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 ABSTRACT 

Over the last decade, the retail industry worldwide has been constantly evolving. This is mainly 

because traditional retail business models are facing major disruptions in the new age of retail. 

The multi-channel physical retail business model is being rapidly replaced by a hybrid model 

that also includes online delivery. This is enabling retailers to connect with customers directly. 

Artificial intelligence (AI) is also significantly shaping the retail industry's transformation; its 

adoption is influencing the value chain components of the retail business and positively 

impacting the industry. 

The swift business transformation of the retail industry over the past decade can be attributed 

to a new, innovative technology landscape and rapidly changing consumer behaviour. The 

traditional business model is facing constant challenges from new retail strategies that deliver 

greater customer value and an improved top line. The importance and motivation behind this 

research stem from the fact that the retail industry worldwide, including in India, is undergoing 

a significant transformation, with retailers increasingly focusing on e-commerce and hybrid 

business models. The adoption of AI by retailers is playing a critical role in shaping this 

business transformation, as the adoption of this technology across the various components of 

the retail value chain not only directly impacts the retailer’s revenue and profitability but also 

enables them to interact with their customers and influence their decision-making. In this paper, 

a qualitative analysis based on a literature review of relevant research has identified key factors 

that impact retailers' adoption of artificial intelligence technology to enhance business 

transformation.  This study’s conceptual framework for AI adoption in India’s retail industry 

is developed through a detailed analysis. This study’s findings indicate that perceived 

competitive advantage, operational efficiency, retailer intention to purchase AI technology, and 

task automation are the variables that influence retailers' adoption of artificial intelligence 

technology. The recommendations, based on the research framework, will help retailers create 

sustained operational efficiency. The research also elaborates on the outcomes of adopting 

artificial technology, which will enable the retailer to achieve business transformation, with 

increased revenue, market share, and operational efficiency. 

Keywords: Retail industry, artificial intelligence, business transformation, retailer intention to 

purchase technology, perceived competitive advantage, task automation, operational 

efficiency, market share, increased revenue 
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1.0 Introduction 
Traditional retailers worldwide are facing major 

disruptions as new retail business models provide 

greater value to customers. The multi-channel physical 

retail business model is being rapidly replaced by a 

hybrid model that enables retailers to connect with 

customers directly (Reinartz et al., 2019). To remain 

competitive in this scenario, traditional retailers need to 

reduce their operational and functional inefficiencies 

and adapt themselves to today’s fast-changing consumer 

behaviour. It is necessary to restructure and innovate the 

complete retail value chain by adopting new 

technologies. 

Artificial intelligence is a technology that enables 

computers and machines to simulate human learning, 

comprehension, problem-solving, decision-making, 

creativity, and autonomy (Stryker & Kavlakoglu, 2024). 

Artificial intelligence (AI) is significantly influencing 

the retail industry; its adoption is shaping this 

transformation and positively impacting the retailer's 

value chain components (Oosthuizen et al., 2020). 

However, AI adoption is still at a nascent stage from an 
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industry perspective, and there is a need to understand 

better retailers' hesitancy (or apprehension) to adopt 

these technologies (Aytekin et al., 2021). 

This research’s key objective is to identify the crucial 

factors that significantly influence retailers’ adoption of 

AI technology for achieving sustained business 

transformation (Shankar et al., 2021). This study offers 

two main contributions to the existing literature on AI’s 

implementation in the retail industry: (1) the 

development of a conceptual framework that serves as a 

blueprint for AI technology adoption, focusing on how 

applying AI at each stage of the value chain can impact 

a retailer’s revenue and profitability; and (2) an analysis 

of industry-wide adoption rates, highlighting common 

barriers, such as concerns about full-scale AI adoption, 

the need to assess technology partners, and associated 

costs (Weber & Schütte, 2020). 

