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[bookmark: _Toc136923092]Introduction:
A range of processes and considerations must be made between the invention of an innovative project idea and the production and delivery of a promotional film. In this reflection post, I will look at the project approach that was used to improve the consumer experience in the e-commerce market by utilising artificial intelligence (AI) technology. I will discuss the main stages of ideation, value generation, and the importance of a customer-centric strategy. To organise my thoughts, I will use Gibbs' Reflective Cycle model, which has six stages: Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan (Markkanen et al., 2020). It is an excellent methodology that gives a systematic framework for reflecting on the project process from idea to production and delivery of the promotional film. This model consists of six stages: Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan.
[bookmark: _Toc136923093]Description:
The project concept was to use AI technology to personalise the consumer journey in the e-commerce market. The awareness that customer experience is a critical component for modern organisations that drove the initial conception of the project idea (Ponsignon, Kleinhans & Bressolles, 2019). To remain competitive, it is critical to consistently innovate and offer value to the consumer journey. It is also worth noting that the ideation process included developing and testing viable solutions to address customer pain points and improve their overall experience. To obtain a better understanding of customer wants, preferences, and pain points in the e-commerce industry, extensive market research, surveys, and feedback analysis were done. Key pain problems discovered through these research approaches included overwhelming product choices, a lack of personalised advice, and confusion about product fit.
For overcoming these issues, our project was concentrated on using a I technologies for personalizing the client journey. Our goal was providing clients with a highly personalized and intuitive purchasing experience through the use of machine learning techniques. Our initiative was aimed at changing the way customers engage with the Internet retailers and provide them with virtual shopping experience (Aljakwarneh et al., 2020). The project also included certain value added items that had addressed the identified pain areas directly. The personalized product recommendations on the basis of individual customer preferences, browsing behavior and purchasing history where important components to consider for us. This level of personalization has sped up the customers’ decision making process. It also improved the chances for them to find out products that meet their specific preferences and wants.
It is to note that the incorporation of a AI chatbots was a great value added feature. Cadburts provided real time customer care and answered all the questions and complaints of the customers directly and at any time of the day. These chat bots also provided real time customer care (Haefner et al., 2021). This eliminated the human assistance. Project also included AR technology for virtual trial for the customers that allowed them to see how the items might look on them without physically trying them on. This feature also sought to boost the trust of the customers in their purchasing decision while lowering down the possibility of returns. At the same time, it also delivered a more engaging and participatory shopping experience (Edinger-Schons et al., 2020). Nonetheless, it is to note that our project's primary goal was to improve the e-commerce customer experience by employing AI technology to create personalised, efficient, and engaging encounters. The project sought to provide an immersive and memorable consumer experience by including value-added aspects such as personalised suggestions, AI chatbots, and virtual try-on.
[bookmark: _Toc136923094]Feelings:
I must say that at first, I was quite energized by the prospect of leveraging emerging technology for addressing the customers painpoints and improve their experience.	I was very enthusiastic about the project and the thought of having a real impact on the ecommerce businesses and changing the way customers engage with the online stores was quite exciting for me. However, there was also a sense of responsibility and pressure on me for completing the project successfuly with beneficial impact. The desire of meeting the expectations of stakeholders, especially the customers and the ecommerce business owners added up to my pressure. There were also times of worry and anxiety as the project advanced. Finding the most effective answer appeared difficult during the ideation stage. In my mind, there were doubts regarding whether the presented solutions would actually solve customer pain areas and improve the customer experience. Anxiety was caused by the fear of failing and the unknown results.
	Despite of my reservations, as the project progressed and idea started to take shape, I started gaining confidence. The activities of research and data collection helped me in gaining great insights into the preferences of the model customers and their pinpoints. Also provided me with a solid basis on which to grow. The comments and engagement that I received from my mentors and peers also helped in increasing my belief in the potential of my project. Throughout the assignment, I also had moments of inventiveness and inspiration. Exploring new ways and brainstorming ideas spurred enthusiasm and motivation. The opportunity to go outside the box and disrupt standard e-commerce rules was energising. As a result, my emotions ranged from joy to responsibility, pressure, doubt, and confidence. Throughout the process, each emotion shaped my experiences and behaviours. While there were moments of doubt, the encouragement and affirmation I received along the journey gave me confidence and spurred me onward.
[bookmark: _Toc136923095]Evaluation:
Overall, the project process went smoothly. To produce innovative project ideas, the ideation stage required a methodical strategy that included research methods and data collection approaches. To enable a thorough ideation process, various tactics and approaches were presented in Unit 2 of the course. Understanding research methods and adopting appropriate strategies laid the groundwork for good ideation. One of the project's highlights was the extensive market research and data collection approaches used throughout the ideation stage (Dash et al., 2019). We were able to obtain a thorough grasp of the pain points and issues that customers confront in the e-commerce market by using surveys, interviews, and customer preference analysis. This study laid the groundwork for the project concept and ensured that it met the needs and wants of the target audience.
