption and understanding its impact on managerial practices on retail sector		What are the roles of AI in providing support to managerial decision-making in the retail businesses?		Qualitative research method with interview process		Strategic planning, faster decision-making, and improved insights can be achieved by AI adoption whereas, organisational readiness, trust, and skills influence its success. 

		5		Managing change when integrating artificial intelligence (AI) into the retail value chain: The AI implementation compass		Journal of Business Research		ABS: 4, ABDC: A*, SJR: Q1 		Robertson, J., Botha, E., Oosthuizen, K. and Montecchi, M.,		2025		To identify the way organisational change can be managed during the AI integration in the retail value chain		To explore the key changes in the management considerations regarding AI implementation and developing an effective implementation framework for adopting AI in retail organisations		How can organisational change management be performed during the AI integration process in the retail value chain?		Qualitative method with interview process		An effective change management process is required for a successful AI adoption in the retail organisations as employees go through different types of difficulties at this stage. The retail organisations should focus on strategic alignment, employee adaptation, and organisational readiness for a successful AI integration. 

		6		The Effects of Artificial Intelligence (AI) on the Retail Industry		Retail Innovations in Business Models 		ABS: 4, ABDC: A*, SJR: Q1 		Jain, P., Gülmez, M. and Sharma, B.K.,		2025		To evaluate the impacts of AI on retail sector and the way it can be influence the retail practices		To identify the AI applications in the retail organisations assessing its impact on operational activities and customers. Moreover, the challenges of AI adoption in the retail sector are discussed. 		What impacts are experienced by the retail organisations by adopting AI?		Qualitative research process with interview and existing literature		Transformation of retail organisations takes place through improved operational efficiency, analytics, automation, and personalisation while addressing the implementation challenges. 

		7		How Artificial Intelligence Will Affect the Future of Retailing		Journal of Retailing		ABS: 4*, ABDC: A*, SJR: Q1 		Guha et al.		2021		Examine AI in retail		Identify AI applications in retail		How will AI reshape retail?		Conceptual review		AI improves customer experience, automation and retail efficiency.



		8		Facilitating Retail Customers' Use of AI-Based Virtual Assistants		Journal of Retailing		ABS: 4*, ABDC: A*, SJR: Q1 		Blut et al.		2024		Study AI assistants		Examine customer adoption factors		What influences AI assistant adoption?		Meta-analysis		Trust and perceived usefulness drive adoption.

		9		A Strategic Framework for Artificial Intelligence in Marketing		Journal of the Academy of Marketing Science		ABS: 4*, ABDC: A*, SJR: Q1 		Huang and Rust		2021		Develop AI framework		Explain AI's strategic role		How can AI support marketing strategy?		Conceptual study		AI enhances customer engagement and decision-making.

		10		Artificial Intelligence Capability and Organisational Performance		International Journal of Information Management		ABS: 4*, ABDC: A*, SJR: Q1 		Wamba et al.		2023		Evaluate AI capability		Assess AI impact on performance		Does AI capability improve firm performance?		Quantitative		AI capability significantly improves organisational performance.

		11		The Impact of Artificial Intelligence on Firm Performance		Frontiers in Psychology		ABS: 4*, ABDC: A*, SJR: Q1 		Chen, Esperança and Wang		2022		Examine AI and performance		Apply RBV theory		Does AI improve firm performance?		Quantitative		AI resources create competitive advantage and better performance.

		12		Artificial Intelligence for Improving Operational Performance		International Journal of Production Economics		ABS: 4, ABDC: A*, SJR: Q1 		Dubey et al.		2021		Explore AI in operations		Assess operational improvement		Can AI improve operational performance?		Empirical study		AI increases supply chain efficiency and productivity.

		13		Peeking Inside the Black-Box: Explainable AI		IEEE Access		ABS: 4, ABDC: A*, SJR: Q1 		Adadi and Berrada		2018		Review Explainable AI		Identify transparency challenges		How can AI become explainable?		Literature review		Explainability improves trust and accountability.

		14		Artificial Intelligence Adoption: AI-Readiness at Firm Level		Pacific Asia Journal of the Association for Information Systems		ABS: 4, ABDC: A*, SJR: Q1 		Alsheibani et al.		2020		Investigate AI readiness		Identify readiness factors		What determines AI readiness?		Case study		Skills, leadership and data quality determine adoption.