The study will be beneficial for Indian retailers as AI 

adoption within India’s retail sector is low. The 

ecosystem faces multiple challenges. Only a few large 

retailers are leveraging advanced AI technologies. The 

unorganised segment, which still accounts for 87% of 

total offline retail, has also been slow to adopt AI 

technologies (Mookerjee et al., 2022). The study will be 

beneficial to managers/practitioners in the retail 

industry who are considering adopting AI technology to 

build a competitive advantage and achieve high 

customer satisfaction. 

The study recommends that retailers consider adopting 

both customer-and non-customer-facing AI 

technologies. Some retailers see only immediate 

benefits in operational efficiency enhancement. This 

narrow perspective will not be beneficial in the long run. 

 

2.0 Research Problems and Questions 
The structured literature review on artificial intelligence 

adoption by retailers is based on the following research 

problems and questions. 

 

RQ1: What are the factors that influence the artificial 

intelligence adoption leading to profitable growth and 

customer acceptance in the Indian retail industry? 

RQ2: How significantly does the retailer's intention to 

purchase technology influence AI adoption among 

retailers in the Indian retail industry? 

RQ3: How significantly does the perceived competitive 

advantage influence the adoption of AI by retailers in the 

Indian retail industry? 

RQ4: Does task automation in the organisation have any 

influence on the adoption of AI by retailers in the Indian 

retail industry? 

RQ5: How significantly does operational efficiency 

influence the adoption of AI by retailers in the Indian 

retail industry? 

 

3.0 Research Objectives 
To answer the above questions, the following are the 

research objectives for this study: 

Objective 1: To ascertain the factors that influence the 

profitable growth and customer acceptance of the Indian 

retail industry. 

Objective 2: To determine how significantly the 

retailer's intention to purchase technology influences the 

adoption of AI by retailers in the Indian retail industry. 

Objective 3: To discover how significantly the 

perceived competitive advantage influences the 

adoption of AI by retailers in the Indian retail industry. 

Objective 4: To understand whether the importance of 

task automation to the organisation has any influence on 

the adoption of AI by retailers in the Indian retail 

industry. 

Objective 5: To discover how significantly the 

influence of increased operational efficiency affects the 

adoption of AI by retailers in the Indian retail industry 

 

4.0 Scope of the Study 
The retail industry, worth US$29 trillion globally, is 

experiencing a significant transformation as e-

commerce companies and retailers adopting hybrid 

retail business models compete vigorously with those 

that focus solely on the traditional physical-only model. 

The principal intention of this research is to help 

retailers appreciate the importance of AI adoption in the 

retail industry. The intent is to propose a conceptual 

framework that facilitates the effective adoption of AI 

technology by retailers. The primary objective of this 

research is to identify, validate, and confirm the key 

factors influencing the adoption of AI in the retail 

sector. 

Significant research and studies on AI adoption by 

retailers have been conducted. 

The current study examines how retailers should 

strategize their adoption of AI technology, accounting 

for its risks, benefits, and other challenges, and 

addresses gaps in the existing literature. This article 

focuses on how retailers should approach AI adoption, 

considering the benefits, risks, and other challenges. 

The research aims to make a relevant contribution to the 

existing research by analysing the gaps in the literature 

on this topic. Its proposed framework will facilitate the 

effective adoption of AI technology across all 

components of the retail value chain. The objective of 

the study is to investigate and evaluate the critical 

determinants that impact retailers' adoption of AI 

technology and enhance business operations. 

 

5.0 Literature Review 
A literature survey is a systematic and comprehensive 

examination of scholarly works on a particular subject, 

enhancing understanding of the field. This review was 

instrumental in recognising the gaps in the research on 

this topic. Four determinants emerged from the 

literature review of retailer adoption of AI technology. 

AI, the IoT, and virtual augmentation are currently 

buzzwords adopted by many industries worldwide. In 

the retail industry, the current rate of AI adoption is 

relatively moderate, according to a survey evaluating AI 

adoption in the top retail companies worldwide (Weber 

& Schutte, 2019). Only a few global retailers, such as 

Walmart and Kroger, have shown absolute willingness 

to adopt AI technology across all constituents of their 

retail value chain. 
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This chapter presents a conceptual framework for the 

adoption of AI technology in the retail industry, 

grounded in a literature gap analysis. 

