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[bookmark: _Toc233317251]CHAPTER 1: INTRODUCTION
[bookmark: _Toc233317252]1.1 Introduction
The rapid development of digital technologies and evolving consumer behaviour has also resulted in massive structural change in the retail industry in the past ten years. Digital transformation has taken over as a strategic priority of organisations in a highly competitive market, especially in the retail sector, where customer expectations are constantly changing. The rising need to experience seamless shopping experiences, personalised service, and real-time access has redefined the way retailers create and deliver value to consumers.
Digital transformation does not just consist of the uptake of new technologies. It is a more general organisational change of business processes, business models, approaches to engage customers, and decision-making systems. This change in the retail setting usually involves establishing e-commerce platforms, mobile apps, data analytics systems, artificial intelligence, and the implementation of omnichannel retailing approaches. The technologies are aimed at improving operational efficiency and the customer experience.
Traditional organisations in the UK retail industry are under pressure from the digital-native organisations and international e-commerce platforms. Customers have come to expect a uniform experience in both the physical and online channels, such as the internet, mobile applications, and physical retail stores. This has forced retailers to make sure that their digital infrastructure can facilitate smooth communication amongst all touchpoints. Lack of this may lead to dissatisfaction among customers, lack of loyalty, and even loss of sales performance.
The paper is based on John Lewis Partnership, an old UK-based retail organisation that has invested heavily in digital transformation efforts. These investments notwithstanding, the company is still subject to wavering financial results and competitive stress. This qualifies it as a good case study to discuss the issue of whether those efforts of digital transformation are indeed converting into a better customer experience and increased sales capabilities.
[bookmark: _Toc233317253]1.2 Background
The retail sector has been facing a paradigm change, which has been propelled by technology and changing consumer demands. The trend has, over time, been a shift towards customer behaviour of shopping not only in-store, but also online and offline. The occurrence of this change has necessitated the incorporation of digital systems by retailers that facilitate engagement with and responsiveness in omnichannels (Woods et al., 2022).
One of the most recognisable retail organisations in the United Kingdom is John Lewis Partnership, with its department stores, good customer service culture and employee-owned business model. The company has traditionally developed its competitive edge based on quality service and trust. But, over the recent years, the organisation has been struggling with the challenge as the retail sector has undergone more structural changes (Pantano et al., 2022).
The emergence of international online shops, especially Amazon, alongside the removal of prices by rivals and the rise of online-only retailers, has greatly upset the universality of retail buildings. Such developments have compelled John Lewis to invest a lot in the process of digital transformation in order to be competitive. The organisation has instituted various programs, such as establishing cutting-edge e-commerce services, mobile apps, data-driven customer relations programs, automated customer services, and combined supply chain technologies (Har et al., 2022).
Although the organisation has gone through these investments, there have been all over sales performance, operational restructuring and store strategy changes. This suggests that digital transformation in itself might not result in better financial performance unless well aligned with customer expectations and organisational strategy (Felix and Rembulan, 2023).
Theoretically, the digital transformation of retail has been mostly linked to the following positives: better efficiency, better customer interaction, and a greater level of market penetration. Nevertheless, the literature also notes that its effectiveness can be hampered by poor implementation, the absence of integration between digital and physical channels, and the lack of capabilities among employees. Excessive automation can also diminish the human touch between the customer and the brands, especially in service-driven retail settings, in certain instances (Chatzoglou et al., 2022).
Customer experience has become a crucial success factor in retail. It also encompasses aspects like convenience, satisfaction, trust, personalisation, and touchpoints between several touchpoints. When digital transformation can enhance these factors, it can result in achieving greater loyalty and sales. Such experience can have an adverse impact when it is discontinuous or impersonal, which can lead to a decline in customer retention and customer brand perceptions.
Thus, a critical assessment of the role of digital transformation efforts in customer experience and sales, in the context of a particular organisation, is necessary. This paper attempts to fill this gap by using John Lewis Partnership as a case study (Kumar, 2025).
[bookmark: _Toc233317254]1.3 Research Aim
To examine the impact of digital transformation initiatives on customer experience and sales performance at John Lewis.
[bookmark: _Toc233317255]1.4 Research Objectives
· To identify and analyse the key digital transformation strategies implemented by John Lewis.
· To evaluate the effect of digital transformation on customer experience, including satisfaction, engagement, and loyalty.
· To assess the relationship between digital transformation initiatives and sales performance at John Lewis.
[bookmark: _Toc233317256]1.5 Research Questions
· What are the key digital transformation strategies implemented by John Lewis?
· How has digital transformation affected customer experience at John Lewis, particularly in terms of satisfaction, engagement, and loyalty?
· What is the relationship between digital transformation initiatives and sales performance at John Lewis?
[bookmark: _Toc233317257]1.6 Chapter Summary
The chapter has presented the research topic by putting it into context, the justification and outlining the structure of the study. It has shed some light on the growing relevance of digital transformation in the retail industry and the impact it can have on customer experience and financial results.
The background section was to discuss how the retail industry has changed as a result of technological upheaval and changing consumer demands. It has also outlined how John Lewis Partnership has been struggling to adjust to this change without facing problems in terms of sales and customer satisfaction.
Subsequently, a clear direction that would bring out a precise analytical direction of the dissertation was stipulated by defining the research aim, objectives and questions. These factors will make the study remain focused towards the investigation of the relationship between the digital transformation, customer experience and sales performance.
All in all, this chapter forms the framework of the entire dissertation as it gives credence to the problem under which the study is to be conducted, justifies its focus and stipulates the outline of how the research will be conducted within the dissertation. It preconditions the literature review and further analysis of the methodology of digital transformation of a large retail organisation in the UK.
 


