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[bookmark: _Toc237528618]Chapter 1: Introduction 
[bookmark: _96uzunr8c40w][bookmark: _Toc237528619]Purpose of research activity  
Many analyses have illustrated that artificial intelligence has acted as a foundational driver for the digital transformation within the e-commerce sector in the United Kingdom. Through the help of these technological advancements, businesses can especially enable hyper-personalisation and boost the supply chain management system. The AI industry in the United Kingdom has been estimated to surpass approximately £ 25 billion by the year 2030 (Ou, 2025).  Besides, it has also been seen that the e-commerce industry recently suffers from issues related to the interaction of legacy systems, skill gaps and strict regulatory compliance. Amazon is highly focused towards agentic AI-powered transformation, which is associated with foundation models such as Amazon Nova and Amazon Web Services. This, in turn, allows the company to improve their operational efficiency while automating complex workflows. 
Lack of digital skills is considered one of the most significant among all of the key major bottlenecks. According to Statista, it has revealed that both data privacy compliance and technical incorporation are considered the key leading barriers. Around 21% of Gen Z and 26% of millennials prefer to utilise artificial intelligence for accessing online shopping in the UK (Watty, 2026). Apart from that, the high implementation costs have limited progress globally by around 29%. Due to these challenges, the e-commerce sector in the United Kingdom has suffered from revenue decline and employee turnover as well. The organisational revenue has been impacted due to the lack of cost-effectiveness and poor workforce culture.  
AI-powered transformation in the United Kingdom's e-commerce sector has highly influenced the labour market. Approximately 27% of the sales and service roles are at great risk of automation (Clark, 2026). The study will significantly address these issues with its effective impacts in the UK. Additionally, it has also been seen that around 34% of cybersecurity leaders have reported data leaks by using AI as a major challenge in the e-commerce industry. In the UK, 58% of large organisations have experienced significant impacts of cybercrime within their operations. Besides, 83% of the retail and wholesale corporations in the United Kingdom still suffer from challenges regarding lagging in scaling AI transformation in their functions. All of these challenges have potentially influenced the growth of the market along with its credibility. The study will address the infrastructure gaps and financial gaps within the market with reliable and relevant information.     
[bookmark: _8yfct6od2x7][bookmark: _Toc237528620]Proposed research question  
How does Artificial Intelligence contribute to digital transformation in e-commerce, and what can Amazon’s approach reveal about the opportunities and challenges of AI-driven transformation for the wider industry?
[bookmark: _m2jfj8j8d51f][bookmark: _Toc237528621]Aims of research activity  
To critically examine the role of Artificial Intelligence in enabling digital transformation within e-commerce, using Amazon as a case study, in order to identify practical insights and implications for organisations undergoing similar transformation.
[bookmark: _7lx5o2jauh2v][bookmark: _Toc235627234][bookmark: _Toc237528622]Objectives of research activity  
1. To find out the role of AI and digital transformation in e-commerce. 
2. To analyse how Amazon has applied AI technologies within its digital transformation strategy.
3. To gather insights from e-commerce and technology professionals on the practical application and impact of AI in the digital transformation of Amazon. 
4. To identify key benefits, challenges and recommendations for organisations adopting AI-driven digital transformation for Amazon and the industry.
[bookmark: _Toc237528623]Contribution of research activity to the body of knowledge 
Artificial Intelligence is regarded as the foundational engine which plays a vital role in the digital transformation process, especially in the e-commerce sector. Current reports have shown that around 90 % of the retail companies are making use of AI for the purpose of enhancing their business operations (Mecalux, 2025). AI plays a pivotal role in enabling the digital transformation process, which specifically revolves around hyper-personalisation, predictive analytics, conversational commerce and visual search. A practical blueprint for the organisations can be gathered with the help of primary research, whereas secondary research will help in examining established industry case studies. 
This research activity will add significant value with respect to the e-commerce sector by enhancing the current understanding regarding the use of AI for driving digital transformation. Combining the existing knowledge of theory with professional insights will aid in translating broader theoretical concepts into practical applications. Through this particular research, the gap between theory and practice can be eliminated by keeping a strong focus towards the technical side of artificial intelligence. Apart from that, by looking at the real-world challenges, a perfect picture can be obtained with respect to the practical hurdles that organisations face in their daily operational activities. 
[bookmark: _ynh7mqex51o1][bookmark: _Toc237528624]Significance of the research 
The UK market with respect to the use of AI is expected to grow at a CAGR of around 16.7 % between 2025 and 2030 (GVH, 2025). By the examination of industry leaders, the significance of AI in shifting the concept of online retail from dynamic to a customer-focused ecosystem can be easily understood. Exploring this particular research topic will prove to be beneficial for obtaining valuable guidance regarding the survival and growth process of the business during crisis times. Amazon has introduced certain targets that more than 80 % of its software developers have to make use of AI at least once a week (AI Magazine, 2026). This shows that this company is pushing their employees to adopt generative AI for the purpose of boosting productivity. The significance of this research lies in the ability of the enterprises to solve real-world problems. Exploring this specific research topic will aid in evaluating actionable strategies which are needed for the purpose of navigating market volatility, optimising resources and achieving long-term sustainability. 
The area of importance specifically revolves around two main aspects, which include meeting customer expectations and operational efficiency. Traditional retail is strongly shifting towards digital marketplaces, and this industry is evolving constantly. In recent times, AI is considered a necessity rather than a luxury, since it is valuable in meeting the requirements of customers while increasing the operational efficiency of the company. This research will allow individuals to understand the impact of artificial intelligence on transforming the entire online shopping journey of customers. It will provide a quick overview of how AI can be utilised by enterprises to offer smart product recommendations while personalising customer service. Discovering the exact ways in which artificial intelligence can allow e-commerce companies to make better use of this technology will ultimately help in improving customer satisfaction. This research is quite important and significant since it will act as a practical toolkit, especially for future, by clearly explaining the benefits of AI while highlighting its potential limitations. 
[bookmark: _18hguwwlpms1]

