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Figure 1.1: Global Online Fashion Retail Market Growth, 2025–2030
(Source: The Business Research Company, 2026)
The fashion retail industry has undergone a sharp growth in terms of online sales whose online platforms have become central in accessing customers in the most effective way. The fashion retail market in the world online has reached USD 776.6 billion in 2025 and USD 861.99 billion in 2026 and is expected to reach USD 1,311.02 billion in 2030 and the CAGR is 11.1 (The Business Research Company, 2026). It is in this sense that globalisation has been formulated as a significant strategy in international marketing which is a blend of global and local marketing strategy in order to target a broad spectrum of people (Lin, Xiaoyu and Jianqiang, 2023). ASOS and H&M are the two top fashion retailers, and they have different strategies within this dynamic environment. Their UK strategies, where they seek to acquire knowledge as to the intricacies of globalisation, are included in this dissertation. Chapter 1 starts with the context of the industry, presentation of the research problem, and the importance, scope, and structure of the study.
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Figure 1.2: UK Fashion E-Commerce Market Share 
(Source: IMARC Group, 2026)
The online retailing industry in fashion has witnessed revolutionary changes, which have been largely brought about by the growth and advancement of online technologies. The fashion e-commerce market in the UK is projected to be USD 29.6 billion by 2025, and is projected to grow by 13.66% during 2026-2034 (IMARC Group, 2026). It is also the increase of social media and influencer marketing that has triggered the change in favor of more direct consumer interactions that enable retailers to use apps such as Instagram and Tik Tok to attract customers and promote their brands (Baer, 2024). Moreover, AI-based personalization has become one of the pillars of modern retailing strategy, enabling it to provide personalized customer experience that can help it to build loyalty and sales. 
With the growing competition in the market, fashion companies prioritise customer acquisition tactics like social media ads, influencer collaborations, search engine optimisation, paid digital marketing campaigns, and customised website recommendations to attract, engage, and convert prospect customers. These schemes should strike a balance between a uniform global brand story telling and local consumer tastes to enhance the interaction and competitiveness in the market (Kierian et al., 2023). This leaves retailers in a very uncomfortable game of promoting international identity and yet being sensitive and aware of the local cultural idiosyncrasy and shopping habits, a game that is pivotal in its ability to keep them relevant and profitable.
[bookmark: _Toc238452106]1.3 Research Context 
One of the examples of the companies that have become successful thanks to the high focus on its online presence is ASOS, a British-based online fashion store. In comparison, H&M is an international omnichannel retailer, which combines online and physical touchpoints in its customer channels. Their disparity in the approaches to acquiring customers is a rich source of comparison especially since the needs of consumers in the UK are increasingly complex, as they manoeuvre through a more sophisticated digital marketing environment (Biliakovych et al., 2024). The increased rate of technology, the changing customer behaviour and increased reliance on individualised online experiences have only served to increase competition and have increased the need to be innovative with regards to customer acquisition models as the only means of guaranteeing long term growth and relevancy in the market.
The comparison between ASOS and H&M is helpful as it attracts attention to the differences in strategies of the regionally-oriented digital native and a global player that implements the omnichannel retailing. This discussion can give insights into the way to succeed in satisfying the demands of a specific market and exploiting the benefits of a more generalized brand (H&M Group, 2026; ASOS, 2026). Besides, the comparison enables one to understand how globalisation enables global fashion retailers to achieve a competitive differentiation, improve customer interactions and brand performance in the dynamic UK digital marketplace.
[bookmark: _Toc238452107]1.4 Research Problem 
Digital branding is usually desired to be consistent by the global fashion retailers, but the consumer preferences, cultural expectations and online purchasing behaviours vary depending on the markets. As such, the use of standardised digital marketing tools might not be as effective when it comes to connecting with the UK consumers, which necessitates the increased level of localisation (Noris et al., 2025). Despite the fact that literature on digital marketing and localisation is studied separately, there is still a lack of comparative studies that specifically analyse the glocalised online customer acquisition of ASOS and H&M in the UK market. This creates a gap in knowledge regarding the way in which retailers can balance between global brand consistency and localised social media, influencer marketing, advertising and personalized online experiences. The following paper, thus, critically contrasts the strategies that ASOS and H&M embrace and evaluates their success, as far as capturing and reaching fashion online consumers in the UK is concerned. This gap has the potential to not only bridge the academic gap on glocalisation but also provide useful research to the fashion retailers who require more responsive and competitive methods of acquiring digital customers (Zhang et al., 2024).
[bookmark: _Toc238452108]1.5 Research Aim, Objectives and Research Questions 
[bookmark: _Toc231554300][bookmark: _Toc238452109]1.5.1 Research Aim
The purpose of this study is to evaluate the online customer acquisition tactics used by a glocalized perspective by ASOS and H&M in the UK digital fashion retail market, in a critical manner. This research aims to explore how each company manages to balance the global standard versus local differentiation to attract and engage UK online consumers. Beyond that, the study intends to investigate the effectiveness of the glocalized digital marketing in terms of customers acquisition in a highly competitive ecommerce market.
[bookmark: _Toc231554301][bookmark: _Toc238452110]1.5.2 Research Objectives
· To find out and compare the digital customer acquisition channels employed by ASOS and H&M in the UK online fashion retail market, such as social media marketing, influencer marketing, SEO, paid advertising and website personalisation.
· TO test the balance between global standardisation and localisation of online strategies of customer acquisition at ASOS and H&M in the UK.
· To assess the practices of glocalisation which seem to be the most effective to lure and entice online fashion consumers in the UK.
[bookmark: _Toc231554302][bookmark: _Toc238452111]1.5.3 Research Questions
· What are the online customer acquisition process of ASOS and H&M in the online fashion retail sector in the UK?
· What is the balance between standardisation and localisation between ASOS and H&M in their digital customer acquisition?
· What are the most effective strategies of glocalised customer acquisition in acquiring online consumers in UK?

[bookmark: _Toc238452112]1.6 Research Rationale and Significance 
This work has a scholarly value because it has a contribution to different disciplines of the international business scholarship. It adds value to the body of literature on glocalisation as it studies the real-life application of glocalisation in digital customer acquisition, thereby providing new insights into the dynamics between online consumer behavior and marketing strategies. It also compliments comparative studies in retail, by disaggregating how different strategic choices can react differently to the local market demands, based on the global brand demands. 
Practically, the acquired knowledge can be used to educate fashion retailers to better fit their localization strategies to be more in line with consumer expectations, enhance their digital marketing decision-making and ultimately enhance the interaction with customers (Noris et al., 2025). Identifying the successful glocalisation strategies can help a business to acquire competitive advantage. Understanding that the methods ASOS and H&M use are unique, retailers will be able to borrow and adapt them, which have proven to be effective in the local environment, without losing the global perspective of their brand.
[bookmark: _Toc238452113]1.7 Scope and Delimitations 
The study is confined to the analysis of digital customer acquisition of ASOS and H&M in UK market. It only relies on secondary qualitative studies that rely on publicly available data, hence focusing on available data rather than developing a primary data. Omissions are salient: the research does not include primary data gathering, financial performance analysis, offline retail comparison, and comparisons with other fashion brands. These restrictions ensure a narrow-band analysis, i.e., the analysis of the fine digital space in which ASOS and H&M are operating in the UK.
[bookmark: _Toc238452114]1.8 Structure of the Dissertation 

Figure 1.3: Structure of Dissertation
(Source: Self-created)
The dissertation is divided into five chapters which assist in achieving the research aim and objectives. Chapter 1 presents the study, which provides the research background, problem statement, objectives, research questions, significance, scope and general structure of the study. Chapter 2 critically discusses the literature on digital fashion retail and online customer acquisition strategy and glocalisation and defines the theoretical base. In chapter 3, we discuss how we are going to undertake the research including research philosophy, the research design, methods of data collection, and methods of data analysis. Chapter 4 discusses and critically presents the findings. Lastly, Chapter 5 will provide a conclusion of the research, conclusions, practical implications, limitations and future research recommendations.
[bookmark: _Toc238452115]1.9 Chapter Summary 
This introduction affirms that the online fashion stores have increased and brought relevance to the necessity of acquiring customers over the internet and developing a compromise between the global branding and local consumer needs. In this way, glocalisation and acquisition of customers online are the key concepts that will be guiding in this dissertation. The literature review is directly informed by this foundation and critically analyses the existing research on online acquisition strategies, global standardisation, localisation and consumer engagement. Chapter 2 assesses the topical theoretical approaches and empirical studies to pinpoint the important debates, limitations and gaps in existing knowledge. This is the conceptual background of the comparison of the way in which ASOS and H&M are executing their digital acquisition strategy of customers in the UK fashion market.