·       Retailer intention to purchase technology (IP) 

·       Perceived competitive advantage (CA) 

·       Task automation (TA) 

·       Operational efficiency (OE) 

 

5.1 Retailer Intention to Purchase 

Purchase intention—also referred to as purchase intent 

or intention to purchase—denotes the probability that a 

consumer will acquire a product or service from a 

specific brand or retailer. According to Chowdhury et al. 

(2024), purchase intention reflects a consumer’s 

willingness or predisposition to buy a product or service 

that integrates artificial intelligence (AI) technologies. 

As AI continues to permeate diverse industries, 

consumers are becoming more cognizant of its 

functional and experiential benefits. The determinants 

of purchase intention in AI-enabled products include 

perceived usefulness, ease of use, and 

trustworthiness—core factors that influence adoption 

decisions (Chowdhury et al., 2024). Consequently, 

understanding consumer perceptions and attitudes 

toward AI is essential for organizations aiming to 

leverage this technology to strengthen market 

competitiveness. Furthermore, marketing initiatives, 

promotional strategies, and enhanced retailer 

performance play complementary roles in shaping 

purchase intention. 

A key domain of AI application in retail is 

personalization, in which machine-learning algorithms 

analyse extensive datasets—such as browsing histories, 

purchase behaviour, and demographic profiles—to 

deliver tailored product suggestions and customized 

shopping experiences (Nguyen, 2024). Within the 

Technology Acceptance Model (TAM), perceived 

usefulness and perceived ease of use remain critical 

determinants of consumers’ online purchase intentions. 

Additionally, advancements such as visual search and 

image recognition technologies have emerged as 

powerful tools for influencing purchasing behaviour, 

allowing consumers to search for products by image 

rather than text, thereby enriching the user experience 

and potentially increasing conversion rates (Nguyen, 

2024). Retailer performance, as highlighted by Hang 

and Chen (2022), can be evaluated by enhanced 

operational efficiency, improved employee productivity, 

and the automation of routine processes. Moreover, 

performance measurement extends to financial 

outcomes, such as revenue maximization, profitability 

enhancement, and returns on investment (Uribe-Tori et 

al., 2022; Kelley et al., 2022). AI applications further 

strengthen retailer performance through automated 

content generation, optimized e-commerce interfaces, 

and dynamic digital marketing strategies. 

These include adding “highlight” features to landing 

pages, search engine optimization (SEO) enhancements, 

and integrated management of social media and blog 

content. 

personalized customer loyalty programs, and refining 

electronic communication channels (Mykytenko & 

Rzaieva, 2024). 

Nguyen (2024) emphasizes that while personalization 

strategies can enhance click-through rates and 

strengthen purchase intention, they must be 

implemented with caution to prevent privacy violations. 

Ethical considerations such as data privacy, algorithmic 

bias, and transparency in AI-driven decision-making 

have become critical to responsible technology 

deployment. Although AI-enabled dynamic pricing 

positively influences purchase behaviour, it also raises 

concerns about fairness and the equitable treatment of 

consumers (Chowdhury et al., 2024). These challenges 

underscore the importance of ethical governance in AI-

based retail practices. 

 

5.2 Perceived Competitive Advantage 

The adoption of artificial intelligence (AI) technologies 

by retailers substantially enhances their competitive 

advantage, as it equips them with efficient frameworks 

to optimize costs, improve product and service quality, 

strengthen marketing and customer relationship 

management, and streamline supply-chain operations. 

According to Shehadeh et al. (2023), core digital 

enablers such as the Internet of Things (IoT), big data 

analytics, and cloud computing constitute foundational 

AI technologies that facilitate digital transformation and 

enable organizations to develop customer-centric 

business models that generate sustained value and 

competitive differentiation. Digital transformation thus 

serves as a strategic mechanism for companies to 

achieve superior market positioning. 