[bookmark: _Toc237528625]Chapter 2: Literature review
[bookmark: _Toc237528626]Theoretical framework 
The Technology Acceptance Model is a widely utilised framework in information systems and marketing which supports analysing the processes of adopting diverse new technological developments. This analyses the user's response to adopt new technologies by assessing two primary aspects, including perceived usefulness and perceived ease of use. Resource-Based View Theory is a strategic framework that helps in stating internal resources and capabilities of a company, which it considers as the primary engines of long-term success. Diffusion of Innovations Theory explores how and why new ideas and technological advancements spread through a population over time, which supports managing barriers to adoption. Dynamic Capabilities Theory refers to a strategic management theory that assists in maintaining a competitive edge in quickly changing environments (Land et al., 2022). 
[bookmark: _tg477oh8tdkz][bookmark: _Toc237528627]Conceptual framework 
The Technology Acceptance Model will help in understanding and reviewing the existing literature that is associated with AI in the e-commerce industry. Resource-Based View Theory will be beneficial for analysing how e-commerce enterprises apply AI technologies within their core digital transformation approaches. Diffusion of Innovations Theory will allow individuals to understand how different e-commerce businesses are learning and adopting AI. The Dynamic Capabilities Theory will reveal the challenges and opportunities linked with the AI transformation process. This describes the ability of the company to reconfigure its resources for surviving in competitive environments. 
[image: ]
Figure: Conceptual framework
Source: (Self-created)
[bookmark: _9hot914jcahc][bookmark: _Toc237528628]Empirical review 
Reviewing existing literature on artificial intelligence and digital transformation in the e-commerce industry 
Paradox of hyper-personalisation 
According to Moore et al. (2022), AI has been highly praised for its ability to transition a static browsing environment of the e-commerce industry into a dynamic shopping experience. LLMs, which stand for Large Language Models, along with AI recommendation engines, are effective in analysing the past behaviour of customers while predicting possibilities of future purchase with higher accuracy. Although it has helped in driving sales, it has certain limitations also. As mentioned by Petrescu et al. (2024) excessive use of AI can give rise to the ‘filter bubble’ effect, which can limit the exposure of customers towards diverse options. By tracking human behaviour continuously to offer them personalised recommendations, it will always present familiar options before them, thereby hiding the alternative viewpoints. The differences in the viewpoints of the above-mentioned two authors lie in terms of AI capabilities and risks of algorithmic bias. 
Operational efficiencies vs structural inequalities 
As mentioned by Ris and Puvača (2023) the digital transformation through AI algorithms will aid in improving supply chain visibility and inventory management. AI algorithms are highly beneficial for the purpose of fraud detection, anticipating stock shortages and optimising warehousing aspects. This particular aspect aligns well with the Technology Acceptance Model in terms of determining perceived usefulness and perceived ease of use. Perceived usefulness refers to the degree to which a user believes that AI will enhance performance by improving inventory turnover and order fulfilment speed. Another component is perceived ease of use, which describes that by using a particular system, there will be no need for effort, as AI can perform repetitive tasks easily. According to Scott and Orlikowski (2022), integration of AI is quite easy for large-scale enterprises, whereas it is difficult for SMEs. They face critical bottlenecks with regard to financial constraints and data scarcity. The first author has presented theoretical viewpoints, whereas the second author has presented practical viewpoints.
Crisis of consumer trust and data ethics 
As opined by Omol (2024) AI helps to strengthen retail as well as e-commerce customers' trust by offering them hyper-personalised shopping experiences and instant support. By maintaining a proper balance between data-driven relevance and privacy controls, long-lasting customer confidence can be developed. As illustrated by Plekhanov et al. (2023) AI-driven pricing models, which are adjusted depending on the competitor data raises some sort of ethical concerns with regard to fairness and transparency. Major differences that lie between the viewpoints of the two authors are in terms of commercial utility, along with consumer welfare. The first author is highly focused towards retailer perspective, which describes how AI can help in driving profits. Whereas the second author has presented a consumer perspective, which has highlighted their concerns regarding data privacy. 
Analysing the application of AI technologies within the digital transformation strategy 
Logistics and automation 
As discussed by Knox (2026) the e-Commerce sector focuses on using sophisticated machine learning tools along with robotics for managing its huge supply chain processes. Smart algorithms are highly capable of predicting the demands of customers across various regions, thereby allowing companies to stock their products. AI technologies are incorporated by the retail enterprises within their digital transformation strategy for the purpose of optimising delivery routes. As opined by Moore et al. (2022) AI leads to faster deliveries, whereas it raises major concerns regarding workplace stress as well as job security. It creates fears among the employees regarding job displacement due to the automation of tasks with the help of artificial intelligence. Major differences which exist in the opinions of the authors are with respect to technological optimism and human capital concerns. 
Personalisation and customer targeting 
According to Huyen (2022), advanced recommendation engines have the ability to evaluate enormous amounts of user data, such as past purchases of the customers and their browsing history. This, in turn, enables the e-commerce companies to understand what customers want to purchase next. Such a concept aligns perfectly with the Resource-Based View Theory, which is regarded as the primary driver of the competitive advantage. The purchase history of customers is valuable, whereas foundational machine learning technologies are quite rare, and this is a valuable resource for the company. As opined by Omol (2024) a high level of personalisation is largely responsible for giving rise to privacy concerns and data security vulnerabilities. Differences in the opinions of the two authors exist with regard to the ‘personalisation-privacy’ paradox. 
Cloud computing 
According to Ris and Puvača (2023), artificial intelligence enhances the aspects of cloud computing by focusing on automation of resource management and optimisation of server loads. E-commerce enterprises apply such digital technologies for developing intelligent ecosystems. Major demerits which are associated with the utilisation of digital technologies are high infrastructure along with computing expenses. As mentioned by Petrescu et al. (2024) in order to run deep-learning models, extensive data management capabilities are needed, which are highly complicated in nature. The primary challenges which are associated with the above-mentioned approach are algorithmic collusion, consumer exploitation and systemic discrimination. Differences in the perspective of the two authors lie in terms of core thematic focus on the technology vs their social implications. 
Major insights from e-commerce and technology professionals on the practical implementation and influence of artificial intelligence in digital transformation 
Supply chain & predictive analytics
Supply chain & predictive analytics is considered the most efficient one among all of the key insights for e-commerce and technology professionals in the UK. As per Jones (2025), it can help in enabling real-time demand forecasting along with enhancing inventory management. According to Brown (2024), having a strong focus on supply chain management and predictive analysis can directly strengthen the overall operational efficiency of a business. This can help by aligning digital transformation with sustainability goals. Apart from that, focusing on predictive models for analytics can comprehensively recognise logistical bottlenecks and support supply chains to react with agility. Diffusion of Innovations Theory is well-aligned with supply chain & predictive analytics through optimising logistics for each stage of adoption.  
In-store transformation
In-store transformation is a major insight among the professionals of Amazon. As per industry professionals, modern artificial intelligence significantly helps in managing frictionless shopping along with eliminating checkouts and queues. Moreover, digitalisation enables brick-and-mortar stores to show the personalised experiences of online shopping by providing tailored offers with great consistency. As stated by Mennekes (2025), technology leaders also highlight that AI-powered predictive analytics supports preventing stockouts and maintaining profit margins. According to Omowole et al. (2024), artificial intelligence can predict demand fluctuations and boost logistics efficiency. Amazon redefines physical retail by using smart automation and unified cloud systems to gain productivity. 
Conversational commerce & search
Many analyses have shown that tech leaders have highlighted that chat-based platforms have significantly generated around 50 million shopping-intent visits monthly in the UK. As stated by Bernard and Ampart (2025), technology professionals highlight artificial intelligence as a practical resolution strategy to develop 24/7 customer service. Apparently, it can also underpin balancing the experience gap between in-store browsing and online shopping. As per Mitchell (2025), both AI shopping agents and natural language processing encourage consumers to get the same personalised guidance as per their expectations. Having a strong focus on using the Diffusion of Innovations Theory can help in aligning to manage commerce & search as well.   
Recognising key benefits, issues and recommendations for businesses adopting AI-powered digital transformation
Advantages 
Operational efficiency 
Having a strong focus on adopting AI-powered digital transformation is really vital for Amazon within the retail sector in enhancing operational efficiency. Consequently, Next plc focuses on multichannel integration to develop its operational significance. As per Oyekunle and Boohene (2024), digital transformation can help in reducing supply chain obstacles through predictive analytics. According to Mitchell (2025), emphasising AI-driven digital transformation potentially supports developing the overall workforce productivity. Through these, it has been found that digitalisation can boost supply chain management systems, according to the authors. Utilising Dynamic Capabilities Theory can be highly aligned to generate operational success through AI adoption. 
Predicting inventory and demand forecasting 
Amazon implements AI-driven digitalisation, which ultimately supports demand forecasting and inventory prediction. Besides, Airbnb manages its demand forecasting by utilising advanced real-time market signals. As mentioned by Jones (2025) inventory prediction can significantly assist in managing shifting consumer habits and complicated supply chain systems. As illustrated by Nweje and Taiwo (2025) businesses get a chance to improve their overall supply chain resilience to forecast supplier delays before they grow. 
Barriers 
Significant digital skills shortages 
As stated by Revtiuk and Pawlowska-Nowak (2025) digital skills shortages are considered a key issue while adopting AI in the retail sector. These particular issues can create significant challenges by increasing high reliance, especially on external vendors. As demonstrated by D'Costa (2025) a lack of digital skills ultimately fosters significant workforce vulnerabilities. As per the authors, the issue directly impacts the competitive edge of the companies within the UK e-commerce sector.    
High upfront expenses of implementation 
High upfront expenses of implementation are another effective one among all of the challenges suffered by businesses within the e-commerce sector in the United Kingdom. As per Iyelolu et al. (2024), the issue regarding high upfront costs creates financial disruption through capital scarcity. According to Omowole et al. (2024), high expenses of integration ultimately squeeze profit margins. As per the authors, the challenge fosters resource misallocation while handling industry pressures.  
Recommendations 
Offering strategic apprenticeships
Offering strategic apprenticeships is highly recommended for businesses in the UK retail sector to overcome the issues associated with digital skills shortages. As illustrated by Dunkerley et al. (2022) the process can help in driving localised growth through recognising talent gaps in high-demand areas including AI and data analytics. As mentioned by Revtiuk and Pawlowska-Nowak (2025) offering strategic apprenticeships can ultimately build strong workforce resilience.  
Adopt cloud-based SaaS platforms
According to Christoforidis (2024), adopting cloud-based SaaS platforms is potentially suggested for firms in the e-commerce industry to manage issues related to high upfront expenses of implementation. As per Dunkerley et al. (2022), using this platform can eliminate the potential need for upfront capital expenditures on both hardware and software licenses. Due to these reasons, this can be the most effective one for the corporations to stay competitive in the market.    
[bookmark: _gkmrd0yu7bjd][bookmark: _Toc237528629]Literature gap 
Moore has highlighted how AI helps in creating dynamic shopping experiences, whereas Petrescu has mentioned how it restricts customers from receiving alternative options. A literature gap exists with respect to ways to manage tension between AI-driven personalisation and restriction of the customer's choice. As mentioned by Dunkerley et al. (2022) offering strategic apprenticeships can help in driving localised development through recognising talent gaps in high-demand areas, including AI and data analytics. According to Omowole et al. (2024), high integration expenses directly squeeze profit margins. Thus, the study also needs to focus more on analysing industry insights to gather more relevant information.   