[bookmark: _Toc233317258]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc233317259]2.1 Introduction
The idea of digital transformation has turned out to be one of the greatest factors that disfigure the retailing industry that takes place all over the world. It has radically changed the way organisations work, the interaction of customers with brands, and the value creation and delivery. Against the backdrop of intensely competitive retail industries, organisations are turning to digital technologies to help their efficiency, boost customer influence, and enhance financial results.
This chapter critically reviews the literature that examines the digital transformation, customer experience and sales performance with particular emphasis on the retail industry. It also creates a theoretical framework which is founded on three theories which explain how the digital transformation impacts customer behaviour and organisational results. The discussion follows the research context of one of the largest retailers in the UK, John Lewis Partnership, which is constantly evolving digitally.
This chapter is not just an attempt to give an account of existing knowledge but also to critically analyse contradictions, limitations, and gaps in the literature. This assists in establishing a robust conceptual framework for comprehending how digital transformation converts into customer and financial results in retail organisations.
[bookmark: _Toc233317260]2.2 Concept and Evolution of Digital Transformation in Retail
Digital transformation in retail is defined as the process of integrating digital technologies into all parts of the business process systematically. It involves modification of channels of interaction with customers, supply chain, marketing procedures, communication systems within the organisation and decision making. But it is not just the adoption of technology; it is actually a profound restructuring process of an organisation that transforms the value creation and delivery process.
According to Adam and Kopanaki (2025), all retail business endeavours were based on stores where customers did not have much interaction with each other beyond their physical premises. With the introduction of e-commerce, this model had been thrown off track as customers could now shop at any time of the day or night, and in any location. With time, mobile technologies, artificial intelligence, and data analytics have evolved to even more digitalise retail into a highly digitalised ecosystem.
Although digital transformation has its advantages, it is usually believed to be a techno-investment. Most organisations give a lot of attention to the use of digital tools and fail to consider the organisational preparedness, employee competency and customer adjustment. This puts a disjunction between the investment and the real performance yields.
Al-Adwan et al. (2023) mentioned that, John Lewis Partnership has applied digital transformation in the form of an omnichannel retail system, a digital customer engagement platform, and advanced logistics integration. The effectiveness of these systems, however, depends on their alignment with the customer expectations and the organisation's culture.
One of the crucial concerns about the literature is that the digital transformation does not ensure high performance. Some organisations are growing, and some are getting complicated in their operations, with increasing costs. Such instability implies the outcomes of the digital transformation will not be universal but relative to a given situation.
[bookmark: _Toc233317261]2.3 Digital Transformation in the Contemporary Retail Environment
The modern retail landscape is characterised by a speedy technological disturbance, worldwide competition and the transformation of client expectations. The customers have required different platforms where they can achieve a smoother, quicker, and custom-made shopping experience. This has given rise to omnichannel retail techniques whereby the system is entirely combined online and offline.
Cioppi et al. (2023) stated that, one benefit of digital transformation is greater accessibility. Customers are able to navigate, shop and buy goods using online stores without any physical restrictions. Another benefit is that retailers are able to gather massive amounts of customer data, allowing them to better forecast, create personalised marketing and maximise their inventories.
There are also major challenges, which are mentioned in the literature. A key problem is the fragmentation of channels that provide gaps in the online and offline spaces and foster inconsistencies and dissatisfaction. As an illustration, the variation in the price may ruin the customer's confidence or lead to a lack of stock.
Technological dependency is another issue. With the growing dependency of retailers on digital systems, there are threats to cybersecurity, breakdown of the system, and data breaches. Such risks may be devastating in terms of finances and reputation.
Dias et al. (2022) argued that, there is organisational complexity that could be brought about by digital transformation. When several systems are integrated, it may involve a large amount of investment in infrastructure, training of employees and managing the change. Unless they are coordinated, the initiatives might not bring in the value expected.
The innovative and operational stability of organisations is a strategic challenge to organisations such as John Lewis Partnership.
[bookmark: _Toc233317262]2.4 Customer Experience in Digital Retail
Customer experience has been well-known as the single most important determinant of success in contemporary-day retailing. It is the general impression that customers get after interacting with all touch points, including online, brick-and-mortar stores and customer support.
Gouveia and São Mamede (2022) suggested that, customer experience depends on various factors such as the ease of use of the website, the responsiveness of the mobile application, the speed of delivery, personalisation, and after-sales services. An enjoyable experience with customers increases their satisfaction, loyalty and can increase repurchase.
Customer experience has greatly changed due to digital transformation, as it has led to added convenience and less effort. Nowadays, customers are able to make purchases with a handful of clicks, watch their deliveries being tracked in real-time and have product recommendations tailored to their needs.
Mkhonto and Zuva (2023) reported that, the crucial possibility is also mentioned in the literature. Too much digitalisation may decrease human contact, which is still significant in emotionally factoring in buying decisions. Personalised service and connection to the brand are often important features to customers in up-scale retail settings.
Lack of uniformity in cross-channel experience is another problem. The customers could be subjected to poor-quality services both online and in-store. This contradiction lessens the general contentment and brand loyalty.
With John Lewis Partnership, there needs to be a balance between being efficient digitally and prioritising the human aspect of customer service, especially given its long history of high-quality customer care.
[bookmark: _Toc233317263]2.5 Sales Performance in the Context of Digital Retail
The retailing performance measures of sales usually include growth in revenues, conversion rates, retention, average order value and profitability. These indicators are affected by the digital transformation in various aspects.
Paramita and Hidayat (2023) found that, online platforms increase the market reach without considering geographical boundaries. This will enable the retailers to reach out to new customer groups and gain more sales. Second, online marketing is used to carry out targeted advertising that enhances the effectiveness of the conversion and minimises waste in marketing.
Thirdly, data analytics helps the organisation in decision-making by determining customer behavioural trends, customer demand trends, and sensitivity to the price. This facilitates appropriate inventory control and marketing campaigns.
Putra and Mahendrawathi (2024) highlighted that, digital transformation also brings its negative aspects to the literature, as it does not necessarily lead to instant financial benefits. Expenses in technology infrastructure, system integration and employee training may have a negative effect on the short-term profitability.
Also, we have the problem of channel cannibalisation, wherein sales occur online and fall to the in-store sales instead of growing the overall sales. 