A further dimension of competitiveness arises from the 

adoption of AI-enabled dynamic pricing strategies. 

By leveraging advanced algorithms that analyse market 

conditions, competitor pricing, and fluctuations in 

consumer demand, firms can optimize pricing structures 

to maximize profitability and market share (Dutta et al., 

2024). Global retailers such as Walmart and Kroger 

exemplify first-mover advantage by integrating AI 

technologies early within their operations, 

demonstrating proactive adoption and innovation 

leadership. In contrast, late adopters tend to implement 

AI after observing early outcomes, thereby minimizing 

perceived risks associated with technological change 

(Shankar et al., 2020). 

Depending on context, AI can function as a system, 

tool, technique, or algorithm (Akter et al., 2021; 

Bawack et al., 2021), creating opportunities for firms to 

achieve competitive advantage through big data–

driven personalization that aligns precisely with 

individual consumer needs. Beyond individual 

adoption, strategic collaborations have also emerged 

as key enablers of competitive strength (Mostaghel et 

al., 2022), while a robust omnichannel strategy 

enhances market responsiveness and customer 

experience (Purcarea et al., 2022). Consequently, 

organizations that embrace advanced technologies—

such as autonomous enterprise applications (AEAs), 

blockchain, virtual reality (VR), and augmented reality 

(AR)—to digitally transform their operations are more 

likely to attain and sustain competitive advantage (Al-

Ramah et al., 2024; Shehadeh et al., 2023). Digital 

transformation additionally supports value creation in 

service-based firms and process optimization in 
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manufacturing enterprises, thereby reinforcing 

organizational agility and efficiency. 

In summary, integrating AI technologies enables firms 

to innovate rapidly, respond effectively to shifting 

market demands, and outperform competitors. 

Embedding AI within strategic management 

frameworks allows organizations to conduct real-time 

market analysis, deploy personalized marketing, and 

proactively align with emerging trends, thereby driving 

growth and profitability (Badmus et al., 2024). 

Nevertheless, legacy systems often constrain 

organizational agility, hindering the ability to leverage 

data effectively for competitive advantage. 

 

5.3. Task Automation. 

In the context of artificial intelligence (AI) adoption 

within the retail sector, task automation refers to the 

degree to which AI technologies can perform, 

streamline, or enhance various functional activities 

across business operations. The integration of AI 

automates repetitive, rule-based, and data-intensive 

processes, thereby improving operational efficiency, 

organizational agility, and decision-making 

transparency. Through automation and digital 

transformation, AI optimizes internal workflows, 

enhances process control, and boosts overall 

productivity in retail enterprises. According to Badmus 

et al. (2024), machine learning algorithms and 

intelligent systems can handle data cleaning, 

transformation, and integration tasks that were 

previously manual and time-consuming, thereby 

significantly reducing human effort and errors. 

Transparency represents a critical determinant of 

successful AI-enabled automation in retail 

organizations. The transparency of AI algorithms is 

essential for cultivating trust among stakeholders, 

including both consumers and employees. However, 

many AI systems operate as “black boxes,” with their 

underlying decision-making processes opaque, leading 

to skepticism and resistance to AI adoption (Badmus et 

al., 2024). The implementation of AI-based systems 

enables firms to redesign internal structures to better 

leverage technological capabilities and identify suitable 

platforms required for a successful AI-enabled retail 

value chain (Oosthuizen et al., 2020). In addition to 

improving internal efficiency, AI also enhances 

customer experience by simplifying shopping processes 

and providing digital assistance. AI-powered tools 

offer customers comprehensive product information, 

personalized suggestions, and instant responses to 

inquiries, thereby reducing cognitive effort and 

improving satisfaction during shopping interactions 

(Chaveesuk et al., 2021). 