[bookmark: _Toc236308979][bookmark: _Toc237528630]Chapter 3: Methodology 
Methodology refers to the theoretical analysis of all the research methods which are applied to a field of study (Vitasek, 2024). This is an underlying system which acts as a strategic blueprint and explains how the specific data for the research has been gathered and evaluated. 
[bookmark: _wwbzdcsmx2il][bookmark: _Toc236308980][bookmark: _Toc237528631]Saunders Research Onion
Saunders Research Onion is one of the popular frameworks which was mainly developed by Mark Saunders, Adrian Thornhill, along with Philip Lewis. Research Onion has six layers, which include research philosophy, research approach, methodological choice, research strategy, time horizon, and the core layer, which comprises data collection (Getitdoneex, 2025).
[image: ] 
Figure: Research Onion 
Source: (Getitdoneex, 2025)
[bookmark: _7qdoynxjnoiv][bookmark: _Toc236308981][bookmark: _Toc237528632]Research Philosophy
Ontology, epistemology and axiology are three main key components of research philosophy that describe how reality is perceived (Petropoulos et al., 2024). Its core types are positivism, interpretivism as well as pragmatism. In this specific research, the investigator has utilised pragmatism research philosophy for the purpose of gaining practical ideas with respect to the abstract philosophical ideas. A pragmatism research methodology has presented actionable organisational insights while supporting the mixed methods for evaluating the complex digital environments. 
[bookmark: _t6z30ud5r4ss][bookmark: _Toc236308982][bookmark: _Toc237528633]Research Approach
A research approach provides the logical direction to the researcher for the purpose of interpreting data against the research questions (Taherdoost, 2022). Research approach can be categorised into three main types, which include inductive, abductive as well as deductive research approaches. The researcher has used an abductive research approach, as this is ideal for this specific research. Through this, the existing theories of digital transformation can be connected dynamically with the rapidly evolving AI practices of the e-commerce industry. 
[bookmark: _ukoujk83ru6p][bookmark: _Toc236308983][bookmark: _Toc237528634]Research Design
A research design is described as the overall plan which helps the researcher to conduct the study. Its primary types comprise exploratory design, descriptive along with conclusive design (Takona, 2024). An exploratory design has been chosen for this research, as it helps in understanding the evolving relationships that exist between digital transformation and artificial intelligence within the retail industry. Such a research design allows for an in-depth investigation with regard to the above-mentioned aspect operations in the real-world context. Exploratory research design has the capability to generate new hypotheses while adapting flexibly with the emergence of new insights. 
[bookmark: _eumpmz7qxw8e][bookmark: _Toc236308984][bookmark: _Toc237528635]Research Strategy
Research strategy generally encompasses a proper plan of action which covers certain key elements such as research questions, study designs, as well as data methods (Gamage, 2025). Researcher has adopted a case study research strategy for exploring the context of AI and aspects of digital transformation within the actual business environment of an e-commerce company. This method is quite beneficial for the purpose of uncovering certain benefits and challenges which are associated with the adoption of AI. A case study research strategy has allowed the investigator to capture the nuanced data regarding digital transformation strategies. 
[bookmark: _jc4g3i4idhl9][bookmark: _Toc236308985][bookmark: _Toc237528636]Research Method
Research method basically acts as a navigational compass, which is used for decoding raw facts into reliable knowledge (Taherdoost, 2022). Different types of research methods are mono, mixed and multi methods, which are utilised accordingly for addressing the research questions in an effective manner. The investigator has utilised a mixed method for combining numerical business metrics and professional insights. Quantitative elements have the ability to measure the AI adoption rates by identifying statistical trends. Whereas qualitative components are beneficial for gathering deep and contextual viewpoints from the technology professionals with respect to practical applications. 
[bookmark: _obbg2dmsd2d4][bookmark: _Toc236308986][bookmark: _Toc237528637]Data Collection Tools
Data collection tools help in capturing the raw data by gathering information from interviews, questionnaires, as well as observation lists (Takona, 2024). Primary data collection tools and secondary data collection tools are the two core types which aid in guiding the research process. The researcher has used both primary along with secondary data collection tools for the purpose of combining public case studies with the direct viewpoints of industry professionals. Such a method has helped in maintaining a proper balance between the opinions of the experts and the historical context. 
[bookmark: _d9ecy7gnymro][bookmark: _Toc236308987][bookmark: _Toc237528638]Data Analysis Process
Data analysis process is described as the systematic process of examining raw research information to answer the central questions with respect to research (Williams, 2022). There are two different kinds of data analysis process which include qualitative data analysis and quantitative data analysis. Both the qualitative as well as quantitative data analysis process has been adopted. This has presented a complete picture regarding the use of AI technologies in industry while combining deep expert opinions through interviews and surveys. Qualitative data analysis process primarily revolves around thematic coding and case study support. Contrary to this, the quantitative data analysis process is primarily centred around data checking and descriptive statistics. 
[bookmark: _3450feh6jh0p][bookmark: _Toc236308988][bookmark: _Toc237528639]Sampling Techniques
Sampling techniques are referred to as certain methods which are adopted by the investigators for choosing a small group of individuals from the larger population (DePoy, 2024). The different types of sampling techniques are simple random sampling, stratified sampling, systematic and cluster sampling. Purposive sampling has been utilised for choosing 8 professionals for interviews, and the participants belong to e-commerce and technology roles. A simple random sampling has also been used, and through a questionnaire, a broader pool of 40 technology professionals from the Amazon company has been targeted. 
[bookmark: _13cbnhql9qvb][bookmark: _Toc236308989][bookmark: _Toc237528640]Time Horizon
A time horizon is regarded as the total length of time which is needed to reach a specific goal while carrying out the research activities. Cross-sectional and longitudinal time horizons are its two main types. From these, as mentioned above, the researcher has focused on the cross-sectional time horizon for capturing a snapshot of current AI applications at a single point in time. 
[bookmark: _Toc236308990][bookmark: _Toc237528641]Research timeline
(Referred to the appendix)
[bookmark: _9fzg2nldgs8w][bookmark: _Toc236308991][bookmark: _Toc237528642]Ethical considerations 
Ethical considerations are considered the moral principles that guide the entire research. Participant consent has been taken prior to processing their responses from interviews and questionnaires. The researcher has strictly adhered to the Data Protection Act of 2018 for completing this research (GOV.UK, 2026). Proprietary documentation has been strictly avoided while only transparent secondary sources, such as annual reports along with press releases has been used. 