[bookmark: _Toc238452116]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc238452117]2.1 Introduction
This chapter critically reviews the existing academic literature on glocalisation in digital fashion retail and online customer acquisition strategies, the foundations of the theoretical and conceptual framework of this research. The research aims of the review are to identify the characteristics of digital fashion retailers and examine the range of approaches used to draw in customers, as well as to consider a global – but also local – marketing mix. It also evaluates the most appropriate glocalised strategies to tap into the UK market by going online. This chapter is not simply a summary or an appraisal of the research that has been conducted, it is an evaluation, comparison and synthesis of many different views.
The intertwined themes that were the focus of the literature review include a few. It begins with the theoretical foundation of glocalisation followed by a discussion of online fashion retail and evolving online consumer behaviour. The review then critically analyses the main aspects of customer acquisition strategies, such as social media marketing, influencer marketing, search engine optimisation, paid advertising and AI-driven personalisation. The chapter then compares the glocalisation strategies of ASOS and H&M in the digital fashion retailing context in the UK. 
[bookmark: _Toc238452118]2.2 Theoretical Foundation: Glocalisation Theory
[bookmark: _Toc238452119]2.2.1 Evolution of Glocalisation Theory 
Glocalisation was an idea developed from discussions of globalisation and the need for organisations to create strategies for international markets that are appropriate to the local market. Glocalisation is not just an opposition between international integration and local adaptation, it is actually a synthesis of both as it is a means of achieving competitive advantage in the international market. According to Deliceırmak (2022), Glocal Marketing is a methodology applied by multinational companies to preserve the same image of their brand across all countries, while adjusting their products, services and marketing strategies to the preferences of the different countries. In international marketing, the three dominant strategic viewpoints have influenced this process of change, namely standardization, local responsiveness and glocalization, which combines both elements for a balance of uniformity and adaptation. Digital transformation has progressed quickly and digital environments have grown beyond the bounds of physical markets. Roudometof (2023) argues that digital platforms, social media and information and communication technologies have shifted glocalisation from a phenomenon to a process that firms can use to personalize experiences on the digital platforms in different markets.
[bookmark: _Toc238452120]2.2.2 Standardisation versus Localisation Debate 
The debate between standardisation and localisation represents one of the most influential discussions within international marketing. The standardisation approach by Levitt suggests that the world markets are turning to be more homogeneous and firms are able to enjoy economies of scale due to homogenous products, branding and marketing techniques. This assumption is however refuted in the subsequent studies that reveal that consumer preferences are also greatly influenced by cultural, social and economic disparities among countries. Deliceirmak (2022), complete standardisation may render organisations less adaptable as marketing messages that are successful in one market may not be successful in another market. Similarly, Tang and Wang (2025) demonstrate that successful international digital platforms are becoming more inclusive of consistency of functioning worldwide and localised content as customers anticipate change. Nevertheless, excessive localisation may sabotage the existence of international brands, make it hard to conduct business and generate additional marketing costs (Tang and Wang, 2025). Pure standardisation, therefore, and total localisation do not appear to be sufficient in international retailing today. Rather, the trend in the literature is to a more moderate form of glocalisation that incorporates the efficiencies of global standardisation with strategic local adaptation. 
[bookmark: _Toc238452121]2.2.3 Critical Evaluation of Glocalisation Theory for Digital Fashion Retail 
Glocalisation Theory provides a valuable way to understand the challenges of global standardization and local innovation in the context of organisations' international markets operations. The theory is that the business should have a uniform brand identity throughout the world and tailor products, services and marketing to the local consumer culture. In the digital fashion retail space, the fashion retailer must ensure that the brand is uniform, even though their customers' needs may change online. Glocalisation Theory enables the organisations to adapt their digital marketing messages, payment options, influencers and interactions with customers whilst maintaining a streamlined and consistent brand presence. The era of digital fashion retail means that consumers' preferences and fads change quickly in accordance with technology growth and the impact of social media (Vavrová, 2024). Moreover, the growing digital fashion theory has further reinforced the theory's practicality with the increasing number of online retailers and their need to interface their local customer engagement strategies with the global digital infrastructure (Periyasamy and Periyasami, 2023). Despite all these advantages, there is little help provided by the theory in pinpointing an optimum level of localisation for a company and its strategic decisions will be taken more ad hoc depending on the nature of the markets in which it operates. Tapscott (2024) points out that there is a vast contrast in the different markets, which poses a challenge to organisations regarding the implementation of a glocalisation strategy across all markets. However, the most appropriate theory for this research is Glocalisation Theory as it offers a clear basis to analyse how ASOS and H&M achieve both ‘global’ and ‘local’ brand consistency via their digital customer acquisition approaches in the UK digital fashion retail landscape to enrich the research objectives.
[bookmark: _Toc238452122]2.3 Digital Fashion Retail and E-commerce
[bookmark: _Toc238452123]2.3.1 Evolution of Digital Fashion Retail 
The past decade has been marked by a major transition of digital fashion retail due to the advancement of the e-commerce technologies, mobile connectivity, and transforming lifestyles of the consumers. Physical retail outlets have resorted to the online platform, in an endeavour of improving accessibility, convenience and entry to the market. Sayem (2022) argues that digital fashion has expanded beyond conventional online shopping by integrating virtual technologies and immersive retail experiences that reshape customer interactions. On the same note, Luong et al. (2024) argue that new digital spaces, such as the metaverse, are transforming consumer discovery, evaluation, and interaction with fashion brands into new forms, implying that digital retailing has taken on more experience than transactional forms. Mobile commerce has also helped this change because of its extensive use wherein consumers are able to shop, compare and purchase products anytime and anywhere. Besides this, physical and digital touchpoints have also been integrated in omnichannel retailing which allows retailers to provide seamless customer experiences across different platforms. 
[bookmark: _Toc238452124]2.3.2 Consumer Behaviour in Online Fashion Retail 
The introduction of digital technologies that transformed the consumer behaviour and interaction with customers has had a major change in consumer behaviour of online fashion retail. Online consumers unlike the traditional retail landscape are more interactive, desire to be given individualised recommendation and instant access to information about the product prior to making a purchase decision. Zheng, Li and Na (2022) suggest that live-streaming commerce is one of the customer engagement strategies, which facilitates the intention to purchase due to enhanced trust and product familiarity and brand connection. They draw conclusions that communication based on interactions is a major factor in appealing and transforming prospective customers. Tuguinay et al. (2024) insist, though, that customer acquisition cannot be regarded as a separate goal as retaining the customers in the long-run will require the quality of the customer experience. This view expands the debate by noting that sustainable customer acquisition will entail ongoing interactions as opposed to single transactions. In addition, the changing customer needs have necessitated faster delivery, enhanced communication and customised shopping. Although technological innovation has facilitated easy lives of the consumers, it has increased competition because it has enabled the consumers to compare products, prices and reviews of different retailers in real-time. 
[bookmark: _Toc238452125]2.3.3 Digital Transformation in UK Fashion Retail 
Digital transformation has had a significant impact on the UK fashion retail industry by introducing the usage of artificial intelligence, data analytics, personalisation and social commerce into the customer acquisition processes in the fashion retail industry. Retailers are able to learn the preferences of consumers and offer individual product preferences as a result of artificial intelligence, which can lead to a higher level of customer satisfaction and conversion. Zhang and Erturk (2022) also state that increasingly advanced digital platforms are now adopting advanced intelligent networking and data-driven marketing strategies to generate more focused and responsive customer experiences. On the same note, social commerce has re-socialised social networks as communication platforms to guide purchase environments where consumers can interact with the brands and make purchases within the same digital platform. In spite of these advances, the digital transformation has a number of strategic challenges. Ignaszak and Sedláck (2026) suggest that the sustained customer acquisition must be facilitated by relentless innovation because competitive advantages developed by digital capabilities are likely to have a quickly changing lifespan in rapidly evolving markets. Further, retailers are also worried about data privacy, transparency of algorithms and increasing costs of investment due to advanced technologies. Therefore, although digital transformation presents big opportunities to improve customer acquisition, the success of digital transformation in the long run is a balance between technological innovation and consumer trust, regulatory standards and adaptability to market demands in the highly competitive UK fashion retail market.
[bookmark: _Toc238452126]2.4 Customer Acquisition Strategies in Digital Fashion Retail
[bookmark: _Toc238452127]2.4.1 Social Media Marketing 
Social media marketing is now one of the most effective customer acquisition strategies in online fashion retailing since it enables brands to reach out to their customers via different digital platforms. Instagram, Tik Tok and Facebook can offer retailers the space to convey brand identity in the form of visual content, live interactions and user-generated content. Vavrová (2024) argues that the platforms have transformed the behaviour of consumers radically by increasing the awareness of the product, it allows peer influence and triggers a purchasing decision through interactive communication. However, content visibility is less efficient as compared to social media marketing. Balabanova, Palmieri and Liu (2025) show that social media are also more likely to subject fashion retailers to the increased scrutiny of the population, where unethical actions and false brand messages can quickly create a consumer backlash. Consequently, social media such as Instagram and Tik Tok are also more reputational risk-inducing despite being able to engage customers and promote a brand. 
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Figure 2.1: The Integrated Customer Acquisition Ecosystem in Digital Fashion Retail
(Source: Self-created)
[bookmark: _Toc238452128]2.4.2 Influencer Marketing 
Influencer marketing has become an important instrument of customer acquisition because influencers are likely to change the attitudes of consumers because of the perceived expertise, authenticity and social credibility. Ramachandran et al. (2024) hold that the influencer marketing is now more empowered by the development of artificial intelligence that enables a brand to locate the appropriate influencer and tailor promotional materials more. According to Migkos, Giannakopoulos and Sakas (2025) the credibility of influencers has a positive impact on online purchasing choices that enhance confidence and perceived lower purchasing risks among consumers. However, the literature throws conflicting information on the effectiveness of influencer marketing in the long term. Although reputable influencers can enhance customer interaction, it can be too many commercial alliances that diminish authenticity and consumer confidence. Furthermore, the audience is increasingly becoming aware of sponsored content and this aspect makes the promotional messages less genuine. The outcomes of these conflicting results are that influencer marketing cannot be confident in the successful customer acquisition. 
[bookmark: _Toc238452129]2.4.3 SEO and Paid Digital Advertising 
The simplest techniques to use in acquiring customers are still search engine optimisation (SEO) and paid online advertising as it improves visibility online and attracts consumers who are actively searching fashion product. SEO produces free traffic to a site by boosting search results, and customer-getting is quite long-term, compared to paid marketing. On the other hand, paid digital advertisement would enable retailers to have immediate presence in the market and also enables them to target specific customer groups on the basis of demographic and behavioural information. Florido-Benítez (2024) is of the opinion that combining organic with paid digital marketing can generate more competitive advantages than applying a specific approach. However, the increase in advertising costs and intense competition in the online industry has reduced the cost efficiency of paid advertisement in the long run. As a result, retailers will have to strike a balance between the short-term promotional benefits and long-term digital presence. This strategic discussion implies that a combination of SEO and well-focussed advertising campaigns is a more sustainable customer acquisition strategy than focusing on quick customer acquisition by relying solely on paid advertising.
[bookmark: _Toc238452130]2.4.4 AI Personalisation and Customer Experience 
The use of artificial intelligence has revolutionised customer acquisition, as it allows retailers to customise customer shopping experiences across the customer experience. Recommendation systems, using browsing behaviours, purchase history and customer preferences learn and give a personalised product recommendation thereby improving customer satisfaction and conversion rates. Yeo et al. (2022) illustrate, AI-based technologies have a positive impact on the fashion industry purchase decision-making with their ability to increase perceived usefulness, convenience and shopping efficiency. Moreover, customised online interactions enhance customer interactions, decrease information overload and streamline buying choices. In addition to these advantages, there are also some serious concerns in the context of ethical issues concerning AI-based personalisation. The uncontrolled accumulation of consumer data and its processing have raised the awareness of the protection of privacy, transparency of algorithms and consumer consent. Liu (2025), also suggests that digital marketing assertions such as sustainability messages backed by algorithmic targeting can be viewed as impacting purchasing choices, but also raise worries about transparency and manipulation of consumers. Thus, despite boosting the effectiveness of customer acquisition, AI can be successful only in the long run when it is promoted to keep customer trust by ensuring responsible management of the data, as well as by ensuring the proper conduct of digital marketing.
[bookmark: _Toc238452131]2.4.5 Critical Synthesis of Customer Acquisition Literature 
As illustrated in published research, the acquisition of customers in digital fashion retail is becoming more and more dependent on the combination of several digital marketing techniques and strategies, such as social media marketing, influencer marketing, search engine optimisation (SEO), paid digital advertising, and the use of artificial intelligence (AI) for personalisation. The social media marketing promotes more visibility and customer response but not the credibility when authenticity is evident where the influencer marketing is the one that promotes credibility. SEO and paid advertising complement each other in their coverage of the market, and the AI-based personalisation will increase customer satisfaction by offering them personalised experiences. However, the literature also states that there is much controversy on whether these methods are sustainable. Certain studies focus on technological innovation as the key factor of customer acquisition, but others claim that consumer trust, ethical communication and authentic brand relationships are the key determinants of long-term effectiveness. These conflicting opinions suggest that the effective customer acquisition means the possibility to harmonize the potential of both technologies and marketing strategies that should be used. However, there has been scanty research comparing critically how global fashion retailers are incorporating such strategies in the context of glocalised digital marketing. The gap is directly applicable to the present study that entails comparison of the customer acquisition strategy of ASOS and H&M in the UK digital fashion retail market.
[bookmark: _Toc238452132]2.5 Glocalisation in Digital Fashion Retail: Comparative Perspective
[bookmark: _Toc238452133]2.5.1 Glocalisation Strategies Used by Global Fashion Retailers 
It has proved to be an important strategic weapon amongst the multinational fashion retailers who desire to be global in their brands and at the same time catering to the local preferences of the consumers. Retailers are adjusting digital content, advertising campaigns, product mix and customer experiences in various ways according to the local cultural values and the customer purchasing behaviour rather than applying the same marketing strategy in all markets. Chew (2022) consumers are highly sensitive to culture identity when it comes to products, which leads to the idea that the effective global brands need to incorporate the local cultural aspects into marketing efforts to increase consumer relevance. Similarly, Hu, Hur and Thomas (2024) point out that the collaboration with local designers, craftsmen and creative communities would subsequently assist fashion retailers to create value by bringing in local authenticity in product development and brand communications. This process is also facilitated by digital marketing since retailers are able to localise language and promotional messages, payment modes, and online content to specific markets. Florido-Bini tez (2024), the responsiveness of logistics in local areas of e-commerce, along with digital marketing, serve to enhance customer satisfaction and streamline processes. Consequently, glocalisation does not only exist in the context of products modification practice, but rather represents a general strategic model that involves cultural attentiveness and digital innovation in order to become competitive and acquire customers.
[bookmark: _Toc238452134]2.5.2 Comparative Analysis of ASOS and H&M Customer Acquisition Strategies 
ASOS and H&M employ distinct customer acquisition strategies despite competing within the same UK digital fashion retail market. ASOS is more of an internet-based retailer and it utilises the interaction of social media, influencer marketing and personalised online experiences to attract younger buyers. Its strategy of customer acquisition is fast online communication, fashion and customisation of its websites, which make the company react promptly to the evolving consumer trends. Conversely, H&M integrates the digital marketing with a developed omnichannel retail infrastructure that incorporates physical outlets and online platforms, thus forming a number of touchpoints in the purchasing process to the customer. Lopez et al. (2022) assert that online restructuring in fast-fashion organisations has brought in a growing trend in which online and offline operations have been incorporated, enhancing customer accessibility and flexibility in operations. This viewpoint is more in line with the omnichannel approach of H&M as compared to the all-digital business model of ASOS.
The two retailers adopt the idea of glocalisation by localising content in the websites, prices, methods of payment and advertising to the UK market. However, there are some strategic differences in their strategies. ASOS puts more emphasis on digitally tailored customer experiences, including targeted recommendations, influencer-led engagement, whereas H&M puts more emphasis on global brand consistency and locally-adapted retail experiences and sustainability communication. Balabanova, Palmieri and Liu (2025) fashion retailers that work in the social media sphere are under increased pressure concerning ethical communication and corporate responsibility, which implies that the acquisition of customers is not solely based on the digital presence but also the credibility of the brand. Florido-Benítez (2024) suggests that digital marketing and efficient logistics increase customer satisfaction and competitiveness in the long-term, and that is why operational capacities and promotion have to be integrated. Such differences indicate that ASOS is more competitive based on the factor of digital agility and personalisation, whereas H&M leverages its global retailing network and integration of its omnichannel to enable it to achieve customer acquisition in the UK market.
[bookmark: _Toc238452135]2.5.3 Critical Evaluation of Strategic Differences 
The comparative literature, there is no single best customer acquisition strategy of ASOS and H&M, as the strengths of their competitive capabilities and positions in the market are different. ASOS is more adaptable to the needs of digitally active consumers because of its strategy, which proves especially efficient in responding to the fast rates of change in digital trends via influencer marketing, personalised suggestions and social media interaction. Conversely, H&M has the benefits of combining digital customer acquisition and having physical retail infrastructure to complement the integration of omnichannel and customer reach. Lopez et al. (2022) assume that the organisational integration of digital value chains can be more competitive and is favourable to the strategic model of H&M. However, the increasing consumer expectations of ethical communication and cultural responsiveness stipulate that both organisations need to continue reviewing their policies of glocalisation. The studies of culturally adaptable international businesses also show that global uniformity and local responsiveness are required to become successful in the international arena in the long term rather than prioritising one over the other (Biswas, 2025; Kim and Kwon, 2022). Thus, glocalisation can be considered as a dynamic strategic expertise as opposed to a predetermined marketing style that offers a proper framework to contrast ASOS and H&M in the context of the UK online fashion market.
[bookmark: _Toc238452136]2.6 Literature Synthesis and Research Gap
[bookmark: _Toc238452137]2.6.1 Literature Synthesis 
The literature review demonstrates that there is a broad agreement that digital technologies have transformed the way of acquiring customers, bringing together social media, artificial intelligence, personalised marketing and interactive consumer interaction into fashion retail strategies. Research highlights that customer engagement has a positive impact on the purchase intention and long-term customer relations (Zheng, Li and Na, 2022). Similarly, digital innovation is also well-known as a significant source of competitive advantage (Ignaszak and Sedláček, 2026). Nevertheless, there are still contradictions concerning the most successful customer acquisition strategy. In contrast to other authors, who dwell on technological skills and online portals (Zhang and Erturk, 2022), other scholars dwell on long-term customer relations and engagement throughout the customer experience (Tuguinay et al., 2024). These contrasting views imply that the efficient process of customer acquisition is based on the involvement of technological innovation and customer-oriented marketing patterns instead of the use of separate digital instruments.
[bookmark: _Toc238452138]2.6.2 Research Gap
There is abundant research out there about digital marketing and acquiring customers, but there are still some gaps. Theoretically, there is hardly any study that combines glocalisation theory with digital acquisition of customers in fashion retail. In addition, comparative evidence exploring the approach of ASOS and H&M to global standardisation and local adaptation in the UK digital fashion market is sparse. Qualitative research related to global firms' strategy and practice in customer acquisition through glocalization is scarce, the methods employed in the existing literature are mostly quantitative (Tuguinay et al., 2024). There is little knowledge in practice of which customer acquisition strategy will be more effective in enabling customer engagement and competitive advantages in well established markets of digital fashion. The gaps link directly to a number of research questions such as how ASOS and H&M are using digital channels to attract and acquire customers, the extent to which they are moving towards a global or a local approach, and which approach is proving to be more successful. As such, this dissertation aims to fill these gaps in a secondary case study based on Glocalisation Theory, in order to provide empirical evidence to address the proposed research questions in the context of the UK digital fashion retail industry.
[bookmark: _Toc238452139]2.7 Conceptual Framework
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Figure 2.2: Conceptual Framework of the Study
(Source: Self-created)
Figure 2.2 illustrates the theoretical framework that will be adopted in this research. The equilibrium between the global standardisation and local adaptation rests on the theory of glocalisation and dictates the customer acquisition strategy. These strategies are social media marketing, influencer marketing, SEO and paid advertising, AI personalisation, and localisation of the websites. Together, they drive customer interaction, resulting in competitive advantage in the online fashion retail market. The framework provides the reasons according to which the process of glocalised customer acquisition by ASOS and H&M in UK market can be compared to strengthen their competitive position and enhance the efficiency of customer acquisition.
[bookmark: _Toc238452140]2.8 Chapter Summary
The literature has been critically analysed in this chapter to examine the literature on glocalisation, digital fashion retail and customer acquisition strategies in the UK fashion industry. The review revealed Glocalisation Theory as most suitable theory to explore the way that ASOS and H&M are balancing the standardisation of the global with the adaptation of the local in their digital customer acquisition strategies. It also created a synthesis of evidence regarding social media marketing, influencer marketing, SEO, paid advertising and AI-based personalisation, revealing theoretical, contextual, methodological and practical research gaps. The findings of the literature review further substantiate the comparative approach of ASOS and H&M as this review provides the theoretical and conceptual support for the research objectives and research questions and further explains how to investigate the identified research problem with the research philosophy, methodology and methods used. 













