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The Impact of AI-Enabled Retail Service on Customer Satisfaction in International Retail Businesses
Introduction, Background and Research Problem
In the international retail sector, artificial intelligence has emerged as a key element as it is used to aid product search, product recommendations, customer service, order tracking, returns and personalised offers. International retail businesses do business in different countries and reach consumers via websites, mobile apps, social media and brick-and-mortar shops. This brings about a large number of customer interactions that are not always possible to handle with the traditional human service. AI-powered retail service is thus applied to improve customer interactions, making them quicker, more uniform and more personalised.
AI in retail is relevant since it can perform service-related tasks which were earlier reliant on employees. Huang and Rust (2018) state that AI can carry out mechanical, analytical, intuitive and in more advanced cases, empathetic service tasks. In a retail environment, that means answering common questions, deciphering customer preferences, recommending relevant products, and helping customers with the buying process. Davenport et al. (2020) also state that AI is transforming marketing strategy and customer behavior because it enables companies to predict, personalize and automate interactions, which was not feasible in the past.
Retail businesses are still satisfied with customer satisfaction as one of the most important outcomes. Retailers can enhance customer satisfaction by offering valuable information, prompt responses, personalized product recommendations, and a seamless shopping experience. But AI doesn't necessarily translate to satisfaction. While a chatbot can save time, it can also annoy customers when it provides them with incorrect or irrelevant responses. While a recommendation system can make shopping easier, it can also lead to dissatisfaction if the recommendations are not accurate or are perceived as intrusive. This isn't just about whether or not AI is being implemented by the retailer, but if the customer is seeing AI-enabled service as useful and satisfying.
The research problem is that international retail businesses invest in AI to enhance service efficiency and customer experience, yet, the customer satisfaction is still not certain. Grewal et al. (2021) say that AI has both positive and negative impact, AI can generate value and can also give discomfort to the customer or result in service failure. Ameen et al. (2021) reveal that AI-powered customer experience is related to service quality, convenience, trust and perceived sacrifice, and Hsu and Lin (2023) reveal that chatbot service quality and conversational quality can impact customer satisfaction. Though these studies reveal the importance of AI in service evaluation, many studies are based on the general and complicated models that include trust, loyalty, engagement or behavioural intention.
This gives rise to a clearly defined research gap which could be a focus for a bachelor dissertation. While there is extensive research on AI adoption, AI marketing and the quality of AI customer experience and chatbots, further research is needed to focus directly on the impact of AI-enabled retail service on customer satisfaction in international retail businesses. To fill this gap, the proposed study will test one simple relationship: The independent variable is AI-enabled retail service, and the dependent variable is customer satisfaction. This prevents a complicated model from developing and helps to focus the research on a direct customer outcome.
The study is also valuable as international retailers tend to deploy AI in various markets, and consumers might not react to AI service in the same manner. A straightforward customer satisfaction study can reveal if the overall customer experience of these AI-assisted interactions is good or bad. This renders the topic of academic value and of practical relevance without the need of a complex model. This will continue to be about customer-facing AI service and not about in-house AI systems like inventory forecasting, warehouse robotics or pricing algorithms.
Research Aim, Objectives and Questions
The aim of this research is 
· To examine the impact of AI-enabled retail service on customer satisfaction in international retail businesses.
The research objectives are 
· To identify how customers experience AI-enabled retail services in international retail businesses,
· To examine the relationship between AI-enabled retail service and customer satisfaction
· To evaluate whether AI-enabled retail service has a significant positive impact on customer satisfaction
· To provide practical recommendations for international retail businesses on improving customer satisfaction through AI-enabled service.
The main research question is
· How does AI-enabled retail service impact customer satisfaction in international retail businesses?
The hypothesis is
· H1: AI-enabled retail service has a significant positive impact on customer satisfaction in international retail businesses.
