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Artificial intelligence (AI) provides a new way customer engage with brands. Especially, the luxury retail brands have been disrupted due to the global Covid-19 pandemic, the development of A-enabled algorithms can build meaningful consumer-brand relationships as improve the customer engagement, brand loyalty and purchase intention. However, there is a lack of exploratory study into the deeper understanding of how to use AI efficiently that can enhance the creation of a strong consumer-brand relationship in the crises of Covid-19. Therefore, the goal of this study is to explore main applications of AI applied in retail industry and what are key AI-enabled applications can improve the AI-enabled consumer-brand relationship during the Covid-19 pandemic. To achieve this, an international luxury retail brand – Burberry was selected for this study. Based on consumer-brand management theory, retailing domain and AI-related literature, a research model was proposed. Using keywords - “Burberry”, “AI”, and “Artificial intelligence” searches and a customer Google feed, the researcher gathered public reliable and available resources including articles, Burberry report, websites and start from January 2020 to April 2021. A total of above 52 documents were identified and 8 of which are used in this study. The results show the important role of AI-enabled application on meaningful consumer-brand relationship building. Furthermore, computer vision technology (machine AI), personalized product recommendation and facial recognition (thinking AI) and Chatbots (feeling AI) are successful examples of Burberry marketing action and contributes to build a meaningful consumer-brand relationships. Accordingly, this research contributes to extant knowledge by provide a richer understanding of the effects of AI-enabled applications on create a meaningful consumer-brand relationship. Additionally, the research has managerial implication for retailers creative and innovative AI in services provided to their consumers in today’s digital world.
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CHAPTER 1: INTRODUCTION
1.1. INTRODUCTION 
The first chapter introduces the focus of the study. The background of study is presented in Section 1.2. The research gaps were identified from literature are discussed in Section 1.3. The research goals and questions are explained in Section 1.4. Then followed by the significance of the research in Section 1.5. The definition of main concepts is outlined in Section 1.6. Finally, Section 1.7 provide an overall structure of this study.
1.2. RESEARCH BACKGROUND 
The retail industry is rapidly changing due to the technological advancements and changes in consumer behaviour (Grewal et al. 2021). Retailers are being forced to come up with a strategy how to find themselves a best option to survive in today’s competitive retail market. Especially, the Covid-19 pandemic influenced some retailers dramatically, more and more shops face the closures, and others expanded artificial intelligence (AI) applications that use for enhancing consumer-brand relationships. Even prior to Covid-19, AI-enabled technologies already had a significant impact on retail industry (Grewal et al. 2017). For instance, in September 2016, a luxury retail brand, Burberry was first introduced Chatbots through London Fashion week, provide pre-made recommendation to guide customers during their shopping journal, a live chat with one of Burberry consultant (Youn and Jin 2021). Drones are used by Amazon’s Prime Air to facilitate delivery (Huang and Rust 2021). It can be concluded that AI-enabled applications would have a major impact on the future of retail industry (Rust 2020). As a result, retailing scholars have been call for a much-needed sufficient guidance on how to better exploit the value of AI to consumer-brand relationship (Grewal et al. 2021; Roggeveen et al. 2021).  Thus, what is the meaning of AI?
Huang and Rust (2021) first conceptualised three-step of AI as multidimension construct that consist of thinking AI, feeling AI and mechanical AI and these three types of AI have different focuses during each step. The author defined AI as “the use of computational machinery to emulate capabilities inherent in humans, such as doing physical or mechanical tasks, thinking, and feeling” (p. 31). Prior to Huang and Rust (2021), The capability of AI has gained a significant attention by research and managers. Such as it can address problems in marketing (Dzyabura and Hauser 2019), understand customer emotions (Mende et al. 2019), and it can enhance consumer service that consequently led to a meaningful consumer-brand relationship (Roggeveen et al. 2021).

1.3 STATEMENT OF RESEARCH GAPS
Given the importance of AI-enabled technology in both research and retailers. The effect of AI in customer-brand relationship remains mostly underexplored in literature. Research focus on provide an overall review of AI in marketing (Huang and Rust 2021) or review AI in retailing literature (Shankar et al. 2021), or emphasis on one type of AI-enabled technology (Youn and Jin 2021), rather provide a deeper understanding of AI-enabled application in a real case study and use most recent information from market resources. Furthermore, although a large body of AI-related knowledge has been evaluated overtime, however, the impact of AI on consumer-brand relationship to leads customer engagement, brand loyalty and intend to purchase is still in infancy. Thus, the researcher assert that it represents an important gap in literature.