[bookmark: _Toc235539667][bookmark: _Toc238452141]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _Toc235539668][bookmark: _Toc238452142]3.1 Introduction 
In this chapter, the research methodology to be applied in the study on online customer acquisition strategy implemented at ASOS and H&M in the UK online fashion retailing market with the perspective of glocalisation is presented. It explains the methodological decisions that guide the process of gathering, analysing and interpreting secondary qualitative data to comprehensively respond to the research objectives. The chapter covers the research onion, philosophy of research, research approach, research strategy, research method, data source, sampling strategy, thematic analysis, quality of research, ethical issues and limitations of the study. Combined, these aspects create a clear and coherent methodological framework for carrying out the comparative case study.
[bookmark: _Toc235539669][bookmark: _Toc238452143]3.2 Research Onion 
The research onion provides a methodical way of making appropriate methodological decisions in carrying out research. It ensures that there is consistency between the research objectives, the philosophical assumptions, research approach and methods of analysis. In this dissertation, the research onion assists in investigating organisational strategies as opposed to simply exploring numerical relationships (Almila and Delice, 2023). The research takes an interpretivist philosophy, inductive research approach and comparative case study approach using secondary qualitative data. A thematic analysis and cross-sectional time horizon are used to analyse the publicly available data on ASOS and H&M to make sure that the research design is systematic, transparent, and in accordance with the aims of the study.
[image: Good research design doesn't start with data collection. It starts with a  series of decisions. Your philosophy shapes your approach. Your approach  guides your strategy. Your strategy determines your methods. Your methods]
Figure 3.1: Research Onion Framework 
(Source: ScholarshipfPhd.com, 2026)
[bookmark: _Toc235539670][bookmark: _Toc238452144]3.3 Research Philosophy 
The research philosophy embraced in this dissertation is interpretivism as it aims to find out how both ASOS and H&M execute glocalised customer acquisition in the digital fashion retail market in the UK. Interpretivism focuses on the comprehension of organisational behaviour, strategic decision-making and contextual aspects instead of quantifying objective relationships. The philosophy supports the qualitative analysis whereby themes and meanings are able to be found based on documentary evidence. Even though interpretivism can imply researcher interpretation and result in context-bound conclusions, it suits the proposed study since the goal is to create a profoundly detailed view of strategies employed by organisations, but not create any generalisable conclusions (Biliakovych et al., 2024). 
[bookmark: _Toc235539671][bookmark: _Toc238452145]3.4 Research Approach 
This dissertation adopts an inductive research approach because it seeks to develop understanding from the analysis of qualitative evidence rather than test predetermined hypotheses. The inductive approach can be used to uncover the themes that are related to glocalisation, customer acquisition, digital marketing and localisation strategies in a natural way, depending on the collected secondary data (Cosco, 2025). It complements the philosophy of interpretivism as it is more concerned with interpretation of organisational practices as they exist in the real world. 
 [image: Research Methodology: Mastering the Art of Effective Research]
Figure 3.2: Research Approach
(Source: jaroeducation.com, 2025)