Reinartz et al. (2019) further propose that automation 

should be implemented in conjunction with four key 

principles—individualization, ambient embeddedness, 

interaction, and transparency and control—to maximize 

organizational value creation. Individualization 

involves tailoring marketing activities to each 

consumer's specific needs and preferences.  Ambient 

embeddedness refers to the seamless integration of 

products, services, and communications into 

consumers’ daily routines, making them a natural part of 

everyday life.  Interaction encompasses both virtual and 

physical exchanges between consumers and 

organizations, emphasizing the quality and nature of 

engagement rather than the specific communication 

channel. In conclusion, task automation is a vital 

component of AI adoption in retail, enabling 

comprehensive digitization and streamlining of the 

retail value chain. However, automation must coexist 

with transparency and control to foster trust among 

end users. 

 

5.4 Operational efficiency 

The adoption of artificial intelligence (AI) technologies 

substantially enhances retailers’ overall operational 

performance by improving inventory management, 

streamlining supply chain operations, optimizing 

demand forecasting, and increasing productivity 

through automation and data-driven decision-making. It 

contributes to superior delivery efficiency, reduced 

operational costs, and improved utilization of skilled 

manpower, thereby elevating the overall effectiveness 

of retail operations (Haque et al., 2024). The integration 

of AI into organizational processes significantly 

improves firm performance by advancing decision-

making accuracy, operational agility, and innovation 

capacity. Within supply chain management, AI has 

assumed a transformative role, revolutionizing 

functions such as demand forecasting, inventory 

optimization, and logistics coordination, enabling 

businesses to maintain balanced inventory levels, 

mitigate stockouts, and prevent overstocking while 

simultaneously improving efficiency (Haque et al., 

2024). 

AI-driven automation supports large-scale business 

transformation by replacing repetitive, manual 

processes with autonomous systems that learn and adapt 

(Adanyin, 2024). A primary domain of impact lies in 

operational efficiency, where traditional workflows 

characterized by redundancy and limited informational 

input are replaced with data-driven, automated systems. 

Data science complements AI adoption by providing 

predictive and prescriptive insights that allow 

companies to optimize resources and enhance 

performance. For instance, predictive analytics in 

supply chain management enables accurate demand 

forecasting, leading to more effective inventory control 

and reduced wastage (Adeniran et al., 2024; Badmus et 

al., 2024; Oliveira, 2020). By minimizing operational 

costs and enhancing productivity, AI empowers 

organizations to allocate resources strategically and 

maintain a sustainable competitive edge (Badmus et al., 

2024). Additionally, data science enables the integration 

of advanced technologies, such as AI and the Internet of 

Things (IoT), into organizational frameworks. The 

convergence of these technologies enables process 

automation, enhanced decision-making, and increased 

operational flexibility, ultimately resulting in cost 

reduction and improved business resilience (Shahin, 

Chen, Hosseinzadeh, & Zand, 2023). A critical yet 

intangible benefit of AI-enabled data systems is 

enhanced productivity, achieved through automation of 

tasks such as inventory tracking and management. 

Machine learning algorithms analyse sales patterns, lead 
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times, and supplier performance metrics to determine 

optimal reorder quantities and inventory thresholds. 

This dynamic, data-driven approach allows retailers to 

adjust stock levels in real time, responding efficiently to 

fluctuations in consumer demand while minimizing the 

risks of overstocking or stockouts (Badmus et al., 2024; 

Aljaž, 2024) 

 

6.0 Proposed Methodology 
The study's methodology is qualitative and based on 

GAP variable analysis derived from the literature 

review. 

1.     We start by identifying and finalising the criteria to 

be used for searching the relevant research material. The 

year of publication is from 2019 to 2024; the chosen 

language is English; and “Artificial Intelligence” and 

“Retailing” were used as keywords for the search. 

2.     The key databases that were being researched for 

the literature review are DOAJ, ProQuest, EBSCO, 

Clarivate Analytics, and Google Scholar. 

