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Abstract

The research has provided knowledge on the concept as well as the importance of artificial intelligence and customer experience. First chapter in the research has clarified the aims and objectives along with a background of the study. The significance of the study and the purpose is also provided to create a better understanding of the related topic. Second chapter of the study has shown the utilisation of literature and it has included a gap in the literature, which can be used in further research. The third chapter of the research has described the tools and techniques that will be used for conducting the overall project. Positivism philosophy, deductive approach, and Primary qualitative data collection with the help of interviews have been used in the study.
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Introduction

1.1 Background of the Research 
Technology in the retail sector is an essential need as it allows companies to develop a higher performance in the market. Artificial intelligence enhances the customer experience as it studies the behaviour to provide services according to customer needs (Ameen et al., 2021). Apart from that, it also ensures higher performance of the companies as it makes the work faster in nature. This research will show the development of artificial intelligence in the practical field as well as its impact on obtaining customer experience.  

1.2 Significance of the Topic 
Customer experience is the main factor for the retail business that allows growth opportunities as most of the operations are based on the decision-making of the consumers (Liu et al., 2020). Artificial intelligence (AI) is currently adapted in the market for operations at a meteoric rate. As per the investigation, around 68% of large organisation, 33% of medium scale firms and 15% of small firms are using AI for enhancing customer experience (Hooson and Pratt 2023). Therefore, it is a significant tool for the companies that are justified to be analysed and gather information by the researcher. 
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Figure 1.1:
 Adaption of Artificial intelligence in business sectors
Source: Hooson and Pratt 2023

1.3 Purpose of the research
The main issue in the corporate world is to enhance the customer experience and obtain loyal customers. It is an issue for companies in the retail industry as their performance is based on consumer acknowledgement. According to the research, it has been identified that the about 64.2% of the bosses in the retail industry have stated that performance is better with the assistance of AI implementation (ft.com, 2023). Therefore, it is justified that the research commencement is necessary to unfold the needs of the retail organisations within the UK market.  


1.4 Aims and Objectives
Aim
The main aim of the project will be to investigate "The Impact of artificial intelligence in enhancing customer experience within the retail industry”. 

Objectives
• “To understand the concept of artificial intelligence and customer experience within the retail sector”
• “To investigate the impact of artificial in developing better customer experience in the retail industry”
• “To evaluate the challenges faced by the companies in the retail industry for implementing artificial intelligence for enhancing customer experience”
• “To recommend strategies that will mitigate the issues faced in implementing artificial intelligence and improve customer experience in retail organisations”

1.5 Research Questions 
• “What is the main concept of artificial intelligence and customer experience in the retail industry?” 
• “What is the impact faced by companies in the retail sector for developing customer experience with the help of artificial intelligence?”
• “What are the challenges that are seen in the retail industry for implementing artificial intelligence and enhancing customer experience?” 
• “What are the strategies that can be recommended to the retail industry for utilizing customer experience and developing positive customer experience?”
Literature Review

2.1 Conceptual Framework
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Figure 2.1: 
Conceptual Framework
Source: Created by the Student

2.2 Concept of artificial intelligence and customer experience 
in retail businesses 
Artificial Intelligence is essential for business growth as it makes a direct impact on the sales of companies in the competitive market as it provides knowledge about the consumer demands. According to Hello and Hao (2022), AI is software that helps companies to analyse customer needs by studying their behaviour. It is beneficial to improve sales by understanding the consumer needs. On the other hand, Stone et al., (2020) opined that AI is a tool that is used to capture data and implement strategy within the firms. Along with that, it has been seen that the customer experience is the consumer journey within the firm, which describes the process of decision making to make a purchase. It is beneficial for the growth of the company as it is directly linked to the sales of the businesses (Keiningham et al., 2020). Therefore, AI and Customer experience are linked to each other to provide an effective outcome within the business.  

2.3 Impact of artificial intelligence on customer experience 
within the retail sector
In the retail sector, customer experience is a vital part as it makes the companies within the industry achieves growth opportunities. As opined by Daqar and Smoudy (2019), artificial intelligence provides prior knowledge to companies by studying the previous shopping behaviour of the customer. It is beneficial for the company, as it will help to identify the consumer purchasing behaviour. On the contrary; Akinosho et al. (2020) stated that artificial intelligence could make a negative impact as it makes faster replies that sometimes make the employees lethargic. It will create a negative aspect as the employees are demotivated thinking their roles can be replaced by the use of AI within the operating areas. AI is a huge market, which is expected to reach 100 billion British pounds by the year 2030 (statista.com, 2023, a). Thus, it is essential tool for the business, which provides positive as well as negative impacts on the business.
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Figure 2.2: 
Growth of AI market size
Source: statista.com, 2023, a