[bookmark: _Toc237528643]Chapter 4: Results and Discussion
[bookmark: _Toc237522449][bookmark: _Toc237528644]Case study analysis
Role of AI and digital transformation in e-commerce 
The use of AI is being done in the e-commerce sector to create personalised recommendations for users. This is done by analysing the behaviour of the users and understanding their preferences while buying a product. Additionally, digital transformation is helping the e-commerce and the retail industry in general to increase their operational speed. Organisations implement automation for the tracking of their supply chain and better manage their inventories through optimisation (IBM, 2024). The AI personalisation market size was recorded at 520 billion USD in 2025. Following the current market conditions, it is expected to grow at a 4.9% CAGR to reach 661.21 billion USD by 2030 (The Business Research Company, 2026). Besides, AI is also being used to understand customer demands and procure supplies accordingly. The data-driven growth then helps organisations in the retail and e-commerce sector to perform better and avoid overstocking.
[image: ]
Figure: AI personalisation market size
(Source: The Business Research Company, 2026)
Challenges are present in enabling digital transformation in the retail and e-commerce sector, which goes through essential areas like customer engagement. Human empathy is essential to build customer relationships and increase sales through better engagement (HBR, 2025). Organisations over-relying on automation and related technologies adversely impacts the segment of human empathy. This happens when companies increasingly use AI to manage their customer support services and try to resolve issues for their customers. Moreover, if the automated systems do not integrate well with the supply chain, it can create issues while generating essential insights required to manage stakeholders. This can require companies to use both human and automated systems to manage their customers and other external stakeholders.
Amazon’s AI application in their digital transformation
The organisation is spearheading the implementation of AI to increase the pace of the e-commerce industry and enhance its operational capabilities. Machine learning is found to dominate AI use for retailers, where 10% of the major technology firms were using it (Statista, 2019). This is particularly done in the essential segments under recommendation engines that include collaborative filtering and increasing the sales of the platform. Besides, the organisation is also using these systems at their fulfilment centres to speed up delivery processes. Using AI in the segment of supply chain optimisation is also important for the company, where it uses the technology for forecasting demand in the various markets it operates in. AI is extensively used to drive AWS at Amazon, where the platform generated 142 billion USD in revenue in 2025 (Amazon Inc, 2025). 
[image: ]
Figure: AI use for retailers
(Source: Statista, 2019)
The implementation of AI is bringing several difficulties for large organisations, including Amazon, in the management of their resources. Spending on automation and procuring robots increases the upfront capital for companies, which puts pressure on their financial resources (Bain, 2026). This might require the company to understand the areas of its operational management where the technology needs to be implemented and manage funds accordingly. Furthermore, the dependency of the company on automation and related technologies makes it vulnerable to failures. Issues in algorithms can happen along with technical failures that can cause bottlenecks in the entire supply chain of the company. This requires the company to depend on traditional systems, and using AI mainly enhances customer experiences.
Insights from the industry
Considering the views of the professionals in the retail and e-commerce market, AI is helping most of them to increase their operational capabilities. Following a survey by IBM, 86% of the executives in the retail and consumer products industry accepted that AI is providing them a competitive advantage. In contrast, organisations were able to use only 26% of customers' proprietary data, of which 49% is usable, and 64% of it is accessible. Additionally, 58% of the executives also considered that AI can assist them in enhancing customer retention and satisfaction (IBM, 2026). The technology experts recorded that automation was able to reduce the processing time at the warehouses, which led to efficiency gains. Platforms like AWS are also helping the industry in terms of scalability, where it rents databases, storage, and computers to its users (Amazon, 2026). This renting takes place over the internet, where AWS of Amazon is acting as a large cloud platform in the industry.
[image: ]
Figure: Use of customers proprietary data
(Source: IBM, 2026)
The increasing use of AI for the purpose of product development and forecasting is making organisations vulnerable to several issues that can disrupt operations. Experts believe that data quality and readiness are a major challenge, where complex inputs provided to the automated machines disrupt results. Recent developments in the field of AI are also exposing industrialists to regulatory risks, as government laws mostly become outdated and fail to cover them. Even if platforms like AWS offered by Amazon are helping use cloud infrastructure, setting them up requires massive investments. This puts question marks on the ROI, while issues can also be faced in bridging the skill gaps and maintaining workflow integration (IBM, 2026). Mismanagement in the integration of AI can lead to system failures that pose serious threats to a company’s competitive advantage.
Challenges, benefits and recommendations
[image: ]
Figure: AI use by IT professionals
(Source: PR Newswire, 2022)
There are multiple benefits in using AI and automated systems to enhance the operational pace at organisations in the e-commerce sector. This includes key advantages like increasing delivery times and lowering operational costs at firms. 45% of the companies reported that AI helped them in ESG reporting, while 44% of the firms were helped in streamlining their operations. Besides this, companies were also helped in the segment of supply chain optimisation and maintaining cost efficiencies by 42% and 44 %, respectively. IT professionals mentioned that AI is helping them to analyse risks in the business environment and manage their sustainability issues better (PR Newswire, 2022). However, challenges are still present in handling risks related to human resource management, as AI is taking away the labour-intensive jobs. Experts are recommending that AI is increasing the demand for technical jobs and companies can use this to tackle the associated risks (Barr, 2026).
[bookmark: _Toc237528645]Primary Survey
AI-based operations and service delivery approaches towards digital transformation in Amazon and its e-commerce operations have huge potential for growth. The primary analysis of the operations and strategic management of AI-based solutions is discussed as follows. 
[image: ]
This chapter outlines awareness of artificial intelligence as a significant perspective from the diverse customer and employee base across the market. Considering the different responses and findings of the audiences, it can be highlighted that almost half of the target audience know about AI and its significance across the market. Such positive significance highlights a positive potential and engagement of customers for a business while incorporating digital transformation. In addition, confusion and a lack of awareness among customers also raise a responsibility for business development and responsible marketing by the entity. 
[image: ]
AI usage and significant implementation across diverse market trends and customer interests are essential to boost analytics understanding and serve with personalised approaches. Considering the responses to the question, about 35% of respondents consider AI a vital component for business development. Besides that, 32.5% of the rest audiences think that AI has minimal or moderate importance towards modern e-commerce practices in the current market. These findings ensure positive alignment of AI-based services for strategic improvements in online brand management. 
[image: ]
The operations and service optimisation within Amazon with the help of AI tools have a significant contribution towards customer service. From that point of view, the respondents have contributed responses towards the growth rate of AI adoption by the entity. About 42.5% of the audience ensures steady growth of AI tool usage within the organisation. Similarly, about 20% have reported a slower growth rate regarding the incorporation of AI tools in the past 3 years. Hence, the analysis highlights a progressive improvement of the entity across the market in terms of digital transformation and AI integration. 
[image: Forms response chart. Question title: 4. Which Amazon AI feature has highly impacted your shopping experience and must be credible to others? . Number of responses: 40 responses.]
Different features and facilities introduced by AI-based operations across the market enhance customer experience in different ways. From the perspective of the audiences, different AI features include personalised recommendations, search optimisation, and chatbot support. As per the analysis, about 40% have highlighted authentic search features and optimisation across the purchasing process. Similarly, 35% of people have prioritised personalised updates and recommendations on products and services. Only 25% have reported the efficiency of chatbots in enhancing their shopping experience, which is the most effective aspect of AI.
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The product recommendations and personalised highlights on the basis of forecasting and analysis of previous purchases have huge potential towards long-term growth. Regarding the accuracy of recommendations, a diverse customer base has reported different levels of satisfaction towards the services. 37.5% of the respondents feel that the recommended features are highly accurate for addressing customer demand and interests. On the other hand, 30% consider the recommendations to be fair, with 32.5% of responses towards poor compliance. From that viewpoint, effective refinement and structural modification of AI-driven features are important to enhance the quality of personalisation on Amazon. 
[image: Forms response chart. Question title: 6. How reliable do you find the automated customer service and chatbots of Amazon?. Number of responses: 40 responses.]
Different segments of customers and stakeholders have a huge contribution towards checking the reliability of the automated services and chatbots. Considering the analysis of the linear scale, more than 60% of the respondents have reported moderate to high reliability for the automated AI-based features. On the other hand, 8-10% of the audience have a poor perception regarding the development of automated operations within Amazon. Hence, the business has a positive significance towards integrating digital transformation and addressing reliable customer service in the long-term. 
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Changes and upgrades in the technologies and services have a higher impact on the e-commerce of an entity. The respondents have provided diverse responses about the contribution of AI in e-commerce operations. About 50% of the respondents have reported a medium impact of the AI-based solutions towards the e-commerce operations and services of retail firms. In addition, 30% have highlighted a high impact of the AI-based changes and optimisation on the e-commerce services. Hence, it can be stated that AI and digital transformation have significant effectiveness towards online business management and service maintenance.
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AI integration and strategic improvements in operations and customer services within Amazon can be highlighted as a significant benchmark for other firms in the industry. According to audience viewpoints of the audiences, 40% of the outcomes ensure standardised change and improvement in e-commerce services. Similarly, another 40% of the people have reported a leadership perspective of the business across the market. Consequently, the business sets high standards for other firms, which can introduce significant growth and competitiveness for other retail players. Despite that, 20% of the audience have also reported a follower mentality of the brand while integrating digital transformation with AI implementation.
[image: Forms response chart. Question title: 9. According to you, what is the greatest difficulty of Amazon while adopting AI-driven digital transformation?. Number of responses: 40 responses.]
The AI-based solutions and upgraded features deliver optimised outcomes for firms, while certain challenges are also highlighted regarding the implementation process. In this context, the respondents have also introduced numerous causes of failure in the consistent operations management of the firm. About 45% of the responses from the customers and employees suggest that changing trends and technologies are one of the main causes of operational degradation regarding AI-based e-commerce transformation. Similarly, 35% have reported operational complexities in the services while developing strategic e-commerce practices with AI intervention. Besides, 20% of individuals also cited cost and poor financial balance as a reason for adopting AI-based digital solutions in the market. 
[image: Forms response chart. Question title: 10. How do you suggest AI integration for e-commerce platforms according to modern demands ?. Number of responses: 40 responses.]
Strategic AI implementation and the development of operations across e-commerce business practices in Amazon can be supported with diverse recommendations for future refinement of the operations. From that point of view, the survey has provided certain options for development from the responses of the target audiences. Consequently, 37.2% of people believe that proper AI integration in the business model, operations, and delivery can be helpful in developing the operations with positive performance. 32.% of the respondents have also highlighted the use of AI in the firm's supply chain services of the firm. In addition, 30% of the individuals have also supported the implementation of AI for monitoring market trends to address brand position in the competitive environment.
[bookmark: _7xm5fhxyecbf][bookmark: _Toc237528646]Primary Interview
	Clusters 
	Texts 
	Themes

	Cluster 1: Professional AI and digital capabilities
	Digital strategy, 
machine learning solutions, Data and smart software to lead digital strategy 
Digital operations 
	Theme 1 - AI and digital expertise 

	Cluster 2: Sources of AI-related knowledge
	Academic journals, tech publications and e-commerce industry reports
Business reports, Google Scholar, and Amazon's annual reports 
Google Scholar, online industry reports, government reports and information published by McKinsey 
Financial reports
	Theme 2 - Alignment of AI-related information 



	Cluster 3: AI Implementation and organisational impact 
	Artificial intelligence and modern cloud technologies, power services like Amazon Web Services (AWS) 
machine learning, cloud computing, and large-scale robotics 
automation, cloud technologies, customising AI models 
machine learning models in AWS, automated fulfilment robotics, and predictive algorithms 
	Theme 3 - Impact of tools and technologies in digital transformation


	
	Customer personalisation and automated warehouse logistics 
data-driven personalisation 
forecasting market demand 
personalised product recommendations 
optimise supply chains 
supply chain forecasting 
demand forecasting 
demand analytics, product optimisation, supply chain efficiency, customer personalisation. 
	Theme 4 - Applications of AI and digital tools

	
	operational efficiency
increased customer retention and reduced operational overhead 
reduce operational costs
lowering functioning costs
optimisation of pricing strategy 
customer retention for online e-commerce organisations   
	Theme 5 - Efficiency in customer service and lowering operational cost

	Cluster 4: AI adoption challenges and strategic considerations
	High infrastructure costs, system downtime and ethical concerns 
Major internal operational disruptions 
AI bias, data security disruptions and implementation complexities 
High data silos, high infrastructure and energy costs, algorithmic biases, ethical and labour concerns 
High infrastructure costs, algorithmic bias, and workforce displacement concerns 
Strict monitoring, high pressure and data breaches 
	Theme 6 - Technological, ethical and workforce challenges in digital transformation  


	
	Clear strategic goals, investing in data quality, ensuring robust ethical governance, and fostering a culture of continuous learning and agility
Training for employees
Matching AI projects with clear business targets and cleaning up internal data systems for accurate AI training. 
Clear business goals, build strong data systems, train their workforce, and ensure ethical, secure, and compliant AI use
	Theme 7 - Benefits and strategic requirements for AI adoption



