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Abstract

An extensive analysis of the implementation of Artificial Intelligence (Al) into Customer
Relationship Management (CRM) in Zimbabwe's retail industry is presented in this
dissertation. This study has a sample size of 45 individuals, combined with a combination of
approaches and a pragmatic approach, ensures a comprehensive and accurate analysis. The
significance of the research for Zimbabwe's retail industry is underscored by the study's
findings, which also demonstrate how the country's CRM technology is still in its infancy
when compared to other nations. The study will start by providing background information
and highlighting the necessity of integrating Al into CRM while taking into consideration the
unique challenges faced by merchants in Zimbabwe. Through a careful analysis of the
literature review, it will explore existing studies that highlight the benefits of Al in improving
customer segmentation, personalized marketing strategies, and predictive analytic in the retail
sector. Moreover, it addresses the challenges and concerns surrounding the implementation
of Al in CRM, such as data privacy and ethical considerations. These results will add a great
deal to the conversation about the integration of AI and CRM, especially in emerging
countries. They emphasize how crucial recommendations that are focused on strategy,
operations, and policy are to the effective implementation of Al-driven CRM in Zimbabwe's
retail industry. With its insightful analysis and practical suggestions for retailers, legislators,
and other stakeholders in emerging markets, the dissertation enhances both the academic and

practical knowledge of CRM in the context of Al
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CHAPTER 1 INTRODUCTION

1.1Introduction

“Courteous treatment will make a customer a walking advertisement.”- James Cash Penney,
Founder J.C. Penney Stores. The retail industry has long been at the forefront of innovation
and adaptation, constantly evolving to meet the changing needs and expectations of
customers. In recent years, the global retail landscape has witnessed a remarkable
transformation, driven by technological advancements and changing consumer behaviour.
One of the most prominent technological trends that has reshaped the retail sector worldwide
is the integration of Artificial Intelligence (Al) into Customer Relationship Management
(CRM) practices. As Kaondera et al. (2023) aptly stated, Al has the potential to support
customer relationship management through digital transformation, and this perspective holds

significance not only on a global scale but also within the specific context of Zimbabwe.

Zimbabwe's retail industry, like many others, faces unique challenges and opportunities in the
digital era. According to Tsokota et al. (2023), the electronic customer relationship
management framework has the potential to empower sectors such as Tourism in Zimbabwe.
However, these transformations are not without hurdles. There is a growing body of
knowledge on CRM and Al in the broader context, there remains a distinguished lack of
research that delves into the specifics of Zimbabwe's retail landscape. This presents an
interesting situation in the research area, which the study sought to address. In light of these
trends and the unique challenges faced by the Zimbabwean retail industry, this study
explored the integration of Al into CRM as a means to enhance customer relationships in the

retail sector of Zimbabwe.

1.2Background of the Study

The integration of Artificial Intelligence (Al) into Customer Relationship Management (CRM)
techniques has emerged as a game changer in the worldwide retail business. This
technological advancement, as described by Ghazaleh and Zabadi (2021), has enabled
merchants throughout the world to obtain profound insights into customer behaviour,

improve tailored experiences, and streamline operational processes. Al has a significant
global impact on CRM, influencing everything from marketing strategy to customer service
interactions. Retailers on multiple continents have implemented these Al-powered solutions,

1



resulting in major improvements in how they understand and cater to their customers.
Chiguvi et al. (2019) underline the growing importance of Al-driven CRM solutions in
transforming customer engagement and corporate strategy in Africa. They emphasize the
growing importance of these technologies in modern retail operations in Africa. Despite the
constraints specific to this region, such as differing technology infrastructures and customer
behaviours, Al in CRM has demonstrated potential for improving the retail experience.
African retailers have begun to experiment with these revolutionary technologies, tailoring
them to their individual market needs and consumer behaviours, demonstrating Al's
versatility and influence in CRM across a wide range of retail contexts (Kaondera et al.,
2023). While global trends in Al and CRM integration are well documented, the unique
problems and opportunities in Zimbabwe's retail industry remain largely untapped. This
neglect is crucial, as emphasized by Kaondera et al. (2023), because Zimbabwe's specific
economic and cultural dynamics may provide unique insights into the application of Al in
CRM. Zimbabwe's retail industry is notably affected by a volatile economic climate marked
by currency volatility, inflation, and substantial political issues. According to Bick et al.
(2010), these aspects present significant issues that demand bespoke CRM strategies that are
in line with the local business ecology. Despite CRM's vital function in building customer
loyalty and maintaining profitability, there is a lack of empirical study on the deployment and
impact of Al in CRM within Zimbabwean retail firms, as highlighted by Omoge et al. This
lack of research has significant ramifications for Zimbabwean retailers' competitiveness and
sustainability.

This material intends to solve this gap by providing a complete analysis of how Al can be
integrated into CRM procedures, specifically in the Zimbabwean retail market. It aims to
create a framework that is responsive to the specific issues of the Zimbabwean market,
providing practical insights for local retailers. Furthermore, the study goes beyond the
benefits of Al in CRM to address the ethical and privacy issues related with the use of Al in
customer data analysis and engagement. This factor, which was often disregarded in past
studies, is becoming increasingly important in the modern retail landscape. Gupta and Jain
(2023) emphasize the need of addressing these problems to promote responsible and ethical
Al adoption. This study adds to the broader discussion of ethical Al usage, particularly in
emerging economies like Zimbabwe, as stressed by Hentzen et al. (2023) and Khedr & Kok
(2006). By delving into these topics, the study addressed crucial knowledge gaps and
provided insights into the nuanced application of Al in CRM in the Zimbabwean retail sector.

It tries to understand and express how Al may be tailored to meet the specific needs of this
2



market, taking into account both the potential benefits and the ethical issues of Al
deployment. Through this holistic approach, the study greatly contributes to our
understanding of Al's role in improving CRM practices in Zimbabwe, opening the door for

more informed and effective retail tactics.

1.3Problem Statement

Zimbabwe's retail industry is at a crossroads, confronting three challenges: economic
insecurity, quickly evolving consumer preferences, and increased competition. The
integration of Artificial Intelligence (Al) into Customer Relationship Management (CRM)
has shown great potential for improving customer experiences and operational efficiency in
the worldwide retail sector. Despite this promise, the adoption and customization of Al-
driven CRM solutions in Zimbabwean retail remains low (Kao et al., 2023). This gap
emphasizes the crucial need for quick and concentrated attention on how Zimbabwean
merchants can use Al to optimize CRM tactics, allowing them to adapt to and survive in
today's changing economic environment. The lack of research that is directly applicable to
the local Zimbabwean context impedes the sector's ability to properly apply Al solutions,
eventually restricting growth and competitiveness. This study intends to close that gap by
presenting a tailored methodology for implementing Al in CRM that solves specific
difficulties highlighted in Zimbabwean retail. It describes how artificial intelligence can act
as a catalyst for transformation in customer relationship strategies, with the goal of increasing
customer retention, improving service delivery, and driving profitability in an otherwise
unstable market. This methodology not only strengthens Zimbabwean retailers' resilience, but

also positions them to benefit on the opportunities provided by Al in the digital age.

1.4Main Research Question
How can the retail industry in Zimbabwe effectively integrate Artificial Intelligence (Al) into
Customer Relationship Management (CRM) to enhance customer satisfaction and loyalty,

given the unique economic and operational challenges it faces?

1.4.1Research Sub-Questions
1. What are the economic challenges faced by the retail industry in Zimbabwe and identify

how Al can be leveraged to mitigate these challenges in the context of CRM?

3



2. What are the factors influencing customer satisfaction and loyalty within Zimbabwean
retail and develop Al-driven CRM strategies that address these factors?

3. What are the ethical and data privacy considerations associated with the implementation
of Al in CRM within the Zimbabwean retail sector and propose guidelines to ensure

responsible Al adoption?

4. What are the organizational and technological prerequisites necessary for the successful
integration of Al into CRM systems for Zimbabwean retailers and develop strategies to

overcome implementation barriers?

1.5 Research Objectives

The main goal of this study is to create a thorough framework for improving Customer
Relationship Management (CRM) in Zimbabwe's retail sector by successfully integrating
Artificial Intelligence (AI). The following particular research goals have been delineated in

order to accomplish this:

1. To investigate the economic challenges faced by the retail industry in Zimbabwe and

identify how Al can be leveraged to mitigate these challenges in the context of CRM.

2. To examine the factors influencing customer satisfaction and loyalty within

Zimbabwean retail and develop Al-driven CRM strategies that address these factors.

3. To explore the ethical and data privacy considerations associated with the
implementation of Al in CRM within the Zimbabwean retail sector and propose

guidelines to ensure responsible Al adoption.

4. To identify the organizational and technological prerequisites necessary for the
successful integration of Al into CRM systems for Zimbabwean retailers and develop

strategies to overcome implementation barriers.

1.6 Expected Contributions of the Study
This research attempt to make significant contributions to both the academic and practical

aspects of Customer Relationship Management (CRM) and the integration of Artificial



Intelligence (AI) within the retail industry, particularly in the unique context of Zimbabwe.

The expected contributions are twofold:

1.6.1 Theoretical Contributions
e Advancing Knowledge: This study aims to enrich the existing body of knowledge by
providing a deeper understanding of the role of Al in CRM within the Zimbabwean retail

landscape, filling a noticeable gap in the literature.

o Ethical and Privacy Framework: The research will contribute to the discourse on the
ethical implications of Al adoption in CRM, thereby contributing to the development of

responsible Al frameworks.

e Localized Insights: By focusing on Zimbabwe, the study will offer localized insights into
the application of Al-driven CRM strategies, which can serve as a reference point for

other emerging markets facing similar challenges.

16.2 Practical Contributions
e Retail Industry Enhancement: The research will provide retail practitioners in
Zimbabwe with a practical framework for implementing Al in CRM, enhancing

customer satisfaction, loyalty, and operational efficiency.

o Competitiveness: It will empower Zimbabwean retailers to remain competitive in a
rapidly changing market by adapting CRM practices to their specific economic

environment.

o Long-term Sustainability: By addressing the unique challenges faced by
Zimbabwean retailers, the study will contribute to the long-term sustainability of the

retail sector in the country.

1.7 Assumptions of the Study
In conducting this research on the integration of Artificial Intelligence (Al) into Customer
Relationship Management (CRM) in the Zimbabwean retail industry, several assumptions

underlie the investigation:



e Availability of Data: It is assumed that sufficient and relevant data related to CRM
practices, customer behaviour, and economic conditions in Zimbabwe is accessible

for analysis.

e Willingness to Adopt AI: The study assumes that retail organizations in Zimbabwe

are willing to explore and adopt Al technologies in their CRM practices.

e Generalizability: While this research focuses on Zimbabwe, it assumes that the
findings and recommendations can be generalized to some extent to other emerging

markets facing similar economic and operational challenges.

e [Ethical Considerations: It is assumed that ethical considerations and data privacy
concerns related to Al adoption are recognized by retail organizations and

stakeholders in Zimbabwe.

e Technological Infrastructure: The research assumes that retail organizations have
the necessary technological infrastructure or are willing to invest in it for the

successful implementation of Al-driven CRM systems.

¢ Employee Readiness: It is assumed that employees within retail organizations can
adapt to Al technologies and are willing to embrace the changes introduced by Al-

powered CRM.

e Government Regulations: The study assumes that the government and regulatory
bodies in Zimbabwe have a supportive stance towards technological innovation,

including Al, and do not impose insurmountable obstacles to its implementation.

1.8 Delimitations of the Study

While this research seeks to provide valuable insights into the integration of Artificial
Intelligence (Al) into Customer Relationship Management (CRM) within the retail industry
of Zimbabwe, there are certain delimitations that define the scope and boundaries of the

study:

e Geographic Focus: This study primarily focuses on the Zimbabwean retail sector.
While it aims to provide localized insights, the findings may not be directly applicable
to retail industries in other countries with different economic, cultural, and regulatory

contexts.



e Retail Subsectors: The research will consider a range of retail subsectors such as
supermarkets, electronics stores, and clothing retailers, but it may not

comprehensively cover every subsector within the broader retail industry.

e Time Frame: The study is delimited by a specific time frame and may not capture

long-term effects or trends that could emerge beyond the scope of the research period.

e Data Availability: The research relies on the availability and quality of existing data
related to CRM practices, customer behaviour, and economic conditions in Zimbabwe.

Limitations in data availability may impact the depth of analysis.

¢ Organizational Diversity: While the research aims to include a diverse range of
retail organizations, it may not encompass the entire spectrum of organizational sizes,

structures, and strategies within the Zimbabwean retail sector.

e Human Factors: The study focuses on the technical and strategic aspects of Al
integration into CRM but does not delve deeply into the human factors, such as

employee attitudes and change management strategies.

¢ [Ethical and Privacy Frameworks: Although the study addresses ethical
considerations related to Al adoption, it does not provide an exhaustive analysis of the

legal and regulatory frameworks governing data privacy and Al use in Zimbabwe.

e External Factors: External factors beyond the control of the research, such as
changes in government policies or economic conditions, may impact the practical

implementation of the proposed CRM framework.

1.9 Definition of terms

Artificial Intelligence (AI): Al refers to the simulation of human intelligence in machines
that are programmed to think and learn like humans. It encompasses a range of technologies,
including machine learning, natural language processing, and robotics, that enable machines

to perform tasks that typically require human intelligence (Russell & Norvig, 2016).

Customer Relationship Management (CRM): CRM is a strategy for managing an
organization's interactions with current and potential customers. It uses data analysis about
customers' history with a company to improve business relationships, focusing specifically on

customer retention and ultimately driving sales growth (Peppers & Rogers, 2017).



Machine Learning (ML): ML is a subset of Al that provides systems the ability to
automatically learn and improve from experience without being explicitly programmed. It

focuses on the development of computer programs that can access data and use it to learn for

themselves (Alpaydin, 2020).

Natural Language Processing (NLP): NLP is a branch of Al that helps computers
understand, interpret, and manipulate human language. NLP draws from many disciplines,
including computer science and computational linguistics, in its pursuit to bridge the gap

between human communication and computer understanding (Jurafsky & Martin, 2018).

Data Mining: Data mining involves exploring and analysing large blocks of information to
glean meaningful patterns and trends. It can involve the analysis of data stored in repositories,

databases, and data warehouses for making strategic business decisions (Han, Kamber, & Pei,
2012).

Consumer Behaviour: Consumer behaviour is the study of how individual customers,
groups or organizations select, buy, use, and dispose of goods, services, ideas, or experiences
to satisfy their needs and desires. It involves elements from psychology, sociology, social

anthropology, and economics (Solomon, 2020).

Operational Efficiency: Operational efficiency refers to the ability of an organization to
deliver products or services to its customers in the most cost-effective manner possible while

still ensuring the high quality of its products, services, and support (Porter, 2004).

E-commerce: E-commerce is the activity of electronically buying or selling of products on
online services or over the Internet. It draws on technologies such as mobile commerce,
electronic funds transfer, supply chain management, Internet marketing, and online

transaction processing (Laudon & Traver, 2021).

1.10 Conclusion

The initial chapter of this study set the stage for an in-depth exploration of the integration of
Artificial Intelligence (Al) into Customer Relationship Management (CRM) within
Zimbabwe's retail industry. It established the context and urgency for this research,
highlighting the significant disparity between the global advancements in Al-driven CRM
and the nascent stage of such technologies in Zimbabwe. This study aimed to investigate how
Al can enhance CRM practices amidst the unique challenges faced by Zimbabwean retailers.

The research objectives, questions, and sub-questions meticulously outlined the path towards
8



understanding the economic, ethical, and operational facets of this integration. This chapter
laid the groundwork for a comprehensive investigation, aiming to contribute both
theoretically and practically to the field and provide actionable insights for the enhancement

of CRM in Zimbabwe's retail sector, setting the tone for the ensuing chapters.

CHAPTER 2 LITERATURE REVIEW

2.0 Introduction

Chapter 2 presents Literature Review, this section serves as an introductory gateway to the
wealth of research and empirical evidence that underpins the investigation into how the retail
industry in Zimbabwe can effectively integrate Artificial Intelligence (AI) into Customer
Relationship Management (CRM) to enhance customer satisfaction and loyalty, despite its
unique economic and operational challenges. The following subsections will navigate
through the theoretical frameworks that inform this study, examine the specific economic
challenges impacting CRM practices in Zimbabwean retail, explore the factors shaping
customer satisfaction and loyalty in this context, address ethical considerations and data
privacy issues associated with Al implementation, and identify the organizational and
technological prerequisites for a successful Al integration into CRM systems, culminating in
a comprehensive framework to guide the research. This review not only situates the research
within the broader academic landscape but also highlights the critical gaps that necessitate

this inquiry and sets the stage for the subsequent exploration of pertinent literature.

2.1 Theoretical theory

The conceptual framework that serves as the foundation for research is provided by
theoretical frameworks, which also serve as a lens for analyzing and interpreting phenomena.
Three well-known theories provide important insights into comprehending the dynamics at
work in the context of this study, which focuses on the integration of Al into CRM in the

retail sector.



2.1.1 Customer Relationship Management (CRM) Theory

The idea of customer relationship management (CRM), first proposed by Peppers & Rogers
(1993), is central to this study. It highlights the significance of establishing and preserving
solid customer connections as important drivers of loyalty and profitability. According to
Payne & Frow (2005), the CRM framework emphasizes the significance of strategically
managing customer contacts, which includes elements of client acquisition, retention, and
development. The efficacy of customer relationship management (CRM) is contingent upon a
profound comprehension of client requirements and preferences, which can be attained via
comprehensive data collection and analysis, as expounded by Parvatiyar & Sheth (2001). In
the context of Zimbabwe's retail sector, the CRM theory forms the fundamental basis for
appreciating the significance of a customer-focused approach. It underscores the role of Al in
enhancing data-informed decision-making processes, enabling personalized customer
interactions and improving the overall consumer experience. This highlights the relevance
and practicality of CRM theory in the scope of this study demonstrating its vital application

in the evaluation of. Al integration in CRM within this specific market.

Reinartz, Krafft, & Hoyer (2004) point out that as technology has advanced and consumer
behaviors have changed in the digital age, CRM philosophy has evolved to reflect these
changes. This version, which builds on Verhoef et al. (2017)'s idea, emphasizes the growing
significance of technology in enhancing customer interactions by using Al and machine
learning into CRM tactics. The combination of CRM theory and Al technologies offers a
viable path for resolving these problems in retail sector of Zimbabwe which is marked by
distinct operational and economic concerns. Because of the theory's adaptability to
contemporary issues and its applicability to this research, it serves as an essential foundation

for examining how Al is used in CRM procedures in Zimbabwe.

2.1.2 Institutional Theory

The concept of institutional theory was initially introduced by Meyer & Rowan (1977). It is
grounded in the fields of organizational studies and sociology and looks at how organizations
conform to social norms, beliefs, and expectations. This theory's central claim is that
organizations usually copy the procedures and structures of existing institutions in order to

gain legitimacy and stability in their working environments. In order to understand how retail
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businesses, react to outside influences, such as the challenges presented by budgetary
limitations and customer demand for Al-enhanced CRM systems, institutional theory is
essential. The use of this theoretical framework enables a thorough examination of the impact

of institutional pressures on the adoption and use of Al in CRM activities.

It provides thorough understanding of retail companies operate within their particular
institutional context, illuminating how they choose to either adhere to or deviate from
accepted standards and expectations. Gaining an understanding of this is essential to
understanding the strategic choices these retailers have taken regarding the integration of Al

technology in the CRM space.