The conceptual model has only two variables. The independent variable is AI-enabled retail service. The dependent variable is customer satisfaction. The proposed relationship is: AI-enabled retail service influences customer satisfaction. AI-enabled retail service will be measured through customer perceptions of speed, convenience, usefulness, ease of interaction, personalisation and problem-solving support. Customer satisfaction will be measured through overall satisfaction, fulfilment of expectations and satisfaction with the AI-supported shopping experience.
Figure 1: Conceptual model
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(Dependent variable)



Preliminary Literature Search
The theoretical framework of this study is based on AI-driven service literature. Huang and Rust (2018) describe how AI can take over or assist with service operations through various types of intelligence. This helps to frame AI powered retail service as a service experience and not just a technical system. AI tools in international retail can be seen by customers as product recommendations, online assistants, automated customer support and personalised shopping interfaces. These tools form the perception and convenience that the customer has about the retailer as they affect speed and perceived support.
Davenport et al. (2020) demonstrate that AI has an impact on marketing through customer interactions, business models and service options. Their research backs up the idea that AI is not just a tool for internal use but also a technology for customers. Grewal, Roggeveen and Nordfalt (2017) also reveal that retailing is undergoing a transformation as technology, analytics and tools that assist customers in their decision making process are becoming increasingly prevalent. This is helpful for the proposed research as AI in retail services can be considered as a part of the broader digital transformation of retail.
The proposed model's outcome logic is based on customer satisfaction theory. Oliver (1980) offers the explanation of satisfaction as expectation and disconfirmation; that is, customers compare their actual experience with their expected experience. AI-powered retail service can improve customer satisfaction by providing quicker responses, personalized recommendations, and seamless support, which aligns with or surpasses their expectations. Poor AI responses, delays in shopping experience, or a sense of misunderstanding can lead to a decrease in customer satisfaction. So, it is appropriate to use satisfaction as a dependent variable in the study of customer-facing AI in retail.
The model is also backed by service quality literature. Parasuraman, Zeithaml and Berry (1988) define the dimensions of service quality as reliability, responsiveness, assurance, tangibles, empathy and knowledge. While their SERVQUAL model predates the current AI retail tools, the logic is still applicable: AI-driven service needs to be reliable, responsive and beneficial to customers. For instance, an AI chatbot needs to give the correct answers, and an AI suggestion tool needs to give relevant suggestions. The better the AI service does these tasks, the more likely customers will be satisfied.
Recent research indicates that AI can impact customer experience and satisfaction, yet also reveals that the impact is dependent on customer service evaluations. Ameen et al. (2021) identified that service quality and convenience are factors that impact AI-enabled customer experience, but they also included trust and perceived sacrifice in their model. The results of Hsu and Lin (2023) revealed that chatbot service recovery quality and conversational quality have a significant impact on user satisfaction and loyalty. While these findings are significant, they are either for a general customer experience model or for a particular type of chatbots. The dissertation proposed is a direct IV-DV relationship in international retail businesses.
Prentice, Lopes and Wang (2020) conducted a study on AI and employee service quality from the customer's point of view and concluded that AI-powered service can impact customer satisfaction and customer loyalty in the hospitality industry. While this study is not in retail, it reinforces the concept of customers assessing AI as part of the service process. Grewal et al. (2020) also demonstrate how in-store technologies can impact customer and retailer outcomes. These studies collectively support the notion of investigating AI-powered retail service as a direct determinant of customer satisfaction.
The literature thus suggests a simple and valid conceptual model. AI-powered retail service should enhance customer satisfaction, as long as it is perceived as quick, helpful, convenient and relevant to the customer. It is not that AI and satisfaction have never been studied before. The difference is that international retail research can be too generic by lumping together a whole host of measures like loyalty, trust, engagement, purchase intention and service recovery. This dissertation will contribute to the field by examining the direct link between AI in retail service and customer satisfaction with a feasible quantitative design.