		15		The Integration of Artificial Intelligence in Retail		Amfiteatru Economic		ABS: 4, ABDC: A*, SJR: Q1 		Anica-Popa et al.		2021		Explore AI integration		Assess benefits and challenges		What are the benefits and barriers of AI?		Conceptual review		AI improves efficiency but faces cost and ethical challenges.

		16		Managing Change When Integrating AI into the Retail Value Chain		Journal of Business Research		ABS: 3, ABDC: A, SJR: Q1 		Robertson et al.		2025		Examine AI implementation		Develop implementation framework		How should AI implementation be managed?		Qualitative interviews		Employee readiness and change management ensure successful AI adoption.

		17		Building Dynamic Capabilities for Digital Transformation		Long Range Planning		ABS: 4*, ABDC: A*, SJR: Q1 		Warner and Wäger		2019		Explain digital transformation		Develop strategic capabilities		How do firms achieve digital transformation?		Literature review		Dynamic capabilities support technology adoption.

		18		Competing in the Age of AI		Harvard Business Review		ABS: 4*, ABDC: A*, SJR: Q1 		Iansiti and Lakhani		2020		Examine AI strategy		Explain AI-enabled organisations		How should firms compete using AI?		Conceptual study		AI should be integrated into core business strategy.

		19		Adoption of Technology Applications in Organized Retail Outlets: A TOE Model		Vision		ABS: 4, ABDC: A*, SJR: Q1 		Kumar, Singh and Swain		2022		Apply TOE framework		Identify AI adoption factors		What influences technology adoption?		Survey		Technology, organisation and environment influence AI adoption.

		20		Evaluation and Adoption of Artificial Intelligence in the Retail Industry		International Journal of Retail and Distribution Management		ABS: 2, ABDC: A, SJR:Q1		Hsu, Wang and Lin		2023		Evaluate AI adoption		Identify adoption determinants		What drives AI adoption in retail?		Quantitative survey		Organisational readiness and management support improve AI implementation.

		21		Artificial Intelligence Capability		Information and Management		ABS: 2, ABDC: A, SJR: Q1		Mikalef and Gupta		2021		Measure AI capability		Examine AI capability and firm success		How does AI capability affect firms?		Survey		AI improves innovation, creativity and firm performance.

		22		The Impact of Artificial Intelligence on Firm Performance		Frontiers in Psychology		ABS: 4, ABDC: A, SJR: Q1*		Chen, Esperança and Wang		2022		Examine AI's impact on firm performance		Apply the Resource-Based View to e-commerce firms		How does AI influence firm performance?		Quantitative		AI resources improve competitive advantage and firm performance.

		23		The Effects of Information Technology in Retailer Performance and Survival		SAGE Open		ABDC: C, SJR: Q1		Wang and Ho		2023		Evaluate IT's impact on retailers		Examine retail performance and survival		Does technology improve retailer performance?		Quantitative		Digital technologies improve retailer performance and long-term survival.

		24		Operationalizing AI-Enabled Customer Analytics Capability in Retailing		Journal of Global Information Management		ABS: 2, ABDC: A, SJR: Q2		Akter et al.		2022		Assess AI-enabled customer analytics		Develop AI analytics capability framework		How does AI analytics improve retail performance?		Quantitative		AI analytics enhances customer insights and organisational performance.

		25		Artificial Intelligence Capability		Information and Management		ABS: 4, ABDC: A, SJR: Q1*		Mikalef and Gupta		2021		Develop AI capability framework		Measure AI capability and organisational performance		What is the impact of AI capability on firms?		Survey		AI capability strengthens innovation, creativity and firm performance.

		26		Exploring the Relationship Between Big Data Analytics Capability and Competitive Performance		British Journal of Management		ABS: 4, ABDC: A, SJR: Q1*		Mikalef et al.		2020		Examine analytics capability		Investigate competitive performance		Does analytics capability improve performance?		Quantitative		Analytics capability improves competitive advantage through better decision-making.

		27		Artificial Intelligence for Improving Operational Performance		International Journal of Production Economics		ABS: 3, ABDC: A, SJR: Q1*		Dubey et al.		2021		Evaluate AI in supply chains		Examine operational performance		Can AI improve operational efficiency?		Empirical study		AI improves productivity, efficiency and supply chain performance.