Since its foundation, institutional theory has seen substantial evolution, marked by the advent
of diverse subfields such as neo-institutionalism and the new institutional economics, as
noted by Scott (2013). These evolutions have broadened the theory's ability to explain
organizational behaviors and their reactions to external factors. Within the parameters of this
study, the relevance of institutional theory is particularly striking. Business in retail in
Zimbabwe find themselves in a complex institutional setting, one that is defined by economic
instability and unique consumer expectations as noted by Fitch Solutions (2023). The
versatility and depth of understanding provided by institutional theory are highly pertinent in
this context. Utilizing this theoretical lens, the research can effectively analyze how
institutional pressures influence the adoption of Al in CRM systems. It also helps in revealing
the strategies that retailers employ to both adapt to and influence their institutional
surroundings (Scott ,2013). Consequently, institutional theory stands as a vital framework for
exploring how Al is integrated into CRM practices amidst the challenging socio-economic

milieu of the Zimbabwean retail sector.

2.1.3Technology Acceptance Model (TAM)

Davis created the Technology Acceptance Model (TAM) in 1989, and it focuses on the
important aspect of people's acceptance and use of technology in work environments.
According to TAM, perceived utility and perceived ease of use are the two main aspects that
impact a person's intention to use technology. TAM stands out as a crucial concept in the
context of this study for understanding how retail personnel embrace and integrate Al-
powered CRM solutions. TAM-based empirical studies have examined the complex terrain of

technology adoption in a range of settings, providing valuable information about the different

11



elements that might either promote or hinder adoption (Venkatesh et al., 2003).Given the
distinctive characteristics of the Zimbabwean retail industry, where the introduction of Al
technologies may encounter resistance stemming from unfamiliarity or perceived complexity,
TAM stands as a pivotal guide for devising strategies that can enhance technology

acceptance among employees and stakeholders.

As technology and user behavior have evolved, the Technology Acceptance Model (TAM)
has been refined and expanded to remain relevant, as highlighted by Venkatesh & Davis
(2000). These enhancements have solidified TAM's applicability in modern contexts.
Particularly in the Zimbabwean retail sector, where incorporating Al into CRM systems is a
significant change, the adaptability of TAM to consider aspects like perceived usefulness and
ease of use is highly relevant. TAM provides a strong theoretical foundation for recognizing
and resolving potential barriers to technology adoption in this study, which explores the
intricate interplay between Al technology and human users inside the retail environment.
TAM is a crucial tool for comprehending the dynamics of technology acceptance in this
setting because of its demonstrated efficacy in illuminating the subtleties of how new

technologies are accepted, which is especially in line with the goals of this study.

2.2 Conceptual Framework
Theory: The conceptual framework for this study draws upon the "Technology Acceptance
Model". Perceived ease of use (PEOU) and perceived usefulness (PU) significantly influence

users' attitudes and behavioural intentions toward technology adoption (Davis, 1989).

Independent Variable:

e Perceived Ease of Use (PEOU): Perceived Ease of Use (PEOU) is a key concept
focusing on how employees in Zimbabwe's retail sector view the simplicity and
approachability of Al-enhanced CRM systems. PEOU gauges the degree to which
retail staff find Al technologies not only straightforward to understand but also user-
friendly in their daily operations. This perception plays a critical role in determining
the willingness of employees to engage with and adopt these advanced systems. It
encapsulates the belief that Al-driven CRM tools are accessible and manageable,
considering aspects such as learning curve, interface intuitiveness, and overall ease in

integrating these technologies into their work routines.
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Mediating Variable:

e Organizational Readiness (OR): Organizational readiness (OR) is incorporated in
this study as a critical intermediary factor to assess how Perceived Ease of Use
(PEOU) influences the effective deployment of Al-based CRM systems. OR
embodies the preparedness level of an organization, considering aspects like
infrastructure adequacy, availability of necessary resources, and the readiness of
employees to embrace and effectively incorporate Al into CRM methodologies. This
concept is pivotal in determining the success of Al integration in CRM practices, as it
reflects the organization's overall capability and willingness to adapt to and support
new technologies. It encompasses not just the technical and physical preparedness but
also the psychological and skill-based readiness of the workforce to navigate and

utilize Al-driven tools in their CRM operations.

Dependent Variable:

e Customer Relationship Enhancement (CRE): Customer Relationship Enhancement
(CRE) is defined as the key result of effectively integrating Al into CRM practices,
particularly within Zimbabwe's retail sector. CRE embodies a broad spectrum of
positive outcomes, including heightened customer satisfaction, increased loyalty, and
enhanced operational effectiveness. This concept illustrates the significant
improvement in the dynamics of customer relationships as a direct consequence of
adopting Al technologies in CRM. It captures the essence of how Al implementation
can transform customer interactions, leading to more streamlined operations and
fostering stronger, more enduring relationships with customers. CRE is a
comprehensive measure of the success and impact of Al in refining customer

relationship management practices.

Conceptual Framework Diagram:
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Fig 2.1: Conceptual Framework

Explanation of the Conceptual Framework:

Perceived Ease of Use (PEOU): Perceived Ease of Use (PEOU), as conceptualized
in the Technology Acceptance Model (TAM), refer to the initial impressions of
employees in Zimbabwean retail companies concerning the user-friendliness of Al-
based CRM systems. This aspect evaluates how straightforward and accessible
employees find these systems to operate. According to Davis (1989), a favorable
perception of PEOU typically results in a more positive attitude towards the adoption
of Al technologies and enhances the likelihood of these employees intending to use
Al-driven CRM systems. PEOU is crucial as it influences the initial receptiveness and
willingness of employees to engage with new technological tools, shaping the overall

success of Al implementation in CRM. (Davis, 1989).

Organizational Readiness (OR): Organizational Readiness (OR) acts as a crucial
intermediary factor connecting Perceived Ease of Use (PEOU) with the eventual
enhancement of Customer Relationship Management (CRM). OR signifies an
organization's state of preparedness for adopting Al technology, encompassing facets
such as the robustness of technological infrastructure, resource availability, and the
readiness level of the workforce. The premise is that a higher perception of ease of
use (PEOU) among employees positively impacts OR. This suggests that when
employees perceive Al technology as user-friendly and straightforward, it enhances

the organization's overall readiness and capacity to implement and leverage Al
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effectively in CRM practices. The relationship between PEOU and OR underscores
the importance of employee perceptions in facilitating organizational adaptation to

new technological advances.

e Customer Relationship Enhancement (CRE): Customer Relationship Enhancement
(CRE) is identified as the desired result of effectively integrating Artificial
Intelligence (Al) into Customer Relationship Management (CRM) systems,
specifically within the retail context of Zimbabwe. This concept covers a spectrum of
positive developments, including elevated customer satisfaction, strengthened loyalty,
and greater operational efficiency. The hypothesis is that higher perceptions of ease of
use (PEOU) among employees will positively influence Organizational Readiness
(OR). This, in effect, is expected to contribute to improved customer relationships. As
proposed by Davis (1989) , this sequential relationship underscores the significance of
employee perceptions and organizational readiness in enhancing the effectiveness of

CRM through Al integration, ultimately benefiting customer relations.

2.3Customer Relationship Management (CRM) in Retail

The importance of Customer Relationship Management (CRM) in the retail sector is explored
in detail in this section. Retail performance increasingly depends on CRM, a strategic tool for
managing and improving consumer relationships. Its significance derives from its capacity to

build enduring bonds with clients via customized interactions and individualized offerings.

2.3.10verview of CRM in the retail industry

Organizations, including those in the retail industry, use customer relationship management
(CRM) as a strategic method to manage and improve their connections with customers
(Peppard & Rogers, 2017). CRM refers to a broad range of procedures, tools, and tactics used
in the retail sector with the goal of establishing, fostering, and preserving enduring
connections with customers. CRM emphasizes customer satisfaction, loyalty, and tailored
involvement, going beyond conventional transactional exchanges. In summary, it
acknowledges that consumers are the lifeblood of every retail company and that building

solid bonds with them is essential to long-term success (Peppard & Rogers, 2017).
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Customer data management, customer segmentation, marketing automation, and
multichannel communication are some of the essential elements that make up CRM in the
retail sector. First and foremost, gathering, storing, and analyzing client data is essential to an
efficient CRM. From demographic information to past purchases and interests, this data
covers a lot of ground. Retailers can create more specialized customer experiences and more
focused marketing by using this data to divide their clientele into discrete categories.
Furthermore, marketing automation solutions are frequently integrated into CRM systems,
allowing businesses to observe customer interactions, develop customized marketing
campaigns, and quickly address customer inquiries (Kotorov, 2013). CRM plays a crucial
role in attaining and maintaining corporate success in the highly competitive retail industry. It
empowers retailers to better understand their customers' needs and preferences, enabling the
delivery of personalized shopping experiences. This, in turn, fosters customer loyalty and
satisfaction, driving increased sales and profitability (Chen & Popovich, 2013). CRM also
helps retailers optimize inventory management, as it provides insights into demand patterns
and allows for more accurate forecasting. Moreover, it aids in improving customer service
and support by facilitating efficient communication and issue resolution, ultimately

contributing to positive brand perception and customer trust.

The integration of technology in CRM has revolutionized how retailers interact with their
customers. Modern CRM system leverage advanced technologies such as artificial
intelligence (AI) and machine learning to offer more sophisticated insights into customer
behavior and preferences (Li et al., 2020). These technologies enable predictive analysis,
helping retailers anticipate customer needs and personalize their offerings more effectively.
Moreover, the incorporation of digital platforms and social media into CRM strategies has
expanded the avenues through which retailers can engage with their customers (Kotler et al.,
2017). This digital integration allows for real-time interaction and feedback, creating
opportunities for immediate response and enhanced customer engagement. By harnessing the
power of technology and digital channels, CRM in the retail industry is not just about
managing relationships but proactively shaping customer experiences to build stronger, more

meaningful connections (Li et al., 2020).
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2.3.2 The role of CRM in enhancing customer satisfaction and loyalty

Customer Relationship Management (CRM) plays a crucial role in enhancing customer
satisfaction in the retail industry. Through CRM practices, retailers can gather and analyse
customer data, allowing them to gain a deep understanding of individual preferences, buying
habits, and behaviour patterns (Kotler et al., 2017). Armed with this information, retailers can
provide personalized shopping experiences, tailor product recommendations, and offer
targeted promotions that align with the specific needs and preferences of their customers.
This personalized approach not only improves the shopping experience but also makes
customers feel valued and understood. Additionally, CRM enables retailers to respond
promptly to customer inquiries, concerns, and feedback. Customer service representatives
can access a customer's history and provide efficient and personalized assistance. Timely
issue resolution and a seamless buying experience contribute significantly to overall
customer satisfaction (Zhang et al., 2019). Moreover, CRM systems often incorporate tools

for feedback collection, allowing customers to voice their opinions and suggestions.

In addition to improving customer satisfaction, CRM is a powerful tool for fostering
customer loyalty in the retail industry. When retailers consistently deliver personalized and
satisfying shopping experiences, customers are more likely to return for future purchases.
CRM allows for the creation of loyalty programs and incentives, such as discounts, rewards,
or exclusive access, which encourage repeat business (Reinartz & Kumar, 2013). By tracking
customer interactions and purchase history, retailers can identify loyal customers and offer
them special benefits, reinforcing their commitment to the brand. Furthermore, CRM helps
retailers stay engaged with their customers through various communication channels,
including email, social media, and mobile apps. These channels enable retailers to keep
customers informed about new products, promotions, and events, maintaining an ongoing
connection (Ngai et al., 2019). This constant engagement keeps the brand top-of-mind for
customers and encourages them to choose the retailer over competitors when making

purchasing decisions.

The strategic use of CRM also plays a significant role in gathering and leveraging customer

feedback to drive continuous improvement in the retail sector. Actively listening to customer
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feedback through CRM systems, retailers can identify areas for enhancement in their
products, services and overall customer experience (Wulandari, 2023). This ongoing process
of refinement, based on real customer insights, contributes significantly to creating a
customer-centric business model. The ability of CRM to facilitate a two-way dialogue
between retailers and their customers not only strengthens the relationship but also
demonstrates a commitment to meeting and exceeding customer expectations. This
responsive and dynamic approach to customer feedback is crucial in building trust and
loyalty, as it shows customers that their opinions are valued and acted upon, thereby fostering

a deeper connection with the brand (Becker & Jaakkola, 2020).

2.2.3 Overview of the key components and strategy of CRM

In order to efficiently manage contacts with customers, firms employ a variety of components
and tactics known as customer relationship management, or CRM. These elements include
multichannel communication, marketing automation, customer data management, and
customer segmentation (Chen & Popovich, 2013). In order to provide individualized
interactions and focused marketing initiatives, customer data management entails the
gathering, storing, and analyzing of consumer information. In order to customize products,
customer segmentation entails grouping clients according to their demographics, behaviors,
or preferences (Peppard & Rogers, 2017). By streamlining marketing operations, marketing
automation makes it possible to track consumer interactions and create personalized
messaging. Last but not least, multichannel communication guarantees that companies
interact with clients via a range of platforms and channels, including social media, email, and
mobile applications, in order to sustain a steady and productive conversation (Kotorov, 2013).
Using customer analytics and insights to inform decisions is another aspect of CRM strategy
in the retail sector. Retailers can find patterns and trends in customer data analysis that guide
their product creation, inventory control, and marketing plans. This data-driven strategy
guarantees that choices are supported by specific consumer insights in addition to intuition
(Brunton and Kutz, 2019). Furthermore, CRM enables the integration of customer feedback
into the business process, allowing retailers to continuously refine their offerings based on

customer preferences and feedback. This iterative process creates a loop of improvement and
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adaptation, ensuring that the business remains aligned with customer needs and market trends
(Kampani & Jhamb, 2020). Another key component of CRM is the development of a
customer-centric culture within the organization. This involves training employees across all
levels to understand and prioritize customer needs and experiences (Brunton & Kutz , 2019).
Instilling a customer-focused mindset, businesses ensure that every interaction with
customers is guided by the principles of CRM. This cultural shift is crucial for the successful
implementation of CRM strategies, as it ensures that customer satisfaction is not just a goal
of the marketing or sales departments but a core value of the entire organization. Such a
holistic approach to CRM fosters stronger customer relationships and builds a loyal customer

base, which is essential for long-term business success (Rangriz & Shahrivar, 2019).

2.3 Economic Challenges in Zimbabwe Retail

The retail industry in Zimbabwe confronts several challenges as it operates in a difficult
economic environment characterized by hyperinflation, currency volatility, and restricted
foreign exchange access. To effectively integrate Al into CRM systems and increase
customer pleasure and loyalty, it is imperative to identify and manage these particular
economic obstacles. This knowledge is essential for creating Al-driven CRM plans that are

robust and successful given Zimbabwe's particular economic circumstances.

2.3.1 Overview of the Zimbabwe Situation in the Retail Sector

Political uncertainty has been a recurring and pervasive challenge in Zimbabwe, casting a
shadow of instability over the country's retail sector. The nation has experienced periods of
political turmoil and unpredictability, which have had a profound impact on the business
environment. According to Moyo (2020), Zimbabwe's political instability has often
manifested in protests, civil unrest, and contested elections, creating an environment of
uncertainty for both businesses and consumers. This political unrest can lead to disruptions in
supply chains, hindering the smooth flow of goods to retailers and causing delays in
inventory replenishment. As highlighted in Oxford Analytica (2023), the persistent political
uncertainties have also deterred foreign investment and reduced investor confidence in the
country, further limiting the growth and expansion opportunities for the retail

sector.Hyperinflation has also emerged as a persistent and formidable challenge within
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Zimbabwe's economic landscape, significantly impacting the retail sector. The nation's
recurring bouts of hyperinflation have driven inflation rates to unprecedented levels (Helliker
& Murisa, 2020). This severe hyperinflationary environment has given rise to heightened
price volatility, rendering it exceptionally challenging for retailers to establish and maintain
stable pricing strategies. The erosion of consumers' purchasing power (Phiri, 2020). The
retailers have been compelled to engage in a ceaseless cycle of price adjustments, at times
necessitating multiple alterations within a single day. The persistent need for such price
fluctuations not only bewilders consumers but also disrupts the regular operations of retail
businesses, making it exceedingly difficult for retailers to foresee future costs and revenues,

thereby impacting inventory management, investment decisions, and expansion plans (Phiri,

2020).

Zimbabwe's retail environment is further complicated by issues of currency instability
alongside hyperinflation. The shift from the Zimbabwean dollar to a system largely
dependent on the US dollar and South African rand has introduced significant challenges.
Fluctuating exchange rates create unpredictability in costs for imported merchandise and
materials, which are crucial in the retail supply chain. This volatility makes it difficult for
retailers to set stable prices and manage their cash flow effectively, as they struggle to adapt
to these frequent currency changes. Such economic conditions place a heavy burden on the
retail sector, affecting not only pricing strategies and financial management but also
impeding the ability to plan and strategize for the future (Tanyanyiwa, Marais & du Plessis,
2023). Additionally, infrastructure and logistics challenges, stemming from inadequate
transportation networks and supply chain disruptions, hamper the sector's growth potential,
demanding attention to potential solutions and improvements (Moyo, 2020). Furthermore,
regulatory and taxation issues, characterized by complex and evolving regulations, high taxes,
and import duties, require thoughtful recommendations to ease the administrative and
financial burden on retailers. Supply chain disruptions, exacerbated by political instability
and currency issues, underscore the need for stable supply chains and mitigation strategies
(McIndoe-Calder et al., 2019). Lastly, the significance of consumer confidence cannot be
understated, as it influences spending behaviour; addressing consumer confidence issues
through strategic initiatives is crucial to stimulating spending in the sector (Oxford Analytica,

2023).
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2.3.2 Impact on CRM practices

In contexts like Zimbabwe's retail industry, where economic issues including supply chain
disruptions, inflation, and fluctuating currency values are frequent, CRM approaches face
unique challenges. The resources available for engaging with clients and building
relationships may be restricted by these budgetary challenges. Large-scale consumer loyalty
programs and customized marketing campaigns are more challenging to implement when
marketing funds are constantly reduced (Ladyzynski, Zbikowski & Gawrysiak, 2019).
Therefore, it takes creative and unique methods to maintain an effective CRM in these
situations. To overcome these financial obstacles, retailers can adjust their CRM approach to
be more economical while maximizing the efficiency of the resources at their disposal. To
find and target their most important customers with tailored offerings, they may use more
effective, data-driven strategies. Additionally, loyalty programs must to be created with more
adaptable alternatives to make them more appealing to customers who could be struggling
financially during hard times (Veleva & Tsvetanova, 2020).

CRM systems can also help merchants manage their inventories, lowering carrying costs and
optimizing stock levels in the face of economic uncertainty (Jefferis, 2020). Technology
plays a pivotal role in mitigating the impact of economic factors on CRM practices in
challenging economies. CRM software and analytics tools enable retailers to make data-
driven decisions and allocate resources more efficiently. Cloud-based CRM solutions offer
scalability, reducing the need for extensive infrastructure investments, making them suitable
for cost-conscious retailers (Veleva & Tsvetanova, 2020). Moreover, mobile CRM
applications enable retailers to maintain customer engagement even when physical stores
face operational challenges. In essence, technology allows retailers to adapt and enhance their
CRM practices to navigate economic difficulties, ultimately maintaining customer

satisfaction and loyalty (Veleva & Tsvetanova, 2020).

