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The Impact of Artificial Intelligence on Business Decision Making and Strategic Planning in the Retail Sector

[bookmark: _Toc193981087]Introduction
[bookmark: _Int_PYqbp1gP]Artificial intelligence, analytics, and modeling, along with automation, have been the game changers for the retail businesses, making the right decisions, improving operations, and even molding their customers’ experiences. This research proposal is centered on analysing the influence of artificial intelligence on decision making within retail organisations and on strategic management, as well as the contribution of the artificial intelligence tools to business advancement and gain.

















[bookmark: _Toc193981088]Research Aim and Objectives
Aim: 
To understand how organisations are using Artificial Intelligence to support their decision making and strategic planning processes in the business of retailing and to assess the implications that such uses have for the effective operation of the business in this sector.

Objectives:
· To evaluate the impact that artificial intelligence could have on improving decision making in retail businesses.
· To find out the role of Artificial Intelligence in top managers decision making and organisational sustenance over the long term.
· [bookmark: _Int_pAd3MLlE][bookmark: _Int_yeTesU3K]Identify the various issues that might be faced while implementing artificial intelligence in the planning of retail business operations.
· To assess the effects of Artificial Intelligence on customer behavior and markets.
· [bookmark: _Int_iB0uLX97]To make proposals on how retailers can effectively implement artificial intelligence-based decision making systems.














[bookmark: _Toc193981089]Research Questions
· To what extent does artificial intelligence influence the retail decisions?
· What are the main benefits of artificial intelligence in the strategy planning for the retail firms?
· [bookmark: _Int_fG8h27wq][bookmark: _Int_dFthsRLW]What are the factors that need to be overcome in order to integrate artificial intelligence for decision making in retail organisations?
· What are the effects of artificial intelligence on trends in retail and consumer?
· What are the best practices that organisations can employ when also applying artificial intelligence to drive decisions in retail?

























[bookmark: _Toc193981090]Justification of the Research
Artificial intelligence is steadily increasing in significance in the retailing industry as the organisations are in search of the best methods and tools to transform themselves and meet customers’ needs. However, as said by (Dwivedi et al. 2021), the application of artificial
Intelligence concerning decision making and in the strategic process is still unclear. This research is significant to establish the role of artificial intelligence towards triggering change in retail organisations and to provide guidance to the retail organisations that have the intention of adopting artificial intelligence technology.























[bookmark: _Toc193981091][bookmark: _Hlk189492269]Literature Review
Existing literature discusses the transformative impact of artificial intelligence across many distinct functions of a business. According to (Ajiga et al. 2024), artificial intelligence in analytics has benefits that consist of helping the merchants to make the right decisions and understand better customers’ behavior, stock, and customer relations. (Muthukalyani, 2023) said that due to the ability of artificial intelligence to analyze vast amounts of data on demand, the retailers can accurately estimate the future requirements and align supply with demand so that there are no incidences of stock outs or over stock. Artificial intelligence augments productivity and results in better control over business operations through other areas like price setting, fraudulent activities, and customer interactions.
[bookmark: _Int_NdkRt4NA][bookmark: _Int_ilOFH9g1]As mentioned by (Cherukuri, 2024), the recommendation systems, which are deployed by Amazon Prime and Netflix, show how the customer’s decisions can be swayed with the use of artificial intelligence. Product recommendations are based on machine learning techniques that study the behavior and the past and present inputs of a customer, increasing the rate of customer interaction and sales. Similarly, (Ghosh et al. 2024) have also cited that artificial intelligence technologies such as chatbots and virtual assistants are popularly used in retail organisations to improve service delivery through immediate aid and shopping experiences.
Additionally, (Badmus et al. 2024) explain that due to the use of predictive analytics in business, brought by the developments in artificial intelligence, the demand forecasts have increased. Machine learning allows for the analysis of market, economics, and demographic characteristics, giving the retailers correct ways in which they can market their products and conduct successful ads. Thus, based on the artificial intelligence forecast models to predict consumers’ demand, the retailers need to synchronise their inventory and supply chain with the consumers’ demand to enhance operational efficiency and profitability. As per (Awais, 2024), another area that has not escaped the influence of artificial intelligence is expensive, where dynamic pricing algorithms figure out product prices using the competitor’s prices, demand elasticity, and consumers’ buying habits.
[bookmark: _Int_g9WRCP1m]Nonetheless, (Rane et al. 2024) have indicated that even though the application of artificial intelligence in retail holds various advantages, data privacy, implementation costs, and workers’ resistance toward the adoption of artificial intelligence pose large hurdles. Data collection raises concerns in terms of privacy and ethical issues as well as regulation with regards to the rights of the customers. (Zhang, 2024) notes that high fixed costs of adopting artificial intelligence systems may create a barrier to SMEs implementation of the systems. Moreover, for example, (George, 2024) shows that there is resistance to change of workers towards artificial intelligence due to threatened job losses after the fusing of artificial intelligence technologies in to the workplaces and the need for retraining for improved job compatibility. To overcome these challenges, there is a need to integrate strategic planning into investing in the employee development programs and follow policies in data protection.

