3.     Four independent variables were identified that 

impact the adoption of artificial intelligence technology 

by retailers. This is based on a detailed GAP-variable 

analysis of the literature. The barriers and the perceived 

risks of AI technology adoption by retailers are also 

identified 

4.     Finally, a conceptual framework is developed, and 

further research gaps and limitations in the existing 

research are then analysed to arrive at likely areas of 

future research. 

 

7.0 Research framework 
We have created a basic research framework and a 

Research framework with outcomes 

 

 
 

8.0 Discussion, Analysis, and Outcome 
 
8.1Retailer Intention to Purchase  

 

8.1.1 Improved Performance: AI technology enhances 

the organization's overall performance by improving 

efficiency, work performance, and employee 

productivity, and by enabling more effective consumer 

responses. 

8.1.2Marketing and Promotion: Retailers use a variety 

of AI technologies enabled in–store promotions (Digital 

displays, Kiosks, robots) along with marketing 

messaging with the aid of AI technology, aided geo-

targeting, and influence purchasing when the customer 

is in proximity to a retail store 

Outcome: Artificial Technology enables customers to 

explore, shop, and evaluate their experiences with less 

time and effort, resulting in increased satisfaction in 

making buying decisions and completing transactions. 

(Customer satisfaction). 

Proposition 1: Retailer Intention to purchase 

technology driven by marketing and promotion, and 

by improved performance, positively influences the 

adoption of artificial intelligence by retailers. 



How to cite:  Joginder Chhabra, How Artificial Intelligence technology is shaping business transformation and facilitating sustained business 

operational efficiency for Retailer, Advances in Consumer Research, vol. 2, no. 5, 2025, pp. 2720-2729. 

Advances in Consumer Research                            2725 

 

8.2Perceived Competitive Advantage 

 

8.2.1 AI Systems create new and unique resources that 

drive company performance and aid in incremental 

revenue. 

8.2.2 Optimized pricing: Customers are receptive to 

optimized and best price offers as delivered by AI 

agents. 

8.2.3 Strategic Alliances: To ensure the successful 

implementation of AI technology, a Retail company 

must develop Strategic alliances on the value-delivery 

side (Service partners, logistics companies, etc.). 

8.2.4 Digital transformation: AI-enabled digital 

transformation enables businesses to leverage 

knowledge and integrate into all their functions/domains 

for new value creation and develop a competitive 

advantage. 

Outcome: Adoption of AI technology improves overall 

Sales performance and profitability by Enhancing 

Customer Purchase Intentions to actual sales with 

higher productivity and better overall efficiency. 

(Profitable growth) 

Proposition 2: perceived competitive advantage 

emanating from unique resources, optimized 

pricing, strategic alliances, and digital 

transformation positively influences retailers' 

adoption of artificial intelligence. 

. 

8.3 Task automation 

 

8.3.1 Transparency and Control: AI systems provide 

customers with superior information, education, and 

product use to simplify customers’ access for greater 

transparency. AI also enables efficient retrieval of 

comprehensive product information from various 

sources, enabling greater control and value generation 

for better decision-making by the Retailer. 

8.3.2 Effort expectancy: AI technologies provide 

digital assistance and easy access to comprehensive 

product information to the customer to elicit a timely 

response from the customer while shopping. 

8.3.3 Organization restructuring: Implementation of 

AI systems enables the retail company to reorganize 

efficiently to leverage technology and also identify 

technology and organization platforms necessary for the 

successful implementation of an AI-enabled retail value 

chain. 

Outcome: AI enables the organisation to innovate, 

transform, and improve business processes through 

radical business transformation. It helps the 

organisation create a unique value proposition by 

fulfilling longstanding consumer needs in 

unprecedented ways. 

Proposition 3: Efficient Task automation, driven by 

improved transparency and control, effort 

expectancy, and organisational restructuring, 

positively influences the adoption of artificial 

intelligence by retailers. 