		28		Managing Artificial Intelligence Across Functions for Enhanced Retail Firm Performance		European Management Review		ABS: 2, ABDC: A, SJR: Q2		Cao, Yang and Chen		2025		Explore cross-functional AI management		Improve retail firm performance		How should AI be managed across business functions?		Qualitative		Cross-functional AI integration improves organisational performance.

		29		Role of AI in Achieving Supply Chain Resilience and Organisational Performance		International Journal of Production Research		ABS: 3, ABDC: A, SJR: Q1*		Bag et al.		2021		Examine AI and supply chains		Assess resilience and performance		Does AI improve resilience and organisational performance?		Quantitative		AI strengthens supply chain resilience and organisational performance.

		30		Big Data Analytics and Firm Performance		Journal of Business Research		ABS: 3, ABDC: A, SJR: Q1		Fosso Wamba et al.		2017		Investigate analytics capability		Examine dynamic capabilities		How do analytics capabilities improve performance?		Survey		Dynamic capabilities mediate the relationship between analytics and firm performance.

		31		Reshaping Business With Artificial Intelligence		MIT Sloan Management Review		Practitioner magazine, not indexed in these rankings.)		Ransbotham et al.		2017		Explore AI adoption in organisations		Identify business value of AI		How is AI reshaping businesses?		Industry survey		Organisations using AI strategically achieve higher business value.

		32		Next-Generation Digital Platforms: Toward Human–AI Hybrids		MIS Quarterly		ABS: 4, ABDC: A, SJR: Q1**		Rai, Constantinides and Sarker		2019		Examine AI-enabled digital platforms		Explore human-AI collaboration		How do AI platforms improve organisational performance?		Conceptual study		Human-AI collaboration enhances innovation and organisational effectiveness.

		33		Building Dynamic Capabilities Through Artificial Intelligence Resources		Information Systems Frontiers		ABS: 3, ABDC: A, SJR: Q1		Mikalef, Van de Wetering and Krogstie		2021		Investigate AI resources		Examine organisational readiness and performance		How do AI resources improve performance?		Quantitative		Organisational readiness strengthens the performance benefits of AI adoption.

		34		Peeking Inside the Black-Box: A Survey on Explainable Artificial Intelligence (XAI)		IEEE Access		SJR: Q1		Adadi and Berrada		2018		Review Explainable AI		Examine AI transparency and interpretability		How can AI become more explainable?		Systematic literature review		Explainable AI improves transparency, trust and accountability.

		35		The Global Landscape of AI Ethics Guidelines		Nature Machine Intelligence		SJR: Q1		Jobin, Ienca and Vayena		2019		Review global AI ethics principles		Compare international AI ethics guidelines		What ethical principles guide AI implementation?		Comparative review		Privacy, fairness and accountability are common AI challenges.

		36		A Unified Framework of Five Principles for AI in Society		Harvard Data Science Review		SJR: Q1		Floridi and Cowls		2019		Develop an ethical AI framework		Identify principles for responsible AI		What principles support ethical AI?		Conceptual framework		AI should promote fairness, transparency, privacy and accountability.

		37		Rulers of the World, Unite! The Challenges and Opportunities of Artificial Intelligence		Business Horizons		ABS: 2, ABDC: A, SJR: Q1		Kaplan and Haenlein		2020		Examine AI opportunities and risks		Discuss AI adoption challenges		What are the opportunities and challenges of AI?		Conceptual study		AI adoption is constrained by ethical, legal and organisational issues.

		38		Ready or Not, AI Comes—An Interview Study of Organisational AI Readiness Factors		Business and Information Systems Engineering		ABS: 3, ABDC: A, SJR: Q1		Jöhnk, Weißert and Wyrtki		2021		Investigate AI readiness		Identify organisational readiness factors		What determines organisational AI readiness?		Qualitative interviews		Leadership, skills and organisational culture influence AI readiness.

		39		Artificial Intelligence Adoption: AI-Readiness at Firm Level		Pacific Asia Journal of the Association for Information Systems		ABDC: C, SJR: Q2		Alsheibani, Cheung and Messom		2020		Assess firm-level AI readiness		Develop AI readiness framework		How can organisations prepare for AI adoption?		Multiple case study		Data quality, leadership and employee capability are critical for AI adoption.