On the other hand, extant literature in AI-related research mainly focuses on theory building approach (Gauri and Grewal 2021; Roggeveen et al. 2021; Youn and Jin 2021) to obtain a better understanding of this research topic areas. However, few studies examined the real market data to understand the relationship between AI and consumer-brand relationship in retailing. Recently, research showing an increasing trends to collect a secondary data for marketing and business research (Morgan et al. 2019; Hulland et al.2019). This study response the call by Hulland et al. (2019), marketing research needs use more secondary data as “most appropriate to serve as measures of the underlying constructs” (p. 95). 

1.4 RESEARCH GOALS AND QUESTIONS
Addressing the research gaps were found in literature, the current study aims to develop a research framework based on the review of extant and recent AI, retailing, customer relationship management literature, as well as the secondary data of Burberry from multi materials including public reliable and available resources including articles, Burberry report, websites, that provide a new insight for future research and marketers during or after the Covide-19 pandemic. Moreover, this study emphasises on how to build a meaningful consumer-brand relationship through artificial intelligence during Covid-19 pandemic. 

To achieve this goal, three objectives will guide this study:
1) To understand the main AI-enabled applications applied in the Burberry to build consumer-brand relationship. 
2) What is the role of AI-enabled applications in customer relationship management. 
3) what is key consumer-brand relationship outcomes by use AI-enabled application. 
To achieve these research goals, two questions are important to addressed in this study:
· What is main AI-enabled applications applied in retail to build a meaningful consumer-brand relationships? 
· How these AI-enabled applications improve consumer-brand relationships? 

1.5 THE SIGNIFICANCE OF THE RESEARCH
This study contributes to the deeper and boarder understanding the AI-enabled applications in retailing, that contributes to several literatures including brand management, retailing, marketing, and consumer relationship management by developing a research-based framework that directs the further research development. To achieve it, this study build a bridge for diverse AI-related literature as retailing and AI in marketing to discover the knowledge from those diverse range of literatures. Thus, review these fundamental intellectual resources provide a different facts of AI topic and consumer-brand relationships for future research. Lastly, the examination of recent market data of Burberry in China market contributes to brand managers or companies who want to understand the most effective AI-applications that can interacted with their consumers and leads to meaningful consumer-brand relationships.

1.6. DEFINITIONS OF CONSTRUCTS 
Artificial intelligence is any use of algorithmic machine tools to simulate human capabilities including such performing physical or mechanical assignments, thoughts, and emotions (Morgan et al. 2019; Huang and Rust 2021; Hulland et al.2019).
Consumer-brand relationships is one of key theories in strategic band management and consumer relationship management, and refers to an interaction between the consumers’ responses toward a specific brand and the brand’s efforts to connect their consumers (Chang and Chieng 2006; Khamitov et al. 2019)


1.7 ORGANISATION OF THIS RESEARCH
This study is structured into six chapters as follows:
Chapter 1. Introduction 
The chapter 1 explain the background of this study and research gaps in literature, research objectives and questions, and the significant of this study.
Chapter 2. Literature review
It begins by provide an overview on recent AI review papers in the marketing, retailing and service literature. Then the chapter ends with a critical review of the outcome of AI - consumer-brand relationships.
Chapter 3. Methodology and Research design 
The justification of research approach and method in the study are discussed. Then the procedures and sample underlying this study are explained. 
Chapter 4: Findings
This reports the results of the Burberry 
Chapter 5. Discussion 
This chapter summarised the key findings of this research. 
Chapter 6. Conclusions and Future Research directions
The final chapter summarise the implications of theoretical and managerial, also presented the limitations of this research and provide some recommendations for further research development. Appendix and References are provided after the conclusion.
CHAPTER 2: LITERATURE REVIEW
2.1 INTRODUCTION
This chapter aims to provide a brief overview of the AI’s theoretical background in literature, and the relationship between AI and consumer-brand relationship based on AI-related research streams and consumer relationship management. Accordingly, Section 2.2. presents the main recent papers (2020-2021) in marketing, service and retailing domains, and past and present literature. Following that, Section 2.3 defined the concept of consumer-brand relationship and explained the linkage between AI and consumer-brand relationship. 