[bookmark: _Toc233317264]2.6 Interrelationship Between Digital Transformation, Customer Experience, and Sales Performance
They are especially important to John Lewis Partnership, as the company has a hybrid approach to retailing, combining real-life stores with online platforms.
Rustenova et al. (2025) indicated that, customer experience, which is influenced by digital transformation, is the relationship between digital transformation and sales performance.
Digital transformation, customer experience, and sales performance have a complex relationship and are interdependent. Digital transformation is more of an enabler which impacts customer experience, which ultimately impacts sales.
Digital transformation increases the convenience, personalisation and accessibility when effectively implemented. These advancements bring in an increase in customer satisfaction, improved engagement and loyalty. By extension, customers who are satisfied will make repeat purchases and be more valuable in the long run.
This does not necessarily mean a linear relationship. Weak adoption or execution of digital systems may become frustrating, haphazard with regard to service and loss of trust. Siddiqui et al. (2023) noted that, the digital transformation can hurt customer experience as well as sales.
This implies that digital transformation and sales outcomes have a mediating role involving customer experience. Organisations need to do more than simply invest in digital, but also make sure that they can enhance customer behaviour and perception of these tools.
[bookmark: _Toc233317265]2.7 Theoretical Framework
This work is based on three theories: the Technology Acceptance Model (TAM), the Resource-Based View (RBV) and Customer Experience Theory. A combination of these theories describes the moderate role of digital transformation on the behaviours and performance of customers and organisations.
Technology Acceptance Model (TAM)
[image: Technology acceptance model - Wikipedia]
Figure 1: Technology Acceptance Model (TAM)
Source: (Wikipedia contributors, 2022)
The Technology Acceptance model describes individual acceptance and utilisation of technology, whose usefulness and perceived ease of use have been perceived. The theory has been specifically applicable in the retail sector in terms of customer acceptance of the digital environment of mobile applications and e-commerce websites.
Customers will be more inclined to use digital systems if they see them as user-friendly and advantageous. Siddiqui et al. (2023) noted that, in case the systems are complicated or ineffective, there is lower adoption, irrespective of the level of technology.
The major source of resistance to TAM proves to be critical since the theory is more about personal perception and fails to incorporate all organisational or circumstantial issues. Other factors like brand trust, services, and emotional experience are also critical in the retail setting.
TAM can be used to understand customer interaction via digital platforms in the context of John Lewis Partnership, but fails to capture the whole organisational dynamics driving experience.
Resource-Based View (RBV)
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Figure 2: Resource-Based View (RBV)
Source: (Vecteezy, 2021)
Resource-Based View is in support of the competitive advantage of organisations based on valuable, inimitable, rare and non-substitutable resources. These resources in digital transformation are data analytics systems, merged IT infrastructure, digital talent and organisational capabilities.
RBV indicates that not merely taking on the technology is inadequate. Szymkowiak and Jeganathan (2022) emphasised that, the effectiveness of integrating and harnessing the organisational strategy of the competitive advantage of such resources is dependent.
One shortcoming of RBV is that it is quite fixed, and it does not in total embrace high-paced technological change. Competitive advantage may be temporary because of the rapid tempo of innovations in the digital realm.
In the case of John Lewis Partnership, RBV explains that digital capabilities would help a company to become more competitive, yet notes that a company should continuously adapt.
Customer Experience Theory
[image: The Definitive Guide to Customer Experience | RingCentral UK Blog]
Figure 3: Customer Experience Theory
Source: (RingCentral Team, 2023)
Customer Experience Theory is a theory that deals with how customers feel and react to the interaction with several touchpoints. It entails emotive, cognitive and behavioural reactions along the customer path.
The usability, personalisation, quality of service and channel consistency form the future customer experience in retail in a digital format. Good experiences lead to satisfaction and loyalty, and bad experiences lessen the engagement and retention.
Tian et al. (2023) observed that, One of the major weaknesses of this theory is that in many cases it tends to assume the rational and consistent customer behaviour when in real life, customer behaviour decisions are determined by emotional factors, situational and contextual factors.
In the case of John Lewis Partnership, the theory is most applicable as it places significant focus on the quality of the offered services and the customer trust as essential values of the brand.
[bookmark: _Toc233317266]2.8 Integrated Theoretical Perspective
The three theories combined would give a profound explanation of the results of digital transformations. TAM rationalises the adoption of technology on the customer level, RBV on the development of organisational capability and Customer Experience Theory, on behavioural emergence.
According to Adam and Kopanaki (2025), they imply that digital transformation has an indirect effect on the performance in sales in terms of customer experience and improvement of organisational capabilities. This synthesis approach emphasises the need to match technology, strategy and customer behaviour.
[bookmark: _Toc233317267]2.9 Critical Evaluation of Literature
A general agreement among the existing literature is that multiple concepts of digital transformation enhance efficiency, customer interaction, and reach in the market. Nevertheless, it is highly controversial whether it directly affects the financial performance.
Other researchers indicate that there are positive high correlations between investment in digital and sales growth. Some say that the results are a lack of good implementation, organisational preparedness and acceptance by the customers.
Cioppi et al. (2023) stated that, the key weakness of the current studies is the absence of the combined research of digital transformation, customer experience and sales performance in the same organisational background. The majority of studies do not combine these elements.
The poor level of exploration of the behavioural and emotional dimension to customer experience, as opposed to overemphasising the technological aspects, is another shortcoming.
These loopholes are more applicable when it comes to the old-fashioned retailers like John Lewis Partnership, whereby there is a combination of both a physical and an online presence.
[bookmark: _Toc233317268]2.10 Research Gap
Although a lot of research has been conducted towards digital transformation, there are still some gaps. To begin with, there is a lack of insight into how digital transformation generates concomitant impacts in the same organisation on customer experience and sales performance. Second, having little concentration on the mediating role of customer experience in transforming digital investments to financial results is lacking.
Siddiqui et al. (2023) noted that, the literature does not provide enough contextual studies on traditional retail organisations in the process of undergoing digital change. This paper fills these gaps by giving a holistic and integrated approach to the case of John Lewis.
[bookmark: _Toc233317269]2.11 Chapter Summary
This chapter critically reviewed the existing literature about the digital transformation, customer experience in retail and sales performance. It has pointed out the fact that digital transformation is seen as a complex phenomenon with different effects on the outcomes of organisations. Three theories, the Technology Acceptance Model, Resource-Based View and Customer Experience Theory were critically examined and combined to create a conceptual framework to study. Big gaps in the scientific literature were also found in the chapter, especially an absence of organisational-level studies. This forms a good groundwork for the subsequent chapters of the methodology and analysis.