[bookmark: _Toc193981092][bookmark: _Hlk189493134]Methodology
[bookmark: _Toc193981093]Research Design
[bookmark: _Int_FR1SclOL]The research design for the present work will use both quantitative and qualitative data collection and analysis. (Lim, 2024) defines qualitative research as the study of experiences, perceptions, and behaviors of groups of people. It is normally used on non quantitative data and instead relies on data collection instruments like interviews, focus groups, and case studies, among others. This work will adopt an exploratory research approach by employing face to face interviews with managers of retail businesses, artificial intelligence professionals, and consultants. These interviews will be valuable in showing the extent of how artificial intelligence in various capacities plays a part in supporting decision and strategy making in retail.
[bookmark: _Int_wwl66Ci9][bookmark: _Int_42ZpM9YX][bookmark: _Int_ECC7DFUI][bookmark: _Int_Prsg1FWe]On the other hand, the quantitative approach refers to the use of numbers to make an evaluation and findings that can be counted (Mohajan, 2020). Its role is to measure relationships so that hypotheses that are in existence can be tested, and this leads to factual results being provided. This particular work will include survey questionnaires filled out quantitatively and data from current companies that apply the use of artificial intelligence in their retail businesses. Data gathered throughout this approach from the retail businesses will enable the evaluation of the degree of intervention made by artificial intelligence in the strategic, customer, and operational performance strategies.














[bookmark: _Toc193981094]Secondary Data Collection
[bookmark: _Int_7DFZ2fcm][bookmark: _Int_wKnW0Up3][bookmark: _Int_Zhcluo5i]Secondary data will also be obtained from websites, books, reports, research papers, publications from reputable publishers, business organisations, professional bodies, and case studies from leading business schools. According to (Taherdoost, 2021), secondary data are data that have been already collected, analysed, and disseminated by other individuals or organisations. This also helps the researcher to have a general outlook on the direction of artificial intelligence in businesses and its strategies and does not have to go to the sources since this may be time consuming and very costly. The benefits of secondary data in the context of the study by (Thibault et al. 2023) are that it is not time and cost efficient when compared to primary data since the researcher gets to make use of data that has already been gathered. To enhance the reliability and credibility of this study, data gathered would be subject to various perspectives toward artificial intelligence in retail and not just limited to views of the participants.



















[bookmark: _Toc193981095]Sampling Strategy
[bookmark: _Int_71U7SRte]The selected types of retail shops will be purposeful because these retail shops apply artificial intelligence decision support tools. According to (Khan, 2020), purposive sampling provides a non probability statistical method to select participants based on their specific study related characteristics. This will guarantee that all participants engaged in the survey have adequate knowledge and practical experience in the implementation of artificial intelligence in the retail segment. A purposive sampling method will be used to sample 30-50 respondents comprising business executives, artificial intelligence strategists, and retail managers to capture diverse views of artificial intelligence adoption, strategic decision making, and the challenges.

























[bookmark: _Toc193981096]Data Analysis
Interviews could help, to collect the data in natural language form, while the technique to analyse the data is going to be the thematic analysis technique, where the information is sorted out based on the themes that characterise the data. This will also assist in understanding the attitude of people towards artificial intelligence being used in decision making. Survey data will therefore be quantitative in nature and will be analysed by descriptive techniques such as regression as well as correlation studies. Regression analysis will provide information on whether there is a significant relationship between the use of artificial intelligence and business performance, while correlation analysis will compare the two variables in question to test whether the measures of the relationship between them are significantly different. These will aid in developing an empirical insight into the tactics that the artificial intelligence strategy has on the retail industry.






















[bookmark: _Toc193981097][bookmark: _Hlk189494100]Conclusion
[bookmark: _Int_3INX7F9e]This research proposal looks to advance a study that seeks to establish the impact of artificial intelligence on decision making and strategic management amongst retail businesses. Therefore, there is a need to consider that there are various aspects that should be considered about the usage of artificial intelligence in the formulation of strategies for increasing the competitiveness of retail businesses. Expert research as well as quantitative information about artificial intelligence decision making and strategic planning will be applied in this work. These findings will be useful in the current studies regarding the expected benefits and limitations of artificial intelligence adoption in the retail sector as well as the stages of the adoption process. This research will provide clear recommendations for retailing businesses on ways of using artificial intelligence in order to increase effectiveness, customer satisfaction, and profitability. This research aims to understand how artificial intelligence is of strategic relevance to the retail industry and the significant challenges like data privacy, the cost of artificial intelligence solutions, and managing human capital impact or changes, as well as the growth opportunities of artificial intelligence in the future.
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