2.2 ARTIFICIAL INTELLIGENCE
AI has been studied in a wider range of research domains for the past two decades. For example, AI is a dominated-topic in various research areas of marketing (Huang and Rust 2021) such as in-store technology (Grewal et al. 2020), digital marketing (Tong et al. 2020), customer engagement domain (Kumar et al. 2019). The impact of AI on retailing also gained a significant attention and research highlighted the AI plays an important role for future development of retailing (See a recent reviews Huang and Rust 2021; Guha et al. 2021; Grewal et al. 2021). Table 2.1 summarized the five most recent publication in marketing and retailing literatures.
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Table 1 AI recent publications: 2020–2021


	Publication
	       Key point(s)
	       Key contributions
	       Domain

	Guha et al. (2021)

Journal of Retailing 
	· Examined the substantially impact of AI on retailing 

	· AI applications is customer-facing and can create several values 
· Highlighted the near-term influence of AI on retailing 

	Retailing 

	Huang and Rust (2021a)

Journal of Retailing
	· Examined how marketers and consumers can work together with AI
	· Developed a conceptual framework for collaborative AI in marketing literature 
· Provide a multi perspectives of AI 
· Identified the importance of collaborative AI in marketing literature 
	       Marketing 

	Huang and Rust (2021b)

Journal of the Academy of Marketing Science
	· Reviewed the extant AI literature in marketing
	·  Developed a three-stage conceptual framework
· Identified 3 key types of AI: feeling AI, thinking AI and mechanical AI 
· Provided the capability of AI (feeling, thinking and mechanical) in each stage

	       Marketing 

	Huang and Rust (2021c)

Journal of Service Research
	· Examined the impact of AI on customer engagement that result in different service values
· Focus on Robot 
	· Developed a strategic framework of AI 
· Provide a guideline for managers and service provides to maximum the advantages of AI with 3 key positive outcomes
	       Service 

	Davenport et al. (2020)

Journal of the Academy of Marketing Science 
	· Investigated the micro impact of AI in marketing 
	· Highlighted the importance of use robotics for tasks
	   Marketing




Huang and Rust’s three papers are conceptual papers published in 2021 and developed conceptual framework of AI in marking, service and retailing domains (Huang and Rust 2021a, b, c). The authors provide different view of AI by focusing on three types of AI, feeling AI, thinking AI and mechanical AI. While Davenport et al. (2021) focus on the board view of the impact of AI in marketing with a focus on AI and Robotics and identified the important of understanding the use robotics for dealing some tasks. Guha et al. (2021) focus on the creation of Values by using AI-enabled applications, and the importance of near-term impact of AI on value creation. Thus, these studies represent an overview picture of the hottest topics of AI in literature. Additionally, the AI research covers different research domines, including service, retailing, and marketing.
2.2.1 Use of Artificial Intelligence 
This study follows Huang and Rust (2021a, b, c)’s definition of AI and refers to any use of algorithmic machine tools to simulate human capabilities including such performing physical or mechanical assignments, thoughts, and emotions. Huang and Rust (2021a) categorised AI into three types of AI and developed a model for AI and strategic marketing (see Figure 2.1), the cycle views show a plan for AI strategy, it begins with marketing research by using mechanical AI to conduct marketing data, using thinking AI to do market examination, and using feeling AI to understating customer needs and emotions. Then move to strategy by applying mechanical AI for segmentation, applying thinking AI for targeting and applying feeling AI for positioning. Then move to the marketing action by applying mechanical AI for standardization, using thinking AI for customer personalization, and feeling AI for renationalization. However, it is note that these actions of the cycle non-stop at marketing action. 
Figure 2.1: AI and Strategic Marketing Decisions
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Source: adopt from Huang and Rust (2021a)
Furthermore, Thinking AI is applied for decision marking through the data processes, and largely unorganised data. The capability of Thinking AI is recognising data such as text mining, facial recognition, and voice recognition. While the capability of Mechanical AI is routine assessment and recommendation algorithms such as translation, classification. Finally, Feeling AI can interaction with consumers, and examining the consumer’s feelings and emotions (e.g., virtual agents, robots).
On the other hand, Kaplan and Haenlein (2019) refer AI as “a system’s ability to interpret external data correctly, to learn from such data, and to use those learnings to achieve specific goals and tasks through flexible adaptation” (p. 17). Later, Guha et al. (2021) adopted Kaplan and Haenlein (2019) definition for their study and focus on artificial narrow intelligence (ANI), the ANI normally used to areas such as image recognition, the capability of ANI is can predicate outcomes with a structured data. However, only over 30 retailers had started to use ANI (Guha et al. 2021). 
2.2 COSUMER-BRAND RELATIONSHIPS 
Research on consumer-brand relationships has gained remarkable attention Fournier (1998) first introduced the brand relationship quality (BRQ) model that discussed the various variables of consumer-brand relationships such as brand attachment and brand love. A strong relationship between consumer and a particular brand as an emotional bonding is created between them, and both perceived values. Scholars (Chang and Chieng 2006; Khamitov et al. 2019) defined consumer-brand relationship as one of key theories in strategic band management and consumer relationship management and refers to an interaction between the consumers’ responses toward a specific brand and the brand’s efforts to connect their consumers, that can influence consumer’s positive feelings, emotions that leads to behavioural outcomes. Based on extant literature, several antecedents of consumer-brand relationships were identified. For example, Chang and Chieng (2006) highlighted the brand experience as key antecedents of building a meaningful consumer-brand relationship. Moreover, research extended BRQ model by focused on consumer-brand relationship variables. For example, Park et al. (2010) conceptualized brand attachment as a multidimensional construct, brand-self connection and brand prominence Brand-self connection is consumer see brand as part of their life or personality. While brand prominence is brand-self connection developed overtime, then become a memory in consumer’s mind. Another most studied variable is brand love, that defined as strong emotional connection between consumers and a certain brand, so show a high level of consumer loves a brand, something is loyalty beyond the reason Roberts (2004). 
The AI technology has developed effectively to connect customers over many years (Hollebeek et al. 2014). McLean et al. (2021) highlighted the impact of voice assistants on developing consumer-brand relationships, as it provides benefits to consumers and transfer the brand data to consumers, but not influence the sales. AI-enabled applications can provide a way for brand to connect with their consumer at a social level. Thus, AI technologies can enhance the social interactions and develop the cognitive, affective relationship between brand and their consumers. Particularly, the crisis of Covid-19 that changes consumer shopping behaviours, consumers likely to do online shopping rather go to a physical store due to the consideration of safety (Nussey 2020). Thus, AI technologies such as Chatbot provide a way to build a good relationship between brands and consumers, as the capability of deal the customer complaints, needs, that can improve their brand sales. Furthermore, In-store AI technologies such as self-check-out that provide not only convenience but also safety for customer, that also enhanced the relationship between brands and consumers (Grewal et al. 2020). Additional, Avatars can used for having a conversation with consumers, greeting, even be a brand ambassador.
Thus, this study asserts that an effective AI technology used in both online and offline can influence a meaningful consumer-brand relationships. However, research in this area still unexplored, and most focus on the purchase outcomes. According, this study aim to fill this research gap by focus on retail brand, Burberry which is one of most successful brands by used AI. 