[bookmark: _Toc233317270]CHAPTER 3: METHODOLOGY
[bookmark: _Toc233317271]3.1 Systematic Literature Review (SLR) and Research Approach
[image: A Systematic Literature Review (SLR) on Autonomous Path Planning of  Unmanned Aerial Vehicles]
Figure 4: Systematic Literature Review (SLR)
Source: (Alenezi, 2023)
The paper follows a Systematic Literature Review (SLR) methodology with a secondary qualitative research design as a way of investigating the effects of digital transformation on customer experience and sales performance in John Lewis Partnership. The application of SLR is valid as the study relies on the review of the published academic sources, reports in the industry and institutional writings instead of using specific data collection methods (Alsaoudi et al., 2025).
A systematic literature review involves a systematic and explicit approach of locating, assessing and synthesising the available literature on a particular subject. Compared to conventional narrative reviews, which might be based on subjective understanding, SLR has a clearly elaborated procedure that minimises bias and enhances the reliability of results. The application of SLR in this research is warranted so that only the most relevant and quality studies are incorporated, based on which it would be easier to understand the impact of digital transformation on retail performance (Nguyen et al., 2026).
The qualitative method that underpins this study is the secondary approach that supports the interpretive aspect. The digital transformation is an organisational behaviour, perception, and change of customers, which can be studied through qualitative analysis to gain better insights into underlying patterns and relationships. It is especially appropriate in the case of complex retail settings, such that the results can not solely be described in terms of numerical data.
[bookmark: _Toc233317272]3.2 Research Design
The study design is a qualitative and exploratory one. An exploratory design is designed to come up with an in-depth knowledge of a fairly intricate phenomenon in which variables are correlated, and additional variables depend on the context. One such phenomenon is the digital transformation in the retail sector since it affects all operational procedures, customer experience, and financial performance, all at the same time (Davies et al., 2023).
The research is not intended to test the statistical relationship or come up with predictive models. Rather, it dwells on the interpretation of available knowledge to appreciate which digital transformation influences the customer behaviour and sales performance. This is especially applicable to John Lewis Partnership, which operates with the hybrid model of retailing that entails the use of physical retail outlets and digital applications.
The qualitative design also enables the research to focus on subtle information sources such as academic theories, practices, and organisational strategies within the industry. It can also compare various perspectives, in particular cases where literature might provide opposing results concerning the effects of digital transformation (Voipio, 2023).
[bookmark: _Toc233317273]3.3 Data Collection Method
This paper is based on the secondary data collection. The type of data that has been collected, published and made available by other researchers or organisations is referred to as secondary data. This covers scholarly journal articles, publications, trade reports, consultancy reports, and official organisational reports.
The method of secondary data is suitable since the issue of digital transformation in retail is a popular field of research with considerable existing literature. Meeting customers or employees in John Lewis would be out of the scope of this study to gather primary data. Thus, secondary sources are a useful and scholarly viable alternative (Lehtoranta, 2026).
The type of data gathered is very selective, particularly to guarantee its relevance to the digital transformation, customer experience, and even sales performance. Janice reports that organisations at John Lewis Partnership are also relied upon to give real-life insights on the application of the digital strategies in the real-world operations.
[bookmark: _Toc233317274]3.4 Search Strategy
The search strategy will be such that it will lead to a systematic and organised searching of the literature. The initial step will start with finding the right academic databases and search engines. A search of these databases using predefined keywords on the topic of research is then done.
In order to improve relevance, search results can be narrowed down using Boolean operators, e.g. AND and OR. To illustrate using filters: search terms such as digital transformation, customer experience and retail sales performance AND digitalisation help narrow down the search options (Singh et al., 2024).
Filtering of the studies based on publication date, relevance of research to the retail industry and quality of methodology is also undertaken in the search process. Earlier research that is not relevant due to the prevailing digital technologies is locked out to ensure relevance to the conditions in contemporary retail environments.
Besides academic sources, industry reports, and consultancy studies are consulted as well. This is significant since the area of digital transformation is a fast-moving area, and the knowledge in the industry gives up-to-date and practical views over and above those of academia (Lazzari et al., 2022).
[bookmark: _Toc233317275]3.5 Search Terms and Keywords
A set of structured search terms and keywords is used to conduct the literature search. These are aimed at getting various aspects of the research topic. Some of the keywords used in this search are digital transformation in retail, omnichannel retail strategy, customer experience in e-commerce, retail sales performance and digital customer engagement.
Some of the keywords that were employed in the analysis include: digital transformation, customer experience, customer satisfaction, sales performance, omnichannel retailing, e-commerce, data analytics, consumer behaviour, and digital strategy (Van Calster et al., 2023). The keywords contribute to thematic analysis and finding common patterns in literature.
[bookmark: _Toc233317276]3.6 Databases Used
The literature is gathered in the well-established databases in order to guarantee academic credibility and reliability. These are Google Scholar, Scopus, ScienceDirect, SpringerLink, Emerald Insight, Wiley Online Library, JSTOR, and Business Source Complete. These databases are accessible to peer-reviewed journal articles, conference papers and scholarly books.
Along with academic databases, consultancy firm and market research organisation industry reports are utilised as well. These documents provide practical information about the process of implementing digital transformation in the real-life retail setting (McCarthy et al., 2022).
To make sure that the research captures real business practice and strategic decision-making, organisational reports of John Lewis Partnership are also utilised.
[bookmark: _Toc233317277]3.7 Inclusion and Exclusion Criteria
Common criteria (inclusion and exclusion) are used to ensure the quality and relevance of the literature. The inclusion criteria are a study that provides knowledge on digital transformation of the retail sector, the digital customer experience, and the performance of sales in E-commerce or in the case of omnichannel. There are also peer-coordinated scholarly articles, industry reports, and publications in the English language. The latest research is taken into account only in order to make sure that it is up-to-date with the modern retail technologies and practices (Flouty, 2023).
The studies are filtered out when not related to retail or digital transformation, their academic significance is not high, they are opposed to no evidence, or speak about too obsolete technologies. Replicated assessments and non-English papers are also not utilised in order to achieve uniformity and dependability.
[bookmark: _Toc233317278]3.8 Data Analysis Method
The research examines the secondary information through thematic analysis to give meaning to the information gathered. Thematic analysis is a qualitative technique aimed at reporting patterns in data, examining, and identifying them. It is especially appropriate when it comes to systematic literature reviews, as it enables one to combine the results of the numerous sources.
The process will start with getting acquainted with the acquired literature. The corresponding data is subsequently coded around similar themes like digital transformation strategies, customer experience outcomes, and impacts on sales. These codes go into a group of broader themes, and they go on to be analysed as far as the research objectives are concerned (Satnarine, 2023).
Key themes in this paper are strategies of digital transformation in retail, bettering the customer experience, integration of the omnichannel, and performance in sales. Such an organised presentation will make sure that results are logically presented and that they are well related to the research questions.
[bookmark: _Toc233317279]3.9 Reliability and Validity
In this research, reliability is achieved by using several reliable sources as well as the use of uniform inclusion criteria. Through the peer-reviewed academic literature and high-quality reports of the industry, the study is confident to have foundations rooted in valid evidence.
Triangulation of data sources is to maintain validity. This implies that results are triangulated through various studies and reports in a bid to achieve accuracy. It also enhances validity as theoretical frameworks offer a systematic interpretation of results (Szarucki et al., 2025).
But it is agreeable that secondary data is likely to have limitations in terms of original study bias or variation in the interpretation of the data. Such limitations are taken into account when analysing.
[bookmark: _Toc233317280]3.10 Ethical Considerations
The risks of ethics are minimal since this study will be fully based on secondary information. There is no involvement of human subjects, and there is no collection of personal/confidential information.
Nonetheless, ethical research principles are adhered to. The sources employed in the research are properly cited so as to avoid plagiarism. When communicating information, there is no superficiality or distortion of information. Sources used are only the publicly available and academically accepted (Nguyen et al., 2026).
This would make the research have academic integrity and adhere to the ethical principles of secondary research.
[bookmark: _Toc233317281]3.11 Limitations of the Methodology
Though the research objectives are suitably dealt with by the methodology, the research has some limitations. No primary data is used in the study, which implies it is not able to record real-time customer/employee experience. It is also based on published literature, which could be different in quality and depth.
The other shortcoming is that the secondary data might not properly be representative of the present performance of the organisation, particularly in the fast-evolving digital world. Also, the research cannot prove direct causality of variables since it is not founded on statistical tests, but on interpretative analysis (McCarthy et al., 2022).
[bookmark: _Toc233317282]3.12 Chapter Summary
The methodology used in this research has been described in this chapter. The proposed methodology to approach the research question is a Systematic Literature Review in conjunction with the use of secondary qualitative analysis, which will allow for the analysis of the message of digital transformation on customer experience and sales performance in John Lewis Partnership.
The research design, its data sources, search strategy, keywords, databases, inclusion and exclusion criteria and the thematic analysis approach were outlined in the chapter. Reliability, validity, ethical issues and other limitations of methodology were also discussed.