2.4 Challenges faced by retail organisations to implement AI 
and develop customer experience
Several challenges are faced by companies while trying to implement AI technology within the operative areas. As per the statement of Mohammed (2021), lack of data security is a major issue in implying artificial intelligence. Ethical hackers are increasing in the market and the threat of personal information breaches creates sceptical opinions for organisations. It has been seen that the UK is a country that has lost about 5.05 million British pounds due to data breaches (statista.com, 2023, b). The increasing number of data breaches shows that it is an issue to make the customers build trust in the AI systems of the companies. On the other hand, Robert et al. (2020) stated that the lack of knowledge among employees is a major issue in implementing AI in organisations. Most companies are lacking a proper technical team to handle the AI systems, which can create adverse effects in creating customer experience.
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Figure 2.3: 
Cost of Data Breach in different regions
Source: statista.com, 2023, b

2.5 Suggested strategies for implementing artificial intelligence 
and enhancing customer experience easily within the retail industry	
Few strategies are implemented to develop a better performance in the market and similarly, enhance the customer experience within the market. According to the discussion of Batat (2019), analysing consumer behaviour and purchasing power in the locality can help the company to increase the customer experience. It will be beneficial as it will make use of artificial intelligence and lower personal information is required for the operations. On the contrary, Zhang et al. (2019) opined that training and development for employees could be a strategy that will enhance their knowledge in the technical fields. Building technical knowledge through training of the employees will be beneficial for creating higher opportunities for the firm in the corporate world. Thus, maintaining a few strategies is essential to gain the operation as per the requirement of the businesses.

2.6 Theoretical Framework - Lewin’s Change management theory
[image: ]
Figure 2.4: Kurt Lewin’s Change management theory
Source: Motivated by Saleem et al., 2019

Kurt Lewin’s change management theory shows three steps to implement a change in the business and utilise it in future. According to Saleem et al. (2019), the theory shows unfreezing or stopping the current practice to imply change and refreezing or starting new policies in the firm as per their needs. It provides the benefit to tackle uncertain situations in the area of operations. The companies can implement artificial intelligence using the theory and develop higher opportunities to enhance customer experience.


2.7 Literature Gap
The literature has covered the changes that are required to implement artificial intelligence and enhance the customer experience. However, the researcher has not considered the leadership roles in the changes. Further studies can commence the research on the leadership roles as well to develop a better opportunity in market analysis.


















Methodology

[image: Guide to Understanding the Research Onion | 15 Writers]
Figure 3.1: Research Onion
Source: Inspired by Saunders et al., 2007

Research philosophy is the process that the researcher beliefs to collect the data and analyse it (HR and Aithal, 2022). In this research, the researcher will be using positivism, as it will provide an advantage to the commencement of the overall project. As per the statement of Kumatongo and Muzata (2021), positivism uses factual data that is obtained with the help of observation. It will be used, as it will provide the benefit of making a structured and effective study for the future consent. Similarly, the research approach is an essential concern for the researcher and for this research; the learner will be using a deductive approach. The deductive approach starts with the help of a theory and it is tested through observations (Upmeier zu Belzen et al., 2021). It will be implemented, as it will be beneficial in creating the research effective in manner. 
Apart from that, the researcher will use the data collection method, which is appropriate for this specific study. The primary data collection method will be adapted in this study as it provides benefits. One of the main advantages of using the primary data collection method is it provides up-to-date data from the market (Cluley et al., 2020). The interview will be conducted with the help of approximately 4 managers in the retail companies. Qualitative research is the strategy, which will be taken by the researcher to imply effective study in the project. The main advantage of qualitative data collection is it provides in-depth knowledge in a particular field with the help of expert information (Khoa et al., 2023). Interpreting the data with the help of the qualitative method will be utilised in this research, as it will create an opportunity to analyse the information in a structured manner. Finally, the researcher will use the data protection act 2018, to make the study ethical in nature. Data protection act 2018 is implemented as it protects the participant’s personal information (legislation.gov.uk, 2018). Thus, it will be considered for making the ethical opportunity at the commencement of the research. 
[image: ]
Figure 3.2: Gantt chart
Source: Created by the Learner
Conclusion

The research concludes the importance of artificial intelligence in developing the customer experience. The literature review section has provided knowledge about the prior studies to the researcher that was beneficial for the researcher. Along with that, the researcher has used methods that can provide an advantage to the overall project.    
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