Analysis
Theme 1 - AI and digital expertise
The findings show that participants have practical experience with digital technologies and AI in e-commerce. Digital strategy, machine learning solutions, data & smart software, along with digital operations are the common terms that indicate that AI is becoming an important part of business activities. This suggests that digital expertise supports organisations in using AI for strategic and operational purposes (Heins, 2023). Hence, the finding supports the research aim and third objective, as it provides practical insights from professionals about the role of AI in digital transformation.  
Theme 2 - Sources of AI-related information 
Responses from the participants show that different sources are used to obtain information about AI and digital transformation. Academic journals, Google Scholar, reports from industry, government and businesses were commonly mentioned. This indicates that professionals use both academic and industry-based information to understand AI developments in e-commerce. Therefore, these findings support the first objective, as it highlights the importance of using different sources when reviewing existing literature on AI and digital transformation in e-commerce. By demonstrating ways for professionals to access diverse academic and industry evidence, it aligns with the critical examination regarding the role of AI in e-commerce, digital transformation and implementation.  
Theme 3 - Main tools in digital transformation
As per the responses, Amazon uses several advanced technologies to support digital transformation, including AI, machine learning, cloud computing, AWS, robotics and automation. The participants particularly highlighted AWS, automated fulfilment robotics and predictive algorithms. This implies that AI works together with other digital technologies to transform e-commerce operations (Criveanu, 2023). These findings directly support the research aim as well as the second objective, which focuses on analysing how Amazon applies AI technologies within its digital transformation strategy. As it provides insights into the key tools used in digital transformation, the findings support the third objective too. 
Theme 4 - Applications of AI and digital tools
The findings show that AI is applied across different areas of e-commerce, including customer personalisation, demand forecasting, product optimisation, recommendation systems and supply-chain management. These applications demonstrate that AI is not limited to one business function, as it supports both customer-facing and operational activities (Gołąb-Andrzejak, 2023). Hence, these findings support the research aim and second objective, as they provide practical evidence of how Amazon uses AI to enable digital transformation across its e-commerce operations. By providing key information about the application, this data provides an understanding of the impact of AI in digital transformation, confirming the third objective of the research study. 
Theme 5 - Efficiency in customer service and lowering operational cost
According to the responses from the interview, AI can improve operational efficiency while also supporting customer retention and reducing operational costs. Participants identified customer personalisation, pricing optimisation and reduced operational overhead as important outcomes of AI adoption. This shows that AI-driven digital transformation can create both operational and customer-related value (Kazak et al., 2025). These findings support the research aim and fourth objective, as they identify key benefits of adopting AI-driven digital transformation. Accordingly, through highlighting insights into AI tools and technologies, the findings support the third objective. 
Theme 6 - Technological, ethical and workforce challenges
Several challenges associated with AI-driven digital transformation, including high infrastructure costs, system disruptions, data security issues, algorithmic bias, energy costs and workforce pressure, have been underscored from the interviews. Participants also identified concerns about workforce displacement and ethical issues. This showcases that although AI can support digital transformation, its implementation also creates technological and human challenges, supporting the research aim and fourth objective (Criveanu, 2023). It focuses on identifying the key benefits, challenges and recommendations for organisations adopting AI-driven digital transformation. In this process, critical analysis towards practical insights into the implications of the process of digital transformation has been provided, aligning with the aim of the research study.  
Theme 7 - Benefits and strategic requirements for AI adoption
The findings show that successful AI adoption requires clear business goals, good data quality, employee training, strong data systems and ethical governance. Participants also recommended matching AI projects with business objectives and ensuring secure and responsible AI use. This indicates that organisations need appropriate strategies and capabilities rather than simply investing in AI technology (Criveanu, 2023). Hence, the findings support the research aim and fourth objective, as they provide practical recommendations for organisations considering AI-driven digital transformation. By providing insights into the challenges and limitations, the findings also align with the third objective. 
[bookmark: _Toc237528647]Discussion 
[bookmark: _h2zm56esbcqx]Evaluation of objective 1 
Artificial intelligence fosters digital transformation within e-commerce through shifting platforms towards hyper-personalised and autonomous ecosystems from static product catalogues. As per the literature review, Moore et al. (2022) have stated that AI has been glorified for its efficiency in transitioning a static browsing landscape of the e-commerce sector into a dynamic shopping experience. According to the secondary analysis, it has been noticed that the market size of artificial intelligence has increased slowly towards $ 545.79 billion in 2026 from $ 520.74 billion in 2025. Due to the need for deeper insights and immediate decision-making, organisations have increasingly emphasised AI. Contrary to that, as per the primary analysis, approximately 50% of people have responded positively about having knowledge of AI and its application within businesses. This outcome has portrayed a high involvement of customers in digital transformation. Moreover, 35% of people responded to the necessity of integrating AI into the business practices of modern e-commerce.  Based on the primary interview analysis, most of the participants have focused on digital strategy and data & smart software. These have significantly supported mainly to manage digital operations seamlessly. As per the responses, the theme related to AI and digital expertise has successfully achieved the project. It has also been seen that in 2017, around eight in ten retailers felt self-assured that they had the analytics platforms and systems to integrate AI across their operations. As mentioned by Omol (2024) artificial intelligence supports boosting retail along with e-commerce customers' loyalty through providing them hyper-personalised purchasing experiences and instant support.  
[bookmark: _5qexecbpr26f]Analysis of objective 2 
The strategic application of AI-powered technological advancements significantly supports industry development through shifting towards intelligent, data-driven adaptation. As discussed by Knox (2026) the e-commerce industry emphasises utilising sophisticated machine learning technologies and robotics to tackle its massive logistics procedures. Besides, as per the secondary case study analysis, it has been observed that artificial intelligence is underdeveloped within the dynamic landscape in the retail sector. Out of the top 250 global retailers who have integrated artificial intelligence within their business operations, only 1% of AI practices have come to full-scale deployment. Based on the primary analysis, around 42.5% of people have responded that Amazon has used AI tools steadily in the past 3 years. Contrary to that, 20% of people have indicated that Amazon has implemented AI-powered tools slowly. This analysis has facilitated the ultimate development of digital transformation. Moreover, it has also been found that around 40% of people have responded that search features of AI have highly affected their purchasing experiences. Derived from the primary interview analysis, most of the people have reported that industry reports and sources from Google Scholar have helped to analyse the e-commerce industry. It has been noticed that themes regarding sources of AI-related information and unreliable and potentially biased sources have made the entire research successful. According to Petrescu et al. (2024) in order to deploy deep-learning models, comprehensive information governance abilities are required, which have a highly complicated nature.    
[bookmark: _hvwuq7y6hf0]Appraising objective 3
AI drives digital transformation in the e-commerce sector through automating functions, customising consumer experiences at scale, and improving logistics. In the literature review section, it has been stated by Jones (2025) that supply chain & predictive analytics can assist in enabling real-time demand forecasting alongside boosting inventory management systems. Based on the secondary case study analysis, it has been seen that approximately 76% of executives have shifted their business models for leveraging artificial intelligence. Based on the information, this has developed both operational significance and revenue diversification. Contrary to that, 84% of directors believe AI will comprehensively strengthen their capability to respond quickly to meet market trends, obstacles, along with evolving consumer demands. Digital systems highly contribute to long-lasting transformation as hyper-personalised product recommendations adapt rapidly to a buyer's preferences, loyalty status, alongside live inventory information. As illustrated by Mennekes (2025), technology directors also facilitate AI-powered predictive analytics, preventing stockouts and managing profit margins. In line with the primary interview analysis, most of the respondents have reported that artificial intelligence as well as modern cloud technologies have successfully integrated with supply chain forecasting. Through these themes, key tools in digitalisation and the implementation of AI and digital technology have strategically met objectives and enriched the study.  Therefore, as per the primary analysis, around 37.5% of people have acknowledged that the product suggestions have significantly supported finding the right product, which has shown customer satisfaction. On the other hand, around 60% of the respondents have reported moderate to high stability, especially for the digital AI-powered features. As demonstrated by Mitchell (2025) both intelligent digital assistants and natural language processing empower customers to get the same personalised guidance as per their demands and preferences.
[bookmark: _pjipnejlwwfk]Evaluating objective 4
Adopting AI-powered digital transformation supports different corporations to strengthen their decision-making processes with informed data insights. According to Mitchell (2025), emphasising AI-driven digital transformation potentially supports developing the overall workforce productivity. In accordance with secondary analysis, 66% of IT directors have reported that their businesses are either implementing AI. Nowadays, around 35% of companies reported using artificial intelligence within their company operations. It has also been discovered that, compared with 2021, companies are 13% more likely to have implemented artificial intelligence in 2022. Based on the primary analysis, 50% of the respondents have reported that AI and digitalisation have affected operational significance within the e-commerce sector as well. As per 40% of respondents, it has been noticed that AI utilisation in leadership has set a standard for the rest of the rapidly growing sector. Contrary to that, 45% of respondents noted that changing aspects of trends and technologies have fostered the greatest disruptions for Amazon to incorporate digital transformation. This outcome has shown the financial condition of the brand within the dynamic landscape of the market. In line with the interview analysis, participants have reported the importance of continuous learning and training for employees. Besides, through the theme of strategic requirements for AI adoption, the research has been successful. As per Mitchell (2025), focusing AI-driven digital transformation directly underpins enhancing the overall labour performance and efficiency. Contrary to that, as illustrated by D'Costa (2025) a potential lack of digital skills conceivably reinforces potential labour market precarity. 