[bookmark: _Toc235539672][bookmark: _Toc238452146]3.5 Research Strategy 
It takes a comparative case study approach in which it analyses the online customer acquisition strategies of ASOS and H&M in the UK online fashion retail market. The method enables one to critically compare two organisations with dissimilar business models and in the same industry. It helps to investigate the process of glocalisation by identifying similarities and differences in digital marketing, customer interaction and localisation processes. Although only two organisations and publicly available data are taken into account, the comparative case study includes sufficient contextualisation and enables a comprehensive analysis in line with the purpose of the research (Futterman, 2022).
[bookmark: _Toc235539673][bookmark: _Toc238452147]3.6 Research Method 
[image: Types of Research Methodology| Uses, Types & Benefits]
Figure 3.3: Research Method 
(Source: educba.com, 2026)
The research design adopted is secondary qualitative research in order to explore customer acquisition practices of ASOS and H&M. The research does not involve the collection of primary data in the form of interviews or surveys but the analysis of the existing documentary sources, such as academic materials, company reports, official websites and publications of the industry. This method is appropriate because it allows investigating the organisational strategies in-depth using the assistance of credible and convenient information (Guarino, 2024). Secondary qualitative research is cheap, allows comparison of various sources of evidence and justifies the interpretivist and inductive methodological school. Any constraints that come along with documentary evidence are overcome through the comparison of data of several credible sources.
Peer-reviewed journal articles, official company reports, government publications and reliable industry databases will be used to ensure that the sources of information used are reliable. Validity will be enhanced through triangulation; comparing the results of different independent sources and reliability will be established through similar criteria of selecting sources, systematizing the process of document analysis and incorporation of recent and relevant evidence that can be verified during the research.
The secondary qualitative research application can be used particularly well because both ASOS and H&M may have much in common in terms of information about their online advertising campaigns, the way they interact with their customers, sustainability policies and business performance. 
The second benefit of such type of research approach is that, it will help the researcher to compare the evidence gathered at various times to determine the change in customer acquisition practices and organisational practices. To implement the research, rather than using a single documentary source, data triangulation will be utilized whereby the data gathered in peer-reviewed journal articles, official company reports, industry publications and corporate websites will be compared. This action of comparing the results of various independent sources to determine the commonalities in them and reduce the bias can be called the data triangulation. 
[bookmark: _Toc235539674][bookmark: _Toc238452148]3.7 Data Sources 
In this research, the secondary qualitative data are collected by using trustworthy and publicly accessible sources. Peer-reviewed scholarly journal articles will be the main source of primary data that will provide theoretical backgrounds regarding glocalisation, digital marketing and customer acquisition. The data regarding the organisational strategies and digital activities are presented by the company reports such as annual reports, sustainability reports, presentations to investors published by ASOS and H&M (Idrees, 2023). The secondary data will be gathered through official websites and social media of the two organisations and through the existing industry reports. 
The official corporate websites of ASOS plc and H&M Group, annual reports, sustainability reports, investor relations publications and corporate news updates will be used to collect the secondary data. The official LinkedIn, Instagram and X (previously Twitter) accounts of the companies will provide other organisational data that will help to analyse customer involvement and marketing efforts. The recognised publications and market reports, such as Statista, Euromonitor International, Mintel, McKinsey and Company State of Fashion reports and Deloitte Retail Industry Outlook, will be used as sources of industry evidence. 
[bookmark: _Toc235539675][bookmark: _Toc238452149]3.8 Sampling Strategy 
The process of determining the most appropriate sources of information to respond to the research objectives can be defined as sampling. The presented study is based on purposive sampling due to the possibility to select documentary sources intentionally and to select those that would be directly applicable to understand the customer acquisition strategies in ASOS and H&M. The main advantage of purposive sampling is that it provides easy access to rich, relevant and information rich sources that enables an in-depth analysis of the research topic and increases the credibility and reliability of the findings because of well-developed inclusion criteria. 
The sampling is the process of selecting a source of information that is relevant to this dissertation, purposive sampling has been taken in this dissertation and this is the process of selecting documentary sources that directly relate to the aims of the research. The article is reduced to ASOS and H&M as they are two successful yet in opposite online fashion stores that are already on the UK market (Jin, 2024). The only sources that are taken into consideration are those which contain information about customer acquisition strategy, glocalisation, digital marketing and online consumer engagement. They include peer-reviewed journal articles, official company reports, corporate websites and industry reports. Even though purposive sampling restricts the generalisability of the results, it increases the depth, relevance and quality of the comparative analysis performed in this study (Misodi, 2023).
[bookmark: _Toc235539676][bookmark: _Toc238452150]3.9 Inclusion and Exclusion Criteria 
To ensure the quality, relevancy and consistency of the secondary data that will be used in this dissertation, the inclusion and exclusion criteria were established before the actual process of collecting and analysing documentary evidence. By setting these criteria, the researcher can methodically find the sources that directly help to respond to research goals and filter out ones that are unreliable, outdated or irrelevant to the study (Kabir, 2022). This will enhance the openness of the study and minimise the chances of selection bias.
The inclusion criteria were to select the high-quality sources that would provide the information on glocalisation, digital marketing and customer acquisition in the UK digital fashion retail arena. English-language publications only published in recent years were included to make sure that the evidence is up-to-date with recent trends in digital retailing (Noris and Cantoni, 2022). Articles in academic journals, official company publications, annual reports, sustainability reports, industry reports and official digital marketing content about ASOS and H&M were selected since these sources offer specific information about organisational strategies and practices of customer engagement (Noris, Sabatini and Cantoni, 2025).
On the other hand, there were a few types of information that were not included in the research. Non-scholarly sites, personal blogs, opinion articles, unprovable online information and materials that lack the identification of authors were avoided due to the credibility and reliability problem. Only the publications that did not refer to digital fashion retail, customer acquisition or glocalisation were filtered as well (Patwary, 2022). 
Table 3.1: Inclusion and Exclusion Criteria
	Inclusion Criteria
	Exclusion Criteria