		40		Artificial Intelligence and the Future of Work		Business Horizons		ABS: 2, ABDC: A, SJR: Q1		Jarrahi		2018		Explore AI in organisational decision-making		Examine human–AI collaboration		How does AI affect future work?		Conceptual study		Human-AI collaboration improves decisions but requires workforce adaptation.

		41		The Integration of Artificial Intelligence in Retail		Amfiteatru Economic		ABS: 1, ABDC: C, SJR: Q2		Anica-Popa et al.		2021		Examine AI integration in retail		Identify benefits and implementation challenges		What are the benefits and barriers of AI in retail?		Literature review		High costs, data privacy and employee resistance hinder AI adoption.

		42		Managing Change When Integrating AI into the Retail Value Chain		Journal of Business Research		ABS: 3, ABDC: A, SJR: Q1		Robertson et al.		2025		Develop an AI implementation framework		Examine organisational change during AI adoption		How should retailers manage AI implementation?		Qualitative interviews		Effective change management and employee engagement support successful AI implementation.

		43		Hi, May AI Help You? Barriers Impeding AI-Enabled Virtual Assistants in Retail		Journal of Retailing and Consumer Services		ABS: 2, ABDC: A, SJR: Q1		Ameen et al.		2023		Investigate barriers to AI assistants		Examine customer adoption challenges		What barriers affect AI-enabled virtual assistants?		Mixed-methods		Privacy concerns, trust and technical limitations reduce AI adoption.

		44		Adoption of AI in Retailing: Efficient Operations and Privacy Concerns		Global Business and Organizational Excellence		 ABDC: C, SJR: Q2		Chen and Liu		2025		Examine AI adoption in retail		Assess operational benefits and privacy concerns		What challenges affect AI adoption in retail?		Qualitative review		AI improves efficiency but creates privacy and security concerns.

		45		From AI to AGI: A Human-in-the-Loop Framework for Responsible IS Futures		Enterprise Information Systems		ABS: 2, ABDC: A, SJR: Q1		Cingillioglu and Lun		2026		Develop responsible AI framework		Promote human oversight in AI systems		How can AI remain responsible and trustworthy?		Conceptual framework		Human oversight is essential for ethical and responsible AI implementation.

		46		Optimizing Retail with AI: How Intelligent Systems Are Redefining Shopping Experiences		Journal of Computer Science and Technology Studies		ABS: Not Listed, ABDC: Not Listed, SJR: Not Listed		Hooli		2025		Explore AI in modern retail		Examine AI applications and challenges		How does AI transform retail operations?		Review study		AI improves customer experience, but implementation costs and skills shortages remain major barriers.

		47		Building Dynamic Capabilities for Digital Transformation		Long Range Planning		ABS: 4, ABDC: A, SJR: Q1*		Warner and Wäger		2019		Examine digital transformation		Identify strategic capabilities for transformation		How can firms build digital capabilities?		Literature review		Dynamic capabilities support successful digital transformation and AI adoption.

		48		Understanding Digital Transformation: A Review and a Research Agenda		Journal of Strategic Information Systems		ABS: 3, ABDC: A, SJR: Q1		Vial		2019		Review digital transformation		Develop a research agenda		What drives successful digital transformation?		Systematic literature review		Strategic alignment and organisational change are essential for digital transformation.

		49		Business Models and Dynamic Capabilities		Long Range Planning		ABS: 4, ABDC: A, SJR: Q1*		Teece		2018		Explore business models and capabilities		Explain strategic renewal		How do dynamic capabilities support business success?		Conceptual study		Dynamic capabilities enable organisations to adapt to technological change.

		50		Competing in the Age of AI		Harvard Business Review		ABS: Not Listed, ABDC: Not Listed, SJR: Not Listed		Iansiti and Lakhani		2020		Examine AI-driven organisations		Develop AI business strategies		How should organisations compete using AI?		Conceptual study		AI should be integrated into business strategy to create competitive advantage.

		51		The Business of Artificial Intelligence		Harvard Business Review Digital Articles		ABS: 3, ABDC: A, SJR: Q1		Brynjolfsson and McAfee		2017		Explore AI business value		Identify AI opportunities		How does AI transform business?		Conceptual article		AI creates value through automation, innovation and better decision-making.