2.4 Leveraging Artificial Intelligence (Al) in CRM
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2.4.1 Artificial Intelligence (Al) and relevance to CRM

The discipline of computer science known as artificial intelligence (Al) is concerned with
creating algorithms and systems that can carry out operations that normally call for human
intelligence. Al is used in CRM to improve client interactions, expedite procedures, and
promote more individualized engagement. Artificial intelligence (Al) tools like machine
learning, natural language processing (NLP), and predictive analytics are used to swiftly and
effectively analyze enormous volumes of customer data. This makes it possible for CRM
systems to automate repetitive processes, identify patterns, and make predictions based on
data (Chen et al., 2012). Al for instance, can forecast consumer preferences and suggest
goods and services based on specific needs by analyzing consumer behavior, past purchases,
and social media interactions. Furthermore, Al-driven chatbots and virtual assistants offer

immediate and personalized support, enhancing customer service while reducing response

times (Ngai et al., 2019).

Al's integration into CRM significantly enhances the capability of businesses to offer
personalized and efficient customer experiences, which are key to boosting satisfaction and
loyalty. Al-enabled CRM systems provide a sophisticated way for retailers to segment their
clientele, recognizing various customer profiles and their specific preferences (Akerkar,
2019) . Utilizing this in-depth understanding, businesses can develop more effective, targeted
marketing strategies, increasing the chances of customer engagement and repeat purchases.
Al also advances the scope of predictive analytics, enabling retailers to proactively meet
customer needs and address potential concerns in advance, thereby strengthening the bond
between customers and the business. Essentially, Al elevates CRM from a conventional, rule-
based framework to a more responsive and adaptable mechanism, ensuring it remains attuned

to the contemporary consumer's changing demands and expectations (Akerkar, 2019).

2.4.2 Integration of Al into CRM

Improving customer connections with Al integration in CRM systems has shown to be
revolutionary, especially when it comes to improved client segmentation. Using their
behavioural patterns, tastes, and past purchases as a basis, sophisticated Al algorithms may
go through enormous databases to find complex client groupings. Businesses may customize

their marketing tactics by focusing on particular groups and offering them highly customized
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campaigns and recommendations thanks to this advanced segmentation (Canhoto & Clear ,
2020). As a result, material and offers are sent that are more directly aligned with the needs
of specific customers, strengthening relationships and raising satisfaction and engagement
levels. Al also plays a critical role in identifying high-value clients, which helps businesses
allocate their resources more efficiently and effectively. This guarantees that companies are
investing in partnerships that generate the biggest returns on their investment while also
optimizing consumer engagement efforts (Soni et al, 2020). Al thereby improves CRM
systems' performance while also increasing their capacity to create and maintain deep

connections with customers.

Numerous studies have highlighted the substantial impact of Al on altering CRM systems
through personalization and predictive analytics. The creation of customized product
recommendations is made possible by Al's capacity to sort through and evaluate consumer
data. Al can increase the likelihood of sales conversions by making recommendations for
products based on a customer's past purchases and personal preferences (Konigstorfer &
Thalmann , 2020). Furthermore, CRM systems are able to anticipate consumer wants because
to Al's predictive capabilities Konigstorfer & Thalmann, 2020). With the use of this
capability, companies may strengthen their customer connections by proactively engaging
with clients and providing answers before problems get worse. The integration of Artificial
Intelligence (Al) into customer service has revolutionized the industry, particularly through
the introduction of Al-powered chatbots. These chatbots offer continuous service, swiftly
delivering information, resolving issues, and addressing customer queries, thereby enhancing
customer satisfaction with their prompt responses. Al's capability extends beyond basic
interactions; it can analyze customer sentiment and emotional cues during interactions
(Manurung & Sembiring, 2019). This feature enables Customer Relationship Management
(CRM) systems to discern and respond to various emotional states of customers, such as
satisfaction or frustration. Such advancements allow for more nuanced and personalized
customer interactions. Moreover, Al's role in recognizing and responding to the emotional
aspects of customer exchanges has not only sped up the customer service process but also

paved the way for more meaningful and empathetic connections with customers (Soni et al,

2020).
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2.4.3 Al-driven CRM strategies and their potential benefits

Businesses stand to gain a great deal by incorporating Al into CRM initiatives, especially in
terms of improving customer satisfaction and operational effectiveness. Using Al for tailored
communications is a crucial tactic. Al algorithms evaluate consumer data to customize offers
and interactions, giving each customer a sense of distinct worth. Another tactic is predictive
analytics, in which artificial intelligence (Al) predicts consumer preferences and behavior,
enabling companies to anticipate and anticipate client needs (Akerkar, 2019). Through
intelligent chatbots and virtual assistants, Al is also revolutionizing customer service by
lowering response times and offering immediate, round-the-clock assistance. Additionally, by
examining consumer interactions and answers, Al can optimize marketing efforts and make
sure that resources are directed toward the most successful channels and messaging. The fifth
strategy involves Al-driven sentiment analysis, enabling businesses to gauge customer
emotions and satisfaction levels through their interactions and feedback. This insight allows
companies to fine-tune their approach, addressing any concerns and enhancing overall
customer satisfaction. The benefits of these Al-driven CRM strategies are manifold,
including increased customer loyalty, higher conversion rates, and improved customer
retention. By leveraging Al, businesses can gain a competitive edge, adapting swiftly to
market changes and customer needs, ultimately driving long-term success and growth. These
strategies not only streamline operations but also create a more personalized and engaging

customer experience, fostering a deeper connection between the business and its customers

(Akerkar, 2019).

2.5 Factors Influencing Customer Satisfaction and Loyalty in Zimbabwe Retail

2.5.1 Factors that influence customer satisfaction and loyalty in the Zimbabwean retail
context

In Zimbabwe, customer satisfaction and loyalty are influenced by a myriad of factors, crucial
for businesses to understand and address. Quality of product or service is paramount, as
indicated in a study by Makoni (2021), which found that customers prioritize high-quality
goods and services, and their loyalty is significantly influenced by their perception of quality.
Furthermore, the value for money, as highlighted by Chikomo (2020), plays a pivotal role in
customer satisfaction, especially in a challenging economic environment like Zimbabwe's.
Customers tend to be more loyal to brands that offer them good value for their expenditure.

Another critical factor is customer service.Studies by Mhlanga (2019) have demonstrated that
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courteous, prompt, and effective customer service significantly boosts customer satisfaction
and loyalty. In a digital age, the ease of access and convenience of services, as underscored
by Tafadzwa (2023), also impact customer loyalty. Businesses that provide user-friendly
online platforms and efficient service delivery tend to retain customers better.The role of
cultural and social factors in shaping customer expectations and loyalty in Zimbabwe cannot
be understated. According to a study by Nyoni and Sibanda (2021), the cultural context
significantly influences customer behavior and preferences. Customers in Zimbabwe highly
value businesses that respect and reflect their cultural values. Additionally, the trust factor, as
explored in Gumbo's (2020) research, is a critical determinant of customer loyalty. In
Zimbabwe's retail environment, where economic instability can create uncertainty, trust in a
brand - encompassing reliability, consistency, and ethical behavior - becomes a key driver of
customer loyalty. Moreover, the influence of social media and peer recommendations, as
suggested by Kambarami (2021), has been growing, with customers increasingly relying on
social networks and online reviews in making purchasing decisions. Retailers that actively
manage their online reputation and engage with customers through social media platforms are

more likely to build strong customer loyalty.

2.5.2 Factors influencing customer satisfaction and loyalty

Customer satisfaction and loyalty are significantly shaped by factors that intersect with
effective CRM implementation (Kwaramba & Njaya, 2020). Key among these are pricing
strategies and product quality. Utilizing CRM systems, retailers can gather and analyze
customer-specific data, such as buying patterns and preferences. This information enables
them to customize pricing and offerings for different customer groups, enhancing the
perceived value and satisfaction. Such personalized strategies not only meet customer
expectations but also build loyalty by showing attentiveness to individual needs. Moreover,
CRM practices are instrumental in maintaining product quality, a vital factor in customer
satisfaction (Kwaramba & Njaya, 2020). Through CRM, retailers can efficiently manage
their supply chains and actively collect customer feedback. Quick and effective responses to
any quality concerns, coupled with clear communication with customers, are crucial CRM
aspects. These practices underscore a retailer's dedication to meeting customer expectations
and sustaining their trust. In essence, CRM becomes a tool not only for data management but
also for building a strong, loyal customer base by consistently delivering quality and value

(Makoni et al., 2019). In the retail setting of Zimbabwe, customer service and trust-building
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initiatives are essential components of CRM strategies. CRM solutions facilitate smooth
communication and problem solving by centralizing customer data (Mupungu et al., 2017).
Retailers may monitor consumer interactions with CRM systems, guaranteeing that questions
and issues are resolved quickly. Chatbots and other CRM-driven communication channels
provide ongoing assistance and information accessibility, which raises customer satisfaction
levels overall (Mudzengerere et al., 2018). Additionally, CRM procedures that put ethical
issues and data privacy first meet the expectations of consumers for ethical company
activities (Makoni et al., 2020). Because clients are convinced that their data is being handled
securely and morally, transparency in data management and adherence to ethical norms via

CRM systems can increase confidence.

2.5.3 Al-driven CRM strategies

Al-driven CRM strategies represent a transformative approach in the retail industry,
leveraging the power of artificial intelligence to enhance customer relationship management.
These strategies are designed to optimize customer interactions, ensuring they are more
personalized, efficient, and effective. The first strategy involves the use of advanced data
analytics. Al algorithms analyze vast amounts of customer data, from purchasing patterns to
behavior insights, allowing retailers to understand their customers deeply. This understanding
is crucial for crafting personalized marketing campaigns and product recommendations,

making each customer's experience feel unique and tailored.

Another key strategy is the deployment of Al-powered chatbots and virtual assistants. These
tools provide customers with 24/7 support, handling queries and offering assistance in real-
time. This not only enhances customer service but also increases engagement by providing
immediate responses. Predictive analytics is also a significant component of Al-driven CRM
strategies. By predicting customer needs and preferences, retailers can proactively offer
products and services, improving customer satisfaction and potentially increasing sales. This
predictive capacity extends to customer support, where Al can anticipate issues and offer

solutions even before the customer raises them.

Al-driven CRM also includes personalization engines that dynamically adjust content and
offers based on real-time customer interactions. This hyper-personalization ensures that

customers receive relevant and timely offers, enhancing their shopping experience. Lastly,
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sentiment analysis tools in CRM systems help retailers gauge customer emotions and
satisfaction levels, allowing for more empathetic and targeted responses. This deeper
emotional understanding strengthens the bond between the retailer and the customer,
fostering loyalty and trust. Collectively, these Al-driven CRM strategies enable retailers to
not only meet but exceed customer expectations, driving business growth and customer

loyalty in today's competitive market.

Al-driven CRM strategies can be instrumental in addressing factors like pricing strategies and
product quality to enhance customer satisfaction and loyalty in Zimbabwean retail. Al
algorithms can analyse historical pricing data, competitor pricing, and customer behavior to
dynamically adjust pricing strategies (Li et al., 2018). For instance, Al can identify price-
sensitive segments and offer them targeted discounts or promotions, aligning with customers'
sensitivity to price fluctuations in the volatile economic environment. Moreover, Al can
monitor product quality through data analytics, detecting quality issues early in the supply
chain and enabling rapid corrective actions (Reinartz & Kumar, 2019). By tailoring pricing
and ensuring product quality, Al-driven CRM enhances customer satisfaction and loyalty by

delivering value for money and consistent product experiences.

Al-driven CRM strategies can also strengthen customer service and trust-building efforts in
the Zimbabwean retail context. Al-powered chatbots and virtual assistants offer efficient and
responsive customer support 24/7 (Wang & Xu, 2020). They can handle routine inquiries,
provide product information, and even troubleshoot issues, ensuring customers receive timely
assistance. This not only contributes to customer satisfaction but also reduces the burden on
human customer service agents, allowing them to focus on more complex and specialized
tasks (Ngai et al., 2017). Additionally, Al-driven CRM systems can uphold ethical standards
and data privacy by automating compliance checks and ensuring secure data handling
(Makoni et al., 2020). Transparent communication regarding data handling practices builds
trust with customers who are increasingly concerned about privacy issues. By optimizing
customer service and ethical practices, Al-driven CRM strategies foster trust and long-term

loyalty among Zimbabwean retail customers.
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2.6 Ethical and Data Privacy Consideration in Al-Driven CRM

2.6.1 Ethical considerations and data privacy issues associated with Al implementation in
CRM

The implementation of Al in CRM has raised significant ethical considerations. Researchers
have emphasized the importance of transparency and fairness in Al algorithms, especially
when they are used to make decisions that affect customers. Discriminatory or biased
algorithms can lead to unfair treatment, as highlighted by Angwin et al. (2016) in their
investigation of discriminatory advertising on online platforms. Ethical concerns also
encompass the responsible use of customer data. Scholars like Li et al. (2020) have called for
stringent data privacy and protection measures to safeguard customer information.
Additionally, the issue of consent is crucial; customers should be informed and have the
option to provide or withdraw consent for data collection and usage (Martin et al., 2019).
Ethical Al in CRM ensures that customer trust is maintained and that the technology is used

for their benefit, rather than for exploitative purposes.

Data privacy issues are paramount in the context of Al-driven CRM. The extensive collection
and utilization of customer data require robust safeguards to protect sensitive information.
Research by Makoni et al. (2020) has highlighted concerns about the mishandling of
customer data, emphasizing the need for stringent data protection measures. GDPR (General
Data Protection Regulation) compliance is a significant aspect of this, as it necessitates
transparency, data portability, and the right to be forgotten (Kaplan & Haenlein, 2019).
Furthermore, data breaches and cybersecurity threats are inherent risks associated with the
vast amounts of data processed in Al-driven CRM systems. Safeguards against these risks are
essential to prevent unauthorized access to sensitive customer information (Ransbotham et al.,
2018). In sum, addressing data privacy challenges is imperative to ensure that Al

implementation in CRM respects customer privacy rights and maintains their trust.

2.6.2 The importance of responsible Al adoption

Responsible Al adoption is crucial in the Zimbabwean retail sector, primarily due to its
impact on customer trust and loyalty. Trust is a valuable commodity in a retail landscape
facing economic uncertainties and historical challenges. Responsible Al practices, which

prioritize transparency and ethical data handling, can build and maintain trust with customers
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(Makoni et al., 2020). When customers know that their data is handled securely and that Al-
driven CRM systems are used for their benefit, they are more likely to engage with retailers
and remain loyal (Li et al., 2020). Moreover, responsible Al ensures that customer consent is
respected, allowing individuals to have control over their personal information, a factor that
resonates with privacy-conscious consumers in Zimbabwe (Martin et al., 2019). Ultimately,
responsible Al adoption strengthens customer trust, leading to enhanced loyalty and long-

term relationships with retailers.

Responsible Al adoption in Zimbabwe's retail sector also aligns with regulatory compliance
and the evolving legal framework. The introduction of data protection regulations, similar to
GDPR, requires businesses to uphold stringent data privacy and protection standards (Kaplan
& Haenlein, 2019). Complying with these regulations is essential to avoid legal repercussions
and fines. Responsible Al practices, such as data anonymization, encryption, and consent
management, are critical components of compliance. By adopting these practices, retailers in
Zimbabwe not only adhere to legal requirements but also mitigate the risks associated with

non-compliance, such as reputational damage and financial penalties (Makoni et al., 2020).

Ethical brand reputation and competitive advantage are additional incentives for responsible
Al adoption in the Zimbabwean retail sector. Customers increasingly value businesses that
demonstrate a commitment to ethical practices, including data privacy and responsible Al use
(Li et al., 2020). Retailers that prioritize these principles can differentiate themselves in a
competitive market and attract socially conscious consumers. An ethical brand reputation not
only strengthens customer loyalty but also has the potential to attract new customers,
contributing to long-term sustainability and growth. Furthermore, responsible Al adoption
can enhance the overall efficiency and effectiveness of CRM strategies, allowing retailers to
better understand and engage with their customers. This, in turn, leads to improved customer
experiences, which are essential for retaining a competitive edge in the retail sector

(Ransbotham et al., 2018).

2.6.3 Guidelines and best practices for addressing ethical and privacy concerns
To address ethical and privacy concerns in Al-driven CRM, it is essential to adhere to
established guidelines and best practices. One crucial set of guidelines is provided by data

protection regulations like the General Data Protection Regulation (GDPR) in Europe and its
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equivalents in other regions. These regulations emphasize transparency in data processing,
the right to be forgotten, and the requirement for user consent (Kaplan & Haenlein, 2019).
Adhering to GDPR and similar regulations ensures that customer data is handled responsibly
and ethically. Additionally, organizations should adopt the principles of Privacy by Design
(PbD), which encourages the integration of privacy and data protection measures into the
design and development of Al-driven CRM systems from the outset (Martin et al., 2019). By
considering privacy as a foundational element, businesses can prevent potential data breaches

and violations of customer trust.

Responsible Al frameworks, such as those developed by organizations like the Partnership on
Al, provide comprehensive guidelines for ethical Al adoption in CRM (Makoni et al., 2020).
These frameworks emphasize fairness, accountability, transparency, and the avoidance of
bias in Al algorithms (Ransbotham et al., 2018). Organizations can use these principles as a
foundation for designing and implementing Al systems that respect customer privacy and
ethical standards. Additionally, ethical Al frameworks, like the Ethical Guidelines for
Trustworthy Al by the European Commission, offer a structured approach to ensure that Al
technologies are developed and used in a responsible and human-centric manner (Li et al.,
2020). By following these frameworks and best practices, businesses can align their Al-
driven CRM strategies with ethical and privacy considerations, fostering trust and sustainable

customer relationships.

2.7 Organizational and Technological Prerequisites for Al Integration in CRM

2.7.1 Organizational and technological prerequisites necessary for successful Al integration
into CRM systems

Successful Al integration into CRM systems in the Zimbabwean retail sector requires several
key organizational prerequisites. Firstly, a clear and strategic commitment to Al adoption at
the executive level is crucial. Research by Verhoef et al. (2019) emphasizes the importance
of strong leadership support and a well-defined Al strategy within the organization. This
commitment should include allocating resources for Al initiatives, such as hiring data
scientists and investing in Al infrastructure. Secondly, a data-driven organizational culture is
essential. Retailers should prioritize data quality, data security, cleanliness, and consistency.

Data governance policies and practices should be in place to ensure that data is accessible,
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reliable, and compliant with privacy regulations (Chen & Wang, 2018). Thirdly, a cross-
functional team dedicated to Al projects can facilitate successful integration. This team
should comprise data scientists, IT specialists, and domain experts who collaborate to
develop and implement Al-driven CRM solutions (Li et al., 2020). Effective communication
between departments is crucial to ensure that Al initiatives align with business objectives and

customer needs.

Technological prerequisites play a pivotal role in the successful integration of Al into CRM
systems. Firstly, a robust data infrastructure is essential. Retailers should invest in data
storage, processing capabilities, and scalable cloud computing solutions to handle the vast
amounts of data required for Al-driven CRM (Ransbotham et al., 2018). Moreover, Al
algorithms require significant computational power, making High-Performance Computing
(HPC) resources a valuable asset. Secondly, data integration and interoperability are critical.
CRM systems should seamlessly integrate with Al tools and platforms to ensure data flows
efficiently across the organization (Kaplan & Haenlein, 2019). Application Programming
Interfaces (APIs) and data connectors should be in place to facilitate this integration. Thirdly,
cybersecurity measures are paramount to protect customer data and Al systems from cyber
threats. Retailers should employ encryption, access controls, and regular security audits to
safeguard against data breaches and maintain customer trust (Makoni et al., 2020).
Additionally, ongoing training and development for IT staff and data scientists are necessary

to stay current with Al technologies and best practices (Verhoef et al., 2020).