[bookmark: _Toc237522774][bookmark: _Toc237528648]Chapter 5: Conclusion
[bookmark: _Toc237522775][bookmark: _Toc237528649]Conclusion
The research has been conducted to understand the role of AI in driving digital transformation at e-commerce firms while considering Amazon as the case study organisation. Researchers have undertaken a mixed-method approach to meet the research objectives. These included conducting a review of existing research on AI and digital transformation and evaluating how the case organisation is implementing them. Following this, information has also been gathered from industry professionals, along with the identification of the key challenges and benefits to meet the research objectives. Several insights have been gathered from the research by collecting both qualitative and quantitative data using interviews, surveys and undertaking a case study analysis. The research conducted concluded that AI has been heavily used to generate personalised recommendations for users, where the market size was recorded at $ 520 billion in 2025. Amazon is using AI primarily to develop its cloud computing platforms like AWS and improve its recommendations for its customers. Besides, the company is also using machine learning to increase the pace of its supply chains and optimise their logistics better. Interviews conducted with managers and data gathered from secondary sources showed that around 86% of the industry executives preferred using AI. The research looked into the challenges faced by the stakeholders that covered areas like implementation and data management while following the regulations. Customers are considering AI as an important tool to improve their experience while using e-commerce platforms. The survey showed Amazon is spearheading the implementation of automation tools in the e-commerce market and helping in product development. Even if challenges are present in the implementation of technological development, the benefits are immense in AI integration to improve operations management in the industry.
[bookmark: _Toc237522776][bookmark: _Toc237528650]Limitations and implications
Limitations
The sample size of the research is small considering the scope and objectives of the research along with its significance. This study conducted interviews with a small group of 8 people and only focused on industry professionals and managers. There are many important stakeholders, like shareholders and investors in business, who have been alienated. Furthermore, the survey was only conducted on 40 people, which limited the ability to gather ample quantitative data. The issue is primarily because of the scale and regions of the company's operations, making the sample look small. Besides, focusing on a single firm reduced the capabilities of the research to gather data from other companies in the retail and e-commerce industry. Collecting data from multiple companies could have allowed a better understanding of the trends in AI integration and digital transformation. Additionally, the findings of the report depend on the interview responses, making it vulnerable to inaccuracy and bias. 
Implications
The research has multiple practical implications for the industry, which are intended to be done through a wider industry scope and increasing the quantitative depth. Improvements in future research work include adding more companies and understanding their digital strategies. The sample size is also aimed to be increased to make the quantitative analysis better and collect more insights from qualitative data (Williams et al., 2026). This will increase the positive implications for the industry as a whole and not just Amazon. Retail professionals can use the insights gained from the research to improve their digital transformation strategies and manage their risks better. The findings cover the legal and implementation challenges that can help industrialists manage risks associated with finances and strategic areas. Additionally, resource planning can also be improved at e-commerce firms using the insights and their internal capabilities to gain competitive advantage. 
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Figure: Recommendations
(Source: Self-created)
Optimising infrastructure
The organisation needs to invest in the segment of developing its chipsets and semiconductors to manage its automated procedures better. Companies are required to invest significantly to improve their digital capabilities, including the integration of AI. These investments need to be made in the segment of inferentia chips to help the company with its operational efficiency by significantly improving them (Amazon, 2026). Besides this, the organisation needs to expand their infrastructure and increase the number of computers to enhance its runtime efficiency. This can be helped by the existing funds within the organisation and using them to increase its cloud computing services.
Talent acquisition
The acquisition of talent is essential to improve the capabilities of the company in managing the infrastructure and using it to gain competitive advantage. Training and development programs are undertaken by organisations to upskill their workforce and manage their systems better (Morandini et al., 2023). The implementation of new programs will be crucial for the firm to train its current software engineers and also enhance the capabilities of the newly hired candidates. Partnerships with universities and institutions can also be done to reduce their investments and enhance their product development capabilities. Following this, AI integration can be improved further with innovative approaches that effectively meet customer needs.
Strengthening governance
Governments are increasing their regulations on the responsible use of AI and collection of customer data. Considering the rise in the number of regulations, the company can set up an AI ethics board. Corporate governance deals with the laws that are created to govern the company's operations and manage its stakeholders (Annesi et al., 2025). The AI ethics board at the company can help the firm understand the regulatory issues better and comply with laws related to data privacy. Furthermore, this board is expected to reduce the complexities in terms of managing the ethical issues related to AI and its responsible usage in collecting customer data. 
Architectural modernisation
Modernising entire systems after a new development can put severe pressure on the finances of the company. Incremental innovation allows companies to gradually upgrade their systems instead of radically changing the entire infrastructure (Freixanet and Rialp, 2022). The use of this strategy needs to be done by the company while upgrading and modernising its systems to control its resources. Besides, it will also help the company to reduce the risks involved in resource management and gain competitive advantage. This will help the company enhance the operational capabilities of their existing systems like AWS and improve its competitiveness in the cloud computing market.
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[bookmark: _Toc237522967]Reflection

Figure: Kolb’s learning cycle
(Source: Self-created)
[bookmark: _Toc237522968]Concrete experience
I gained help in designing a research plan that used a mixed-methods approach to analyse digital transformation using AI at Amazon. This method allows researchers like me to collect both qualitative and quantitative data from a wide range of sources following the research objectives (Creswell and Plano Clark, 2023). Considering the challenges faced by the industry, I planned and collected data from secondary sources. This involved gathering data by conducting a case study analysis to evaluate how the industry is currently implementing AI. I made efforts to gather information from the company's website and other industry reports to meet this need. Using a semi-structured interview, I gathered data from 8 industry professionals, while also conducting a survey of 40 people that involved both employees and customers. Finally, I conducted data analysis using thematic coding, case study analysis and related methods.
[bookmark: _Toc237522969]Reflective observation
The mixed-method approach used to gather information helped me a lot in understanding how the company is implementing AI and undergoing digital transformation. Amazon posted the details of the operations management in their annual reports that include their digital transformation and financial results (Amazon, 2025). However, relying on these data alone made me feel that the reports can be biased and may not cover the downside of their business strategies in detail, including Amazon. Besides collecting both qualitative and quantitative data, recruiting industry professionals proved to be challenging, especially within the submission deadline. Even if the questionnaires created helped the research gather numbers on customer perceptions, it did not help in gaining a deep qualitative context. Additionally, I found gaps in creating business strategies for digital transformation and implementing them in practice by industry leaders.
[bookmark: _Toc237522970]Abstract conceptualisation
I understood that researchers need to balance the depth of data collection when the study is demanding both qualitative and quantitative data. Critical thinking is essential in academics to analyse information and use it in line with the research objectives, instead of taking a descriptive approach (Berestova et al., 2022). Issues I found in taking information from the company's website or industry reports need to be addressed using a critical thinking approach. This can inform future research to identify the gaps in their business practices to generate better recommendations. Furthermore, it is also important for the researchers to make early appointments and reach out to professionals well before the actual project even begins to avoid delays. Combining descriptive statistics with thematic coding is also essential to gain better insights, while following the ethical protocols under the research work.
[bookmark: _Toc237522971]Active experimentation
The future research projects will involve covering all the gaps in the current research, while opening the scope for better data collection. I will improve the interview charts in the future that allow me to gather data strictly based on the current and practical issues. Additionally, I am also planning to use digital tracking tools to understand and analyse survey responses better. Secondary data collection deals with collecting data from secondary sources like books, journals and websites (Gardner et al., 2022). Strict filtering criteria will be created by me to gather data from sources that are completely unbiased and are related to the research objectives. I will implement a mono-method if the time provided for data collection is limited to avoid any issues during submission.
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[bookmark: _Toc237523286]Poster
The case-study analysis on Amazon showcased the way the organisation implemented AI to help with their digital transformation. In 2025, the company generated 142 billion USD from its AWS platform alone, which was driven by digital transformation pushed by their developments in automation (Amazon, 2025). Following the literature review and the case study analysis, automation is particularly used to improve product recommendations and help customer engagement. The company in particular is also using AI to improve their operations management and optimise the supply chain. Most of the industry professionals accepted that AI is helping their e-commerce businesses to grow and serve their customers better. This involved them using the proprietary data of the customers and using them for personalisation. Challenges also arose while implementing AI for digital transformation, including issues regarding their operational readiness and meeting regulatory requirements (IBM, 2026). The survey was conducted with 40 people, including both customers and employees at the company. Key responses covered areas like how Amazon is implementing AI tools and the enhancement of their shopping experiences. 42.5% of the respondents considered that the company is rapidly implementing automation tools to improve its business. The interview conducted with 8 industry professionals and managers helped the research gain important insights on digital transformation, along with the financial and strategic risks associated. Themes created following the interview included main tools in digital transformation, efficiency in customer service and strategic requirements in AI adoption. 
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Machine Learning Dominates Al Use for Retailers
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1. Do you know about Artificial Intelligence and its application in business?

40 responses

@ Yes
@ No
® vaybe
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2. How essential is the implementation of artificial intelligence in modern e-
commerce business practices?

40 responses

@ Vital
@ Moderate.
® Winimal
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3. How efficiently has Amazon incorporated Al tools over the past three years?

40 responses

@ Rapidy
@ Steadily
® sowly
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4. Which Amazon Al feature has highly impacted your shopping experience and must be credible to

others?
40 responses

@ Personalised recommendations
@ Search features
@ Chatbot support
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5. How successful are the product recommendations in helping you find
products?

40 responses

@ Highly accurate
@ Fair
® Poor
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6. How reliable do you find the automated customer service and chatbots of Amazon?

40 responses
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7. What measurable impact does digital transformation and Al have on e-
commerce operational efficiency?

40 responses

® High
® vedum
® Low
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8. How does Amazon's Al usage set a benchmark for the rest of the industry?

40 responses

@ Leadership
@ Standardised
® Follower
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9. According to you, what is the greatest difficulty of Amazon while adopting Al-driven digital

transformation?
40 responses

@ Cost
@ Complexity
@ Changing aspects
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10. How do you suggest Al integration for e-commerce platforms according to modern demands ?

40 responses

@ Within Supply Chain
@ Business Operation and delivery
@ Monitoring competitive environment
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Q 1. How long have you been associated with the online retail or e-commerce sector, and what has  *
been your role or experience within the sector?

I have been associated with the E-commerce sector over the last one year. | have obtained a good experience.
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Q 2. What sources or resources have you used to obtain information about artificial intelligence (Al) *
and digital transformation in the e-commerce sector?

From the industry reports, | have obtained information regarding Al and digital transformation in the E-commerce
sector.
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Q 3. Based on your experience and knowledge, how reliable do you consider the information and
published evidence regarding Al and digital transformation in e-commerce? What makes you
consider these sources reliable or unreliable?