[bookmark: _Toc233317283]Chapter 4: Findings and Discussions
[bookmark: _Toc233317284]4.1 Introduction
The chapter introduces and critically discusses the results of the systematic literature review of the topic on digital transformation and its influence on customer experience and performance with respect to sales in John Lewis Partnership. The chapter aims to go beyond descriptive knowledge and give an organised elucidation of the impacts of digital transformation strategies on client results and fiscal accomplishments in a contemporary retail setting.
Results are systematised based on the three research objectives. Every goal is initially outlined in a thematic table exemplifying major trends observed in the literature. This will be followed by an in-depth interpretation of findings. The second section of the chapter gives a critical analysis of these findings in relation to theoretical views and inconsistencies, contradictions and gaps in the current knowledge.
[bookmark: _Toc233317285]4.2 Findings
[bookmark: _Toc233317286]4.2.1 Digital Transformation Strategies at John Lewis
	Theme
	Description
	Literature Pattern

	Omnichannel Integration
	Robust physical and digital retail integration into a single customer experience is a key finding of most studies.
	Robust physical and digital retail integration into a single customer experience is a key finding of most studies.

	E-commerce Expansion
	Creation of websites and mobile apps, a drastic change in the retail mode between stores and a hybrid model (Yu et al., 2026).
	Creation of websites and mobile apps, a drastic change in the retail mode between stores and a hybrid model.

	Data-Driven Decision Making
	Big data application in customer analytics and predictive modelling. Strategic decision-making that is more dependent on big data.
	Big data application in customer analytics and predictive modelling. Strategic decision-making that is more dependent on big data.

	Supply Chain Digitalisation
	Automation and real-time logistics track systems. Real-time logistics tracking, improvement in efficiency, and a high level of implementation complexity.
	Automation and real-time logistics track systems. Real-time logistics tracking, improvement in efficiency, and a high level of implementation complexity.

	Customer Engagement Technologies
	AI chatbots, CRM, personalised marketing tools Use Mixed effectiveness based on the quality of execution.
	AI chatbots, CRM, personalised marketing tools Use Mixed effectiveness based on the quality of execution (Trieu et al., 2024).