CHAPTER 3: METHODOLOGY
3.1 INTRODUCTION
The goal of this chapter is clarifying the research design and methodology and focusing on the collection of data used for this study. The reason behind the select methodology is discussed in Section 3.2. The research approach is discussed in Section 3.3. The selected case for this study is described in Section 3.4. The procedure of data collection is explained in Section 3.5. Lately, the consideration of ethical issues is described in Section 3.6.
3.2 JUSTIFICANTION OF THE RESEARCH METHODOLOGY 
A research is an examination of a research problem and address the research questions. In this study, two questions will guide this research. First, what is main AI-enabled applications applied in retail to build a meaningful consumer-brand relationships? Second, how these AI-enabled applications improve consumer-brand relationships? To select a suitable methodology based on the research objectives (Rabetino et al. 2020). 

There are two paradigms in research methodology i.e., Ontology and epistemology. Ontological paradigms are “what is there that can be known” Guba and Lincolin (1982, p 83) and epistemological assumptions are attempted to find a way to get how we know. While methodology refers to “how can the inquirer go about finding out whatever they believe can be known”, the specific procedures and techniques (Guba and Lincolin 1994, p 108). Table 3.1 provide an overview of research paradigms. 





Table 3.1 Research paradigms
[image: ]
Source: Adopted from Collis and Hussey (2009, p. 58)

The paradigms are to be conjugated with the philosophies of research which can be categorised into two domains are interpretivism/idealism/phenomenology and positivism (e.g., Balmer 2001). Positivism is used when the data of the research is to be tested statistically based on the hypotheses of the study. On the other hand, Interpretivism idealism/phenomenology is a philosophy which relates with that research in which analysis is to be carried out on already existing theories. (Avenier and Thomas 2015). In this research Interpretivism is implemented as the data about Burberry in China would be analysed and interpretation of it based on the impact created by Ai on consumer-brand relationship. 

The current study adopts a qualitative approach to gain a deeper understanding of the research problems and achieve the research objectives. In detail, three reasons are explained why use an inductive/qualitative method for this study. First, to data, the content data about AI technology in Burberry in China and consumer-Burberry relationships building during pandemic has been analysed which is the significance behind ontology in this research. As no available study in extant literature to provide the latest information in this research area. Second, the linkage of AI and consumer-brand relationships and how to apply AI-enabled application effectively to help company come over the crisis of Covie-19 is still unexplored area in business and management literature. 