		52		Accelerating Digital Innovation Inside and Out		MIT Sloan Management Review Research Report		ABS: 3, ABDC: A, SJR: Q1		Kane et al.		2019		Examine digital innovation		Identify drivers of successful transformation		How can firms accelerate digital innovation?		Industry research report		Agile leadership and digital culture support successful AI adoption.

		53		Driving Organizational Sustainability-Oriented Performance		Business Strategy and the Environment		ABS: 3, ABDC: A, SJR: Q1		van de Wetering, Mikalef and Helms		2021		Investigate digital transformation		Assess strategic alignment and sustainability		How does digital transformation improve performance?		Quantitative		Strategic alignment and dynamic capabilities enhance organisational performance.

		54		Building the AI-Powered Organization		Harvard Business Review		ABS: 3, ABDC: A, SJR: Q		Fountaine, McCarthy and Saleh		2019		Develop AI implementation strategies		Examine organisational AI transformation		How can organisations become AI-powered?		Case study		Leadership commitment, employee skills and culture are critical for AI success.

		55		Adoption of Technology Applications in Organized Retail Outlets: A TOE Model		Vision: The Journal of Business Perspective		ABS: Not listed, ABDC: C, SJR: Q2		Kumar, Singh and Swain		2022		Apply the TOE framework		Identify technology adoption factors		What influences technology adoption in retail?		Survey		Technology, organisational readiness and external environment drive AI adoption.

		56		Evaluation and Adoption of Artificial Intelligence in the Retail Industry		International Journal of Retail and Distribution Management		ABS: 2, ABDC: A, SJR: Q1		Hsu, Wang and Lin		2023		Evaluate AI adoption in retail		Identify adoption determinants		What factors influence AI adoption in retail?		Quantitative survey		Management support, technological capability and organisational readiness improve AI implementation.

		57		Notes from the AI Frontier: Modeling the Impact of AI on the World Economy		McKinsey Global Institute		Not listed		Bughin et al.		2018		Assess AI's economic impact		Estimate AI's future contribution		How will AI affect the global economy?		Economic analysis		AI adoption can generate significant productivity and economic growth.

		58		The Critical Determinants Impacting Artificial Intelligence Adoption at the Organizational Level		Journal of General Management		ABS: 1, ABDC: B, SJR: Q2		Horani et al.		2023		Identify AI adoption determinants		Examine organisational adoption factors		What drives organisational AI adoption?		Quantitative		Leadership support, organisational readiness and technological capability are key determinants of AI adoption.

		59		The effect of AI-driven talent management on organizational performance among retail SMEs: A systematic review		Journal of Retailing and Consumer Services		ABS: 2, ABDC: A, SJR: Q1		Gao, S. and Segumpan, R.G.		2024		To examine AI-driven talent management in retail SMEs.		To evaluate AI's impact on talent management and organisational performance.		How does AI-driven talent management improve organisational performance in retail SMEs?		Systematic literature review		AI improves recruitment, workforce planning and employee performance.

		60		Artificial intelligence in marketing: A systematic literature review		International Journal of Market Research		ABS: 2, ABDC: A, SJR: Q1		Chintalapati, S. and Pandey, S.K.		2022		To review AI applications in marketing.		To identify AI applications and their impact on marketing performance.		How has AI transformed marketing practices?		Systematic literature review		AI enhances personalisation, customer analytics and decision-making.
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ETHICS FORM – UNDERGRADUATE AND TAUGHT POSTGRADUATE COURSES ONLY



APPLICATION FOR ETHICAL APPROVAL



In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 



The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.



The individual undertaking the research activity is known as the “principal researcher”.



This form must be completed and approved prior to undertaking any research activity. 



SECTION A: About You (Principal Researcher)

		1

		Full Name:

		Alina Don



		2

		Student Number:

		2209918





		3

		Email address:

		2209918@student.uwtsd.ac.uk



		4

		Programme of Study:

		Master of Business Administration - Dissertation



		5

		Supervisor:

		Alireza Nazarian







SECTION B:  Internal and External Ethical Guidance Materials

		

		Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.