These results show that the digital transformation of John Lewis Partnership is multi-dimensional, which determines not only the use of technologies but also the restructuring of the organisation. One of the recurring themes of the literature is the transition to omnichannel retailing when the physical outlets and online platforms are combined in the same customer experience.
As it is demonstrated in the literature as well, the implementation of omnichannel is not equally effective. Although it enhances accessibility and convenience, it also brings complexity to its operations. Numerous researchers indicate alignment in digital and physical systems as a secret issue with retail transformation (Baker and Prince, 2025).
Another significant approach is the growth of e-commerce, which is based on the change in consumer behaviour to make online purchases. However, one major problem that has been pointed out is that online growth does not necessarily lead to general revenue growth because digital channels tend to replace instead of complement physical sales.
Decision-making based on data is also well-known as a competitive edge. Nonetheless, literature also suggests that a large number of organisations cannot utilise data fully because of the lack of capability to analyse data and fragmented systems. This implies that digital transformation success requirements lie not within technology alone but organisational preparedness too (VK, 2026).
Digitalisation enhances efficiency within the supply chain, but it is very expensive to invest in and coordinate. Some of the studies point out that the complexity of implementation usually defers the anticipated income.
[bookmark: _Toc233317287]4.2.2 Impact of Digital Transformation on Customer Experience
	Theme
	Description
	Literature Pattern

	Convenience and Accessibility
	Easier and faster customer interaction through digital platforms
	Strong positive consensus across literature

	Personalisation
	Tailored recommendations based on customer data
	Increasingly important but unevenly implemented

	Service Consistency
	Uniform experience across online and offline channels
	Major challenge identified in most studies

	Emotional Engagement
	Brand connection and trust development
	Often weakened in highly automated systems

	Speed and Efficiency
	Faster purchasing, delivery, and service response
	Strong improvement in digital systems


The results indicate that digital transformation has enhanced customer experience functionalities in John Lewis Partnership to a great extent. Among the advantages that can be replicated in the literature, convenience, speed and accessibility have always been mentioned. The customers can now control their shopping journey more, giving them more satisfaction at a functional level (Kulichyova et al., 2025).
A crucial conflicting situation is also underscored in the literature. Functional efficiency tends to be enhanced, whereas emotional involvement tends to be depleted. This is especially true when it comes to retail brands such as John Lewis that traditionally counted good customer service relationships as the competitive edge.
One key force of current customer experience is found to be personalisation. However, its functionality relies on the data quality and integration. Inappropriate data systems usually lead to useless suggestions, which may have an adverse effect on customer belief.
The other critical concern is the lack of uniformity in service delivery. There are often differences online and offline which customers experience. This fragmentation decreases perceived brand reliability and decreases long-term loyalty (Swart, 2025).
In a critical view, this implies that digital transformation benefits efficiency, but not necessarily leads to more emotional satisfaction. The digital strategies of current retailing mainly consist of this functionality-emotional gap.
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	Theme
	Description
	Literature Pattern

	Online Revenue Growth
	Increased sales through digital channels
	Consistently positive but uneven impact

	Conversion Rate Improvement
	Better targeting and marketing efficiency
	Strong improvement in digital environments

	Cost Efficiency
	Automation reduces operational costs
	Long-term benefit but high initial cost

	Channel Cannibalisation
	Online sales replacing store sales
	Frequently reported limitation

	Profitability Lag
	Delay between investment and returns
	Common in early transformation phases