Another notable breakthrough of the project process was the incorporation of AI technology. We were able to deliver personalised product suggestions, AI chatbots for real-time customer service, and a virtual try-on function using AR technology by leveraging advanced machine learning algorithms (Hoyer et al., 2020). By addressing pain spots, reducing processes, and increasing convenience and efficiency, these value-added features significantly improved the customer experience. The incorporation of AI technology was a strategic decision that coincided with current e-commerce trends and breakthroughs (Azizan & Yusr, 2019). Similarly, the customer-centric approach used throughout the project process was critical to its success. We ensured that the project idea connected with their requirements and preferences by actively involving customers in the development process and incorporating their comments. This client-centric strategy resulted in deep emotional ties, exceeding consumer expectations, and long-term customer loyalty.
[bookmark: _Toc136923096]Analysis:
	A customer-centric approach aided the project process tremendously. As described in Unit 2, designing solutions that truly resonate with client requirements and preferences requires a customer-centric approach. Customers' opinions were heard and their feedback was included into the project idea by empathising with them and actively involving them in the development process. Ideas were examined through a customer-centric lens to prioritise those that would have the greatest impact on improving the customer experience (Lavoye et al., 2023). The goal was to build deep emotional connections, exceed expectations, and cultivate long-term customer loyalty by aligning the project with customer needs and aspirations. A detailed understanding of consumer pain areas and preferences enabled the development of personalised interactions, empathy-driven service, and anticipatory client demands in this project. The project's goal was to promote ease, customisation, and a sense of understanding, all of which are highly valued by customers.
	The incorporation of AI technologies significantly improved the consumer experience. The project was able to deliver personalised product recommendations by utilising advanced machine learning algorithms, expediting the decision-making process and offering clients with unique options. The AI chatbots delivered real-time customer care, quickly and effectively addressing complaints. Customers were able to visualise things in a realistic manner thanks to the virtual try-on function, which increased their confidence in purchasing decisions and reduced the possibility of returns (Linina. Zvirdgzdina & Vevere, 2022). It is also worth noting that the project approach considered both objective and subjective aspects of value generation. The objective was to streamline operations, improve efficiency, and reduce customer effort. For example, with the integration of AI chatbots, pain spots in current customer support contacts, such as long wait times or repetitive information requests, were identified and solved. Subjectively, the project attempted to build emotional relationships with clients and pleasure them by providing personalised encounters, empathy-driven service, and anticipating their requirements. The initiative aims to improve the emotional connection between customers and the business by including elements such as personalised recommendations, proactive notifications, and bespoke communication (Lavoye et al., 2023). This client-centric strategy insured that the project would provide both functional and emotional value, resulting in a more engaging and satisfying customer experience.
[bookmark: _Toc136923097]Conclusion:
	Hence, it can be concluded that the process of my project, right from the initial conception to the delivery of the promotional video was a success. It improved the customer experience in the e-commerce market. Customer century and systematic approach was used for driving the project and that included the integration of value added aspects while harnessing the emerging technology. The personalized product recommendations, virtual try-on function and AI chatbots made engaging and memorable customer experience. By adopting a customer-centric approach, the project ensured that customer needs and preferences were at the forefront of decision-making. By empathizing with customers and involving them in the development process, their feedback was incorporated into the project idea. The value-adding elements were carefully designed to address customer pain points and enhance the overall experience. The integration of AI technology played a significant role in delivering personalized interactions, convenience, and efficiency throughout the customer journey. 
	Nevertheless, continuous monitoring and evaluation of the implemented AI technology should be undertaken to ensure its effectiveness and relevance over time. Gathering ongoing customer feedback and incorporating it into future iterations of the project will help maintain a customer-centric approach. Regular communication and collaboration with stakeholders, including e-commerce business owners and customers, will foster innovation and drive further enhancements in the customer experience. Exploring emerging technologies and trends in the e-commerce industry will enable the project to stay ahead of the competition and adapt to evolving customer needs.
[bookmark: _Toc136923098]Action:
	As mentioned above, it has been found that continuous monitoring and evaluation of the implemented AI technology should be undertaken. To ensure this, the following action plan outlines key steps and considerations to be taken based on the analysis of the project process. It is believed that by setting these goals and implementing the corresponding action steps, the project can continue to enhance personalization, boost efficiency, and foster innovation. The regular monitoring, gathering of feedback, and communication with stakeholders will ensure that the project remains aligned with customer needs.
	Goals
	Action Steps
	Description
	Timeline