	Peer-reviewed journal articles
	Blogs, opinion pieces and unverified websites

	Official ASOS and H&M publications
	Unofficial company information

	Industry reports from recognised organisations
	Sources without identifiable authorship

	English-language publications
	Non-English publications

	Recent publications reflecting current digital retail practices
	Outdated publications with limited relevance

	Studies relating to digital fashion retail, glocalisation and customer acquisition
	Studies unrelated to the research topic

	UK digital fashion retail context
	Research conducted exclusively in unrelated industries or markets


[bookmark: _Toc235539677][bookmark: _Toc238452151]3.10 Data Collection Procedure 
The process of data collection provides an ordered method to identification, selection and organisation of documentary evidence which can be used towards the purposes of the research. Since this dissertation is a secondary qualitative research design, all data were collected through publicly available resources, and not through having direct contact with research participants. There was a systematic and open-minded collection process which ensured that the information selected was of relevance, reliability and could be analysed comparatively (Soares, 2024).
The process of data collection started by conducting a detailed search in the academic databases to identify academic articles in reference to glocalisation, digital fashion retail, customer acquisition strategies, online consumer behaviour, online marketing and localisation. The appropriate keywords and search terms were used to get the articles that directly related to the research topic. 
The official websites of ASOS and H&M were also used to collect documentary evidence besides academic literature. These references provided information on digital marketing programs, site personalisation, loyalty programs, promotion programs, customer engagement programs and localisation programs. Annual reports, sustainability reports and investor communications were not the only sources that were reviewed to be aware of the strategic priorities and digital transformation activities of each organisation (Tran, 2024).
The remaining sources of information included the familiar industry reports and digitally available marketing literature so that they would provide external knowledge on the market trends, consumer behaviour and competitive trends in the UK digital fashion retailing industry. The purpose of these documents was the supplementing of the academic and organisational evidence to provide more market insights.
After identifying the right sources, all the documents were grouped according to their relevancy to the research objectives. The data was carefully analysed and divided into thematic categories which were broad and reflected the theme of the dissertation. This thematic organisation made the following thematic analysis easier since similar data of various sources could be analysed using the same approach in both case organisations. It therefore makes the research process more credible, transparent and overall rigorous due to the structured data collection process.
[bookmark: _Toc235539678][bookmark: _Toc238452152]3.11 Data Analysis Method 
Thematic analysis will be used to carry out the systematic review of all the chosen documents and the initial codes creation based on the existing information and categorizing similar codes under themes. These themes will be then checked, tightened and interpreted to find the patterns, similarities and differences in the customer acquisition strategies of ASOS and H&M. This assists in making the secondary data analysis to be organized and clear.
This dissertation employs thematic analysis to examine the collected secondary qualitative data. The approach allows identifying, classifying and decoding similar trends in academic sources, company reports and publications in the industry. The analysis will begin with the examination of all the selected documents and subsequently the valuable information will be coded under such themes as customer acquisition, digital marketing and glocalisation. These similar codes are further divided into thematic areas, which include localisation, personalisation, social media marketing and customer engagement. These themes are narrowed down and interpreted to make a comparison between the strategies of ASOS and H&M. The last step is to interpret every theme relative to the research objectives and find out the similarities and differences between the two organisations (Idrees, 2023). T
[bookmark: _Toc235539679][bookmark: _Toc238452153]3.12 Research Quality and Trustworthiness 
Ensuring research quality is essential in qualitative research because the credibility of the findings depends upon the systematic collection, interpretation and presentation of evidence. Trustworthiness is more prioritised in qualitative research as opposed to the quantitative studies where validity and reliability are used to quantify the quality of the research more than not. Credibility shows that the research process is carried out in a rigorous manner and the findings are a true reflection of the evidence examined. This dissertation incorporates four basic dimensions of trustworthiness, these dimensions are; credibility, dependability, confirmability and transferability.
The credibility is the degree to which the results may give a true reflection of the phenomenon being investigated. Credibility is enhanced in this work by utilising various documentary sources, such as academic articles, official reports of the company, corporate websites and industry reports (Cosco, 2025). The comparison of evidence in different sources will help the researcher to find patterns that are common to different sources and to reduce the impact of source bias. Moreover, thematic analysis is applied systematically which guarantees that interpretations are related close to the evidence gathered.
Confirmability is associated with how much the findings of research are founded on evidence as opposed to personal views or biasness of the researcher. This research is also more confirmable since it solely uses documentary evidence that is publicly available and uses a systematic coding and thematic analysis procedure. During the analysis, the data included in the selected materials leads to conclusions and no subjective assumptions (Noris, Sabatini and Cantoni, 2025).
The degree to which the results can be applied in a similar research situation is termed as transferability. Even though this dissertation specifically addresses the ASOS and H&M in the UK digital fashion retail market, the description of the research setting, organisational attributes and methodologies of analysis allow the future researchers to conclude whether the results can be applied to other organisations or similar retail settings. All this will improve the quality and reliability of the study.
To increase the transferability, a description of the research situation, i.e., the online fashion retail market in UK, why ASOS and H&M are chosen, and supporting documents will be described. The use of systematic data collection and thematic data analysis procedure will ensure the reliability and all the documents to be selected will be approached in a similar manner. The confirmability will be supported by the presence of evidence provided by various sources of external information, such as peer-reviewed journals, official reports of companies and industry publications, the data triangulation that can be used to reduce the researcher bias. Such measures increase authenticity and transparency of study findings.
[bookmark: _Toc235539680][bookmark: _Toc238452154]3.13 Ethical Considerations 
Ethical concerns are a vital aspect of any academic research as they guarantee that the research is done in a responsible manner, transparently and without being compromised. Although the dissertation will be premised on the secondary qualitative data only, and will not involve the human subjects, several ethical principles will be utilised in the research process. By following these principles, one increases the credibility of the research and at the same time, meets the requirements of established academic standards (Patwary, 2022). 
Since no interviews, surveys or observations are conducted in the study, no problem with informed consent, the confidentiality of the participants, and the security of their personal data occurs. Rather, the entire documentary material is sourced to publicly available and legally accessible sources, such as scholarly publications, official company reports, corporate websites and reputed industry reports. Only the information which is freely accessible to conduct research is considered in the analysis.
Academic integrity is upheld by making sure that all the ideas, theories and evidence obtained using published materials are properly acknowledged in the final dissertation with proper Harvard referencing. Plagiarism is also shunned by offering original analysis and critical discussion as opposed to copying an existing material. The information contained in the publications of the companies is objectively analysed without the intention of benefiting one of the organisations.
The researcher is also cognisant of the need to be unbiased in the process of analysis. Various documentary sources are compared to reduce the possible bias that might be created by the personal publications or organisational communications. Besides, any acquired documents are stored in a secure location and can be used to scholarly purposes only (Tran, 2024). These research ethics ensure that the research is conducted in a responsible way without infringing the transparency, honesty and professional academic ethics.
[bookmark: _Toc235539681][bookmark: _Toc238452155]3.14 Research Limitations 
Although the selected methodology can be adopted to answer the research objectives, it is noteworthy to state a few limitations. The research is based solely on secondary qualitative information, which implies that the researcher does not have access to the methods and procedures used to gather the initial information as well as the methodologies used to represent the information. Certain business journals might focus on successful organisational performance and might not discuss the unsuccessful efforts of marketing or strategic issues.
The two fashion retailers that are being compared are limited to the UK market. Therefore, the results might not be entirely generalised to organisations that are in other industries or geographical settings. Also, the fast-changing landscape of digital marketing implies that the customer acquisition strategy is likely to evolve over time, which can potentially influence the general applicability of some of the findings in the long term (Soares, 2024).
However, the use of multiple documentary resources, thematic analysis design and comparative case study design offers sufficient depth and validity to provide useful information on the topic of glocalised customer acquisition strategies in the UK digital fashion retail sector.
[bookmark: _Toc235539682][bookmark: _Toc238452156]3.15 Chapter Summary 
The chapter has outlined the methodology to be used to explore online customer acquisition practices of ASOS and H&M, in the UK online fashion retailing market. The choice of an interpretivist research philosophy, inductive research methodology and a comparative case study research approach were also supported in the discussion and contribute to the attainment of an in-depth exploration of organisational practices through the prism of glocalisation. The chapter also explained the reason why secondary qualitative research method was used with the data sources, purposive sampling strategy and inclusion and exclusion criteria, data collection process and thematic analysis that was used to interpret the documentary evidence.
In addition to that, precautions that were implemented to ensure the quality and reliability of the research were also discussed along with the ethical principles that guided the investigation, and methodological limitations of the research. Combined, these methodological decisions provide a coherent and well-defined template of the study of the case organisations that have been selected. The next chapter will show the results of the thematic analysis and critically compare the customer acquisition strategy of ASOS and H&M as per the research objectives.