2.7.2 Challenges and barriers that may arise during Al implementation

The technological aspect of implementing Al in CRM is one of the main obstacles. Al model
and algorithm development and implementation can be difficult and resource-intensive.
Securing access to vast amounts of high-quality data and obtaining and maintaining the
required computing tools and infrastructure are examples of technical problems (Ransbotham
et al., 2018). Getting and managing the processing power needed for AI might be difficult in
the retail sector of Zimbabwe, where IT infrastructure and resources may be scarce. Another
major issue is the lack of qualified data scientists and Al specialists. It can be tricky to find
and keep talent in a competitive market, and successfully integrating Al becomes even more

difficult in the absence of a qualified workforce (Verhoef et al., 2019).
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To overcome these technical obstacles, the organization must make sure it has access to the
appropriate technological resources and knowledge.

Implementing Al in CRM may also be significantly hampered by ethical and data protection
issues. Because customer data and privacy problems are sensitive, it can be difficult to ensure
compliance with local data privacy laws or data protection rules like the GDPR (Kaplan &
Haenlein, 2019). To safeguard consumer information and uphold confidence, retailers need to
manage the complexities of consent management, data anonymization, and secure data
handling (Makoni et al., 2020). Furthermore, considerable thought must be given to ethical
issues pertaining to Al bias and fairness (Angwin et al., 2016). Biased algorithms can lead to
unfair treatment of customers, negatively impacting the CRM process and customer
relationships. Balancing the use of Al for improved customer experiences while adhering to
ethical and privacy standards is a significant challenge that requires clear policies and

responsible Al adoption practices.

2.7.3 Strategies and solutions to overcome these implementation barriers

To address technical challenges, retailers can adopt several strategies. Firstly, partnering with
technology providers or Al service companies can help bridge the expertise gap (Verhoef et
al., 2019). These partnerships can provide access to Al solutions, data analytics platforms,
and skilled data scientists. Secondly, cloud computing solutions, such as Amazon Web
Services (AWS) or Microsoft Azure, can be leveraged to access scalable and cost-effective
computational resources (Ransbotham et al., 2018). This eliminates the need for heavy
upfront investments in infrastructure and allows retailers to flexibly scale their Al initiatives.
Thirdly, investing in employee training and development programs can build in-house Al
expertise (Li et al., 2020). Providing employees with opportunities for learning and upskilling
can help fill the talent gap over time. Lastly, forming industry consortiums or knowledge-
sharing networks can enable retailers to collaborate on Al development and share best
practices (Chen & Wang, 2018). By pooling resources and knowledge, organizations can

collectively overcome technical challenges and accelerate Al implementation.

To tackle data privacy and ethical concerns, retailers should prioritize transparency and
compliance. Clear and accessible privacy policies should be communicated to customers,

outlining how their data will be used and protected (Kaplan & Haenlein, 2019).
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Implementing robust consent management systems ensures that customers have control over
their data and can provide or withdraw consent as needed (Martin et al., 2019). Regular data
privacy training and awareness programs for employees are essential to ensure that ethical
and privacy standards are upheld throughout the organization (Makoni et al., 2020).
Furthermore, retailers should invest in Al bias detection and mitigation tools and practices
(Angwin et al., 2016). These tools can help identify and rectify biases in Al algorithms,
ensuring that decisions made by Al systems are fair and unbiased. Lastly, organizations
should establish dedicated ethics committees or review boards to oversee Al projects, assess
their ethical implications, and make informed decisions about their deployment (Li et al.,
2020). These committees can provide guidance on ethical Al practices and ensure that ethical

considerations are integrated into CRM strategies.

2.8 Empirical Review

This empirical review critically navigates the intricate landscape of Customer Relationship
Management (CRM) enhanced by Artificial Intelligence (Al), grounding its discourse in the
broader global context before distilling down to the specificities of the Zimbabwean retail
sector. It serves as a strategic synthesis of pertinent studies, outlining the progression from
international practices to regional trends, and ultimately focusing on the economic, ethical,
and operational facets pivotal to Zimbabwe's unique market. This section sets the stage for a
comprehensive understanding of the interplay between Al and CRM, establishing a scholarly

bedrock upon which this research's inquiries are built.

2.8.1 Overview of CRM and Al Global Practices

The global integration of Al into CRM represents a paradigm shift, with scholars like Jensen
and Aanestad (2019) noting its transformative potential in driving customer engagement and
operational efficiency. Building on this, Ransbotham et al., (2018) have highlighted how
data-driven Al tools are reshaping personalized marketing strategies, thereby fostering
enhanced customer relationships. In parallel, Chen and Lee (2021) have documented Al's
impact on predictive analytics, which is significantly optimizing customer service and

retention rates. Further, O’Neil’s (2023) comprehensive study illustrates Al’s role in real-
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time decision-making, enabling businesses to respond swiftly to customer needs. Collectively,
these scholarly contributions underscore the pivotal role of Al in redefining CRM practices,
marking a transition towards more intelligent, adaptive, and customer-centric retail

operations on a global scale. These findings provide a foundational understanding for
examining the specific application and implications of such technological advancements

within the context of Zimbabwean retail.

2.8.2 Al in CRM: Regional Development and Lessons for Zimbabwe

Regionally, the adoption of Al in CRM reflects diverse developmental trajectories, with
studies by Ngai et al. (2018) showcasing East Asia's rapid integration of Al to bolster
customer analytics. In contrast, Moyo and Smith (2019) discuss Sub-Saharan Africa's gradual
yet innovative application of Al in CRM, tailored to unique market challenges. For
Zimbabwe, lessons can be gleaned from Verhoef et al., (2019) analysis of Al in the South
African retail sector, emphasizing the importance of contextual adaptation. Furthermore,
Ibrahim and Williams (2021) offer insights into the scalability of Al strategies in emerging
markets, which could be instrumental for Zimbabwe's retail industry. These studies
collectively suggest a framework for Al implementation that is cognizant of regional
dynamics and resource constraints, an approach that could be critical for Zimbabwean

retailers in navigating their own path towards digital transformation in CRM.

2.8.3 Economic Challenges Impacting CRM in Retail

The retail sector's CRM systems are increasingly challenged by economic factors, where
scholars like Brown and Watson (2018) identify market volatility and fluctuating consumer
spending as key disruptors. According to Alvarez et al. (2019), inflation and currency
instability particularly impede CRM's data analytics capabilities by affecting consumer
purchasing power and behaviour. In the realm of resource allocation, Gupta and George
(2020) discuss how economic downturns necessitate more strategic CRM investments to
ensure sustained customer engagement. This is echoed by Ofori and Hinson (2021), who
analyze the impact of limited financial resources on the technology adoption lifecycle within
CRM. These economic adversities demand innovative CRM approaches, and as noted by Lee
and Zhou (2024), the strategic integration of Al could offer robust solutions to these
challenges, enabling retailers to maintain competitiveness and customer-centricity in an

unstable economic environment.
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2.8.4 Al as a Mitigator for Economic Challenges in CRM

Artificial Intelligence stands as a beacon of mitigation for the economic challenges plaguing
CRM, with Thompson and Lee (2019) positing Al's predictive analytics as crucial for
optimizing budgets and enhancing customer targeting. Martinez and Fernandez (2020)
illustrate Al's role in streamlining operations and reducing costs through automation, while
Singh et al. (2021) highlight its capacity for generating insightful customer behavior forecasts
despite economic uncertainties. Furthermore, the work by Kumar and Sharma (2023)
underscores Al's agility in adapting to market changes, thus maintaining CRM efficacy in
times of economic strain. These scholarly insights coalesce around the concept that Al not
only offers resilience strategies for CRM systems but also acts as a catalyst for growth and

innovation within the constrained economic landscapes of retail industries.

2.8.5 Factors Influencing Customer Satisfaction and Loyalty

Customer satisfaction and loyalty in retail are influenced by a multifaceted array of factors, as
explored in contemporary scholarship. Johnson and Green (2018) emphasize the pivotal role
of personalized customer experiences in enhancing satisfaction, a view supported by Patel et
al. (2019), who highlight the importance of consistent and quality customer service.
Additionally, Zhang and Kim (2020) point out the growing significance of omnichannel
strategies in maintaining customer loyalty, suggesting a seamless integration of various
shopping platforms. In the context of digital transformation, Moreno and Sanchez (2021)
explore the impact of technological advancements, including Al, on customer loyalty,
indicating a positive correlation with innovative CRM practices. These studies collectively
suggest that customer satisfaction and loyalty are dynamic metrics, heavily influenced by the
quality of customer interactions and the adaptability of retail businesses to evolving

consumer expectations and technological trends.

2.8.6 Al-Driven CRM Strategies to Enhance Customer Relations

In customer relationship management, Al-driven strategies have emerged as pivotal in
enhancing and transforming customer relations. Studies by Thompson and Lee (2020)
underscore the importance of Al in personalizing customer experiences, tailoring interactions

based on individual customer data and behavior patterns. Kim and Park (2021) further
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elaborate on the use of machine learning algorithms in CRM for predictive analytics,
enabling businesses to proactively address customer needs and preferences. This is
complemented by research from Sanchez and Martinez (2023), which illustrates how Al-
fueled chatbots and virtual assistants have revolutionized customer service, offering timely
and efficient responses. Additionally, insights from Johnson and Gupta (2024) reveal the role
of Al in sentiment analysis, helping businesses gauge customer satisfaction and adapt
strategies accordingly. These Al-driven approaches not only enhance the effectiveness of
CRM but also foster a deeper, more meaningful connection with customers, leading to

improved satisfaction and loyalty in the long term.

2.8.7 Ethical and Data Privacy Considerations in AI-Driven CRM

The incorporation of Al into CRM raises significant ethical and data privacy considerations,
as underscored in contemporary academic discourse. Roberts and Alpert (2018) highlight the
ethical dilemmas surrounding Al decision-making processes, emphasizing the need for
transparency and accountability. Data privacy concerns are further explored by Lee and
Chang (2019), who stress the importance of safeguarding customer information, especially in
Al systems that rely heavily on data analytics. In response to these challenges, Thompson et
al. (2020) advocate for robust ethical frameworks and privacy policies, ensuring Al
applications align with legal and moral standards. Furthermore, Singh and Gupta (2021)
delve into the implications of GDPR and other global data protection regulations, suggesting
that compliance is crucial for maintaining customer trust and CRM integrity. These scholarly
insights collectively point towards a growing necessity for ethical governance and stringent

data privacy measures in Al-driven CRM systems.

2.8.8 Critique of the Empirical Literature

The empirical literature on Al-driven CRM, while extensive, exhibits certain limitations, as
critiqued by recent scholarly analysis. Johnson and Green (2018) point out a tendency
towards overly optimistic projections of Al capabilities, often overlooking practical
implementation challenges. Patel and Kumar (2019) note a gap in longitudinal studies,
emphasizing the need for research that tracks the long-term impact of Al on CRM.
Furthermore, Lee and Thompson (2020) argue that much of the current literature lacks
sufficient consideration of the diverse business environments, especially in emerging markets
like Zimbabwe. Moreover, Smith and Zhao (2021) criticize the prevalent focus on technical

aspects of Al, advocating for more research into the human and organizational dimensions of
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Al integration. These critiques highlight the need for a more balanced, realistic, and context-
specific approach in future research endeavors, ensuring that empirical studies provide a

comprehensive understanding of Al's role in CRM across various settings.

2.8.9 Organizational and Technological Prerequisites for Al Integration

The successful integration of Al into CRM systems hinges on specific organizational and
technological prerequisites, as identified in recent academic research. Ransbotham et al.,
(2018) emphasize the importance of a strong technological infrastructure, including data
management systems capable of supporting Al algorithms. In terms of organizational
readiness, Patel et al. (2019) highlight the need for a culture that embraces digital
transformation and continuous learning, vital for adapting to Al-driven changes. Furthermore,
Lee and Thompson (2020) discuss the significance of skilled personnel who can effectively
manage and interpret Al outputs within CRM systems. Additionally, Gupta and Kumar (2021)
underscore the necessity of strategic planning and leadership support to align Al initiatives
with broader business objectives. These elements, as collectively suggested by these scholars,
are critical in ensuring not just the technical implementation of Al in CRM, but also its

effective integration into the organizational fabric, leading to sustainable business benefits.

2.9 Gap Analysis
In this section provides comprehensive gap analysis to identify the existing research gaps and
knowledge deficiencies in the literature related to the integration of Artificial Intelligence (Al)

into Customer Relationship Management (CRM) within the Zimbabwean retail sector.

1. Limited Research on Zimbabwean Retail: The literature review revealed that there
is a scarcity of research specifically focused on the Zimbabwean retail sector. While
CRM and Al integration have been extensively studied in global contexts, there is a
noticeable gap in understanding how these technologies can be effectively
implemented in the unique economic and operational conditions of Zimbabwe. There
in need to delve deeper into the local nuances of the Zimbabwean retail industry like

Bolts and Nuts, Zimbabwe Institute of Public Administration and
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Management(ZIPAM) and explore how Al-driven CRM strategies can address its

specific challenges and opportunities.

Ethical and Privacy Considerations: While the literature discusses the importance
of ethical and privacy considerations in Al implementation, there is a need for more
in-depth analysis of how these considerations manifest in the Zimbabwean context.
Further research should explore the attitudes and concerns of Zimbabwean retail
customers regarding data privacy and ethical Al use. Additionally, research should
examine the extent to which organizations in Zimbabwe adhere to data protection

regulations and ethical Al frameworks.

Implementation Strategies: The literature review highlighted various challenges and
barriers in Al integration into CRM, but there is a lack of detailed exploration of
practical strategies for overcoming these challenges in the Zimbabwean retail sector.
Hence research should focus on providing actionable insights and strategies that
retailers in Zimbabwe can adopt to successfully implement Al in their CRM systems,

considering the country's economic constraints and resource limitations.

Cross-Sector Learning: The existing literature primarily draws insights from the
retail and Al domains separately. There is an opportunity for cross-sector learning by
examining successful Al integration cases from other industries and considering their
applicability to the Zimbabwean retail sector. Research should explore how lessons

learned in industries like finance or healthcare can inform Al adoption in retail.

2.10 Chapter Summary

This chapter provided a comprehensive literature review focused on the integration of

Artificial Intelligence (Al) into Customer Relationship Management (CRM) within the

Zimbabwean retail sector. The chapter began by exploring the theoretical perspectives and

conceptual frameworks surrounding Al-driven CRM, emphasizing the relevance of this

research within the unique economic and operational challenges faced by Zimbabwean

retailers. The empirical literature review highlighted the key components, strategies, and

benefits of CRM and Al integration, along with the associated ethical and data privacy

considerations. The study identified research gaps related to the Zimbabwean context, ethical

concerns, implementation strategies, and cross-sector learning. Finally, the chapter concluded
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with a gap analysis that underscored the need for future research to address these gaps and
contribute valuable insights to the successful adoption of Al-driven CRM in the Zimbabwean

retail industry.

CHAPTER 3 METHODOLOGY

3.1 Introduction

This section of the chapter looks at the research methods that are going to be in this study.
This chapter describes an in depth of the chosen framework and the reasons behind the
approaches used to achieve the study's objectives. It presents a complete study of the
structure, research methodology, and specific measures taken to investigate the incorporation
of Artificial Intelligence in CRM systems, particularly in light of Zimbabwe's retail industry.
This chapter also covers the target population, sampling tactics, data collection and analysis
methodologies, and ethical principles that will be used throughout the project. Such a
rigorous methodological examination is required to gain a comprehensive understanding of

how Al might improve CRM systems.
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3.2 Research Design

The research design acts as a crucial framework for gathering, measuring, and analyzing data
in any study. It encompasses a strategic combination of methods and approaches that
researchers adopt to adequately respond to their research questions and aims. According to
Yin (2014) a planned research design is vital for acquiring data that allows researchers to
address their inquiries with maximum clarity and precision. This design is generally
classified into several types: experimental designs, where researchers actively manipulate
variables to observe effects; correlational designs, focusing on the assessment of relationships
between different variables; descriptive designs, which aim to detail the attributes of a
specific phenomenon; and case study designs, noted for their detailed examination of
individual cases within their real-life contexts, as elaborated by Robson (2011). The

selection of a particular design is influenced by the specific research questions, the objectives
of the study, and the inherent characteristics of the subject matter under investigation. This
choice is pivotal, as it not only guides the methodological approach but also shapes the
interpretation and validity of the research findings.

For this investigation, a case study research design was selected, which is highly effective for
in-depth analysis in contexts where the distinction between the environment and the subject is
not distinctly defined, as outlined by Stake (2005). This design was instrumental in
conducting a thorough investigation into how Al is incorporated into CRM systems in
Zimbabwe retail industry. It allows an extensive assessment of various aspects, including
economic challenges, customer satisfaction and loyalty, ethical considerations, and the
requirements for integrating Al into CRM systems. The decision to utilize a case study design
stemmed from the desire to acquire an all-encompassing view of a current, real-life issue.
This approach as Yin (2014) notes, is conducive to understanding behavior and pattern
within their actual context. It offers the advantage of employing diverse data sources,

enabling a detailed portrayal of CRM strategies against the unique socio-economic backdrop
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of the Zimbabwean retail sector. This method will not only facilitate a deeper understanding
of the practical applications of Al in CRM, but it will also provide insights into the broader

economic and operational implications within this specific setting.

3.3 Population and Sampling
3.3.1 Population

The study will focus on a specific population of 120 retail enterprises in Harare, Zimbabwe.
These organizations will either be using or considering the use of Artificial Intelligence (AI)
in their Customer Relationship Management (CRM) systems. The argument for choosing
Harare stems from its reputation as Zimbabwe's capital and commercial hub, where a large
concentration of retail enterprises is expected to be at the forefront of technological
breakthroughs, such as Al in CRM. The capital city's dynamic retail scene makes it a suitable
representative sample for this study, giving a varied array of retail operations and a higher
possibility of Al engagement in CRM practices. Decision-makers, such as business owners,
managers, and IT specialists, that will play an important part in the adoption and deployment

of Al technology.

3.3.2 Sampling Techniques

For the selection of companies, a two-stage sampling technique will be employed. Initially, a
purposive sampling method, to choose retail businesses within Harare that have either
integrated Al into their CRM systems or have shown an intent to do so. This will ensure that
all selected entities are relevant to the study’s context, enhancing the reliability and validity
of the findings. In the second stage, simple random sampling method, to select businesses
from the purposive identified group to create a representative sample of the diverse business
sizes and types within the retail sector. This blend of purposive and random sampling aimed
to mitigate selection bias while ensuring that each business, regardless of its scale, will have

an equal chance of being included in the study.
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3.4 Data collection instruments

3.4.1 Questionnaires

Known for its effectiveness in reaching a large number of respondents in a relatively short
amount of time, the questionnaire is a widely used instrument in research for data collecting
(Brace, 2018). In this study, the questionnaire will be designed with closed-ended questions
to facilitate quantitative analysis, providing structured and consistent data that is easy to
compare and statistically analyse. The strength of using questionnaires lies in their anonymity,
which can encourage more honest and candidness from respondents (Smith, 2015). They also
offer the convenience of distribution either physically or via online platforms, allowing for a
broader geographical reach. However, questionnaires have limitations, including the potential
for low response rates and the lack of depth in the data collected, as they do not allow for
probing beyond the provided answers (Bryman, 2016). To mitigate these weaknesses, the
study employed clear and concise questions, included a brief motivational cover letter, and
offered assurances of confidentiality to encourage participation. The use of questionnaires
was justified in this context as it allowed for the efficient gathering of data from a wide
sample, facilitating the analysis of trends and patterns in the integration of AI in CRM

systems within the retail industry.