. 

8.4 Operational efficiency 

 

8.4.1 Inventory management: AI assists retailers in 

streamlining inventory management by predicting 

customer demand, fulfilling customer requirements, and 

planning inventory flow to maximize retailer profit by 

the use of clustering techniques. 

8.4.2 Cost: Retailer’s decision to adopt the technology 

is based on risk assessment and cost-benefit analysis. 

8.4.3 Delivery: More and more retailers are using AI to 

build automated delivery mechanisms for providing 

better service and connecting with the Shoppers, also 

facilitating customer choice and simplifying ordering. 

8.4.4 Increase productivity: AI implementation 

improves employee productivity by significantly 

increasing the relevance of direct customer feedback to 

each employee. 

8.4.5 Skilled manpower planning:  The AI-enabled 

retail value chain is heavily reliant on trained and skilled 

employees, manpower management, and planning to 

implement, manage, and work alongside new 

technology efficiently. 

Outcome: Artificial Technology enables customers to 

explore, shop, and evaluate their experiences with less 

time and effort, resulting in greater satisfaction when 

making a buying decision and completing an actual 

transaction. 

Proposition 4: Enhanced operational efficiency 

emanating from better inventory management, 

Delivery, increased productivity, and skilled 

manpower planning positively influences the 

adoption of artificial intelligence 

by retailers 

 

9.Contributions to practice 
This is qualitative research based on a detailed GAP 

variable analysis of the available relevant literature. The 

study, in a scientific manner, seeks to address the 

research problem and to propose a conceptual 

framework for the adoption of artificial intelligence 

technology by retailers. 

The study identified five independent variables: 

perceived competitive advantage, retailer intention to 

purchase technology, task automation, and operational 

efficiency. 

This study’s research questions and objectives were 

formulated based on the business obstacles encountered 

by retail business organisations. The Indian retail 

industry is one of the fastest-growing markets in the 

world. The current retail market in India, estimated at 

US$930 bn, is expected to reach US$1,930 bn by 2030 

(Gopalaiah & Ramanathan, 2023). Food and grocery 

retail leads the Indian retail market, with its contribution 

expected to reach US$1,230 bn by 2030 (Gopalaiah & 

Ramanathan, 2023). India currently ranks among the 

world’s top five retail markets and is projected to 

become the third-largest consumer market globally by 

2030, following China and the United States. This 

study’s findings offer profound insights into the 

strategic planning needs that retailer organisations 

should consider when adopting AI technology. Retailers 

must plan for full-scale AI adoption if they are to 

succeed and realise the real benefits of increased market 
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share, revenue, and customer loyalty in the medium to 

long term. 

The findings indicated significant market potential for 

the retail sector in India. The multi-channel physical 

retail business model is being rapidly replaced by a 

hybrid model that enables retailers to connect with 

customers directly (Reinartz et al., 2019). To remain 

competitive in this scenario, traditional retailers need to 

reduce their operational and functional inefficiencies 

and adapt themselves to today’s fast-changing consumer 

behaviour. It is necessary to restructure and innovate the 

complete retail value chain by adopting new 

technologies. 

 

10.0 How AI helps Business Operations. 
Artificial intelligence (AI) has become a pivotal enabler 

of efficiency and competitiveness within the retail 

industry, enhancing overall business performance by 

maximizing operational capabilities, reducing costs, and 

optimizing backend processes such as inventory 

management, logistics, and supply chain coordination. 

It also contributes to sales growth through data-driven 

insights, automation, and process standardization. 

Moreover, AI significantly improves the customer 

experience through personalization, targeted 

engagement, and intelligent customer support systems. 

Key AI technologies commonly utilized in retail for 

operational optimization and inventory management 

include computer vision, deep learning, edge AI, 

intelligent applications, machine learning, robotic 

process automation (RPA), virtual assistants, chatbots, 

insight engines, and the Internet of Things (IoT) 

(Oosthuizen et al., 2020). 