 3.3. SELECTION OF RESEARCH APPROACH 
The previous section revied the research philosophies in social science. There are two main research approaches in marketing and social science such as: deductive (positive paradigm) and inductive (phenomological paradigm).  Case study as one kind of qualitative method with an inductive approach was adopted to gain a better understanding of the research problem. There are basically two methods used in the research: Qualitative and Quantitative methods.
A deductive approach aims to statistically tested the proposed hypotheses constructed by the researchers and test the reliability and validity of the research framework. Thus, this approach 
enable to identify whether the underlying assumptions are true or not, this empirical approach can also provide a numeric concussion. While an inductive approach is an examination of existing data and theories to obtain data, the data can be used for further empirical testing. Thus, some interpretations are drawn on this classified data and the results are presented. It generates theoretical conclusions (Thomas 2006). Finally, “mixed-method” with both inductive and deductive also widely used in literature, the combination of both inductive (qualitative study) and deductive (quantitative study) approaches aim to increase the reliability validity of the findings, as well as research questions cannot answered by using one approach. 

Phenomological paradigms categorised into three types are: critical theory, constructivism, and realism. This study conducted a case study method as realism (Guba and Lincoin 1994), one of phenomological paradigms. The advantages of realism are: 1) can collect “unobservable” phenomena in external world (Hunt 1991), as AI in the crisis of Covid-19 time is unobservable research; 2) it can provide potential opportunity for a holistic perspective of the research topic areas (Meyer 2001). 3) it can build new theories from real cases (Eisenhardt 1989).  The data collection method also includes sources of the data and there are two sources: Primary and Secondary source. In primary source of data collection, the data is directly collected from the respondents and the tools used would be interview, survey questionnaire, observation, and experiment. In secondary source, the data is collected from credible databases, newspapers, articles, journals, and other credible form of printed material. 

In current research, the researcher gathered secondary data from public reliable and available resources including articles, Burberry report, websites and start from January 2020 to April 2021. 
3.4 RESEARCH CONTEXT: BURBERRY
The goal of this study is to understand the main AI-enabled applications applied in the Burberry to build consumer-brand relationship; what is the role of AI-enabled applications in customer relationship management and what is key consumer-brand relationship outcomes by use AI-enabled application. To achieve these goals, this study investigates a retail brand context – Burberry in China during the Covid-19 time. Burberry is a British luxury clothes and beauty retail brand, which has a long history in retail industry for above 150 years, and a leading sponsor to the royal family and celebrities, now has over 500 stores around the about 50 nations. And Burberry is first company to change to digital business model since 2006, including AI technology. 
The reason to select Burberry as a case study due to the brand focuses on AI and increased the sales and consumer-brand relationships based on a report of Financial Wellness Market Survey in 2021. The CEO of Burberry, Angela Ahrendts made a statement of the digital strategy is make “walking through our doors just like walking into our website”.  The AI technology used in Burberry from production and product development. Additionally, since 2015, the brand invested AI-enabled application as a program focuses on personalized customer management that increased half more loyalty customers (Forbes 2020). For example, Chatbots used not only website but also on social media (e.g., Facebook, WeChat) since 2016. So, it offers good customer service, even customer can use “chatting” to book an Uber to their stores directly. As a result, a strong relationship between Burberry and their consumers is built. 
Burberry in China market show fastest growing sales compared with other countries since 2010, now in the mainland of China has 56 stores in 31 cities across China and achieved 1.51. million followers on Weibo, which is most popular Chinese social media platform, also launched mini program on WeChat as well. Also, Chinese customer luxury spending would about double from 2020 to 2025 (McKinsey 2020). Although the impact of Covid-19 on sales is continues and pushed about 10 percent shops were closed globally but the strength in China as Chinese consumer has strong brand attachment with its company product, especially new and younger people are main customer group that helped its recovery (Forbes 2020).  The sales of online shopping were increased and over 100% sales were made in mainland China. Given the important of Burberry market in China, so this study examine a case study of Burberry in China. 
3.5 DATA COLLECTION 
The researcher used keywords - “Burberry”, “AI”, and “Artificial intelligence”, searches and a customer Google feed, the researcher gathered public reliable and available resources including articles, Burberry report, websites and start from January 2019 to April 2021. Using multiple resources can enhance the analysis’s reliability and validity through data triangulation (Thurmond 2001). 