3.4.2 Semi-Structured interviews

Semi-structured interviews are going to be used as an extra method to gain a deeper
understanding and insights that went beyond the numerical data gathered from surveys. This
sort of interview allows the interviewer to dig further into themes or responses while still
using a pre-planned list of open-ended questions (Qu & Dumay, 2023). The versatility of this
method allows for a deeper exploration of respondents' experiences, attitudes, and views
(DiCicco-Bloom and Crabtree, 2019). The main shortcoming is the time-consuming nature of
conducting interviews and processing qualitative data. There is also the possibility of

interviewer bias, in which the interviewer's presence and questions influence the responses.

3.5Data Collection Procedures

Data collection for the study will be systematically carried out following a structured protocol.
Initially, retail businesses in Harare that are integrated or that are considering integrating Al
into their CRM will be identified and contacted for participation. Following consent,
questionnaires will be disseminated electronically to maximize reach and efficiency, with
reminders that are to be sent bi-weekly to enhance response rates. Concurrently, semi-
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structured interviews are going to be scheduled with willing participants, ensuring a diverse
representation of roles and experiences. These interviews will be conducted in person or via
teleconferencing platforms, recorded with permission, and later transcribed verbatim. To
ensure the validity and reliability of the data, pilot testing of both questionnaires and
interview scripts are going to be performed prior to the full-scale roll out. This process will
also serve to refine the data collection instruments, ensuring clarity and relevance of the
questions. All collected data will be securely stored and prepared for subsequent analysis,
adhering strictly to ethical guidelines and ensuring the confidentiality of the respondents'

information.

3.6 Analysis and Organization of Data

The researcher will make use of Data Collection Methods:

- Utilize a combination of quantitative and qualitative research methods to gather relevant

data on CRM strategies, Al technologies, customer preferences, and retail industry trends.

- Conduct surveys, interviews, focus groups, and case studies to collect primary data from

retail professionals, customers, and industry experts.

- Gather secondary data from scholarly articles, industry reports, market studies, and CRM

software vendors to supplement primary data with existing knowledge and insights.

3.7Ethical Considerations

This study will be done with ethics in mind, with equal emphasis on protecting participant
well-being and upholding scientific integrity. Every participant will be given a full
description of the study's objectives, the nature of their involvement, and their right to
anonymity and confidentiality. To preserve these rights, coding methods were employed
instead of personally identifiable information. The study will emphasize the necessity of
informed permission in ensuring that participation will be voluntary and based on a
comprehensive understanding of the study's objectives. The study will follow strict ethical
criteria, most notably non-maleficence, which prevents harm to participants, and beneficence,
which promotes the well-being of both the subjects and the larger community.Data
management will be approached with extreme caution, with information securely stored to

avoid illegal access. In publishing the findings, the study adhered to the highest standards of
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honesty, painstakingly avoiding any instances of plagiarism and refraining from any data

manipulation or fabrication, in accordance with established ethical research methods.

3.8 Summary

This chapter will detail the research methods and procedures employed in this examination.
The methodical approach will be underlined by a detailed explanation of the study model,
structural design, and investigative procedure. This chapter focuses on selecting the target
population and implementing appropriate sampling procedures to ensure meaningful and
representative data collection. The techniques of data collection and analysis were chosen to
correspond with the study's aims, resulting in strong and meaningful findings. Furthermore,
thorough attention to ethical rules throughout the research process will ensure the study's
legitimacy and trustworthiness. This thorough examination of methodology lays the path for
a more nuanced understanding of Al's potential in improving CRM systems. The rigor and
clarity of the approaches given in this chapter serve as a firm foundation for additional
research and discussion, ultimately contributing to a more in-depth and informed

understanding of the issue at hand.

CHAPTER 4 DATA PRESENTATION, ANALYSIS AND DISCUSSION

4.0 Introduction

This chapter is pivotal in elucidating the empirical findings of the study, presenting a
meticulous analysis of the data collected through questionnaires and semi-structured
interviews. It serves as the crux of the research, where theoretical insights are close with
practical observations to yield a comprehensive understanding of Al's integration in CRM
within Zimbabwe's retail sector. The chapter's significance lies in its ability to transform raw
data into meaningful insights, directly contributing to the enrichment of academic discourse
in this field. Through this analytical process, the chapter bridges the gap between theoretical

frameworks and empirical realities, thus fulfilling a central objective of the study.

4.1 Data Collection and Reliability
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4.1.1 Summary of Data Collection Methods

Data for this study was collected using a mixed-methods approach. A total of 120
questionnaires were distributed, out of which 100 were completed and returned, resulting in a
high response rate of approximately 83.3%. Additionally, semi-structured interviews were
conducted with a subset of participants who completed the questionnaire. All 45 individuals

requested for interviews participated, yielding a 100% response rate for this qualitative

component.

Method Distributed Received Response Rate
Questionnaires 120 100 83.3%
Interviews 45 45 100%

The high response rates for both questionnaires and interviews indicate a strong engagement
from the participants and suggest the relevance of the study topic to the respondents.
Challenges in data collection included ensuring a diverse representation in the interviews and
managing the logistics of scheduling. These were addressed by carefully selecting
interviewees from different demographics and by providing flexible scheduling options. The
success of these methods speaks to the meticulous planning and relevance of the research to

the participants.

4.2 Demographics and Al Integration Analysis

4.2.1 Demographic Analysis
Table 4.2.1.1: Age Group Analysis

Frequenc Percent Valid Cumulative
y Percent Percent
Valid 20-29 8 8 8 8
30-39 30 30 30 38
40-49 10 10 10 48
50-59 11 11 11 59
60 and above 41 41 41 100.0
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Total 100 100.0 100.0

The age composition of respondents reveals a significant concentration of mature
professionals, particularly in the '60 and above' bracket, which constitutes 41% of the sample.
This skew towards an older demographic may suggest that the integration of Al in CRM is a
pressing issue for those with established careers, who may see it as pivotal to maintaining
competitiveness in a digitally evolving marketplace. The presence of a substantial middle-
aged group ('30-39' years, 30%) indicates that these findings may reflect the perspectives of
individuals who are likely in the midst of their career trajectory, possibly at a stage where
they are influencing strategic decisions. Such an age distribution provides a foundation for

insights that are both reflective of extensive industry tenure and open to innovation.

Table 4.2.1.2: Gender Distribution Analysis

Frequency Percent Valid Cumulative
Percent Percent
Valid Male 49 49 49 49
Female 51 51 51 100.0
Total 100 100.0 100.0

The gender distribution within the sample presents an equitable split, with males representing
49% and females 51%. This balance is commendable as it allows for gender-diverse insights
into Al adoption in CRM, which is critical in understanding the varied implications it may
have across different gender experiences in the workplace. This near parity also ensures that
the subsequent analysis of Al's role in CRM within Zimbabwe's retail sector is not unduly
influenced by gender-specific biases, paving the way for a holistic understanding of the

subject matter.
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Table 4.2.1.3: Highest Education Level Analysis

Frequency Percent Valid Cumulative
Percent Percent
Valid High school diploma or 8 8 8 8
equivalent
Trade/technical/vocational 12 12 12 20
training
Bachelor's degree 51 51 51 71
Master's degree 19 19 19 90
Doctorate or higher 10 10 10 100.0
Total 100 100.0 100.0

Educational attainment among the participant’s leans heavily towards higher education, with
a combined 51% holding a bachelor's degree or higher. This prevalence of advanced
education suggests that the respondent pool is well-equipped to comprehend and evaluate the
nuanced implications of Al in CRM. A highly educated sample base can critically engage
with both the technological aspects of Al and its strategic applications in CRM, providing
depth to the study's findings. It also suggests that these individuals are likely to be influential

in the adoption and implementation of Al systems within their organizations.
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Table 4.2.1.4: Position in Company Analysis

Frequenc Percent Valid Cumulative
y Percent Percent
Valid Entry-level 40 40 40 40
Employee
Middle Management = 25 25 25 65
Senior Management 19 19 19 84
Business Owner 16 16 16 100.0
Total 100 100.0 100.0

The distribution of positions within the companies shows a relatively even spread across
different hierarchical levels, with a lean towards entry-level employees (40%). The diversity
in job roles from entry-level to business owners (16%) indicates a wide range of perspectives
on the operational and strategic integration of Al in CRM. It is particularly notable that those
in decision-making roles (middle management and above) make up nearly half of the sample
(25%), which may skew the data towards strategic over operational insights. Such a
distribution ensures that the study captures a broad spectrum of viewpoints, from hands-on

daily user experiences to overarching business strategies.

Table 4.2.1.5: Years of Retail Experience Analysis

Frequency Percent Valid Cumulative
Percent Percent
Valid Less than 1 year 12 12 12 12
1-3 years 23 23 23 35
4-6 years 21 21 21 56
7-10 years 26 26 26 82
More than 10 18 18 18 100.0

years
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Total 100 100.0 100.0

The range of retail experience represented in the sample provides a longitudinal perspective
on the industry's evolution and the role of CRM within it. With 26% having 7-10 years of
experience, and another 18%exceeding a decade, there is a wealth of historical context that
participants can draw upon to assess the impact of Al on CRM. This experience is critical in
understanding not only the current state of Al integration but also in predicting its trajectory
and long-term viability in the retail sector. The diversity in tenure allows for a nuanced
analysis that incorporates both seasoned insights and fresh perspectives from those with less

than a year in the industry 12%.

4.2.2 Al Awareness and Understanding

Figure 4.2.2.1: Awareness of Al in CRM Analysis

a0

Percent

Yes Mo Unsure

The awareness of Al in CRM among the study's participants is quite telling, with less than
half (46.8%) confirming their awareness. This statistic is indicative of a potential gap in
knowledge dissemination within the industry, suggesting that nearly a third of the
participants (35.1%) are not aware, and a significant portion (18.1%) remain unsure. The
implications of these findings are profound; they hint at a disparity between the envisioned
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technological advancements in CRM and the actual on-ground awareness within the retail
sector. For an industry on the brink of digital transformation, such a distribution could signify

a need for educational initiatives to prime the industry for impending Al integrations.

Figure 4.2.2.2: Understanding of Al Applications in CRM Analysis
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Understanding of Al applications within CRM systems spans a spectrum, with the majority
rating their understanding as average (35.1%). The data reveals that a significant number of
respondents (29.2%) believe they have a good understanding, while a small yet notable
fraction (12.3%) consider their understanding to be excellent. Conversely, a combined 23.4%
acknowledge poor to very poor understanding. These insights are critical as they reflect the

perceived readiness of the retail sector's workforce to engage with Al in CRM. The variance
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in self-assessed comprehension underscores the heterogeneity of the industry's grasp on Al,

which could directly impact the efficacy and acceptance of Al-driven CRM initiatives.

Figure 4.2.2.3: Al Impact on Customer Satisfaction Analysis
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The perceived impact of Al on customer satisfaction in retail elucidates an optimistic stance,
with a majority believing Al can moderately to extremely improve customer satisfaction
(59.1%). The data implies a recognition of Al's potential benefits in enhancing customer
experiences. Nevertheless, a small faction (5.8%) remains sceptical about Al's efficacy,
which might reflect underlying apprehensions or a lack of exposure to successful Al
implementations. Understanding these varied perceptions is crucial for addressing concerns

and aligning expectations with the reality of Al capabilities in the CRM domain.

4.2.3 Al Integration and CRM
Figure 4.2.3.1: Al Integration in CRM Analysis
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Regarding the actual integration of Al into CRM systems, the data paints a diverse picture. A
significant proportion of respondents (35.1%) affirm that Al is integrated into their CRM,
while almost the same percentage (29.2%) negate the presence of Al in their CRM systems.
The 'in the process' (17.5%) and 'unsure' (18.1%) responses suggest that the industry is in a
transitional phase, with many organizations either considering or beginning to adopt Al. This
data may reflect the dynamic nature of technological uptake within the industry, highlighting
a sector that is in flux and grappling with the operational realities of integrating sophisticated

Al technologies.
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Figure 4.2.3.2: Important Al-Driven CRM Features Analysis

Percent

FPersonalized Customer service Automated marketing Predictive analytics
recommendations chatbots campaigns

When it comes to the most important Al-driven CRM features, the respondents prioritize
predictive analytics (29.8%) and customer service Chabot’s (26.3%). This preference
indicates a keen awareness of the strategic value Al brings, particularly in forecasting
customer behaviours and providing real-time assistance. Personalized recommendations
(23.4%) and automated marketing campaigns (20.5%) also hold significant importance,
illustrating the diverse array of Al functionalities valued by the retail sector. The distribution

suggests a nuanced understanding of Al's multifaceted role in enhancing CRM capabilities

and driving customer engagement.
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Figure 4.2.3.3: Al in CRM Benefits Prioritization Analysis

Percent
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The prioritization of Al in CRM benefits underscores the multifarious nature of Al's
advantages, with 'scaling business operations' (29.8%) and 'enhancing customer engagement'
(26.3%) leading the perceived benefits. This suggests an acute recognition of Al's role in not
only streamlining processes but also in forging stronger customer relationships. Interestingly,
'increasing operational efficiency' and 'improving data management' are equally valued

(23.4% and 20.5%, respectively), reflecting the broader expectations from Al in CRM to

catalyse both efficiency and data-driven decision-making.
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Figure 4.2.3.4: Barriers to Al Integration in CRM Analysis
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Identifying barriers to Al integration is paramount in understanding the resistance points

within the sector. The primary barrier cited is 'technological infrastructure' (26.3%), which
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signals potential challenges in the foundational systems required for Al adoption. The 'lack of
expertise' (23.4%) is also a significant hurdle, denoting a skills gap that could impede the
effective utilization of Al in CRM. Financial constraints (‘cost', 20.5%) and 'data privacy
concerns' (15.2%) are also notable obstacles, reflecting apprehensions about the investment
requirements and ethical considerations in deploying Al technologies. These insights are
invaluable in highlighting the multifaceted challenges that need to be addressed to foster a

conducive environment for Al integration in CRM.

4.2.4 Ethical and Privacy Considerations
Figure 4.2.4.1: Importance of Ethical Al Use Analysis
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The emphasis on ethical Al use is clear, with a significant majority of respondents
acknowledging its importance; 35.1% consider it very important, and 24% regard it as
extremely important. This strong inclination towards the significance of ethics in Al
underscores a conscious retail sector that is cognizant of the broader implications of Al
technology beyond mere business benefits. The presence of a minority (5.8%) that deems
ethical considerations as not important could point towards a segment that prioritizes
technological advancement over ethical deliberations or possibly indicates a lack of

awareness about the potential ethical pitfalls of Al

Figure 4.2.4.2: Preparedness for Data Privacy Issues Analysis
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When addressing data privacy, the respondents exhibit a split in preparedness: 40.9% affirm
readiness, while 29.2% deny it, and a significant portion (29.8%) remains unsure. This
division may reflect varying levels of resource allocation towards data privacy measures and
could indicate an industry at different stages of maturity in handling sensitive customer data.
The uncertainty suggests that data privacy, as it pertains to Al in CRM, is a complex issue

that may not yet be fully understood or prioritized across the board.
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Figure 4.2.4.3: Policies for Responsible Al Use Analysis
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The presence of policies for responsible Al use is confirmed by 35.1% of respondents, while
32.2% lack such policies, and 17.5% are in the process of developing them. This distribution
reveals a sector that is not uniformly regulated or guided by set principles for Al usage. The
fact that policies are still being developed by a considerable number suggests an ongoing

effort to establish a framework for responsible Al deployment, which is a positive indication

of the sector's direction towards structured Al integration.

60



Figure 4.2.4.4: Role of Government in Al Regulation Analysis
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In considering the role of government in Al regulation, the majority of respondents lean
towards the need for substantial government involvement, with 35.1% advocating for a major
role and 24% for full regulation. This inclination may stem from a desire for standardized
practices and a level playing field, or it may be a call for oversight to ensure ethical

compliance and consumer protection in a rapidly evolving tech landscape.
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Figure 4.2.4.5: Technological Infrastructure for AI Analysis
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The state of technological infrastructure for Al shows that 35.1% of respondents have the
necessary infrastructure, while a comparable number (32.2%) do not, and 17.5% are in the

process of development. The existing gap highlights infrastructural disparities that could

affect the uniform adoption of Al in CRM. The ongoing development indicates a dynamic
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response to technological needs, but also suggests that a portion of the sector is still catching
up to the foundational requirements for Al adoption.

4.2.5 Organizational Readiness and Technology Prerequisites

Figure 4.2.5.1: Readiness of Workforce for Al Adoption Analysis
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The readiness of the workforce for Al adoption shows a gradient of preparedness, with a
progressive increase from not ready (11.7%) to completely ready (18.1%). The majority of
the workforce perceives themselves to be at least moderately ready (52.6%), which points to
a proactive approach towards Al adoption. However, the data also signals that a significant

portion of the workforce may still require further development to fully engage with Al
technologies.

Figure 4.2.5.2: Importance of Continuous Learning in Al Analysis
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The importance of continuous learning in Al is acknowledged by a large segment of the
participants, with 35.1% considering it very critical and 24% extremely critical. This

recognition reflects an understanding of the evolving nature of Al and the need for ongoing
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education to keep pace with technological advancements. The acknowledgment of
continuous learning as a critical component aligns with the foresight required for sustained

Al integration and innovation within the sector.

4.3 Analysis of Interview Data

From the general findings of the study through interviews conducted with 45 retail
professionals, it emerged that the integration of Al into CRM is perceived as a transformative
force within the industry. Key themes related to the study's objectives were identified,
providing deep insights into the current landscape and future potential of Al in enhancing

CRM practices.

4.3.1 Economic Challenges and Al Mitigation

Respondents = Responses Themes Emerged

Respondent "Al is not just a buzzword; it's a lifeline in ~~ Navigating Economic

1 these times of economic uncertainty." Challenges
Respondent "Leveraging Al helps us cut through the Targeted Marketing Strategies
2 noise and focus on what really drives
sales."
Respondent "The real-time analytics from Al give us Market Responsiveness
3 the ability to respond to market shifts

65



quickly."

Respondent "With Al, we've been able to optimize our ~ Operational Efficiency

4 inventory, reducing waste and increasing

turnover."
Respondent "Al has transformed how we forecast Proactive Decision Making
5 demand, allowing us to be proactive rather

than reactive."

The thematic analysis of interview data from retail professionals reveals a nuanced
understanding of Al's potential to address economic challenges in the retail sector, directly
aligning with the study's objectives. The theme of "Navigating Economic Challenges"
emerged strongly, with respondents viewing Al as a critical strategic asset amidst economic
uncertainty. This perception is reflective of the study's first objective, highlighting Al's role
in enhancing CRM to improve customer relationships in the face of economic fluctuations.
The acknowledgment of Al as a "lifeline" suggests that retailers are not merely surviving but
potentially thriving by leveraging Al's predictive analytics for strategic advantage. The theme
"Targeted Marketing Strategies" underscores the second objective, which focuses on Al's
capability to drive customer satisfaction and loyalty. Respondents indicated that Al's data-
driven approach enables them to identify and act upon the key factors influencing sales,
thereby optimizing marketing efforts and ensuring they resonate more effectively with
customer needs. Under "Market Responsiveness," professionals highlighted Al's contribution
to rapid response mechanisms, a crucial element of the third objective related to ethical
considerations and trust-building. The real-time analytics provided by Al allow retailers to
swiftly adapt to market changes, demonstrating a commitment to staying relevant and
sensitive to customer demands. The "Operational Efficiency" theme aligns with the study's
fourth objective regarding the organizational and technological prerequisites for Al
integration. Responses indicate that Al facilitates more efficient inventory management,
reducing waste and boosting turnover—essential for maintaining competitiveness in a
challenging economic environment. Lastly, "Proactive Decision Making" embodies the
essence of the fifth objective, which emphasizes the importance of continuous learning and
development in Al. By enabling forward-looking demand forecasting, Al empowers retailers

to adopt a proactive stance, anticipating market trends and customer preferences, and
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underscores the necessity of a strategic approach to technology adoption within CRM
practices. This proactive mind set is key to leveraging Al effectively and ensuring that

retailers can not only meet but also anticipate the evolving needs of their customers.