Research Methodology to be Used Including Ethics
In this study, the quantitative research methodology will be employed as the objective is to measure the relationship between AI enabled retail service and customer satisfaction. A quantitative method is appropriate as both variables can be measured using the questionnaire items and analysed using statistics. The research philosophy will be positivism since the study will be testing a hypothesis based on measurable customer response. The research approach will be deductive as the study will start with theory and literature and test whether the relationship is found as expected in the primary data.
The research design will be cross sectional as the data will be collected once during the dissertation period. This is suitable for a bachelor level dissertation as it is practical, time efficient and suitable for examining the perceptions of customers at a specific time. The target population will be customers who have interacted with AI-powered services of international retail companies. These can range from customers who have interacted with AI chatbots, automated customer support, personalised product recommendations, AI-driven search capabilities, virtual shopping assistants, or automated order and return processes with international retailers.
Sampling technique will be non-probability convenience sampling. This is appropriate because the researcher will probably not have access to a complete international retail customer database. The expected number of respondents is about 100 to 150 persons which is realistic for writing a bachelor level dissertation and is adequate for descriptive statistics, reliability testing, correlation and simple linear regression. The respondents must be 18 years old, have engaged with an international retail company, and have interacted with or been aware of an AI-powered retail service in the past six months.
The data will be obtained from primary sources by using an online questionnaire through google forms or microsoft forms. The questionnaire will consist of screening questions, basic demographic questions and Likert-scale items. It will be scored on a 5-point scale from strongly disagree to strongly agree. Items that will be used to measure the independent variable are: AI service helps me find products quickly, AI recommendations are relevant to my needs, AI customer support responds quickly, AI tools make the shopping process easier, and AI service is useful when I need help. Items to measure the dependent variable include: I am satisfied with my shopping experience; the AI-supported service meets my expectations; and AI-enabled service enhances my overall experience with the retailer.
Data will be analyzed by SPSS, EXCEL or JAMOVI. Firstly, descriptive statistics will be used to summarise characteristics of respondents and response patterns. Cronbach’s alpha will be used to check the internal consistency of the questionnaire items. Pearson correlation will then be used to explore if there is a correlation between AI-enabled retail service and customer satisfaction. To test the hypothesis that AI-powered retail service has a significant impact on customer satisfaction, simple linear regression will be employed. This is a simple analysis method that corresponds to the simple conceptual model, as there is one independent variable and one dependent variable.
Ethical issues will be handled appropriately. The participation will be voluntary and the respondents will be presented with a brief information sheet before they fill out the questionnaire. The purpose of the study, the amount of time required to complete the questionnaire, and that the responses will be used solely for academic purposes will be explained in the statement. No personally identifying information will be collected. Respondents will have the option to exit the survey prior to completion and submitted responses will be kept in a secure manner. The survey will not include any sensitive personal questions and will be limited to customer experiences of AI-powered retail services.
Risks
The first risk is the possibility that some of the respondents may not have a clear idea about AI empowered retail service. This will be minimized with the use of simple examples in the questionnaire like chatbots, recommendation systems, automated product search and virtual shopping assistants. The second risk is low return rate. This will be done by distributing the survey on a few appropriate networks and by limiting the length of the survey. The third risk is that the respondents may not have noticed the use of AI. This will be controlled by the use of screening questions and examples at the beginning of the questionnaire.
The fourth risk is that international retail businesses might get too general. This will be done by identifying international retail businesses as retail brands that have customers in more than one country, either online or offline. Time limitation is the fifth risk. This will be done by employing a simple research model, a brief online survey and simple statistical analysis. The sixth risk is the biased sampling as the convenience sampling may not reflect all international retail customers. This will be recognized and the results will be used as evidence of customer perception and not as a complete picture of all retail customers.
Timeline
The research will be completed over eight weeks. The timeline begins with finalising the title and proposal structure, followed by literature review, questionnaire design, ethics preparation, data collection, analysis, writing and final editing. The Gantt chart below shows the planned schedule.


Table 1: Gantt chart
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