I find the information reliable regarding Al and digital transformation in E-commerce sector. Factual data makes
this more reliable for me.
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Q 4. Based on your knowledge, how has Amazon implemented digital transformation strategies
using Al and other modern technologies?

‘Amazon has implemented digital transformation strategies on the basis of Al driven demand forecasting.
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Q5. How would you describe Amazon's overall digital transformation strategy, and how effective do
you believe it has been within the e-commerce industry?

1 would describe the overall digital transformation strategy of Amazon relatively effective since it has been
meeting the standards of E-commerce industry.
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Q 6. What are the main practical applications of Al in digital transformation, and what impact have
these applications had on e-commerce organisations?

Personalization and Engagement as well as automation are main practical applications of Al in digital
transformation. These have impacted the operation of the organisation efficiently.
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Q 7. What challenges, shortcomings, or limitations have you observed in the practical application of
Al and digital transformation, particularly in the context of Amazon?

Strict Monitoring, High pressure and concern over data breach | have observed in the practical application of Al
and digital transformation, particularly in the context of Amazon.
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Q1. How long have you been associated with the online retail or e-commerce sector, and what has  *
been your role or experience within the sector?

1 have been engaged with different tasks and responsibilities across the online retail market as a professional
consultant for online demand management and customer service design. | have been working in a small retail
sector for 2 years that is highly adapting to the emerging trends and potential.
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Q 2. What sources or resources have you used to obtain information about artificial intelligence (Al) *
and digital transformation in the e-commerce sector?

I have obtain valuable insights on the operations and implementations of Al in the ecommerce sector by
accessing latest news updates, authentic digital media news and other sources like industry reports and growth
highlights.
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Q 3. Based on your experience and knowledge, how reliable do you consider the information and
published evidence regarding Al and digital transformation in e-commerce? What makes you
consider these sources reliable or unreliable?

Based on my experience, | have gathered positive outcomes on the applications of Al across the different
business operations and customer services. the insights seem to be highly reliable and authentic to me,
enhancing my knowledge about the ecommerce sector.
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Q 4. Based on your knowledge, how has Amazon implemented digital transformation strategies
using Al and other modern technologies?

As of myself, Amazon has implemented drastic usage of Al across the demand analytics, product optimisation,
supply chain efficiency as well as customer personalisation.
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Q 5. How would you describe Amazon’s overall digital transformation strategy, and how effective do
you believe it has been within the e-commerce industry?

I would describe the digital transformation strategy of Amazon on the basis of latest updates and technological
trends across the market. the organisation primarily operates with a centralised online platform, followed by
hubs and stores, that definitely indicates growth in the ecommerce industry.
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Q 6. What are the main practical applications of Al in digital transformation, and what impact have
these applications had on e-commerce organisations?

Al has a huge application towards demand forecasting, service optimisation, supply chain design, as well as
customer personalisation and value creation. These applications are highly effective in delivering a better
revenue with profitability for ecommerce firms.
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Q 7. What challenges, shortcomings, or limitations have you observed in the practical application of
Al and digital transformation, particularly in the context of Amazon?

Al bias, data security disruptions and implementation complexities due to costs and skill gaps are some of the
notable limitations that | have observed during the application of Al in digital business.





image32.png
Q 8. What do you consider to be the major benefits of adopting Al-driven digital transformation, and
what recommendations would you give to organisations considering its adoption in the contemporary
business environment?

Improved accuracy, faster insights as well as strategic growth in the overall structure of ecommerce operations
are some of the benefits of Al. On the other hand, | would also suggest human intervention and careful
consideration of the operations across the services for better outcomes and business performance.
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Q 1. How long have you been associated with the online retail or e-commerce sector, and what has  *
been your role or experience within the sector?

I have worked within the online retail industry for over 8 years. My role focuses on leading digital strategy and
deploying machine learning solutions to optimise supply chain operations, enhance customer personalisation
algorithms. It also includes scaling cloud-based retail infrastructure for enterprise platforms
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Q 2. What sources or resources have you used to obtain information about artificial intelligence (Al) *
and digital transformation in the e-commerce sector?

I'have used academic journals, tech publications and e-commerce industry reports to obtain information about
Al and digital transformation in the e-commerce sector.
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Q 3. Based on your experience and knowledge, how reliable do you consider the information and
published evidence regarding Al and digital transformation in e-commerce? What makes you
consider these sources reliable or unreliable?

Information and published evidence regarding Al and digital transfromation in e-commerce ranges from reliable
to unreliable. Sometimes the sources are promotional, espeically corporate sources. | consider peer reviewed
sources, verified reports and renowned newspapers as reliable sources.
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Q 4. Based on your knowledge, how has Amazon implemented digital transformation strategies
using Al and other modern technologies?

‘Amazon uses artificial intelligence and modern cloud technologies to run its online store, manage massive
supply chains, and power services like Amazon Web Services (AWS). Machine learning and automated
warehouse robots are some of the key tools.
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Q 5. How would you describe Amazon's overall | transformation strategy, and how effective do
you believe it has been within the e-commerce industry?

‘Amazon's digital transformation strategy is built on a customer-centric model powered by cloud computing and
artificial intelligence. By integrating predictive analytics, logistics automation, and AWS infrastructure, Amazon
became an industry leader, setting the benchmark for e-commerce efficiency and personalisation.
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Q 6. What are the main practical applications of Al in digital transformation, and what impact have
these applications had on e-commerce organisations?

E-commerce organisations use artificial intelligence to automate operations, personalise the customer
experience, and optimise supply chains. These Al applications drive digital transformation by increasing
operational efficiency, boosting conversion rates, and reducing human error across the entire retail ecosystem.
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Q 7. What challenges, shortcomings, or limitations have you observed in the practical application of
Al and digital transformation, particularly in the context of Amazon?

High infrastructure costs, system downtime and ethical concerns are the major challenges in the practical
application of Al and digital transformation. This limits customer service that creates customer trust deficit for
Amazon.





image40.png
Q 8. What do you consider to be the major benefits of adopting Al-driven digital transformation, and
what recommendations would you give to organisations considering its adoption in the contemporary
business environment?

The major benefits of Al-driven digital transformation include hyper-personalised customer experiences,
optimised supply chain logistics, and automated operations that reduce costs. My key recommendations for
organisations involve starting with clear strategic goals, investing in data quality, ensuring robust ethical
governance, and fostering a culture of continuous learning and agility.
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Q 1. How long have you been associated with the online retail or e-commerce sector, and what has  *
been your role or experience within the sector?

I'am in the e-commerce sector for five years, starting as a digital operations lead and advancing to a senior
manager administering online retail strategy.
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Q 2. What sources or resources have you used to obtain information about artificial intelligence (Al) *
and | transformation in the e-commerce sector?

I monitor Al and digital transformation trends by reading industry publications like Harvard Business Review and
following reports from organisations like McKinsey.
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Q 3. Based on your experience and knowledge, how reliable do you consider the information and
published evidence regarding Al and digital transformation in e-commerce? What makes you
consider these sources reliable or unreliable?

I find these sources reliable when they rely on peer-reviewed data and verified organisational case studies, but
treat industrial blogs with caution due to potential bias.
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Q 4. Based on your knowledge, how has Amazon implemented digital transformation strategies
using Al and other modern technologies?

‘Amazon utilises Al through machine learning models in AWS, automated fulfillment robotics, and predictive
algorithms for its dynamic pricing strategies and recommendation engines.
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Q 5. How would you describe Amazon’s overall digital transformation strategy, and how effective do
you believe it has been within the e-commerce industry?

‘Amazon makes use of a customer-centric and data-driven digital transformation strategy that has set the
benchmark for efficiency and scalability across the entire retail industry.
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Q 6. What are the main practical applications of Al in digital transformation, and what impact have
these applications had on e-commerce organisations?

Practical Al applications like personalised recommendation systems and automated chatbots have significantly
increased customer retention and reduced operational overhead for online retailers.
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Q 7. What challenges, shortcomings, or limitations have you observed in the practical application of
Al and digital transformation, particularly in the context of Amazon?

‘Amazon faces difficulties such as high infrastructure costs, algorithmic bias, and workforce displacement
concerns when implementing large-scale automation and Al tools.
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Q 8. What do you consider to be the major benefits of adopting Al-driven digital transformation, and
what recommendations would you give to organisations considering its adoption in the contemporary
business environment?

Al adoption drives massive efficiency and customer personalisation, and my primary recommendation is to start
with clear, scalable pilot projects rather than a total system transformation.
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Q 1. How long have you been associated with the online retail or e-commerce sector, and what has  *
been your role or experience within the sector?

I have been working in the online e-commerce secotor over 6 years. My experinence includes using data and

'smart software to lead digital strategy and speed up business operations. Making digital strategy is one of mine
key roles.
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Q 2. What sources or resources have you used to obtain information about artificial intelligence (Al) *
and digital transformation in the e-commerce sector?

Industry reports, Google scholar and Amazon's business reports from its different locations has been my main

resources to obtain relevent information. It also included reports from online newspaper which helps me to gain
data about Al and digital transformation.
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Q 3. Based on your experience and knowledge, how reliable do you consider the information and
published evidence regarding Al and digital transformation in e-commerce? What makes you
consider these sources reliable or unreliable?

I consider blogs, social media page and any marketing website unreliable. Books, peer reviewed journals and
renowned newspaper articles are reliable. Accordingly, business reports and online newspapers are also
reliable.
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Q 4. Based on your knowledge, how has Amazon implemented digital transformation strategies
using Al and other modern technologies?