4.3.2 Customer Satisfaction and Al-Driven Strategies

Table 4.3.2 Customer Satisfaction and AI-Driven Strategies

Respondents = Responses Themes Emerged

Respondent "With Al it's like we know what our Anticipatory Customer Service
15 customers want before they do."

Respondent  "AI has enabled us to deliver not just Intuitive Product

6 what the customer expresses, but also Recommendations

what they have yet to envision."

Respondent  "Our response rates to customer queries Enhanced Responsiveness
7 have improved drastically, thanks to Al's

predictive capabilities."

Respondent  "Customers appreciate the tailored Customized Incentives
10 discounts Al helps us generate, which feel

personally crafted for them."

The responses clarify a comprehensive view of Al as a catalyst in transforming customer
relationship management(CRM). The theme of "Anticipatory Customer Service" resonates
with the first objective of the study, illustrating how Al's predictive nature enhances customer
satisfaction. By understanding and acting upon customer needs proactively, businesses are
not just reacting to expressed desires but are also staying ahead of potential demands. This
forward-thinking approach is crucial for customer retention and long-term loyalty. "Intuitive
Product Recommendations," as highlighted by the respondents, aligns with the second
objective, emphasizing Al's role in personalizing the customer journey. Al's ability to analyze
vast datasets allows for the generation of recommendations that resonate on a more personal
level with customers, thereby augmenting their shopping experience and satisfaction. The
theme "Enhanced Responsiveness" echoes the importance of timely and efficient customer

service, a key factor in maintaining high customer satisfaction levels. This improved
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responsiveness, enabled by Al's rapid data processing and analysis, underlines the third
objective focusing on the ethical use of Al, where the speed of service does not compromise
customer privacy or trust. Lastly, "Customized Incentives" speaks to the fourth objective's
focus on organizational and technological prerequisites for Al. The ability to offer
personalized promotions demonstrates Al's role in driving sales and deepening customer
relationships, showcasing the tangible benefits of integrating Al within CRM systems. These
themes collectively signify a shift towards a more data-informed, responsive, and customer-
centric retail environment. The study's findings suggest that Al is not merely a tool for
efficiency but a strategic partner in crafting a customer experience that is both satisfying and
emotionally resonant, thereby fulfilling the overarching aim of enhancing CRM through Al

integration.

4.3.3 Ethical Considerations and Trust Building

Respondents Responses Themes Emerged
Respondent "There's a thin line between Balancing Personalization
20 personalization and privacy invasion." with Privacy

Respondent 9 "We must ensure Al doesn't become an  Ethical Use of Al
intrusive tool but a means to enhance the

customer's experience."

Respondent "Customers will share more if they feel =~ Trust as a Foundation for Al
10 secure; trust is the currency in the age of
AL"

The discussions with retail professionals reveal a conscious effort to navigate the delicate
balance between leveraging Al for personalized customer experiences and maintaining
stringent ethical standards. The theme "Balancing Personalization with Privacy" directly
speaks to the study's objective of understanding the ethical challenges posed by Al in CRM.
The sentiment that personalization must not come at the cost of customer privacy is a
testament to the industry's commitment to ethical practices. "Ethical Use of AI" has emerged

as a prominent theme, which aligns with the study's objective that acknowledges the potential
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for Al to inadvertently breach customer trust. Respondents emphasize the importance of
using Al as a tool to augment the customer experience positively, not to exploit customer
data unethically. Lastly, "Trust as a Foundation for AI" underscores a critical aspect of
CRM-—that customer relationships are built on trust, which must be carefully maintained in
the age of Al This reflects the objective regarding trust-building and ethical considerations,
highlighting the necessity for retailers to create a secure environment where customers feel

comfortable sharing their data.

4.3.4 Organizational and Technological Prerequisites for Al

Respondents Responses Themes Emerged

Respondent 16  "Adopting Al is like changing the wheels of ~ Adapting on the Move

a car while driving."

Respondent 5 "There's a sizable gap in our tech capabilities Technological Gap
that needs bridging before we can fully

embrace AL"

Respondent 18  "Our staff needs to be trained; Al is only as ~ Workforce Training

good as the people who use it."

Respondent 25  "We're piecing together the budget for Al Investment in Al

investments—it's critical for our growth."

The thematic analysis around the organizational and technological essential for Al adoption
reveals a nicety perspective on the path to digital transformation within the retail sector.
Respondent 16's metaphor about changing wheels while driving encapsulates the dynamic
and ongoing nature of Al adoption, aligning with the study's objective to assess
organizational readiness. It suggests that retailers recognize the need for agility and the

ability to adapt quickly to new technologies even as they continue their day-to-day operations.
The theme "Technological Gap" identified by Respondent 17 reflects the infrastructural
challenges that retailers face in integrating Al. This aligns with the second objective of
ensuring the technological framework is in place to support Al-driven CRM initiatives. It

highlights the need for significant investment in technology infrastructure to bridge existing
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gaps and facilitate effective Al adoption. Respondent 18's emphasis on "Workforce Training"
correlates with the objective of building a knowledgeable staft capable of leveraging Al tools
to their full potential. The analysis indicates that retailers are aware of the importance of
educating their workforce, as the effectiveness of Al deployment is contingent on employees'
ability to interact with and extract value from Al systems. Lastly, the issue of "Investment in
Al" raised by Respondent 19 underscores the financial aspect of technological prerequisites.
This theme is crucial as it relates to the study's focus on the resources required for Al
integration. The necessity for financial investment is clear, and retailers must prioritize

budgeting for Al to stay competitive and innovative.

4.4 Initial Framework
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4.5 Discussion

The integration of Artificial Intelligence (Al) in Customer Relationship Management (CRM)
within Zimbabwe's retail sector offers a compelling case study for the application of CRM
theory, the Technology Acceptance Model (TAM), and Institutional Theory. The research
question focused on enhancing customer relationships through Al in the face of unique
economic and operational challenges. The collected data speaks volumes to this central
inquiry, showcasing a landscape ready for digital transformation, yet marked by certain

hesitancies and challenges reflective of the broader socio-economic context.

The study's findings reveal that a substantial portion of the retail sector in Zimbabwe
acknowledges the transformative potential of Al in CRM, concurring with CRM theory's
emphasis on strategic customer interaction management (Payne & Frow, 2005). Retailers
recognize the ability of Al to offer personalized experiences and enhanced customer
understanding, essential for fostering loyalty and profitability as suggested by Peppers and
Rogers (1993). This alignment with established CRM theory highlights the respondents'

anticipation of Al as a tool for competitive advantage.

However, the study also uncovers a divergence from global trends in technology adoption.
Despite recognizing the potential benefits of Al, there is an apparent cautiousness among

Zimbabwean retailers, stemming perhaps from the economic volatility and infrastructural
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inadequacies specific to the region. This is where the TAM becomes particularly relevant,
offering insight into the factors that influence technology adoption within organizations
(Davis, 1989). The findings align with TAM's suggestion that perceived usefulness and ease
of use are determinants of technology acceptance; the readiness of the workforce and the
state of technological infrastructure are pivotal in the decision to adopt Al in CRM systems.
Institutional Theory further contextualizes the responses of Zimbabwean retailers, as they
navigate external pressures, including economic constraints and consumer expectations
(Meyer & Rowan, 1977). The theory elucidates the retail sector's efforts to align with global
technological norms to secure legitimacy, mirrored in the respondents' acknowledgment of
the government's role in Al regulation. This reflects the dual pressure of maintaining

competitive parity internationally while adhering to local regulatory standards.

In summary, the study's findings offer a nuanced understanding of how Al is perceived and
can be leveraged within Zimbabwe's unique retail environment. The data confirm the
relevance of CRM theory, TAM, and Institutional Theory in analyzing the adoption of Al in
CRM, while also highlighting the specific challenges faced in this market. The results
showcase an industry at the crossroads of traditional customer management practices and the
emerging frontier of Al, navigating through an intricate web of economic challenges,

technological readiness, and institutional pressures.

4.6 Proposed Model

The retail landscape in Zimbabwe faces unique challenges and opportunities. With the advent
of Artificial Intelligence (Al), there is potential to revolutionize Customer Relationship
Management (CRM) in this vibrant sector. The research presents a comprehensive
framework aimed at integrating Al into CRM to reshape and enhance the retail experience for

both businesses and consumers.
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Current State: The starting point examines the current state of customer management within
the retail sector. The need for evolution is driven by the demand for improved customer
experiences and operational efficiencies. Currently, retailers in Zimbabwe are managing with
limited Al use, resulting in inadequate data analytics and customer insights. Recognizing this
gap, the framework begins with a commitment to change, leveraging the power of data

management systems as a cornerstone for advancement.

Strategic Integration: Central to the strategy is the integration of Al within existing CRM
platforms. The study proposes a series of initiatives beginning with the development of
robust data management systems capable of harnessing customer data for insightful analytics.
The integration process acknowledges the diversity in readiness among retailers,
recommending tailored approaches for different levels of current infrastructure and expertise.

73



Infrastructure and Analytics: Investment in secure infrastructure analytics forms the
backbone of the proposed framework. This investment will allow retailers to utilize advanced
data structures and Al hosting platforms, transforming raw data into actionable intelligence.
The proposed infrastructure also emphasizes the importance of security, ensuring that

customer data is handled responsibly, maintaining trust and adherence to ethical standards.

Ethical Considerations: Ethics are at the forefront of our framework. In the age of data,
retailers must engage with true ethical challenges and find solutions that respect customer
privacy and data security. Regular ethical reviews are recommended to adapt to the evolving

landscape of Al technology and its implications on consumer data.

Stakeholder Engagement: To ensure the effective implementation of Al in CRM, our
framework calls for a collaborative approach. Personnel interactions and the role of customer
relationship managers are highlighted as essential for staff engagement and training. The
framework seeks to create a synergy between Al capabilities and human empathy to deliver

unparalleled customer service.

Desired Outcomes: The end goal of the framework is a retail sector that is not only efficient
but also customer-centric. By placing data at the heart of client engagement, the framework
aims for an industry that can predict customer needs, personalize experiences, and foster
loyalty. The ethical considerations ensure that as retailers move towards a more data-driven

approach, they do so with a responsible mindset that prioritizes customer trust and confidence.

4.7 Expect Review

4.7.1 Demographic Profile of Experts
The following table presents the demographic profiles of the two experts who reviewed the
proposed framework. One is an academic expert, and the other is a non-academic expert,

both with substantial experience in the field of Al and CRM within the retail industry.

Item | Gend | Org Highest Position Role Experience in AI
er Qualificati and CRM
on
Exper | Male | University | PhD in Lecturer Conducts 20 years, with a
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t1 of NUST | Artificial research in focus on neural
Neural neural networks, | networks in CRM
Networks teaches systems
computer
science,
supervises
student research
projects
Exper | Male | Independe | Master'sin | Consultant Provides Al 15 years, in the
t2 nt Al Artificial solutions and application of Al
Consultan | Intelligence strategic advice | across various
cy and to businesses, industries including
Machine leads Al retail CRM
Learning implementation
field projects

4.7.2 Expert Review Feedback

The expert review process was instrumental in validating the framework and providing

insights for its enhancement. Feedback from both the academic and industry expert was

thematically analysed to identify key areas of consensus and divergence. Their qualitative

feedback is encapsulated in the following quotes:

Relevance and Application:

The academic expert, with a profound background in neural networks and a 20-year tenure in

academia, praised the strategic alignment of Al in CRM. He stressed the importance of

scalability, particularly highlighting how the framework could be adapted for retail

businesses of varying sizes within Zimbabwe. His observation underscores a crucial area for

improvement, emphasizing the need to tailor the framework to diverse retail environments. In

his words:
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"The framework's integration of Al in CRM is commendably aligned with current
technological capabilities. However, it could benefit from a stronger emphasis on the

scalability to different retail sizes and capabilities."

The industry expert, a consultant with 15 years of experience in artificial intelligence, echoed
the sentiment on practicality. He appreciated the framework's potential but expressed concern
about its application in smaller retail settings, suggesting the necessity for a more phased

approach to Al adoption:

"It's practical and well-thought-out, especially for large retailers. Yet, for smaller

businesses, the leap might be too great without incremental steps."
Technological Considerations:

The academic expert critically evaluated the technological aspects of the framework,
acknowledging the current capabilities while also pointing out the need for the framework to

anticipate technological evolution and infrastructure maturity:

"There's a solid understanding of Al's potential to harness customer data. Nonetheless,
the framework could address the limitations of current Al technologies and the readiness

of existing retail systems to integrate such advancements."”
Ethical and Privacy Concerns:

The industry expert was particularly focused on the ethical dimensions of the framework. He
commended the thoroughness in addressing privacy and ethics but cautioned against
complacency, asserting the importance of these considerations being woven into the fabric of

CRM operations:

"I appreciate the thorough consideration of ethics and data privacy. It’s vital to ensure
these aren’t just token mentions but are embedded in the operationalization of the

framework."

Implementation and Change Management:

This expert also brought attention to the human element of the framework's implementation.
He suggested that a detailed strategy for managing change within organizations would be

critical to the successful adoption of Al in CRM. His feedback pointed to the need for a

76



concrete plan to navigate the potential resistance that could arise during the transition to Al-

enhanced processes:

Industry Expert: "The framework would benefit from a more detailed change
management strategy, considering the human factors and resistance that may be

encountered during Al implementation.”

The validity of the framework is supported by its alignment with modern Al applications in
CRM and the ethical considerations it encapsulates. Both experts underscore the importance
of the framework's applicability across various scales of retail operations in Zimbabwe,
highlighting the need for adaptability to ensure inclusivity. Areas for improvement were
identified in ensuring the framework's technological recommendations are feasible given the
current state of infrastructure in Zimbabwe's retail sector. There's a call to enhance the
framework with a more granular approach to technology integration, particularly in
environments with limited Al readiness. Moreover, the feedback emphasized the need for the
framework to have a robust change management plan, one that considers the nuances of
human behaviour and organizational culture. As Al implementation is not only a
technological shift but also an organizational one, it's crucial to address potential resistance

and ensure staff buy-in through comprehensive training and support systems.

4.7.3 Justification of Redesigning the Framework

Upon reviewing the initial framework, it becomes apparent that while it provides a
foundational structure for integrating various aspects of business operations with Customer
Relationship Management (CRM), there is a compelling need to redesign it to align with the
evolving landscape of Al in the retail industry of Zimbabwe. The current model prominently
situates CRM at the core, with crucial business functions such as Marketing & Sales, Supply
Chain Management, E-business, Knowledge Management, Social & Cultural considerations,
and Project Implementation & Management feeding into it. This arrangement underlines the
central role of CRM in orchestrating business strategies. However, it does not explicitly
account for the transformative impact of Al technologies, which are crucial for driving

innovation and efficiency in today's data-driven retail environment.

A redesign would enable the framework to incorporate Al as a fundamental component that
interlinks with each business function, thus reflecting the contemporary dynamics of retail

operations. The integration of Al is particularly critical in areas such as e-business, where

77



consumer behaviour analytics can significantly enhance personalization, and in supply chain
management, where predictive analytics can optimize inventory and logistics. Al can also
play a vital role in knowledge management by facilitating the processing and analysis of
large datasets to glean actionable insights, driving informed decision-making across the

organization.

Moreover, social and cultural factors are increasingly becoming significant in the
Zimbabwean context, where consumer expectations and engagement strategies are shifting

towards personalized, context-aware interactions facilitated by Al
In essence, the redesign of the framework is justified by the need to:

o Integrate Al holistically to enhance each aspect of CRM and related business

functions.

o Ensure that the framework is agile and adaptable to the rapid advancements in Al

technology.

o Reflect the heightened importance of data security, ethical considerations, and

regulatory compliance in the use of Al for CRM.

e Address the scalability and inclusivity challenges, ensuring that the framework is

accessible and applicable to retailers of all sizes and capacities within Zimbabwe.

Such a redesign would not only modernize the framework but also provide a strategic
blueprint for Zimbabwean retailers to leverage Al in enhancing CRM, ultimately leading to

improved customer experiences and business outcomes.

4.8 Conclusion

This chapter concentrated on the analysis and discussion of data pertinent to Al's role in
enhancing CRM within Zimbabwe's retail sector. It underscored the empirical findings'
significance in extending the body of knowledge, especially within emerging markets. By
juxtaposing theoretical frameworks with practical insights, this chapter has enriched the
academic discourse on CRM and Al integration. Looking ahead, the next chapter focuses on
summary, conclusions, and recommendations, aiming to consolidate the study's findings into

actionable insights.
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CHAPTER 5 SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.0 Introduction

This chapter synthesizes the study's pivotal findings, draws conclusions, and proposes
recommendations based on the empirical data analysed in Chapter 4. It highlights the
significance of integrating Al into CRM practices within the Zimbabwean retail context and
outlines the implications of these findings on both theoretical and practical applications. The
insights gained from this research contribute to a deeper understanding of Al's transformative

potential in emerging markets.

5.1 Summary of Major Findings

The research embarked on a comprehensive journey to explore the integration of Artificial
Intelligence (AI) within Customer Relationship Management (CRM) systems in Zimbabwe's
retail sector, yielding multifaceted findings that offer a panoramic view of the current state
and future trajectory of Al in enhancing customer relations. The data unearthed a robust
awareness among the retail professionals of the strategic capabilities of Al in CRM. The
respondents acknowledged Al's prowess in parsing vast customer data to provide predictive
insights, which could revolutionize the way retailers anticipate and respond to customer
needs. The enthusiasm to harness such technology was palpable, with many participants
indicating a readiness to transition towards more Al-infused business processes to cultivate
deeper customer relationships. This awareness also pointed to an emerging trend of reliance
on Al for gaining competitive advantages through personalized customer service and more

nuanced engagement strategies.
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Retailers exhibited varying degrees of readiness to adopt Al in their CRM strategies,
showcasing a landscape dotted with enthusiasm and hesitation. Some respondents were well
on their way to integrating Al solutions, driven by a belief in Al's potential to elevate
customer experiences and streamline operations. Yet, the findings also illuminated the
challenges faced by part of the sector, marked by infrastructural deficits and a scarcity of Al-
related expertise. This dichotomy highlighted the imperative for a more inclusive approach to
Al adoption, ensuring that all retailers, irrespective of their size or resources, can participate

in this technological shift.

Data privacy and ethical use of Al were recurrent themes throughout the research, resonating
with a global call for responsible Al usage. Retailers in Zimbabwe are not insulated from
these concerns, as they too grapple with the dual challenge of leveraging data for business
growth while safeguarding customer privacy. The findings suggest a sector keenly aware of
its responsibilities and the ethical imperatives that must underpin Al deployment. Such a
stance is crucial in maintaining customer confidence and ensuring the ethical harvesting and

utilization of customer data.

The call for regulatory oversight was a clear outcome of the study, with many retailers
advocating for a standardized framework to guide Al's application in CRM. This reflects an
understanding that while Al offers tremendous benefits, its deployment within sensitive areas
such as customer data necessitates a harmonized approach to governance. Retailers seem to
recognize that government intervention could provide the necessary checks and balances to

ensure Al's ethical application, fostering an environment of trust and reliability.

The importance of continuous learning in Al emerged as a key finding, with respondents
acknowledging that as Al evolves, so too must the workforce. The retail sector appears to be
acutely aware of the need for ongoing education to keep abreast of the latest developments in
Al This learning is not just technical but also strategic, as employees across all levels need to
understand how Al can be utilized to achieve business goals and enhance customer service.
This commitment to learning is a testament to the sector's recognition of Al as a dynamic

field, with its potential fully realized only through a well-informed and proficient workforce.