Table 3.2 Selected Data of Burberry for this study
	Data
	AI-enabled applications
	Resource link 

	Burberryplc.com
	Computer vision technology (machine AI), personalized product recommendation and facial recognition (thinking AI) and Chatbots (feeling AI)
	https://www.burberryplc.com/en/company/social-retail.html

	Burberry report 2021
	Computer vision technology (machine AI), personalized product recommendation and facial recognition (thinking AI) and Chatbots (feeling AI)
	https://www.burberryplc.com/en/investors/results-reports.category1.year2021.html

	The Medium
2020
	Computer vision technology (machine AI), personalized product recommendation and facial recognition (thinking AI) and Chatbots (feeling AI)
	https://medium.com/marketing-in-the-age-of-digital/how-burberry-is-using-big-data-and-ai-to-drive-sales-c2c624d2fb87

	SoccerNurds
2020
	Computer vision technology (machine AI), personalized product recommendation and facial recognition (thinking AI) and Chatbots (feeling AI)
	https://soccernurds.com/uncategorized/4372159/global-ai-in-financial-wellness-market-survey-report-2021-forecast-to-2026/

	Forbes 
2021
	Personalisation (Thinking AI)
Chatbots (Feeling AI)
	https://www.forbes.com/sites/markfaithfull/2021/03/16/china-digital-and-youth-boost-burberry-prada-and-luxury-fashion/?sh=32d488e67720

	Forbes 
2020 
	Personalisation (Thinking AI)
Chatbots (Feeling AI)
	https://www.forbes.com/sites/kevinrozario/2020/11/12/burberry-sees-october-growth-doubles-down-on-digital-and-localization-strategies/?sh=2725919e6470


	Financial Times
2019
	Personalisation (Thinking AI) 
	https://www.ft.com/content/ab23ddde-6740-11e9-a79d-04f350474d62

	Financial Times 
2019
	Chatbots (Feeling AI)
	https://www.ft.com/content/4be936b6-ce60-11e9-99a4-b5ded7a7fe3f



3.6 ETHICAL ISSUES
Every research must take account the consideration of ethical issues. This study follows the University of Wales Trinity Saint David Business School’s guidelines of ethics principle, that meet the standards of ethical requirement form the British Educational Research Association. The information presented in this report is true to the fact and none of the data is fabricated or manipulated to mislead the results. The researcher has no personal benefit from this research and would also not use this information for any personal benefit ahead. Since, the data is collected through secondary source, the credibility of references plays a vital role in making this research also credible. Hence, appropriate references are used in this research (Brakewood and Poldrack 2013).   

CHAPTER 4: DATA INTERPREATION
4.1 INTRODUCTION
The goal of this chapter is explaining the findings of this study. Section 4.2 discusses the key AI used in Burberry. Section 4.3 explains the impact of AI on consumer-Burberry relationships in detail. 
Based on the findings of reviewed the selected 8 sample database and extant literature, this study proposes a research model of AI in Figure 4.1. The results show computer vision technology (machine AI), personalized product recommendation and facial recognition (thinking AI) and Chatbots (feeling AI) are successful examples of Burberry marketing action and also contributes to build a meaningful consumer-brand relationships including brand trust, brand identification, brand love and brand attachment. 
Figure 4.1: Research Model 
[image: ]
Source: Developed by the researcher

4.2. AI IN BURBERRY 
4.2.1 Burberry Marketing Action
Computer vision technology (machine AI) 
AI-enabled technologies including machine AI to collect data and used for market data analysis. Moreover, Burberry detects counterfeits with almost 100 accuracy by using computer vision technology. Customer just need simply upload a picture of the product further into the brand App to get its authenticity confirmed in a matter of seconds. Considering this AI-enable technology, Burberry established trust with their consumers (The Medium 2020). To build a meaningful relationship with their consumers, the brand evaluates many innovative AI technologies to connect their consumer during the Covid-19 time even before that (Forbes 2021). 
According to a recent review of computer vision technology and AI by Kakani et al. (2020).  The computer vision technology has become popular since 1960. It begins with mimicking the human visual system to understand how projections and image recognition works. Then focus on 3D transformation and machine AI during the past few decades. Until 2010, computer vision was unable to preforming high-level tasks such as face, product, and fingerprint recognition. This AI technique – computer vision technology needs enormous amounts of training data that can be collected and processed. Burberry applied this AI technology – product recognition to build the trust with their consumers. 
Personalized product recommendation; Facial recognition (thinking AI)
The label of Burberry provides personalized recommendations for products in both physical store and online platforms such as social media and official website since 2006, this thinking AI technology enabled Burberry provides and good services to their consumers (The Financial Times 2019). To provide a personalised shopping experience is important for any brands, as well as brands can focus on their loyal consumers, and using the data for market analysis as well. For example, Burberry has used AI personalisation to target its Chinese consumer and enabled for market data analysis. The customer 360 program has been used by Burberry to track the Chinese consumers’ preferences and buying history to provide a personalised experience (Forbes 2020). 
Burberry opened its first social retail in China and has a partnership with Tencent Technology which is the tech giant in China and used WeChat mini program to enable Chinese consumers to engage with the Burberry and provide values to Chinese consumers, as well as a personalised experience by AI technology both online and physical (Burberry 2021; SoccerNurds 2020). According to Huang and Rust (2021), the personalisation (feeling AI) can benefit for brand-consumer relationships building, because of its ability to understand and respond to consumer emotions. Thus, any meaningful consumer-brand relationships required the social interaction and good communication through this AI technology, and provide a good service quality. It can achieve understanding the customer preferences and emotions, meet customer expectations (Blut et al. 2021). 