[bookmark: _Toc238452157]CHAPTER 4: DATA ANALYSIS
[bookmark: _Toc238452158]4.1 Introduction
The chapter outlines the result of the secondary qualitative research process which was conducted to explore online customer acquisition strategies embraced by ASOS and H&M in the UK online fashion retail sector. The analysis will help answer the research objectives in the form of the comparison of how the two retailers are oriented towards online buyers, the degree of which they are oriented towards the consistency of the global brand and the degree to which they apply glocalised actions in enhancing the customer acquisition. 
The results are based on an assortment of secondary sources, such as ASOS and H&M annual reports, corporate websites, industry publications, and other academic literature. These will give in-depth information about the digital marketing efforts, customer-engagement efforts, localisation efforts and strategic focus of the businesses in the UK market. 
To identify the recurrent patterns of the data gathered, thematic approach has been adopted. These results are grouped into three general themes, i.e. that of channels of online customer acquisition, role of standardisation and localisation in customer acquisition and effectiveness of glocalised customer acquisition strategies. Each of the themes has been addressed in contrast to each other revealing similarities and differences and strategic implications in relation to the research objectives.
[bookmark: _Toc238452159]4.2 Data Extraction
Theme 1: Online Customer Acquisition Channels of ASOS and H&M
Karimkhan, F., 2024. Shaping style: The rise of fashion and beauty social media influencers. In Global perspectives on social media influencers and strategic business communication (pp. 1-25). IGI Global Scientific Publishing.
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Theme 2: Standardisation versus Localisation in Customer Acquisition
Biliakovych, L., Derman, L., Oborska, S., Naumenko, O. and Vovk, A., 2024. Genesis, features and prospects for the development of digital fashion. Preservation, Digital Technology & Culture, 53(1), pp.5-14.
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Theme 3: Effectiveness of Glocalised Customer Acquisition Strategies
VuPhu, T., Lee, K. and Park, D., 2024. Several Modes of Digitalisation of Value Chains and Their Effects on Firm Behaviour and Performance: Case Studies of Apparel and Video Game Industries. Global Economic Review, 53(2), pp.116-149.
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[bookmark: _Toc238452160]4.3 Coding Process
To bring out clearly how the documentary evidence was transformed into codes, categories and ultimate themes, the thematic analysis was carried out. The researcher did not start with conclusive thematic inferences as shown in the reflexive thematic approach depicted in the supervisor feedback. These sources were first read thoroughly, meaningful chunks of data were identified, semantic and latent codes were developed, like codes were clustered into categories and general themes were then discussed and interpreted (Noris, Sabatini and Cantoni, 2025). This process and the entire coded-document schedule should take the form of an audit trail the following are the examples.
Passages in the sampled documents were used to make coding tables, rather than post facto summaries. The reproduce highlighted passages of the source and the received semantic codes, latent codes, categories and themes are highlighted in such a manner that the reader can track each analysis decision to the evidence source.
Getting familiar with the Data.
The first phase entailed reading of scholarly articles, company studies and industry research than can be applied to digital fashion retailing, customer acquisition and glocalisation over and over again. Analytically identified problems that have been observed to recur frequently included online engagement, influencer communication, personalisation, digital access, localisation, standardisation and performance. An early reflection on evidence as a thing and not as a part of an already formulated theme was made. Karimkhan (2024), Biliakovych et al. (2024) and VuPhu, Lee and Park (2024) were thus initially considered as independent documentary sources and their correlation with the research aims were explained.
Initial Coding
The process of coding was done using the manual method where the meaningful phrases and sentences are chosen in the documents. Semantic codes were similar to those of the source but latent codes were similar to the strategic meaning of research questions. This differentiation was necessary since the analysis had to show how the themes were constructed as opposed to merely summarising the papers (Liu, 2027).
Table 4.1: Coding Example for Theme 1
	Data Extract from Karimkhan (2024)
	Semantic Code
	Latent Code
	Category

	SMIs are “trusted trendsetters within their specific niches”
	Influencer credibility
	Perceived ordinariness increases trust and persuasive potential
	Influencer authenticity

	SMIs integrate brand messages into content and audiences show “lower resistance”
	Embedded brand communication
	Influencer content reduces resistance to commercial persuasion
	Influencer marketing

	Influencers rely on social media to “grow their audience base”
	Social-media audience building
	Platforms operate as acquisition infrastructures
	Social media marketing


Karimkhan (2024) demonstrate that there is more than influencer marketing. Periodic semantic codes of trust, in built promotion and fanbase were deciphered on latent level as mechanisms explain why influencers can be utilised to facilitate acquisition. These codes were divided into influencer marketing and social media marketing, which were part of Theme 1 (Moon, 2026).
Table 4.2: Coding Example for Theme 2
	Data Extract from Biliakovych et al. (2024)
	Semantic Code
	Latent Code
	Category

	Digital fashion supports “personalisation” and the “unique needs of each consumer”
	Individualised digital experience
	Digital systems enable adaptation rather than a one-size-fits-all offer
	Local/consumer adaptation

	Virtual fitting rooms offer wider access regardless of “physical limitations or geographical distances”
	Scalable digital access
	Common digital infrastructure can operate across geographical markets
	Global digital standardisation

	Digital fashion facilitates engagement between consumers and retailers
	Digitally enabled interaction
	Flexible touchpoints support responsiveness to customer expectations
	Local responsiveness


Biliakovych et al. (2024) the “standardisation” and “localisation” is not explicitly mentioned in the selected extract. Such meanings thus developed by means of latent coding not semantic. Scalable digital access suggested suggestive value of shared infrastructure and personalised experiences suggested adaptation to consumer differences. This mix provided an analytical category that was compatible with the tension of standardisation-localisation that is in the mid of Glocalisation Theory (Mattila, 2026).
Table 4.3: Coding Example for Theme 3
	Data Extract from VuPhu, Lee and Park (2024)
	Semantic Code
	Latent Code
	Category

	Digitalisation can “significantly benefit all stages of the value chain”
	Value-chain benefits
	Digital capability improves interconnected organisational processes
	Digital value creation

	Online business engagement can “bring value to retail businesses”
	Online business creates value
	Digital engagement may produce commercial benefits
	Customer and business value

	Digital tools can improve production effectiveness
	Digital efficiency
	Effective digitalisation strengthens organisational capability
	Performance and competitive advantage


The pattern of coding VuPhu by Lee and Park (2024) led to a repetition of the connection linking digitalisation to value and effectiveness. This meant that at the latent level, the digital practices have a strategic meaning in the event that they contribute to the performance. This is in line with Theme 3, though the paper does not specifically test customer acquisition of ASOS or H&M. It was thus considered to be evidence in favour of digital value creation and not direct evidence of the effectiveness of either of the retailers (Soares, 2024).
Category Development
After initial coding, similar codes were clustered into bigger analysis groups. Within the scope of Theme 1, credibility of an influencer, promotional communication integrated, audience expansion and social-media interaction were merged into Social Media Marketing and Influencer Marketing. The SEO, search visibility, paid advertising and retargeting data on the more general documentary data were synthesized into Digital Visibility and Paid Acquisition (Delice and Almila, 2023).
In Theme 2, digital infrastructure should be consistent everywhere, and was paired with global identity and scalable access, which was put under Global Standardisation. Local Adaptation encompassed some personalisation, local content, local promotions, price, payment methods and responsiveness to customers. This demonstrated that standardisation and localisation could work in tandem in a glocalised approach.
The case of Theme 3, the codes of digital value creation, personalisation, customer interaction, loyalty, efficiency and competitive performance have been merged and renamed into AI Personalisation, Customer Engagement and Competitive Advantage.
Theme Development
The patterns of shared meaning were determined by contrasting the categories on the evidence base. Online Customer Acquisition Channels of ASOS and H&M Theme 1 was the online channels through which consumers are addressed and persuaded. Theme 2, Standardisation versus Localisation in Customer Acquisition, was the tension of global consistency verses customer-facing experience adaptation. Effectiveness of Glocalised Customer Acquisition Strategies Theme 3 indicated the outcomes associated with the incorporation of digital capability, adaptation and engagement. These themes were therefore formed as a result of groupings of coded evidence and not as predetermined headings.
Reviewing and Refining Themes
The research objectives and coded extracts were matched to all candidate themes. The duplicated codes were re-assessed. Theme 2 was associated with personalisation, such as evidence about adapting to individual needs, whereas Theme 3 was associated with personalisation and engagement, or value or performance. The Influencer activity was retained in Theme 1 because its coded meaning included mostly the consumer reach and persuasion. This analysis improved the internal consistency and still provided ties within the themes.
Final Themes
The last model was composed of three themes. Theme 1 deals with Research Objective 1 by determining the online channels of acquisition. Theme 2 focuses on Objective 2 and looks at the global standardisation and local responsiveness. Theme 3 is focused on Objective 3 that considers practices related to customer engagement and competitive value. 
The analysis of the last meaning revealed that the themes are a sequence that is intertwined. The retailers require digital platforms, which can reach consumers, initially. Such channels would then need to be set to maintain global brand consistency and customise customer facing aspects. The final product of this mix would be their success in the establishment of engagement, relevance and organisational value.
The provisional interpretation that arises out of the coding is that glocalised customer acquisition is not just the concomitant utilisation of the terms global and local marketing. It is an ability whereby scaled digital systems are selectively transformed at customer touchpoints. Karimkhan (2024) helps to comprehend the idea of why trusted digital intermediaries increase reach and persuasion, Biliakovych et al. (2024) unveils the suitability of the scalable digital access and personalised experience, and VuPhu, Lee and Park (2024) explain the reason why digitalisation becomes the strategic focus when it brings the value and performance advantage. It is using these coded relationships that the close comparison of ASOS and H&M that follows is made.
[bookmark: _Toc238452161]4.4 Theme 1: Online Customer Acquisition Channels of ASOS and H&M
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Figure 4.1: E commerce marketing
(Source: fastercapital.com, 2026)
[bookmark: _Toc238452162]4.4.1 Social Media Marketing 
Online platforms have become one of the essential customer acquisition tools to ASOS and H&M as well since the two retailers use the virtual world to make their brands more visible, to engage with their customers and persuade them to purchase online. ASOS is a digital-native company, as it creates interactive content via Instagram, Tik Tok and YouTube that enhances customer engagement and brings additional traffic to the web by creating styling ideas, user-created posts and inspiration posts (Biliakovych et al., 2024). Social media is a component of H&M omnichannel strategy to promote seasonal collections, sustainability efforts and local activities (Karimkhan, 2024).
[bookmark: _Toc238452163]4.4.2 Influencer Marketing 
One of the trends that ASOS and H&M have found to be effective in customer acquisition is influencer marketing. The thematic analysis indicates that the two retailers work with the influencers to create awareness of the brand, influence consumer trust and motivate consumers to buy. ASOS mainly collaborates with fashion creators and lifestyle influencers creating authentic content, such as styling tips and product reviews, to enable the company to attract younger consumers and generate traffic to its online store (Karimkhan, 2024). Compared to it, H&M uses both global brand ambassadors and influencers who are based in the UK to ensure brand consistency and customize the promotional efforts to the local consumer preferences, thus enhancing customer engagement and market relevance (Noris et al., 2025).
[bookmark: _Toc238452164]4.4.3 SEO and Paid Digital Advertising 
Search engine optimisation (SEO) and paid digital advertising, which was employed by both ASOS and H&M, is a useful customer acquisition tactic. As the thematic analysis shows, both retailers invest into enhancing the online presence and winning the interest of prospective customers with the help of search engine, online advertisement, and target promotion campaigns. 
ASOS uses online-first strategy in search engine optimisation, which is to maximise its online architecture, product pages and information on fashion to optimise the search engine. The company revises information about product and category pages frequently where consumers can easily locate the right products. In addition to maximising the use of organic searches, to get the consumers to know their shopping interests and browsing behaviour, ASOS indulges in paid online search engines and social media. Retargeting advertising additionally motivates earlier visitors to come back to the site to make purchases and boosts the efficacy of customer acquisition efforts (VuPhu et al., 2024).
H&M uses digital marketing, namely, paid online advertising and SEO as a subset of the overall digital strategy as well. The corporation maximizes its web-store to enhance the popularity of its products and uses paid advertising to popularize seasonal collections, unique offers and sustainability campaigns. On the other hand, H&M has incorporated these online advertising campaigns in its omnichannel retail strategy, which guides the clients to online and physical stores. Such an integrated approach enhances brand perception in general and results in the various customer purchase journeys (Aranitou et al., 2024).
Table 4.4: Summary of Theme 1: Online Customer Acquisition Channels
	Customer Acquisition Channel
	ASOS
	H&M
	Comparative Evaluation