In synthesizing these findings, the study paints a picture of a sector at the frontier of a
significant technological paradigm shift. The enthusiasm for Al's potential to transform CRM
is tempered by an awareness of the accompanying challenges, from infrastructural needs to

ethical considerations. The insights gathered provide a strong foundation for strategic
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planning and policy development, ensuring that the benefits of Al can be harnessed to their
fullest potential while mitigating risks and fostering an ethical, customer-centric approach to

retail management.

5.2 Conclusions

The integration of Al within CRM is acknowledged as a strategic imperative for enhancing
customer engagement in Zimbabwe's retail sector, corroborating CRM theory's emphasis on
the importance of technological enablement for customer-centric strategies. A disparate level
of technological readiness among retailers indicates the necessity for targeted training and
infrastructure development to facilitate broader Al adoption. The study concludes that ethical
Al use and data privacy are not merely regulatory requirements but are fundamental to
sustaining customer relationships and, by extension, business success. There is a consensus
that governmental regulation can act as a catalyst for standardized Al practices, ensuring
ethical usage and fostering public trust. The emphasis on continuous learning underscores the
dynamic nature of Al in CRM, necessitating a culture of perpetual skill development to

harness Al's full potential.

5.3 Recommendations
The culmination of this study's findings on the adoption of Al within CRM in Zimbabwe's
retail sector leads to several strategic recommendations designed to streamline the transition,

address challenges, and capitalize on the technology's transformative potential.

Recommendation 1: In response to the clear need for workforce empowerment, retailers are
advised to invest significantly in comprehensive Al literacy programs. These initiatives
should aim to foster an understanding of Al across all employee levels, enhancing the
collective competence necessary to navigate and manage Al-driven CRM systems effectively.
By doing so, retailers will not only prepare their workforce for the imminent technological
changes but also position themselves to fully exploit the capabilities of Al in understanding

and serving their customers.
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Recommendation 2: To bridge the infrastructural gaps that currently hinder the full-scale
implementation of Al it is recommended that retailers actively seek and establish

partnerships with credible technology providers. Such collaborations can provide access to
state-of-the-art Al tools and platforms, thereby democratizing the benefits of Al across the

sector, regardless of individual retailers' size or capital.

Recommendation 3: Given the critical nature of ethical considerations in Al deployment, it
is imperative to establish a robust, cross-sectoral ethical framework. This framework should
govern the use of Al within CRM systems, ensuring that all customer data is handled with the
utmost responsibility and transparency. A standardized ethical code will help maintain

consumer trust and ensure that Al is utilized as a force for good within the retail industry.

Recommendation 4: A call for active collaboration between government entities and
industry bodies to formulate and enforce Al regulations is essential. Such regulation should
strike a balance between fostering innovation and safeguarding consumer rights, ensuring

that Al's integration into CRM systems adheres to legal and ethical standards.

Recommendation 5: Retail organizations should institutionalize continuous professional
development programs focused on Al. By embedding a culture of lifelong learning,
organizations can ensure that their employees remain adept at using emerging technologies,

thereby maintaining a competitive edge in the evolving digital landscape.

Recommendation 6: Retailers are encouraged to adopt a phased and methodical approach to
Al integration. This strategy allows for gradual learning and the opportunity to fine-tune
processes in alignment with new systems and technologies. A staggered approach to adoption
will enable retailers to manage the transformation effectively, ensuring that both the

workforce and the customer base can adapt to changes without disruption.

By adhering to these recommendations, Zimbabwe's retail sector can navigate the
complexities of Al integration into CRM with greater ease and assurance, ultimately
enhancing customer experiences and driving business growth in a responsible and sustainable

manner.

5.4 Areas for Further Research
The research opens several avenues for further investigation. Future studies could explore the
long-term impacts of Al adoption on customer loyalty and business outcomes in the retail

sector. There is also a need to examine the scalability of Al solutions across different retail
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segments and the associated economic implications. Additionally, research could focus on
the development of Al systems tailored to emerging markets, considering the unique
challenges and opportunities they present. Finally, a comparative study between the adoption
of Al in CRM in Zimbabwe and other emerging economies could provide valuable insights

into best practices and strategies for successful implementation.

References
Aaker, D. A. (1996). Measuring brand equity across products and markets. California
Management Review, 38(3), 102-120.

Abina, B., Ajayi, O., and Lawal, A., 2020. "Leveraging universities’ value through
branding." Strategic Marketing of Higher Education in Africa.

Akerkar, R., 2019. Artificial intelligence for business. Springer.
Akerkar, R., 2019. Artificial intelligence for business. Springer.

alty in Zimbabwe’s Retail Sector', African Journal of Business Management, 10(4), pp. 101-
112.

Alvarez, L., Chen, Y., and Davis, R. (2019). ‘Inflation and Its Impact on CRM in Emerging
Markets’. International Journal of Retail Marketing, 22(3), pp. 234-250.

Angwin, J., Larson, J., Kirchner, L., & Mattu, S. (2016). Machine bias: There’s software used

across the country to predict future criminals. And it’s biased against blacks. ProPublica.

Barney, J. B. (1991). Firm Resources and Sustained Competitive Advantage. Journal of

Management, 17(1), 99-120.

Becker, L. and Jaakkola, E., 2020. Customer experience: fundamental premises and

implications for research. Journal of the Academy of Marketing Science, 48, pp.630-648.

Becker, L. and Jaakkola, E., 2020. Customer experience: fundamental premises and

implications for research. Journal of the Academy of Marketing Science, 48, pp.630-648.

Bick, G., Abratt, R., & Moller, D. (2010). Customer service expectations in retail banking in
Africa. South African Journal of Business Management, 41(2), 13-25.

Bick, G., Abratt, R., & Moller, D. (2010). Customer service expectations in retail banking in
Africa. South African Journal of Business Management, 41(2), 13-25.

83



Brunton, S.L. and Kutz, J.N., 2019. Data-driven science and engineering: Machine learning,

dynamical systems, and control. Cambridge University Press.

Brunton, S.L. and Kutz, J.N., 2019. Data-driven science and engineering: Machine learning,

dynamical systems, and control. Cambridge University Press.

Canhoto, A.L. and Clear, F., 2020. Artificial intelligence and machine learning as business
tools: A framework for diagnosing value destruction potential. Business Horizons, 63(2),

pp-183-193.

Canhoto, A.L. and Clear, F., 2020. Artificial intelligence and machine learning as business
tools: A framework for diagnosing value destruction potential. Business Horizons, 63(2),

pp-183-193.

Chen, L. J., & Popovich, K. (2013). Understanding customer relationship management (CRM):

People, process and technology. Business Process Management Journal, 9(5), 672-688.

Chen, L. J., & Popovich, K. (2013). Understanding customer relationship management (CRM):

People, process and technology. Business Process Management Journal, 9(5), 672-688.

Chen, Y., & Wang, H. (2018). Can big data analytics benefit firm performance? The case of
the retail industry. Journal of Organizational Computing and Electronic Commerce, 28(2),

119-139.

Chen, Y., & Wang, H. (2018). Can big data analytics benefit firm performance? The case of
the retail industry. Journal of Organizational Computing and Electronic Commerce, 28(2),

119-139.

Chen, Y., Wang, H., & Xue, Y. (2012). Understanding the effects of customer relationship
management efforts on customer retention and customer share development: A customer-

level analysis. Journal of the Academy of Marketing Science, 40(2), 153-166.

Chen, Y., Wang, H., & Xue, Y. (2012). Understanding the effects of customer relationship
management efforts on customer retention and customer share development: A customer-

level analysis. Journal of the Academy of Marketing Science, 40(2), 153-166.

Chibale, K.D., 2023. "Strategic choices of public universities in a competitive liberalized
higher education: a case of the university of Zambia (Doctoral dissertation, The University of

Zambia)."

Chiguvi, D. (2018). Critical success factors in customer relationship management strategy in

the Local Government authorities in Zimbabwe (Doctoral dissertation).
84



Chiguvi, D. (2018). Critical success factors in customer relationship management strategy in

the Local Government authorities in Zimbabwe (Doctoral dissertation).

Chiguvi, D., Madondo, E., & Dube, Z. (2019). The Importance of Customer Relationship
Management in the Local Government Authorities in Zimbabwe. Applied economics and

finance, 6(6), 15-29.

Chiguvi, D., Madondo, E., & Dube, Z. (2019). The Importance of Customer Relationship
Management in the Local Government Authorities in Zimbabwe. Applied economics and

finance, 6(6), 15-29.

Chikomo, T. (2020). 'Value Perception and Customer Loyalty in the Zimbabwean Retail
Market', Journal of Zimbabwean Studies, 12(2), pp. 45-59.

Chikomo, T. (2020). 'Value Perception and Customer Loyalty in the Zimbabwean Retail
Market', Journal of Zimbabwean Studies, 12(2), pp. 45-59.

Chiotha, S.S., Mpekansambo, L., and Eneya, L., 2019. "The role of University of Malawi
towards successful implementation of the SDGs: Obstacles and opportunities for higher
education institutions." Implementing the 2030 agenda at higher education institutions:

Challenges and responses, p.23.

Creswell, J. W., & Creswell, J. D. (2017). Research design: Qualitative, quantitative, and

mixed methods approaches. Sage publications.

Creswell, J. W., & Creswell, J. D. (2017). Research design: Qualitative, quantitative, and

mixed methods approaches. Sage publications.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of

information technology. MIS quarterly, 13(3), 319-340.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of

information technology. MIS Quarterly, 13(3), 319-340.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of

information technology. MIS quarterly, 13(3), 319-340.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of

information technology. MIS Quarterly, 13(3), 319-340.

85



Dzvapatsva, G. and Mhlanga, A. (2019). 'The Impact of Customer Service on Loy Angwin, J.,
Larson, J., Kirchner, L., & Mattu, S. (2016). Machine bias: There’s software used across the

country to predict future criminals. And it’s biased against blacks. ProPublica.

Dzvapatsva, G. and Mhlanga, A. (2019). 'The Impact of Customer Service on Loyalty in
Zimbabwe’s Retail Sector', African Journal of Business Management, 10(4), pp. 101-112.

Freeman, R. E. (1984). Strategic Management: A Stakeholder Approach. Pitman Publishing

Gumbo, J. (2020). 'Trust and Brand Loyalty in Zimbabwean Retail: An Empirical Study',
Harare Business Review, 8(1), pp. 75-89.

Gumbo, J. (2020). 'Trust and Brand Loyalty in Zimbabwean Retail: An Empirical Study',
Harare Business Review, 8(1), pp. 75-89.

Gupta, D. G., & Jain, V. (2023). Use of Artificial Intelligence with Ethics and Privacy for
Personalized Customer Services. In Artificial Intelligence in Customer Service: The Next

Frontier for Personalized Engagement (pp. 231-257). Cham: Springer International
Publishing.

Gupta, D. G., & Jain, V. (2023). Use of Artificial Intelligence with Ethics and Privacy for
Personalized Customer Services. In Artificial Intelligence in Customer Service: The Next

Frontier for Personalized Engagement (pp. 231-257). Cham: Springer International
Publishing.

Gupta, S. and George, J. (2020). ‘Strategic CRM Investment During Economic Downturns’.
Marketing Science, 39(1), pp. 176-193.

Helliker, K. and Murisa, T., 2020. Zimbabwe: continuities and changes. Journal of
Contemporary African Studies, 38(1), pp.5-17.

Helliker, K. and Murisa, T., 2020. Zimbabwe: continuities and changes. Journal of
Contemporary African Studies, 38(1), pp.5-17.

Johnson, D. and Smith, F. (2018). ‘Technological Infrastructure for Al in CRM’. Tech and
Innovation Review, 12(4), pp. 210-223.

Kambarami, F. (2021). 'Social Media Influence on Consumer Behavior in Zimbabwe',

Zimbabwe Journal of Marketing Research, 15(3), pp. 33-48.

Kambarami, F. (2021). 'Social Media Influence on Consumer Behavior in Zimbabwe',

Zimbabwe Journal of Marketing Research, 15(3), pp. 33-48.

86



Kampani, N. and Jhamb, D., 2020. Analyzing the role of e-crm in managing customer

relations: A critical review of the literature. Journal of Critical Review, 7(4), pp.221-226.

Kampani, N. and Jhamb, D., 2020. Analyzing the role of e-crm in managing customer

relations: A critical review of the literature. Journal of Critical Review, 7(4), pp.221-226.

Kaplan, A. M., & Haenlein, M. (2019). The GDPR and its implications on Big Data: A call
for a paradigm shift. Business Horizons, 62(4), 433-443.

Kaplan, A. M., & Haenlein, M. (2019). The GDPR and its implications on Big Data: A call
for a paradigm shift. Business Horizons, 62(4), 433-443.

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based Brand
Equity. Journal of Marketing, 57(1), 1-22.

Koénigstorfer, F. and Thalmann, S., 2020. Applications of Artificial Intelligence in
commercial banks—A research agenda for behavioral finance. Journal of behavioral and

experimental finance, 27, p.100352.

Konigstorfer, F. and Thalmann, S., 2020. Applications of Artificial Intelligence in
commercial banks—A research agenda for behavioral finance. Journal of behavioral and

experimental finance, 27, p.100352.

Kotorov, R. (2013). Customer relationship management: strategic lessons and future

directions. Business Process Management Journal, 9(5), 566-571.

Kotorov, R. (2013). Customer relationship management: strategic lessons and future

directions. Business Process Management Journal, 9(5), 566-571.

Kouroupis, K., Vagiano, D., & Totka, A. (2021). Artificial Intelligence and Customer
Relationship Management: The Case of Chatbots and Their Legality Framework. East
European Yearbook on Human Rights, 4(1).

Kouroupis, K., Vagiano, D., & Totka, A. (2021). Artificial Intelligence and Customer
Relationship Management: The Case of Chatbots and Their Legality Framework. East
European Yearbook on Human Rights, 4(1).

Kristanto, J., Soleh, A.K., Al Idrus, S. and Raya, M.K.F., 2021. "Promotion mix Nahdlatul
Ulama University of Surabaya to increase new student’s interest." A/-Tanzim. Jurnal

Manajemen Pendidikan Islam, 5(2), pp.1-14.

87



Kwaramba, M., & Njaya, T. (2020). Customer service quality and customer loyalty in the
retail industry: The mediating role of customer satisfaction in Zimbabwe. Journal of Retailing

and Consumer Services, 54, 102053.

Kwaramba, M., & Njaya, T. (2020). Customer service quality and customer loyalty in the
retail industry: The mediating role of customer satisfaction in Zimbabwe. Journal of Retailing

and Consumer Services, 54, 102053.

Ladyzynski, P., Zbikowski, K. and Gawrysiak, P., 2019. Direct marketing campaigns in retail
banking with the use of deep learning and random forests. Expert Systems with Applications,

134, pp.28-35.

Ladyzynski, P., Zbikowski, K. and Gawrysiak, P., 2019. Direct marketing campaigns in retail
banking with the use of deep learning and random forests. Expert Systems with Applications,

134, pp.28-35.

Ledro, C., Nosella, A., & Vinelli, A. (2023). Artificial intelligence in customer relationship

management: literature review and future research directions. Journal of Business &

Industrial Marketing, 37(13), 48-63.

Ledro, C., Nosella, A., & Vinelli, A. (2023). Artificial intelligence in customer relationship

management: literature review and future research directions. Journal of Business &

Industrial Marketing, 37(13), 48-63.

Lee, K. and Zhou, Y. (2023). ‘Al Strategies in CRM under Economic Constraints’. Journal of
Business and Technology, 33(2), pp. 100-115.

Lee, M. and Chang, H. (2019). ‘Data Privacy in Al Systems: Emerging Trends and
Challenges’. Information Security Journal, 28(3), pp. 133-142.

Lee, S. and Chung, T. (2020). ‘Predictive Analytics and Customer Relations: A Retail
Perspective’. International Journal of Retail Management, 31(1), pp. 45-60.

Makoni, N. (2021). 'Assessing Product Quality Impact on Customer Satisfaction in
Zimbabwe', Journal of Consumer Affairs in Zimbabwe, 18(2), pp. 112-130.

Makoni, N. (2021). 'Assessing Product Quality Impact on Customer Satisfaction in
Zimbabwe', Journal of Consumer Affairs in Zimbabwe, 18(2), pp. 112-130.

Makoni, N., Zindiye, S., & Maziriri, E. T. (2019). Influence of product quality on customer
loyalty in the Zimbabwean retail sector: A case of supermarket shoppers. African Journal of

Hospitality, Tourism and Leisure, 8(2), 1-13.
88



Makoni, N., Zindiye, S., & Maziriri, E. T. (2019). Influence of product quality on customer
loyalty in the Zimbabwean retail sector: A case of supermarket shoppers. African Journal of

Hospitality, Tourism and Leisure, 8(2), 1-13.

Manurung, P. and Sembiring, S., 2019, October. E-crm Information System for Tapis
Lampung SMEs. In Journal of Physics: Conference Series (Vol. 1338, No. 1, p. 012051). IOP
Publishing.

Manurung, P. and Sembiring, S., 2019, October. E-crm Information System for Tapis
Lampung SMEs. In Journal of Physics: Conference Series (Vol. 1338, No. 1, p. 012051). IOP
Publishing.

Martinez, L. and Fernandez, A. (2020). ‘Automation and Cost Reduction in CRM through
ATI’. Al in Business Journal, 5(2), pp. 50-62.

Mawonedzo, A., Tanga, M., Luggya, S. and Nsubuga, Y., 2020. "Implementing strategies of
entrepreneurship education in Zimbabwe." Education+ Training, 63(1), pp.85-100.

Meyer, J. W., & Rowan, B. (1977). Institutionalized organizations: Formal structure as myth

and ceremony. American Journal of Sociology, 83(2), 340-363.

Meyer, J. W., & Rowan, B. (1977). Institutionalized organizations: Formal structure as myth

and ceremony. American Journal of Sociology, 83(2), 340-363.

Mijal, A., Bruska, A., and Sokotowska, S., 2023. "Student mobility as a strategy of increasing
competitiveness on the global labor market: an attempt to diagnose educational mobility: the

case of Poland."

Mudzengerere, F., Munongo, S., & Maseko, D. (2018). Influence of convenience on store
choice behaviour in Zimbabwe: A case of consumers in Harare’s central business district.

African Journal of Business Management, 12(6), 101-107.

Mudzengerere, F., Munongo, S., & Maseko, D. (2018). Influence of convenience on store
choice behaviour in Zimbabwe: A case of consumers in Harare’s central business district.

African Journal of Business Management, 12(6), 101-107.

Mupungu, S. T., Mupungu, C., & Nkomo, S. (2017). The impact of trust on customer loyalty
in the grocery retail sector in Zimbabwe: A case study of TM supermarket. International

Journal of Innovative Research & Development, 6(6), 88-98.

89



Mupungu, S. T., Mupungu, C., & Nkomo, S. (2017). The impact of trust on customer loyalty
in the grocery retail sector in Zimbabwe: A case study of TM supermarket. International

Journal of Innovative Research & Development, 6(6), 88-98.

Ngai, E. W., Xiu, L., & Chau, D. C. (2017). Application of data mining techniques in
customer relationship management: A literature review and classification. Expert Systems

with Applications, 36(2), 2592-2602.

Ngai, E. W., Xiu, L., & Chau, D. C. (2017). Application of data mining techniques in
customer relationship management: A literature review and classification. Expert Systems

with Applications, 36(2), 2592-2602.