Furthermore, the Burberry and Tencent store in Shen Zhen also use facial recognition-enabled AI. Consumers can have a clothes colocation options in fitting rooms in the store, scanning their face that the algorithm-based techniques can match faces with most suitable clothes. When a known customer enters a store, so employees can use facial recognition-drive AI to check the buying history and provide a personalise service for a specific customers. This AI technology helped Burberry recognizing loyal consumers and their buying history. Most importantly, using facial recognition AI enable to identify and recall every customers, located what consumers looking for, show products for each customer and they can make a selection just need to scan their face, and no need to try items on and provide suggestions for each item. In the Covid time, it provide a safe and touchless shopping experience to consumers.
Chatbots (feeling AI)
In 2016 London Fashion Week, Burberry first introduced Facebook chatbots, the capability of this Chatbots is offer one to one interaction with patrons, the main features such as selling goods form newest collection and display backstage motivations. Despite its limitations, the Chatbots demonstrated the ability to response customers or browser and showing the incorporation of speech recognition capabilities. In China, Burberry used Chatbots in its official website as well as popular social media platforms, such as WeChat and Weibo. They provide voice and text based Chatbots (Blut et al. 2021). 
The Covid-19 made Chinese consumer prefers to do contactless shopping. Burberry has been explored the autonomous retail such as Burberry and Tencent store in Shenzhen. The capability of Chatbots’ is mimicry of human behaviour so provide the continence for customer when they interacted with a human in the virtual setting (Paluch and Wünderlich 2017). According to Youn and Jin (2021), Chatbots refers to “interactive, virtual agents that engage in verbal interactions with humans” (p. 118), it also identified a digital assistants in a retail setting and service setting (Pantano and Pizzi 2020). A digital agents is “computer-generated graphically displayed entities that represent either imaginary characters or real humans controlled by AI” (Choi et al. 2001, p. 19). A power of Chatbots is can deal the role of anthropomorphism assistants. However, the anthropomorphism assistants have low interaction as a result, the human agents have more effective interactions with consumers. Burberry provide a live chat with human agent (a consultant), and also virtual assistants. Furthermore, Burberry uses Chatbots to increase the awareness of its product, allow WeChat user to explore its products’ information in detail. Accordingly, the Chatbots can provide the information accurately and company can build the meaningful consumer-brand relationships. 
4.3 THE IMAPACT OF BUBERRY AI MARKETING ACTION ON CONSUMER-BURBERRY REALTIONSHIPS 
The Brands and the AI that reflects the brand can play various consumer-brand relationship variables (Youn and Jin 2021). The results  of this study demonstrate the influence of AI marketing action in Burberry in China  on consumer-brand relationship positively.  Burberry aims to create an emotional connection with  Chinese consumers through the AI -enabled image recognition technology to provide personalised service for each customer,  as a result, a brand attachment and brand love can be built.  According to CNBC (2020), the Chinese counterfeiters pop up very quickly, especially luxury brands. Burberry uses the computer vision technology built its brand trust with Chinese consumers. 
Furthermore, Chatbots can play a role as a friend (Aggarwal and McGill 2012), consumers and brand can build a relationship as friendship (Fournier 1998), as such a closer relationship is built. Another import role of Chatbots is provide values to consumers, deal the complains and response the inquiry, so brand can take care of consumer needs as “consumer contracting out the task to the brand” (Aggarwal and McGill 2012, p.308). Thus, consumer tend to love the Burberry brand, and consumers identification with the Burberry brand. As Chung et al. (2018) noted the luxury sector is following the trend by adopting digital services that offer 24-hour customer service through Chatbots, and Chatbot e-service and customer satisfaction regarding luxury brands looked at the cognitive values of the deployment of e-service agents by developing a measurement for examining how information accuracy, information credibility, and communication competence impact customer perceptions in the digital service context. Many observers of the industry view Chatbots as the driver for future luxury brand/consumer relationships, Chatbot e-service and customer satisfaction regarding luxury brands looked at the cognitive values of the deployment of e-service agents by developing a measurement for examining how information accuracy, information credibility, and communication competence impact customer perceptions in the digital service context (Kim et al. 2018).
CHAPTER 5: CONCLUSION AND RECOMMENDATIONS
5.1 INTRODUCTION
The previous chapter discussed the result of this study from multiple materials news, repot and website from 2019 to April 2021, as well as extended the results to the literature review of AI and related topic. In this section, the overview of this study is present in Section 5.2. Followed by theoretical contribution and managerial contribution are discussed in Section 5.3 and Section 5.4 respectively. Lastly, the future research avenue and limitations of this study are presented in Section 5.5.