		1

		UWTSD Research Ethics & Integrity Code of Practice

		      X



		2

		UWTSD Research Data Management Policy

		X



		3

		

		☐



		4

		

		☐







SECTION C: Details of Research Activity

		1

		Indicative title:

		THE ROLE OF ARTIFICIAL INTELLIGENCE IN ENHANCING ORGANISATIONAL PERFORMANCE IN THE RETAIL SECTOR: AN EXTENDED LITERATURE REVIEW



		2

		Proposed start date:

		19/06/2026

		Proposed end date:

		 19/07/2026



		

		Introduction to the Research (maximum 300 words in each section)

Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:

· Purpose of Research Activity

· Proposed Research Question

· Aims of Research Activity

· Objectives of Research Activity

Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

· What the research activity will add to the body of knowledge 

· How it addresses an area of importance. 



		3

		Purpose of Research Activity

Artificial intelligence (AI) is gaining prominence in the UK retail sector, where it finds application in boosting customer service, inventory control, sales forecasting, and business decision-making. Retail organisations are investing in AI technologies to make organisations efficient, minimise operating costs, and improve customer experiences. Nevertheless, with all these opportunities, AI presents challenges to organisations like the high cost of implementation, resistance of employees, data privacy, and specialist skills.



The available studies have indicated that AI has the potential to enhance organisational performance by assisting in better decision-making, automation, operational efficiency, and customer satisfaction. Past research has also emphasised that organisational preparedness, leadership encouragement, technological prowess, and employee endorsement are vital in successful AI implementation. Nevertheless, the empirical research regarding the impact of AI adoption on the organisational performance in the UK retail sector is scarce.



This research aims to explore how the adoption of AI affects organisational performance in retail organisations in the UK. The paper will analyze the advantages and obstacles related to AI adoption and the reasons that lead to implementing AI successfully. The study will contribute to the body of knowledge by contributing the latest evidence of the UK retail organisations and offering practical suggestions to managers and decision-makers interested in enhancing organisational performance through the adoption of AI.







(this box should expand as you type)



		4

		Research Question



1. How does the adoption of artificial intelligence influence organizational performance in UK retail organizational and technological factors affect its successful implementation? 

· What AI applications are currently used in UK retail organizations?

· What strategies can improve AI adoption and organizational performance?



(this box should expand as you type)



		5

		Aims of Research Activity

 To examine the current adoption of artificial intelligence within UK retail organisations.

1. To examine how artificial intelligence adoption influences organizational performance in UK retail organizations.



(this box should expand as you type)



		6

		Objectives of Research Activity



1. To identify the current applications of artificial intelligence within UK retail organisations.

2. To evaluate the impact of AI adoption on operational efficiency, decision-making, customer service, and overall organisational performance.

3. To examine the organizational and technological factors that facilitate or hinder successful AI adoption.

4. To recommend strategies for improving AI adoption and organizational performance in UK retail Organizations. 





(this box should expand as you type)



		

		Proposed data collection methods (maximum 600 words)

 This study will be conducted as an extended literature review on the role of artificial intelligence in enhancing organizational performance in the UK retail sector. The paper will be based on a qualitative research methodology in which its study will be based on an extended literature review in the context of investigating the current evidence on the adoption of artificial intelligence and organisational performance in the retail industry.



The information will be gathered using published academic and professional materials such as peer-reviewed journal articles, conference papers, academic books and reliable industry reports. Electronic databases such as Scopus, ScienceDirect, ProQuest, JSTOR and Google Scholar will be used to identify relevant literature.



To make sure that the literature is of high quality and relevant to the study, predefined inclusion and exclusion criteria will be used to select the literature. The studies that will be included are only those that were published in English between 2017 and 2026 and studied the use of AI and organisational performance in the retail or a related business setting. Articles that are not in the chosen date range and are not written in English, articles that only cover the development of technical AI but are not relevant to organisations will be filtered out.



The literature collected will be analysed through thematic analysis. The information of each study that is relevant will be coded and clustered into typical themes, including AI applications, organisational performance, challenges in implementation, organisational readiness and strategic benefits. The themes will subsequently be compared and synthesised to provide answers to the research question and meet the research objectives.



Since this research is based solely on secondary sources that are openly available, no personal information will be gathered, and no subjects will be recruited. There will be no interviews, questionnaires, observations or audio/video recordings. All sources will be properly cited according to the necessary Harvard format of references and academic honesty will be followed during the research process by proper citation, objective study and plagiarism prevention.