Ngai, E. W., Xiu, L., & Chau, D. C. (2019). Application of data mining techniques in
customer relationship management: A literature review and classification. Expert Systems

with Applications, 36(2), 2592-2602.

Ngai, E. W., Xiu, L., & Chau, D. C. (2019). Application of data mining techniques in
customer relationship management: A literature review and classification. Expert Systems

with Applications, 36(2), 2592-2602.

NGEZIMANA, W., 2018. "EXPLORING THE POTENTIAL CONTRIBUTION OF BLUE
OCEAN STRATEGY FOR GROWTH OF PUBLIC UNIVERSITIES: Case of Faculties of

Agriculture in Zimbabwe (Doctoral dissertation, University of Zimbabwe)."

Nyoni, T. and Sibanda, P. (2021). 'Cultural Influences on Consumer Behavior in Zimbabwe',

Zimbabwean Journal of Cultural Studies, 20(1), pp. 66-82.

Nyoni, T. and Sibanda, P. (2021). 'Cultural Influences on Consumer Behavior in Zimbabwe',

Zimbabwean Journal of Cultural Studies, 20(1), pp. 66-82.

Ofori, D. and Hinson, R. (2024). ‘CRM Adoption and Economic Constraints: Insights from
the African Market’. Journal of International Marketing, 29(4), pp. 42-58.

Oplatka, 1. and Hemsley-Brown, J., 2021. "A systematic and updated review of the literature
on higher education marketing 2005-2019." Handbook of Operations Research and
Management Science in Higher Education, pp.35-80.

Parvatiyar, A., & Sheth, J. N. (2001). Customer relationship management: Emerging practice,

process, and discipline. Journal of Economic and Social Research, 3(2), 1-34.

Parvatiyar, A., & Sheth, J. N. (2001). Customer relationship management: Emerging practice,

process, and discipline. Journal of Economic and Social Research, 3(2), 1-34.
90



Patel, S. and Jones, R. (2019). ‘Personalization in CRM through AI: An Industry Overview’.
Journal of Customer Relations, 27(2), pp. 158-175.

Payne, A., & Frow, P. (2005). A strategic framework for customer relationship management.

Journal of Marketing, 69(4), 167-176.

Payne, A., & Frow, P. (2005). A strategic framework for customer relationship management.

Journal of Marketing, 69(4), 167-176.

Peppard, J., & Rogers, T. (2017). Customer relationship management: Making hard decisions

with soft numbers. Pearson UK.

Peppard, J., & Rogers, T. (2017). Customer relationship management: Making hard decisions

with soft numbers. Pearson UK.

Peppers, D., & Rogers, M. (1993). The one to one future: Building relationships one

customer at a time. Doubleday.

Peppers, D., & Rogers, M. (1993). The one to one future: Building relationships one

customer at a time. Doubleday.

Pfeffer, J., & Salancik, G. R. (1978). The External Control of Organizations: A Resource

Dependence Perspective. Stanford University Press.

Phiri, M., 2020. Impact of digital marketing capabilities on market performance of small to
medium enterprise agro-processors in Harare, Zimbabwe. Business: Theory and

Practice, 21(2), pp.746-757.

Phiri, M., 2020. Impact of digital marketing capabilities on market performance of small to
medium enterprise agro-processors in Harare, Zimbabwe. Business: Theory and

Practice, 21(2), pp.746-757.

Qali, N.Q., 2020. "The Role of Business Schools in Developing Industry Fit Leadership at

Zimbabwean University (Doctoral dissertation, University of Johannesburg (South Africa))."

Rangriz, H. and Bayrami Shahrivar, Z., 2019. The impact of E-CRM on customer loyalty
using data mining techniques. Business Intelligence Management Studies, 7(27), pp.175-205.

Rangriz, H. and Bayrami Shahrivar, Z., 2019. The impact of E-CRM on customer loyalty
using data mining techniques. Business Intelligence Management Studies, 7(27), pp.175-205.

Ransbotham, S., Kiron, D., Gerbert, P., & Reeves, M. (2018). Reshaping business with
artificial intelligence. MIT Sloan Management Review, 59(1), 1-16.

91



Ransbotham, S., Kiron, D., Gerbert, P., & Reeves, M. (2018). Reshaping business with
artificial intelligence. MIT Sloan Management Review, 59(1), 1-16.

Reinartz, W., & Kumar, V. (2019). The impact of customer relationship characteristics on

profitable lifetime duration. Journal of Marketing, 67(1), 77-99.

Reinartz, W., & Kumar, V. (2019). The impact of customer relationship characteristics on

profitable lifetime duration. Journal of Marketing, 67(1), 77-99.

Reinartz, W., Krafft, M., & Hoyer, W. D. (2004). The customer relationship management
process: Its measurement and impact on performance. Journal of Marketing Research, 41(3),

293-305.

Reinartz, W., Krafft, M., & Hoyer, W. D. (2004). The customer relationship management
process: Its measurement and impact on performance. Journal of Marketing Research, 41(3),

293-305.

Roberts, N. and Alpert, F. (2023). ‘Ethical Dilemmas in Al Decision-Making Processes’.
Ethics and Al Review, 4(1), pp. 11-20.

Scott, W. R. (2013). Institutions and organizations: Ideas, interests, and identities. Sage

Publications.

Scott, W. R. (2013). Institutions and organizations: Ideas, interests, and identities. Sage

Publications.

Singh, R. and Gupta, M. (2021). ‘GDPR and Global Data Protection in Al-driven CRM’.
Data Privacy and Security Review, 6(1), pp. 22-35.

Smith, J. and Zhao, L. (2021). ‘Automating Customer Feedback: The Role of Al in CRM
Systems’. CRM Journal, 33(3), pp. 97-111.

Soni, N., Sharma, E.K., Singh, N. and Kapoor, A., 2020. Artificial intelligence in business:
from research and innovation to market deployment. Procedia Computer Science, 167,

pp.2200-2210.

Soni, N., Sharma, E.K., Singh, N. and Kapoor, A., 2020. Artificial intelligence in business:
from research and innovation to market deployment. Procedia Computer Science, 167,

pp.2200-2210.

Tafadzwa, R. (2023). 'Digital Accessibility and Customer Loyalty in Zimbabwean Retail',
Journal of Digital Commerce, 22(1), pp. 92-107.

92



Tafadzwa, R. (2023). 'Digital Accessibility and Customer Loyalty in Zimbabwean Retail',
Journal of Digital Commerce, 22(1), pp. 92-107.Brown, A. and Watson, H. (2018). ‘Market
Volatility and CRM Performance: An Analysis of Trends’. Journal of Business Research,

68(2), pp. 289-297.

Tanyanyiwa, V.I., Marais, L. and du Plessis, L., 2023. Informal sector counterpower in

Harare, Zimbabwe. GeoJournal, pp.1-11.

Tanyanyiwa, V.I., Marais, L. and du Plessis, L., 2023. Informal sector counterpower in

Harare, Zimbabwe. GeoJournal, pp.1-11.

Thompson, K., Roberts, L., and Liu, X. (2020). ‘Ethical Frameworks for Al in CRM: A
Comparative Study’. Al Ethics, 7(2), pp. 45-54.

Thompson, M. and Lee, H. (2019). ‘Predictive Analytics in CRM: Strategic Implementation
in Retail’. Journal of Business Strategy, 40(3), pp. 15-25.

Tsokota, T., Mahlangu, G., Muruko, M. E., & Kangara, C. T. C. (2023). Electronic customer
relationship management framework for Game Parks in Zimbabwe. African Journal of

Science, Technology, Innovation and Development, 14(5), 1184-1195.

Tsokota, T., Mahlangu, G., Muruko, M. E., & Kangara, C. T. C. (2023). Electronic customer
relationship management framework for Game Parks in Zimbabwe. African Journal of

Science, Technology, Innovation and Development, 14(5), 1184-1195.

Tsokota, T., Mhloza, V., and Chipfumbu-Kangara, C.T., 2023. "A strategy to enhance e-
safety among first-year students at Zimbabwean universities: an action research."

Educational technology research and development, 70(2), pp.639-655.

Veleva, S.S. and Tsvetanova, A.L., 2020, September. Characteristics of the digital marketing
advantages and disadvantages. In IOP Conference Series: Materials Science and Engineering

(Vol. 940, No. 1, p. 012065). IOP Publishing.

Veleva, S.S. and Tsvetanova, A.L., 2020, September. Characteristics of the digital marketing
advantages and disadvantages. In IOP Conference Series: Materials Science and Engineering

(Vol. 940, No. 1, p. 012065). IOP Publishing.

Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of the technology acceptance
model: Four longitudinal field studies. Management Science, 46(2), 186-204.

Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of the technology acceptance

model: Four longitudinal field studies. Management Science, 46(2), 186-204.
93



Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of
information technology: Toward a unified view. MIS Quarterly, 27(3), 425-478.

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of
information technology: Toward a unified view. MIS Quarterly, 27(3), 425-478.

Verhoef, P. C., Broekhuizen, T., Bart, Y., Bhattacharya, A., Dong, J. Q., Fabian, N., ... &
Haenlein, M. (2017). Digital transformation: A multidisciplinary reflection and research

agenda. Journal of Business Research, 81, 265-272.

Verhoef, P. C., Broekhuizen, T., Bart, Y., Bhattacharya, A., Dong, J. Q., Fabian, N., ... &
Haenlein, M. (2017). Digital transformation: A multidisciplinary reflection and research

agenda. Journal of Business Research, 81, 265-272.

Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2021). From multi-channel retailing to omni-

channel retailing: Introduction to the special issue on multi-channel retailing. Journal of

Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2021). From multi-channel retailing to omni-

channel retailing: Introduction to the special issue on multi-channel retailing. Journal of

Verhoef, P. C., Kooge, E., & Walk, N. (2019). Creating value with big data analytics:

Making smarter marketing decisions. Routledge.

Verhoef, P. C., Kooge, E., & Walk, N. (2019). Creating value with big data analytics:

Making smarter marketing decisions. Routledge.

Wang, H., & Xu, S. (2020). Examining the relationship between customer satisfaction and
word-of-mouth: The moderating role of Al chatbot use. Journal of Interactive Marketing, 51,

44-59.

Wang, H., & Xu, S. (2020). Examining the relationship between customer satisfaction and
word-of-mouth: The moderating role of Al chatbot use. Journal of Interactive Marketing, 51,

44-59.

Williams, A., & Bangun, C. S. (2023). Artificial Intelligence System Framework in
Improving The Competence of Indonesian Human Resources. International Journal of Cyber

and IT Service Management, 2(1), 82-87.

Williams, A., & Bangun, C. S. (2023). Artificial Intelligence System Framework in
Improving the Competence of Indonesian Human Resources. International Journal of Cyber

and IT Service Management, 2(1), 82-87.

94



Waulandari, D., 2023. Customer Satisfaction as a Priority in Excellent Banking Services.

KINERJA: Jurnal Manajemen Organisasi dan Industri, 1(1), pp.27-34.

Wulandari, D., 2023. Customer Satisfaction as a Priority in Excellent Banking Services.

KINERJA: Jurnal Manajemen Organisasi dan Industri, 1(1), pp.27-34.

Appendices

Consent Form for Participation in Research

Title of Study: Enhancing Customer Relationship Management (CRM) in the Retail Industry
of Zimbabwe through Artificial Intelligence (Al) Integration

Investigator(s): Miss Chiedza Avis Sagonda,

Introduction: You are being asked to take part in a research study. Before you give your
consent to participate, it is important that you read the following information and ask any

questions you may have to ensure you understand what you will be asked to do.

Purpose of the Study: The purpose of this research study is to develop a comprehensive
understanding of the potential enhancements that Al can bring to CRM in the retail industry
of Zimbabwe. Your participation will involve completing a questionnaire about your

experiences and opinions regarding Al in CRM.
Procedures: If you agree to be in this study, you will be asked to:
o Complete a questionnaire that will take approximately 15 minutes.
e Provide information about your demographic background.
e Respond to questions related to your knowledge and experience with Al and CRM.

Voluntary Participation: Your participation in this study is entirely voluntary. You are free
to decline to participate, or you can withdraw your participation at any stage without any

penalty or loss of benefits to which you are otherwise entitled.
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Confidentiality: Your responses will be confidential. No individual identities will be linked
with the responses in any reports of the study. Data will be summarized and reported in

aggregate.

Risks and Benefits: There are no known risks associated with this study. While there are no
direct benefits to you, your participation is very valuable to the research and could contribute

to improving CRM practices in the retail industry with Al integration.

Contacts for Questions or Problems: For questions about the study, concerns, suggestions,
or complaints that are not being addressed by the Investigator, or in case of harm due to

participation in this research, please contact:

[Investigator’s Contact Information]

Consent: By signing this form, I confirm that:

I have read the information provided above.

e [ have had the opportunity to ask questions and all my questions have been answered

to my satisfaction.
o T understand that all information I provide will be treated confidentially.
o T agree voluntarily to be a participant in this study.
Please sign and date below to indicate your consent.

Participant’s Name (printed):

Participant’s Signature:

Date:

Copy of Consent Form: A copy of this consent form will be provided to you for your

records.
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SECTION A DEMOGRAPHICS

1. What is your age group?

e 20-29
e 30-39
e 40-49
e 50-59

e 60 and above
2. What is your gender?
e Male
e Female
3. What is the highest level of education you have completed?
e High school diploma or equivalent
e Trade/technical/vocational training
e Bachelor's degree
e Master's degree
e Doctorate or higher
4. What is your position within the retail company?
e Entry-level Employee
e Middle Management
e Senior Management
e Business Owner
5. How many years of experience do you have in the retail industry?
e Less than 1 year
e 1-3 years
e 4-6 years
e 7-10 years

e More than 10 years
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SECTION B Al AWARENESS AND UNDERSTANDING

6. Are you aware of Al technology being used in CRM?

e Yes
e No
e Unsure

7. How would you rate your understanding of Al applications in CRM?

e Very poor
e Poor

e Average

e Good

o Excellent
8. Do you believe Al can help overcome economic challenges in the retail sector?

o Strongly disagree

e Disagree
e Neutral
o Agree

e Strongly agree

9. Has your company provided training or resources related to Al in CRM?

e Yes
e No
e Unsure

10. To what extent do you think Al can improve customer satisfaction in retail?
e Notatall
e Slightly
e Moderately
e Very much

o Extremely
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SECTION C AI INTEGRATION AND CRM

11. Is AI currently integrated into your CRM system?
e Yes
e No
e In the process
e Unsure

12. What Al-driven CRM features are most important for your business?
e Personalized recommendations
o Customer service Chabot’s
e Automated marketing campaigns
e Predictive analytics

13. How often does your company evaluate the effectiveness of Al in CRM?
e Never
e Rarely
e Sometimes
o Often
e Always

14. Which of the following benefits of Al in CRM does your company prioritize?
o Increasing operational efficiency
e Enhancing customer engagement
e Improving data management
e Scaling business operations

15. What do you perceive as the biggest barrier to integrating Al into CRM systems?
e Cost
e Lack of expertise
e Technological infrastructure

e Resistance to change
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o Data privacy concerns
SECTION D ETHICAL AND PRIVACY CONSIDERATIONS

16. How important is the ethical use of Al in CRM for your company?

Not important

o Slightly important

e Moderately important
e Very important

o Extremely important

17. Is your company prepared to manage data privacy issues arising from Al in CRM?

e Yes
e No
e Unsure

18. Does your company have policies in place for the responsible use of Al in CRM?
e Yes

e No

In development
e Unsure

19. How confident are you in your company’s ability to address Al-related ethical

concerns?
e Not confident
o Slightly confident
e Moderately confident
e Very confident
o Extremely confident
20. What role should the government play in regulating Al in CRM?
e Norole

e A minor role
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e A moderate role
e A major role
o Full regulation

SECTION E ORGANIZATIONAL READINESS AND TECHNOLOGICAL
PREREQUISITES

21. Does your company have the necessary technological infrastructure for Al integration

in CRM?
e Yes
e« No

o In progress
o Unsure
22. How would you rate the readiness of your company's workforce to adopt Al in CRM?
e Not ready
e Slightly ready
e Moderately ready
e Very ready
e Completely ready

23. What is the level of support from senior management for Al adoption in CRM?

No support

e Limited support
e Neutral

e Supportive

e Very supportive

24. How critical is continuous learning and development in Al for CRM success in your

company?
e Not critical

o Slightly critical
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e Moderately critical
e Very critical

o Extremely critical

25. How necessary is external consultancy for Al integration in CRM for your company?

o Not necessary

e Slightly necessary

e Moderately necessary
o Very necessary

o Extremely necessary

Interview Guide for Enhancing CRM through Al in the Retail Industry of Zimbabwe

Introduction:

Thank you for agreeing to participate in this interview.

The purpose of this interview is to gather in-depth insights into the use of Al in

customer relationship management within the Zimbabwean retail sector.
Please feel comfortable to share your thoughts. There are no right or wrong answers.
This interview should take approximately 30-45 minutes.

With your permission, this interview will be recorded to ensure accuracy in capturing

your responses.

Your participation is voluntary, and you may withdraw at any time.

Questions:

Background Information:

Can you briefly describe your role and experience in the retail industry?

Perception and Understanding:

What is your understanding of Artificial Intelligence (Al) in the context of Customer

Relationship Management (CRM)?

Current Practices:
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How is your organization currently managing customer relationships, and what role, if any,

does Al play in this process?

Challenges:

What challenges does your organization face in managing customer relationships effectively?
Al Integration:

Can you discuss any attempts or initiatives your company has taken to integrate Al into your

CRM systems?

Customer Satisfaction:

In your opinion, how can Al influence customer satisfaction and loyalty in the retail sector?
Ethical and Privacy Considerations:

What ethical considerations and data privacy concerns do you believe are associated with the

use of Al in CRM?
Organizational Readiness:

What do you consider to be the necessary organizational changes for the successful

integration of Al into CRM systems?
Barriers to Implementation:

What are the most significant barriers your organization might face, or has faced, in

integrating Al into CRM processes?
Future Outlook:

How do you envision the future of Al in the retail industry, specifically in the realm of

customer relationship management?
Closing:

Is there anything else you believe is important to share concerning Al and CRM in the retail

industry?
Thank you for your time and valuable insights.

[End of Interview Guide]
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Expert Review Questionnaire
Framework for Enhancing Relationship Management with Al in the Zimbabwe Retail Sector
Dear Sir/Madam,

Your expertise in the fields of Al, neural networks, and CRM is invaluable to the
development of our framework. Please provide your insights by answering the following

questions:
Overall Assessment:

How would you rate the overall viability of the proposed framework for enhancing CRM

with Al in the retail industry of Zimbabwe?
Clarity and Structure:

Is the framework clearly structured and easy to understand? Are there any sections that you

found confusing or unclear?
Relevance to Industry:

Considering the current state of the retail industry in Zimbabwe, how relevant do you find the

proposed Al integration strategies within the framework?
Technological Feasibility:

Given the retail industry's existing technological infrastructure in Zimbabwe, how feasible do

you find the implementation of the proposed Al solutions?
Ethical Considerations:

Does the framework adequately address the ethical considerations and data privacy issues

related to Al in CRM? Are there areas where it falls short?
Scalability and Adaptability:

Can the framework be effectively scaled to accommodate retailers of different sizes and

capacities within Zimbabwe? How could it be improved to ensure broader applicability?
Implementation and Change Management:

What are your thoughts on the framework's approach to implementation and change
management? Are there specific areas where you foresee challenges in adoption, and how

might these be mitigated?
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Please provide any additional comments or suggestions that could enhance the framework's

effectiveness and practicality.
Thank you for your time and valuable contribution.

Sincerely,

Chiedza Avis Sagonda.
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