	Social Media
	Digital-first strategy using interactive content, short-form videos and user-generated content
	Omnichannel social media promoting products, sustainability and seasonal campaigns
	ASOS focuses on continuous digital engagement, whereas H&M integrates social media with its wider retail network.

	Influencer Marketing
	Collaborates mainly with fashion creators and digital influencers to build authenticity
	Combines global brand ambassadors with UK-based influencers
	ASOS emphasises authentic digital communities, while H&M balances global consistency with local relevance.

	SEO
	Strong website optimisation and organic search visibility
	Optimised website supporting both online and store traffic
	Both prioritise SEO, although ASOS focuses more heavily on digital customer acquisition.

	Paid Digital Advertising
	Personalised and retargeted advertisements across digital platforms
	Digital campaigns integrated with omnichannel promotions
	ASOS prioritises online conversion, whereas H&M combines digital advertising with physical retail engagement.



[bookmark: _Toc238452165]4.5 Theme 2: Standardisation versus Localisation in Customer Acquisition
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Figure 4.2: Standardisation versus Localisation in Customer Acquisition
(Source: brandauditors.com, 2026)
[bookmark: _Toc238452166]4.5.1 Global Brand Standardisation 
The thematic analysis revealed that one of the fundamental areas of the customer acquisition policies made by both ASOS and H&M is global brand standardisation even though both companies have various markets in different countries. Although the two retailers operate in different foreign markets, they have similar brand names to enhance consumer awareness and build on credibility. The standardisation is manifested in the structure of the websites, the visual image, brand messaging and the general online shopping experience. With an identical image across the globe, the two organisations will be able to foster familiarity among the consumers and help in brand equity in the long-term.
ASOS has a high level of standardisation with its digital-first business model. The site of the company has a uniform design of layout, navigation and presentation of products irrespective of market location. The image of fashion, advertising banners and product classification are common and they provide the customers with a seamless experience at an international level. The recurrence of displaying fashion trends and brand values demonstrates that ASOS is a modern online fashion shop and the platform is easily familiarized with the consumers (Biliakovych et al., 2024).
Likewise, H&M sustains a sense of uniformity across the world via its web architecture, branding aspects and marketing messages. The image that the company has delivered is affordability of fashion, quality of the products and their sustainability in the various markets. The online shopping experience is made reliable, supported by unified marketing campaigns and similarity of visual brand image, the customer recognition (Aranitou et al., 2024).
[bookmark: _Toc238452167]4.5.2 Localisation Strategies 
Combining the global standardisation, the thematic analysis shows that the two companies, ASOS and H&M, apply the localisation strategies to contribute further to the topicality of customer acquisition processes in the UK market. Localisation will allow the two retailers to adjust certain peculiarities of the online business without impacting on the general branding. The discussion revealed changes in the promotional campaigns, pricing, modes of payment, delivery and locally-specific digital content.
Localisation is also being practiced by H&M as the global retail strategy. The company tailors the promotional campaigns to the local shopping events, seasonal collections and consumer behaviour and has a global brand name. The details of prices to each country, payment options and delivery services bring it closer to the UK consumers, and collaborations with local notorious influencers bring digital marketing operations closer. These area specific adaptations are an extension of the omnichannel approach of H&M since they contribute to the delivery of a single experience in the online and physical stores (Tran, 2024).
Retailers: The results show that both the retailers are effective in the localisation strategy as far as customer acquisition is concerned. Even though ASOS is more focused on digitalised personalisation and online convenience, H&M is a hybrid of localisation and an existing system of omnichannel retail that increases the accessibility of customers and their engagement (Soares, 2024).
[bookmark: _Toc238452168]4.5.3 Comparative Analysis 
The comparative analysis shows that both ASOS and H&M can balance between standardisation on a global scale and local adaptation, but it is the fact that both retailers apply this balance in various ways. The two organisations realise that they ought to be well equipped with a powerful international brand name so as to make sure that customers appreciate the fact that they require to make activities that are chosen in customer acquisition more pertinent in the UK market.
ASOS is highly digital agile and that is a significant strength. Being a digital-first retailer, the company will be in a position to respond swiftly to the latest fashion trends, the changing customer preferences and online purchasing behaviour. Its scalable platform can also be used to conduct recurrent changes to its promotional processes, customized recommends and promotional messages and ensure that the company remains at a high consumer interaction level. The sensitivity gives ASOS an upper hand over younger customers who desire to enjoy convenience, speed and personalised online shopping (Biliakovych et al., 2024).
The most important asset that H&M has is that it will be able to adapt locally to a global recognised omnichannel retail format. The firm does regular branding, and localises its promotions, prices, customer services and online communications to local market variables. The purchase experience also offers more options to the consumer via online platforms and physical stores, which further builds customer trust and overall brand experience (Fernandez-Stark et al., 2022).
The two retailers are also efficient in applying glocalisation to get customers in spite of the different approaches. ASOS is more flexile through digital innovation, and personalisation of the customer, whereas H&M is resorting to the global brand image and regional flexibility and availability in the omnichannel (Noris et al., 2025).
Table 4.2 Comparison of Standardisation and Localisation Strategies
	Factor
	ASOS
	H&M
	Findings

	Website
	Standardised digital platform with personalised features
	Standardised global website integrated with omnichannel services
	Both maintain consistent websites while adapting selected features for UK consumers.

	Marketing
	Digital campaigns tailored to UK trends
	Global campaigns supported by local promotional activities
	Both balance global branding with locally relevant marketing.

	Pricing
	UK-specific pricing and promotional offers
	Local pricing reflecting UK market conditions
	Both adapt pricing to improve competitiveness.

	Influencers
	Greater reliance on digital creators and online communities
	Combination of global ambassadors and UK-based influencers
	ASOS emphasises authenticity, while H&M balances global reach with local relevance.

	Customer Experience
	Personalised digital shopping journey
	Integrated online and in-store experience
	ASOS excels in digital flexibility, whereas H&M benefits from omnichannel convenience.