‘Amazon uses advanced Al, machine learning, cloud computing, and large-scale robotics to drive personalisation.
It helps the brand to drive customer personalisation and automate warehouse logistics.
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Q 5. How would you describe Amazon’s overall digital transformation strategy, and how effective do
you believe it has been within the e-commerce industry?

Customer centric business model empowers the brand to use continuous data collection, cloud computing and
automation to scale retail operations and cloud services.
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Q 6. What are the main practical applications of Al in digital transformation, and what impact have
these applications had on e-commerce organisations?

Al'in digital transformation is used by automating core business processes that enables hyper-personalisation,
forecasting market demand and securing operations. In e-commerce sector, these practical tools reshaped
inventory managment, interaction with buyers and optimisation of pricing strategy.
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Q 7. What challenges, shortcomings, or limitations have you observed in the practical application of
Al and digital transformation, particularly in the context of Amazon?

Major challenges include high data silos, high infrastructure and energy costs, algorithmic biases, ethical and
labour concerns. This limits the business operation in terms of infrsatrucure costs and data protection.
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Q 8. What do you consider to be the major benefits of adopting Al-driven digital transformation, and
what recommendations would you give to organisations considering its adoption in the contemporary
business environment?

Automation of routine tasks and speeds up daily workflows and analysing large data sets quickly to find market
treds are the major benefits. My recommendations would be matching Al projects with clear business targets
and cleaning up internal data systems for accurate Al training.
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Q 1. How long have you been associated with the online retail or e-commerce sector, and what has  *
been your role or experience within the sector?

I'have spent six years working in the retail industry, and my core experiences are with respect to inventory
control, logistics optimisation and platform migration. Currently, | work as a Digital Growth Consultant, which is
associated with the management of product listings.
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Q 2. What sources or resources have you used to obtain information about artificial intelligence (Al) *
and digital transformation in the e-commerce sector?

In order to obtain information regarding artificial intelligence, | have utilised different types of resources such as
global market research reports, business strategy journals, as well as retail trade publications.
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Q 3. Based on your experience and knowledge, how reliable do you consider the information and
published evidence regarding Al and digital transformation in e-commerce? What makes you
consider these sources reliable or unreliable?

The published evidence, along with the information that is published in global market research reports and
business strategy journals, is moderately reliable, whereas these sources are highly polarised. Reputable
research firms are reliable as they focus on cross-industry benchmarks for tracking digital adoption rates. There
are numerous white papers as well as case studies, which are particularly published by Al software vendors.
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Q 4. Based on your knowledge, how has Amazon implemented digital transformation strategies
using Al and other modern technologies?

‘Amazon has successfully transformed itself into a global technology giant from an online bookstore. Deep
learning algorithms are utilised by them for the purpose of analysing the browsing habits of customers.
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Q 5. How would you describe Amazon’s overall digital transformation strategy, and how effective do
you believe it has been within the e-commerce industry?

The digital transformation strategy of Amazon mainly revolves around a customer-obsessed ecosystem, which
is quite effective in data-driven personalisation and offering frictionless experiences to customers.
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Q 6. What are the main practical applications of Al in digital transformation, and what impact have
these applications had on e-commerce organisations?

Machine learning models aid in tracking the behaviour of customers while delivering tailored product
recommendations, and conversational Al helps in handling customer enquiries. They are beneficial for
increasing conversion rates and lowering operational costs.
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Q 7. What challenges, shortcomings, or limitations have you observed in the practical application of
Al and digital transformation, particularly in the context of Amazon?

Critical shortcomings and limitations associated with the application of Al are primarily centred around
operational vulnerabilities, autonomy failures and budget crises. Major internal operational disruptions have
taken place with respect to AWS.
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Q 8. What do you consider to be the major benefits of adopting Al-driven digital transformation, and
what recommendations would you give to organisations considering its adoption in the contemporary
business environment?

Major benefits of Al adoption are with respect to operational efficiency, better decision-making and customer
personalisation. Providing advanced training to the employees will allow Amazon to work in a more data-driven
manner.
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Q 1. How long have you been associated with the online retail or e-commerce sector, and what has  *
been your role or experience within the sector?

My experinence of working in the online e-commerce industry is more than 5 years. My experience include
personalisation and analysis of customer data.
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Q 2. What sources or resources have you used to obtain information about artificial intelligence (Al) *
and digital transformation in the e-commerce sector?

Google Scholar, online industry reports, government reports and information published by McKinsey are some of
the soruces of my information. It also included business information avaialable in the financial reports.
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Q 3. Based on your experience and knowledge, how reliable do you consider the information and
published evidence regarding Al and digital transformation in e-commerce? What makes you
consider these sources reliable or unreliable?

Information and published evidence on Al and digital transformation in e-commerce vary widely in reliability.
Peer-reviewed academic studies, major analyst firms like Gartner and official platform documentation offer high
reliability. Conversely, vendor marketing whitepapers, blogs, and trend-driven social media posts often lack

obj ity in their analysis which | consider unreliable.





image1.png
Prifysgol Cymru
¥ Drindod Dewi Sant

University of Wales
Trinity Saint David




image68.png
Q 4. Based on your knowledge, how has Amazon implemented digital transformation strategies
using Al and other modern technologies?

‘Amazon has used advanced automation, cloud technlogies, cutomising Al models and adoping autonomous
multi-agents system to implement digital transformationt strategies.
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Q 5. How would you describe Amazon’s overall digital transformation strategy, and how effective do
you believe it has been within the e-commerce industry?

‘Amazon's digital transformation strategy centers on a customer-centric flywheel model, combining e-commerce
expansion with cloud infrastructure (AWS) and data-driven logistics. This approach redefined modern retail
standards, making Amazon the dominant global e-commerce leader through unmatched speed, and continuous
technological innovation.





image70.png
Q 6. What are the main practical applications of Al in digital transformation, and what impact have
these applications had on e-commerce organisations?

Artificial intelligence drives digital transformation in e-commerce through personalised product
recommendations, automated customer service chatbots, dynamic pricing models, and optimised supply chain
forecasting. These applications increase sales conversion rates, reduce operational costs, and improve
customer retention for online ecommerce organisations.
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Q 7. What challenges, shortcomings, or limitations have you observed in the practical application of
Al and digital transformation, particularly in the context of Amazon?

Main challenges are strict time goals and automated tracking creating high pressure for warehouse staff
alongside high system costs, errors in algorithms and privacy risks. Key shortcomings include lack of empathy,
bias in models and integration barriers.
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Q 8. What do you consider to be the major benefits of adopting Al-driven digital transformation, and
what recommendations would you give to organisations considering its adoption in the contemporary
business environment?

Adopting Al-driven digital transformation create major benefits like higher efficiency, lower operating costs,
faster data-based choices, and better customer experiences. Organisations should start with clear business
goals, build strong data systems, train their workforce, and ensure ethical, secure, and compliant Al use to
successsfully integrate Al-driven digital transformation
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Q 1. How long have you been associated with the online retail or e-commerce sector, and what has  *
been your role or experience within the sector?

I'have been serving the online retail sector for more than 1.5 years as a store manager, where | have developed a
significant capability regarding inventory management.
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Q 2. What sources or resources have you used to obtain information about artificial intelligence (Al) *
and digital transformation in the e-commerce sector?

Artificial Intelligence is an emerging aspect within the business environment which is rapidly developing and for
gaining such details within this field | used business reports, Amazon publishes along with several company and
data reports within the Industry.





image75.png
Q 3. Based on your experience and knowledge, how reliable do you consider the information and
published evidence regarding Al and digital transformation in e-commerce? What makes you
consider these sources reliable or unreliable?

During my job role and being aware about the industry, i can mention that most of the retail businesses
nowadays utilises Al and shares feedbacks within the reports. Henceforth, | can think that the feedbacks of the
businesses as well as experiences are enough to consider that as reliable. Sometimes the use of Al and
business’ false information to match the environmental standard can create issue regarding reliability of the
resources.
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Q 4. Based on your knowledge, how has Amazon implemented digital transformation strategies
using Al and other modern technologies?

‘Amazon has significantly implemented the Al and digital transformation, where Amazon Web service, Al based
shopping platform and technologies like cloud storage are evident. As for these initiatives, Amazon operates
'smoothly within the competitive retail environment.
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Q 5. How would you describe Amazon’s overall digital transformation strategy, and how effective do
you believe it has been within the e-commerce industry?

‘Amazon's overall digital transformation strategy is based on cloud computing, customer-centric strategy,
continous innovation and creating a constructive ecosystems. | believe this ~ strategy has been effective as it
made the brand a trend-setter and global leader within the ecommerce industry.
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Q 6. What are the main practical applications of Al in digital transformation, and what impact have
these applications had on e-commerce organisations?

Main practical applications of Al in digital transformation are personalised recommendations, demand and
inventory forecasting alongside automation. These applications deliver higher conversion rates, lower
operational costs and deeper insights into market and customer trends.
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Q 7. What challenges, shortcomings, or limitations have you observed in the practical application of
Al and digital transformation, particularly in the context of Amazon?

‘Amazon faces hurdles data silos, data privacy, skill gaps, high costs and algorithmic bias. these limitations also
includes high pressure on workforce and employee displacements.
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Q 8. What do you consider to be the major benefits of adopting Al-driven digital transformation, and
what recommendations would you give to organisations considering its adoption in the contemporary
business environment?

I consider dynamic pricing, hyper-personalised customer experiences, automated inventory, dynamic pricing and
deep predictive analytics. | think my key recommendations would be clear strategic goals, ethical Al use,
improving data quality and cleanng up internal data systems
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