		7

		



(this box should expand as you type)







SECTION D: Scope of Research Activity

		

		Will the research activity include:

		YES

		NO



		1

		Use of a questionnaire or similar research instrument?

		

		x



		2

		Use of interviews?

		

		x



		3

		Use of focus groups?

		

		x



		4

		Use of participant diaries? 

		

		x



		5

		Use of video or audio recording?

		

		x



		6

		Use of computer-generated log files?

		

		x



		7

		Participant observation with their knowledge?

		

		x



		8

		Participant observation without their knowledge?

		

		x



		9

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

		

		x



		10

		Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?

		

		x



		11

		Performance of any acts which may cause embarrassment or affect self-esteem?

		

		x



		12

		Investigation of participants involved in illegal activities?

		

		x



		13

		Use of procedures that involve deception?

		

		x



		14

		Administration of any substance, agent or placebo?

		

		X



		15

		Working with live vertebrate animals?

		

		X



		16

		Procedures that may have a negative impact on the environment?

		

		X



		17

		Other primary data collection methods. Please indicate the type of data collection method(s) below.

		

		X



		

		Details of any other primary data collection method:







(this box should expand as you type)

		

		







If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.



If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 



SECTION E: Intended Participants

		

		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?



		



(this box should expand as you type)



		11

		Who will the participants be?



		





(this box should expand as you type)



		12

		How will you identify the participants?

		





(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 F: 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.  



		1

		Risks to participants

For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.



		

		Risk to participants



N/A

		How you will mitigate the risk to participants:



No risks are expected during this study



(this box should expand as you type)



		2

		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



		

		



N/A

(this box should expand as you type)



		3

		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:

N/A



(this box should expand as you type)

		How you will mitigate the risk to the investigator:

No risks are expected 





(this box should expand as you type)



		4

		University/institutional risks

For example: adverse publicity, financial loss, data protection



		

		Risk to the University:

N/A



(this box should expand as you type)

		How you will mitigate the risk to the University:

The study will follow University policies





(this box should expand as you type)



		5

		Environmental risks

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



		

		Risk to the environment:

N/A





(this box should expand as you type)

		How you will mitigate the risk to environment:



No environmental risks are expected



(this box should expand as you type)







SECTION G: Feedback, Consent and Confidentiality



If you have identified in section D that there are no participants, then enter skip this section and continue to section H.



		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 H: 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.

		

		X



		

		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),

		



		

X



		

		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)?

		X

		



		6

		University computers?

		X

		



		7

		Private company computers?

		X

		



		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?

		☐

		X



		14

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

		☐

		X



		15

		Sharing of data with other organisations?

		☐

		X



		16

		Export of data outside the UK or importing of data from outside the UK?

		☐

		X



		17

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

		☐

		X



		18

		Publication of data that might allow identification of individuals?

		☐

		X



		19

		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/or any international equivalent):



		

		N/A



(this box should expand as you type)



		20

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



		

		Normally the principal researcher, possibly also the supervisor and, if the project has an industrial partner, a representative of that partner. Possibly also external examiner or second marker?



(this box should expand as you type)



		21

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



		

		The principal researcher.



(this box should expand as you type)



		22

		Research documents will be stored securely in password-protected files.



		

		

(this box should expand as you type)



		22

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

		x



		23

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

		x









SECTION I: Use of AI tools

		Use of generative AI and other AI-based tools

There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.



Will the research use AI tools to do any of the following:

		YES

		NO

		N/A



		1

		Capture data?

		

		X

		     



		2

		Generate and/or edit text?

		

		X

		     



		3

		Generate graphics?

		

		X

		     



		4

		Generate video?

		

		X

		     



		5

		Generate sound/music?

		

		       X

		     



		6

		Generate code?

		     

		X

		     



		7

		Generate synthetic data?

		     

		       X

		     



		8

		Analyse data?

		     

		X

		     



		9

		Analyse personal or sensitive data?

		

		X

		     



		10

		Classify data?

		     

		X

		     



		11

		Do you intend to use the free version of any AI tools?

		     

		X

		     



		If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  



		12

		

(this box should expand as you type)









SECTION J: 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:

		Alina Don

		Date: 14/07/2026





		2

		Supervisor:

		Alireza Nazarian

		Date: 15/07/2026



		3

		Signature:

		Alireza Nazarian
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