	Enhance Personalization
	1. Monitor AI Technology
	Regularly monitor and evaluate the effectiveness and relevance of the implemented AI technology.
	Ongoing

	
	2. Gather Customer Feedback
	Implement a system for gathering ongoing customer feedback to understand their evolving needs and preferences.
	Ongoing

	
	3. Incorporate Feedback
	Incorporate customer feedback into future iterations of the project to enhance the customer-centric approach.
	Ongoing

	Boost Efficiency
	4. Monitor AI Technology
	Regularly monitor and evaluate the effectiveness and relevance of the implemented AI technology.
	Ongoing

	
	5. Communicate with Stakeholders
	Regularly communicate and collaborate with stakeholders, including e-commerce business owners and customers.
	Ongoing

	
	6. Stay Updated on Emerging Technologies
	Continuously explore emerging technologies and trends in the e-commerce industry.
	Ongoing

	Foster Innovation
	4. Communicate with Stakeholders
	Regularly communicate and collaborate with stakeholders, including e-commerce business owners and customers.
	Ongoing

	
	5. Stay Updated on Emerging Technologies
	Continuously explore emerging technologies and trends in the e-commerce industry.
	Ongoing


	
[bookmark: _Toc136923099]References:
Aljawarneh, N. M., Sokiyna, M., Obeidat, A. M., Alomari, K. A. K., Alradaideh, A. T., & Alomari, Z. S. (2020). The Role of CRM fog computing on innovation and customer service quality: An empirical study.
Azizan, N. S., & Yusr, M. M. (2019). The influence of customer satisfaction, brand trust, and brand image towards customer loyalty. International Journal of Entrepreneurship, 2(7), 93-108.
Dash, R., McMurtrey, M., Rebman, C., & Kar, U. K. (2019). Application of artificial intelligence in automation of supply chain management. Journal of Strategic Innovation and Sustainability, 14(3), 43-53.
Edinger‐Schons, L. M., Lengler‐Graiff, L., Scheidler, S., Mende, G., & Wieseke, J. (2020). Listen to the voice of the customer—First steps towards stakeholder democracy. Business Ethics: A European Review, 29(3), 510-527.
Haefner, N., Wincent, J., Parida, V., & Gassmann, O. (2021). Artificial intelligence and innovation management: A review, framework, and research agenda✰. Technological Forecasting and Social Change, 162, 120392.
Hoyer, W. D., Kroschke, M., Schmitt, B., Kraume, K., & Shankar, V. (2020). Transforming the customer experience through new technologies. Journal of interactive marketing, 51(1), 57-71.
Lavoye, V., Sipilä, J., Mero, J., & Tarkiainen, A. (2023). The emperor’s new clothes: self-explorative engagement in virtual try-on service experiences positively impacts brand outcomes. Journal of Services Marketing, 37(10), 1-21.
Linina, I., Zvirgzdina, R., & Vevere, V. (2022, May). ENSURING CONSUMER SATISFACTION WITH CHATBOTS IN THE BALTIC STATES. In 12th International Scientific Conference „Business and Management 2022 “.
Markkanen, P., Välimäki, M., Anttila, M., & Kuuskorpi, M. (2020). A reflective cycle: Understanding challenging situations in a school setting. Educational Research, 62(1), 46-62.
Markkanen, P., Välimäki, M., Anttila, M., & Kuuskorpi, M. (2020). A reflective cycle: Understanding challenging situations in a school setting. Educational Research, 62(1), 46-62.
Ponsignon, F., Kleinhans, S., & Bressolles, G. (2019). The contribution of quality management to an organisation’s digital transformation: a qualitative study. Total Quality Management & Business Excellence, 30(sup1), S17-S34.

image1.png
Prifysgol Cymru
¥ Drindod Dew Sant

J University of Wales
Trinity Saint David