5.2 OVERVIEW OF THIS STUDY 
The goal of this research was to discover 1) the main AI-enabled applications applied in the Burberry to build consumer-brand relationship, 2) what is the role of AI-enabled applications in customer relationship management and 3) what is key consumer-brand relationship outcomes by use AI-enabled application. This research achieved these three goals by a critical reviewed the extant literature as the AI-related publications both past and present, consumer relationship management and the results of the selected case study have been developed into a research model outlining the import role of four AI-enabled applications computer vision technology (machine AI), personalized product recommendation and facial recognition (thinking AI) and Chatbots (feeling AI) as successful examples of Burberry marketing action contribute to build a meaningful consumer-brand relationships (brand trust, brand identification, brand love and brand attachment) - See Figure 4.1. 
5.3 THEORETICAL CONTRIBUTION
The findings of this study extend previous study on AI and consumer-brand relationship by illustrating the impact of four important AI technology on consumer-brand relationship building through studied one of most successful company – Burberry which used AI-enabled technologies to engage their consumers and overcome the crisis of Covid-19. Accordingly, this research adds new insights to AI-enabled marketing by determining the most effective AI technologies from different types of AI. 
The key result of this study contributes to the computer vision AI technology (machine AI) – product recognition enhances brands to build the trust with their consumers. Furthermore, the Chatbots, a virtual assistantship/friendship can build consumer-brand relationship meaningful through let consumers feel interacted with a friend and a friendship between consumer and brand, the virtual agents are care about consumers, understanding their needs, complains, and emotions, so have an impact on consumer-brand relationships positively such as trust, love through the interaction on virtual setting and service setting. Thus, this finding provide the new insight on the importance of a Chatbots technology in evaluating and strengthening consumer-brand relationships in the retail setting. In light of this, this added new knowledge to consumer relationship management and branding literature. 
Lastly, personalization which is one types of feeling AI, the finding shows the brands can provide personalised product recommendations both online and offline, all achieve a positive shopping experience, most importantly, brands can develop this personalization AI technology to obtain a better understanding and predicting the consumers’ needs and preferences, it contribute to the consumer attached and love the brand. This result contributes to marketing by identified personalization as an key capability for relationship marketing and identified it as key driver of how brands can build a meaningful relationship with their consumers.
5.4 MANAGERIAL CONTRIBUTION
It is true that the crisis of Covid-19 pandemic has pushed many brands to close, causing disruptions in all industries, such as retailing, tourism and service. Particular retail brands. However, some brands went through this crisis and recovered quickly such as Burberry due to the AI technology. The finding provide four important AI-powered technologies that help retail brands re-sharping their business and build a meaningful relationship with their customer. For example, personalization, Chatbots can help brand or relationship managers build delivery good customer service through different online platform, as social media platforms, the increasing use of mobile application and social media by consumers for different stages of purchase, and the increased amount of time spent on the social media and mobile. As Burberry use its AI technology in the most popular social media platform in China that enabled their achieved a huge number of new and loyal Chinese consumers. This research provide fresh ideas that would help international marketers to understand how to use AI-empowered technology to build a meaningful relationships with their consumers.
5.5 RECOMMENDATIONS FOR FUTURE STUDY 
 AI-empowered applications are developing fast. Different types of Machine AI, Feeling AI and Thing AI are dramatically reshaping retail industry. Especially, in the Covid-19 time, these AI technologies are helping retail brands to address this new situations. Although this study provide a number of theoretical and managerial implications, but cannot without limitations. First, this study only selected a single setting – retailing and retail brand, so it limited to generalization of the results into other research settings. For example, the results would be different if study service brand such as a bank. Future research would study the proposed model in other industries, or empirical testing the validity and reliability of the model. Second, this study developed a research framework based on a limited number of sample database. In this sense, this study may seem miss some useful information. Future research could test more larger of database and using text mining analysis to test the data. However, the researcher believe the ultimate the identified AI technologies is useful for research and marketers in today’s dynamic business world. Moreover, thess limitations provide potential directions for future research undertaking.
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