The results suggest that digital transformation is a complex factor influencing the sales performance in John Lewis Partnership. On the one hand, the online interactions have opened up market coverage and enhanced the ability to generate revenues. Digital interaction in terms of personalised and targeted marketing has also enhanced and improved the conversion rate (Fan and He, 2025).
Nevertheless, one of the pitfalls that has been found in literature is channel cannibalisation. Online channels tend to substitute in-store purchases, as opposed to boosting the overall sales. This brings about tension in structure when it comes to omnichannel retailing.
The other valuable discovery is that there exists a profitability lag. The Digital infrastructure, training and system integration are costly and may lead to a delay in the payback period. That is why it can seem as though short-term financial performance can be erratic, although long-term digital growth is present.
Automation and enhancements on digital supply chains are cost-efficient, yet the costs of implementation are extremely high (Gahler et al., 2023).
Comprehensively, there is no linear way in which the sales performance can be improved, and it strongly depends on the quality of strategic implementation and integration.
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[bookmark: _Toc233317290]4.3.1 Strategic Digital Transformation
The digital transformation strategies analysis shows that the retail organisations do not simply apply digitisation anymore, since in this approach, single technologies are implemented by alterations to the systems that already exist. Rather, they are moving to a more sophisticated model of digital ecosystem change, which is more complex and integrated. This is the John Lee Partnership case in the implementation of omnichannel retailing, data-informed decision-making systems and digitally-enabled supply chain processes (Johri and Kumar, 2023).
The strategy of omnichannel integration has become mainstream. This strategy tries to integrate the physical stores, online platforms, mobile applications and the way of assisting the customer in a single coherent channel. This is aimed at getting rid of the fragmentation of customer journeys and enabling continuity to flow through the touchpoints. Yet, the literature indicates that it is operationally complicated to realistically integrate the omnichannel (beyond the technological investment) and that this requires an essential coordination of the organisation (Bhuiyan et al., 2024).
Considering the view of the Resource-Based View (RBV), the digital transformation resources like the customer data platforms, artificial intelligence analytics tools, and the built-in IT infrastructure can be viewed as the strategic assets. Such resources can create a competitive advantage since they are something useful, challenging to copy, and are embedded in organisational processes. Nevertheless, an important shortcoming, overlooked by RBV, is that the availability of resources does not necessarily result in competitive advantage unless they are put into strategic positioning (Rane et al., 2023).
It is especially crucial in the case of John Lewis. Though the organisation has made great investments in the digital systems, literature has shown that most of the retailers do not maximise their digital potential because of internal silos, divided decision-making processes and lack of technological cohesion. This implies that the success of the digital transformation is more of an organisational rather than a technical problem.
One of the most important lessons learned during the analysis is that organisational alignment is crucial to the success of digital transformation. Even highly digital infrastructure can end up failing to create value, unless departments are integrated or a digital strategy is integrated into the working processes. The incoherence of marketing, logistics, and customer service systems may make the omnichannel strategies very unproductive (Paul et al., 2024).
[bookmark: _Toc233317291]4.3.2 Customer Experience Transformation
The customer experience analysis indicates that there is a dual effect on customer experience, whereby the digital transformation enhances the functional experience, but at the same time, it has a possible adverse impact on emotional experiences. This brings about an imbalance in structuring customer retail interactions.
Digital transformation enhances functional customer experience aspects (such as speed, convenience, accessibility and efficiency) to a large extent. Shoppers are able to take a walkthrough of the products, evaluate the prices, shop and track the shipments with minimal input. All these enhancements are in line with the current customer trends of a quick and hassle-free service provision (Yu et al., 2026).
The Customer Experience Theory, however, is an indicator that customer perception is not entirely functional. It is also influenced by the emotional, psychological, and relational aspects. Digital systems may enhance the functional value, yet in retail settings tend to be less effective than human interaction in terms of delivering the emotional depth that has long been linked to human interaction.
This is especially true in the case of John Lewis Partnership, which over the years established its brand reputation, built on trust, personalised service and quality in-store service. The growing utilisation of automated processes, chatbots, and self-service platforms can increase efficiency, but at the cost of overcoming the sense of empathy in the interaction between the customer and the patient.
One such critical problem that is found in the literature is the lack of consistency in interchannel customer experience. The customers can get high-quality services, "being efficient digitally", but varying in the quality of the provided services in the physical stores, and vice versa. Such inconsistency undermines the general brand perception and trust, which is a major factor in long-lasting loyalty (Trieu et al., 2024).
The other notable contradiction, which is evident in the analysis, is the issue of short-term or long-term transformational effects of digital transformation on customer satisfaction. Short term: Convenience and efficiency are more likely to enhance the level of satisfaction. Nevertheless, in the long run, a decrease in the level of human interaction and a decrease in emotional involvement can have a detrimental impact on loyalty and brand attachment.
[bookmark: _Toc233317292]4.3.3 Sales Performance Dynamics
The sales performance analysis can prove that the influence of digital transformation is multidimensional and multifaceted, and it is very context-dependent. Although digitalisation helps to increase revenues on the online platform, it will not necessarily raise the level of profitability.
Among the greatest insights is online sales growth, which widens markets in the market but may not necessarily lead to net growth. Online purchases, in most instances, replace store purchases as opposed to generating more demand. Such an occurrence is termed channel cannibalisation, and this is a significant structural issue in the omnichannel retailing terrain (Gahler et al., 2023).
In terms of Dynamic Capability, organisations have to constantly adjust, combine and reorganise inside and outside competencies to respond to environmental change. Digital change demands a non-stop organisational learning and change, not just the use of the new technologies. Nevertheless, literature indicates that most retailers are not able to formulate adequate dynamic capabilities, which could help them cope with such a high level of complexity.
At John Lewis Partnership, there are several interrelated factors, such as the costs of investing in digital, restructuring of operations, and changing consumer behaviour, which affect sales performance. As much as digital platforms are more convenient and enabling in terms of accessibility and targeting customers, they consume a significant number of financial resources to invest in infrastructure, logistics, and training the workers (Bhuiyan et al., 2024).
One of the most important points to observe is that digital transformation can generate slow returns in terms of finances. The early stages are characterised by high costs and disruption in operations that can have a deleterious impact on short-term profitability. The gains in terms of efficiency, targeting customers and penetrating the market are long-term and take some time to realise.
The other issue is internal channel conflict. Online and offline channels do not always play the role of two complementary systems, as some will be competing over the same customers and revenue streams. This rivalry among themselves leads to a waste of effectiveness and complicates gauging the performances (VK, 2026).
Sales performance outcomes are thus not directly dependent solely on the digital transformation. Rather, they rely on the effectiveness of the integration of channels, cost management, and alignment of digital strategies with overall business aims by organisations.
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The author critically discussed the findings of a literature review on the digital transformation of retail in detail. This analysis was shaped on 3 research objectives, namely, strategic digital transformation, customer experience transformation and dynamics of sales performance.
The results reveal that digital transformation is very effective in enhancing efficiency in operation and ease of access to customers. Nevertheless, it also brings with it issues of emotional involvement, consistency of the service and stability in the financial performance.
On the whole, the chapter proves that digital transformation is a multifaceted, un-linear process which has positive and negative implications based on the organisational capacity and quality of implementation. This will form a good basis for the conclusion and recommendations in the last chapter.