AI serves as a transformative catalyst in contemporary 

retail, driving innovation and operational efficiency 

while enabling more resilient, data-driven business 

models. Its adoption substantially enhances retailers’ 

overall performance through improved inventory 

control, highly efficient supply chain operations, precise 

demand forecasting, and increased productivity. 

Furthermore, it contributes to cost reduction and process 

transparency, and better utilization of skilled manpower, 

thereby elevating organizational efficiency (Haque et 

al., 2024).  AI-powered systems also optimize critical 

business processes such as demand prediction and 

production planning, supporting evidence-based 

decision-making (Weng et al., 2024). 

 

11.0 Limitations and Scope for Future 

Research 
The study is grounded in a review of a limited selection 

of articles and employs a qualitative secondary research 

approach. The research used to build the framework has 

its own constraints, underscoring the need for additional 

evidence to strengthen the relationship between the 

independent and dependent variables. To validate all 

four propositions, quantitative techniques with a 

representative sample are necessary. Empirical 

methods, such as A/B testing, can be used to quantify 

results and ensure the model's reliability and validity. 

Moreover, further research supported by evidence is 

needed to identify additional independent variables that 

may influence retailers' AI adoption. Future studies 

should also explore customer concerns about safety and 

privacy, as this is a critical area that requires more 

evidence-based insights to foster customer trust. 

First, the study's scope was limited to a specific 

industry. The findings for this research are limited to the 

organised retail sector. They cannot be generalised, as 

different countries have different retail industry 

scenarios and varying rates of AI technology 

penetration. 

Scaling AI applications will nonetheless require robust 

technological platforms and adequate IT readiness, 

including the minimum infrastructure necessary for 

effective system implementation. Future research 

should therefore explore technological architectures and 

infrastructure frameworks essential for large-scale AI 

integration. 

The research study is purely qualitative; however, 

alternative approaches, such as case study methodology 

and a phenomenological design, could offer more in-

depth insights into technology adoption, making this a 

promising area for future research. A case study could 

be conducted on a major retail chain in India, such as 

Reliance or the Tata Group. Additionally, triangulation 

studies could be carried out across various developed 

retail markets worldwide, using diverse data sources, 

research methods, and tools. This would help to 

generalise findings and improve the overall credibility 

of the research. 

 

12.0 Conclusion 
To summarise, the research indicates that retailers' 

adoption of AI technology has a positive impact, with 

customers greatly benefiting from faster transactions 

and greater convenience through automation. Global 

retailers in advanced economies who engage in the full-

scale adoption of AI technology have a definite 

competitive advantage by way of reduced operational 

costs, inventory optimisation, and specialised 

promotions. They can also increase customer purchase 

intent through an AI-enabled, intelligent, and connected 

product portfolio. 

Extant research demonstrates that AI adoption generates 

measurable benefits for the retail sector, particularly by 

accelerating transactions, improving service 

convenience, and enhancing process automation. 

Retailers that have implemented AI at scale consistently 

report competitive advantages, including reduced 

operational costs, optimised inventory management, 

and more precise promotional strategies. AI-enabled 

product ecosystems also strengthen consumer purchase 

intentions by offering personalised, connected 

experiences. 

Although concerns persist regarding whether 

investment should prioritise customer-facing or back-

end technologies, as well as issues related to consumer 

privacy, the evidence suggests that full value realisation 

requires AI integration across the entire retail value 

chain. A dual emphasis on both operational and 

customer-oriented technologies is essential, as a narrow 

focus on efficiency improvements alone is unlikely to 

yield sustained strategic benefits. 
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The research framework proposed in this study provides 

a structured pathway for achieving long-term 

competitive advantage. Retailers must proactively 

address consumer privacy concerns and develop 

comprehensive AI adoption strategies to achieve 

profitable growth, create a unique value proposition, 

and enhance customer satisfaction and loyalty, thereby 

driving future revenue growth and market share 

expansion. 
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