[bookmark: _Toc233317294]CHAPTER 5: CONCLUSIONS, RECOMMENDATIONS AND LIMITATIONS
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The chapter provides the final conclusions, practical recommendations and limitations to the research based on the systematic literature review and secondary qualitative analysis that was done on the digital transformation at John Lewis Partnership. The research question sought to investigate the effects of digital transformation on the customer experience and sales work in a contemporary retail setting.
The results of the previous chapters demonstrate that a digital transformation influences positively and negatively. Although it enhances operational efficiency, accessibility, and convenience to customers, it also poses difficulties associated with emotional engagement, the complexity of integration, and unstable financial performance. This chapter summarises these lessons into practical suggestions and insightful thoughts.
[bookmark: _Toc233317296]5.2 Conclusion
The main finding of the paper is that digital change is an essential but not a sufficient process of retail success. Digital change, in the case of John Lewis Partnership, has evidently changed the way business is conducted, the way to engage with customers, and the sales channels. But the results are not equally good across all dimensions.
The research established that digital transformation has a great impact on functional customer experience, especially in the areas of convenience, accessibility, speed, and efficiency in services. The customers enjoy omnichannel platforms and mobile apps, as well as personalised digital services. These developments are indicative of the effectiveness of technology usage in the retail sphere today.
It is removed in the research that emotional customer experience is also dropping in some aspects. Personal in-store service, human interaction and trust have been the traditionally established values of retail in John Lewis. Extensive use of automation, systems of self-service, and digital communications tools has led to less human interaction, which can have an impact on long-term loyalty.
Regarding sales performance, the study finds that there have been unbalanced financial performances due to digital transformation. Sales channels via the internet have increased the reach to the market as well as conversions.  One of the conclusions made is that customer experience is a mediator between the digital transformation and the performance of sales. However, the presence of digital investment is not a sure sign of higher sales unless it can be effective in improving customer satisfaction and loyalty.
Overall, the research concludes that successful digital transformation in retail depends on three critical conditions:
· Effective integration of digital and physical channels 
· Balanced improvement of functional and emotional customer experience 
· Strong organisational alignment and capability development 
Without these factors, digital transformation may remain partially effective but not fully optimised in delivering long-term competitive advantage.
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These findings and analyses align to give some important recommendations that could be offered to the John Lewis Partnership to enhance the success of the digital transformation strategy.
Strengthen Omnichannel Integration
The discrepancies between offline and online networks decrease customer satisfaction and trust. Thus, John Lewis ought to enhance its strategy of integrating offline and online channels.
This can be attained through real-time coordination of the inventory systems, uniformity of pricing among platforms, and a smooth digital-to-physical shopping process. The customers need to be allowed to freely navigate between channels without affecting service quality (Malik et al., 2025).
Better integration will also help in frustrating the customer and overall brand perception.
Improve Emotional Customer Engagement
Digital transformation enhances functional efficiency, but an area of weakness is emotional engagement. It is advisable that John Lewis should reintroduce the human-based service aspects in its digital ecosystem.
This could also involve having hybrid customer service models where online tools are supplemented with human customer service, particularly concerning complex purchases or high-end services. Emotional connection may also be enhanced by training the staff to handle both online and face-to-face interactions with customers (Volpentesta et al., 2023).
Enhance Data Utilisation and Personalisation
The research shows that the use of data analytics is very low in a number of retail scenarios. John Lewis ought to enhance its capabilities to transform the customer data into actionable knowledge.
An increased level of predictive analytics, behavioural tracking and personalised recommendation systems would go a long way in ensuring better customer satisfaction and conversion rates. It is important to keep data use, though, transparent and ethically controlled to assure the customer of their goodwill (Njuguna, 2024).
Address Channel Cannibalisation
One of the critical issues found in the results is the channel cannibalisation, where the online sales do not replace the in-store purchase; they should complement each other.
To overcome this, the John Lewis Company should re-strategise on its pricing, promotion and fulfilment strategies to be able to achieve channel synergy. As an example, online sales supported by in-store experiences can be provided in terms of click-and-collection facilities and using an experiential retail approach (Gyamerah et al., 2025).
This will assist in making sure that the digital transformation brings in terms of total growth in revenue, as opposed to in-house competition.
Focus on Long-Term Capability Building
A digital transformation can never be a single field that creates a burst of investments, but a continuous capacity-building process. John Lewis needs to keep reinvesting in the digital skills of employees, integration of systems, and organisational flexibility.
This formation of dynamic capabilities will enable the organisation to better adjust in relation to the market changes and new technologies. This will be a long-term strategy, which will make it competitive in the long run (Jibril et al., 2026).
[bookmark: _Toc233317298]5.4 Limitations of the Research
Despite these valuable insights from the study, a number of limitations should be noted.
Reliance on Secondary Data
The study relies fully on qualitative secondary data. Although this gives an entry to numerous collections of scholarly and business sources, it can only limit the accessibility of capturing real-time customer experiences and internal organisational insights.
Direct information, such as interviews or surveys, might have given more information concerning customer behaviour and perception by employees (Su et al., 2026).
Lack of Quantitative Validation
This is not a study that involves statistical/econometric analysis. Consequently, it is unable to quantify the true level or extent of relationships among digital transformation, customer experience and sales performance.
Dependence on Published Literature
The study is based on the already available literature and reports on the industry, and they could be biased based on how the author interprets the data, publication goals or the limitations of the data. There might be too positive views of some organisational reports as well (Mvubu and Naude, 2024).
Limited Organisational Access
The research paper aims to research details available publicly about the John Lewis Partnership. The absence of internal access restricts the in-depth knowledge about internal implementation of digital strategies, employee experiences and challenges arising in the actual running of operations.
Rapidly Changing Digital Environment
The field of digital transformation is a rapidly changing one. The competitive environment can be modified soon with the incorporation of new technologies, including AI-based retail systems and high-level automation. Thus, certain results might become obsolete over time (Holopainen et al., 2026).
[bookmark: _Toc233317299]5.5 Future Research Directions
To overcome this study limitation, a future study would involve a primary data collection technique like conducting surveys, interviews with the retail managers or a field study using case studies.
The direct effect of the digital transformation on sales performance could also be measured with the help of financial datasets through quantitative analysis. A further piece of information that might be gained through comparative research of various retail organisations would be the industry-wide trends (Njuguna, 2024).
Also, the impact of emerging technologies on the future retail transformation could be investigated in future studies where artificial intelligence, machine learning and predictive analytics are considered.
[bookmark: _Toc233317300]5.6 Final Summary
The chapter has outlined conclusive findings, practical suggestions, and limitations of the study. The research has arrived at the conclusion that digital transformation is highly multifaceted in influencing the performance of John Lewis Partnership retail.
As much as it enhances efficiency and ease for customers, it also poses issues in emotional involvement, channel integration and steady financial performance. Organisational capability, strategic alignment, and the management of customer experiences over digital transformation are key factors in the effectiveness of the digital transformation.
The presented recommendations are aimed at enhancing the integration process of omnichannels, emotional engagement, data utilisation, channel conflict, and long-term development. These are the measures that could be applied to optimise the advantages of digital transformation in a competitive retail environment.
The paper underscores the fact that the digital transformation is not purely a technological change but a strategic and organisational change that has to be constantly adjusted to and kept in mind that the customer is the priority.
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