[bookmark: _Toc238452169]4.6 Theme 3: Effectiveness of Glocalised Customer Acquisition Strategies 
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Figure 4.3: Effectiveness of Glocalised Customer Acquisition Strategies
(Source: smartinsights.com, 2026)
[bookmark: _Toc238452170]4.6.1 AI Personalisation 
The thematic analysis identified AI personalisation as one of the most effective glocalised customer acquisition processes adopted by both ASOS and H&M. Personalisation enables retailers to provide connected shopping experience, based on the personal preference of a client, browsing behaviour and purchase trends. 
ASOS has a high degree of personalisation based on AI as it is a digital-first business. The information on the customers online platform is used to suggest the products to the customers, based on the browsing history, purchase behaviour and the personal preferences of the customer. Tailored marketing messages and product recommendations, as well as personalised homepages decrease the amount of effort consumers have to put in to find the products in question. These customised experiences indicated that they enhance customer engagement and lead to longer visits on the platform by customers, enhancing customer acquisition outcomes (VuPhu et al., 2024).
The AI personalisation technique is also being applied by H&M in their online customer acquisition strategy but on the more omnichannel aspect. The company offers personalised product recommendations and customised promotion messages at its web page as well as in its mobile application without interfering with the physical retailing business. This integration enables customers to get the appropriate shopping experiences no matter their favorite purchasing channel. Therefore, the convenience of AI personalisation expands and increases customer satisfaction in various touchpoints in retail (Aranitou et al., 2024).
The comparative results show that AI personalisation is beneficial to both retailers. Nevertheless, as its business is fully digital, ASOS relies on digital innovations in personalisation more than H&M, which incorporates the use of AI-based recommendations into its omnichannel retail strategy (Moon, 2026).
[bookmark: _Toc238452171]4.6.2 Customer Engagement 
The other notable theme that influenced the success of strategies of glocalised customer acquisition was customer engagement. The thematic analysis indicates that both ASOS and H&M are aware of the fact that the attractiveness of new customer is closely associated with the sustainability of the substantial interaction, which results in brand loyalty, repeat visit and long term relationship. Though customer engagement is a priority of both retailers, they use various strategies that are based on their business models.
The main customer experience elements that ASOS maximises using its digital-first platform are: personalised shopping experience, engaging social media content and regular product updates. The customers can communicate with the brand through a variety of methods, one of which is inspiring their style, the user-created content and customised online communication that offers a constant interaction with the brand. This will guarantee customer satisfaction and motivate them to revisit the site and utilize the Internet platform more frequently (Karimkhan, 2024).
H&M has a wider scope of involvement in the incorporation of online communication within the omnichannel retailing system. The customer relationship is enhanced by offering the customers the loyalty programmes, promotion campaigns and in store and online integrated experience. The brand has a number of touchpoints with its customers, which provide greater flexibility in the purchasing process. Such a combination will positively impact customer relations and brand awareness online and offline (Tran, 2024).
[bookmark: _Toc238452172]4.6.3 Competitive Advantage through Glocalisation
The thematic analysis reveals that glocalisation gives both ASOS and H&M an gigantic competitive edge since it will assist them to balance between global brand familiarity and approaches that will offer the solutions to the particular demands of the UK customers. Instead of just using conventionalised international marketing, both retailers adjust the chosen elements of their customer acquisition strategies to enhance consumer confidence, brand relevancy and sustainability.
The digital first business model represents the competitive advantage of ASOS as it enables getting used to the new fashion trends and customer preferences quickly. The company continuously reinvests into marketing material, introduces new products and offers a customer with a personalised experience that increases brand relevance in digitally-active consumers. This will enable the ASOS to react fast to any changes in the market and remain on top of customer engagement and facilitate continuous customer acquisition (Biliakovych et al., 2024).
Global brand consistency and local responsiveness have been incorporated in H&M. The company aligns promotional campaigns, customer services and marketing activities towards the UK consumer expectations without compromising on a recognised international identity. Another advantage of its channel retail model is that it incorporates the convenience of customers who can access the digital platform and the physical ones to easily shop to enhance accessibility and customer trust (Fernandez-Stark et al., 2022).
Table 4.3 Effectiveness of Glocalised Customer Acquisition Strategies
	Strategy
	ASOS
	H&M
	Effectiveness

	AI Personalisation
	Personalised recommendations, customised product suggestions and targeted digital experiences
	AI-driven recommendations integrated with omnichannel retail
	Both improve customer experience, although ASOS demonstrates stronger digital personalisation.

	Customer Engagement
	Interactive digital platform, personalised communication and user-generated content
	Loyalty programmes, omnichannel engagement and integrated shopping experiences
	Both strengthen customer relationships through different engagement approaches.

	Local Adaptation
	Rapid adaptation to UK fashion trends and personalised digital marketing
	Local campaigns, pricing, payment options and market-specific content
	Both effectively adapt customer acquisition activities to UK consumer preferences.

	Competitive Advantage
	Digital agility, innovation and personalised customer experiences
	Global brand strength combined with omnichannel retail integration
	Both achieve sustainable competitive advantage through effective glocalisation strategies.



[bookmark: _Toc238452173]4.7 Discussion of Findings 
The results prove that glocalisation is an influential factor in the customer acquisition strategy in the UK market of digital fashion retailers. The thematic analysis showed that the strategies of both ASOS and H&M, to integrate the global brand consistency and the local adaption, are concentrated on winning and attracting online consumers. Although both retailers are targeted with achieving the same goals, the business models, digital capabilities and customer engagement strategies are areas that divide their strategies. Such results are a sign that glocalisation will allow retailers to stay in the global environment and be sensitive to the local consumer preferences.
These results affirm the Glocalisation Theory that demonstrates that the balance between global standardisation and the local responsiveness is necessary in order to achieve success in the customer acquisition. The two retailers can boast of a standardized brand, but they vary marketing campaigns, communication with customers, and digital services, so as to respond to the needs of the consumers in the UK. Such balance increases brand awareness and enhances customer relevancy amid a competitive retailing environment (Noris et al., 2025).
The thematic analysis also validates the significance of digital marketing channels in acquiring customers. The primary strategies that were identified to be used by both retailers were influencer partnerships, social media marketing, search engine optimisation and paid online advertising (Karimkhan, 2024).
Additionally, AI personalisation and interaction with customers also played a crucial role in effectiveness in customer acquisition. ASOS, too, is a firm believer in customized online experiences to drive higher customer engagement and H&M is integrating personalized experience with online and offline shopping experiences. Despite the dissimilarities in their strategies, both of the retailers can build strong customer relations and enhance their performance on the competitive scale with the help of glocalised strategies (VuPhu et al., 2024.
[bookmark: _Toc238452174]4.8 Chapter Summary 
The discussed findings of the secondary qualitative analysis included the analysis of digital fashion retail customer acquisition strategies adopted by ASOS and H&M in the UK online fashion retail market based on the thematic analysis that allowed identifying the three central themes online customer acquisition channels, balancing between the global standardisation and local adaptation and performance of glocalised customer acquisition strategies. 
The evaluation has also found out that both ASOS and H&M can find a balance between global brand consistency and local market sensitivity. ASOS is less physical, customized customer relations and responsiveness to the customer emerging trends, and H&M is more characterized by the existence of a uniform global brand and regionalized marketing operations and omnichannel retail pattern. 


[bookmark: _Toc237963988][bookmark: _Toc238452175]CHAPTER 5: CONCLUSION
[bookmark: _Toc237963989][bookmark: _Toc238452176]5.1 Conclusion / Summary of Key Findings
This dissertation critically reviewed how online customer acquisition strategies used by ASOS and H&M in the UK digital fashion retail market were applied in a globalised fashion. The findings suggest that the two retailers are not dependent on a single acquisition strategy; they both employ social media marketing, influencer engagement, SEO, paid advertising, personalisation and general customer-engagement activities. The thematic analysis, as a manual, generated three themes that are interdependent, including the online customer acquisition channels, standardisation versus localisation, and the effectiveness of glocalised customer acquisition strategies (Noris, Sabatini and Cantoni, 2025). Coding showed that the credibility of the influencers, their digital presence, scalable infrastructure, personalisation, customer engagement and the creation of digital value affected the interpretation of the strategies of the retailers.
The major discovery is the strategic difference between the retailers. ASOS has a more digitally-oriented and influencer-based model within its online-first orientation. The coded evidence indicates that ASOS focuses on increased digital-first social-media interactions, fashion creators, online optimisation, retargeting and personalised online experiences (Ritch, 2023). The secondary evidence does not conclude how well the practices yield faster acquisition or higher conversion compared to the strategy embraced by H&M. On the other hand, H&M incorporates online purchase into a more comprehensive omnichannel and globally standardised retailing framework. H&M applies digital acquisition in an omnichannel model in its online and physical interactions, yet the pace of decision-making and organisational performance is not analysed, which does not permit making conclusions about the slow adaptation.. Thus, neither of the models is inherently superior, and the possibilities of both models are based on strategic and market conditions.
Both retailers have global consistency in their brands and localize customer facing activities to expectations in the UK, including digital content, communication, promotions, sizing, payment options, delivery expectations and personalised experiences. The results thus call the view of standardisation and localisation as mutually exclusive (Ludwig and Cao, 2026). Complete standardisation may be efficient and improve brand consistency but local relevance will be reduced and excessive localisation may dilute brand identity and make it complex. Rather, it involves successful acquisition, discriminative preservation of globally-uniform brand components, and modifying the market-facing actions.
Such findings tend to prove the Glocalisation Theory but also reveal that there is no fixed right balance between global consistency and local responsiveness. It will be based on the channel of acquisition, consumer expectations and organisational model (Behara, 2026). Personalisation, involvement of influencers and locally relevant communications appear to be particularly important to improve relevance and interaction but their effectiveness is determined by consumer trust, responsible data usage and consistency with the overall brand positioning.
[bookmark: _Toc237963990]The UK customer acquisition by ASOS and H&M is through digital channel portfolios and scalable systems at the touchpoints, which are globally scalable. ASOS is more customised and informal online, and H&M combines global brand consistency, regional marketing and omnichannel presence. These plans imply worth, but the effectiveness of acquisition has not been validated.
[bookmark: _Toc238452177]5.2 Linking with the Objectives
Objective 1: To find out and compare the digital customer acquisition channels employed by ASOS and H&M in the UK online fashion retail market, such as social media marketing, influencer marketing, SEO, paid advertising and website personalisation.
This was achieved through the comparison of social media, influencer marketing, SEO, paid advertising, personalisation and customer-engagement practices. The primary similarity is that the two retailers are not dependent on a single acquisition source but engage in multiple online platforms. The most prominent difference is the strategic emphasis: ASOS is more digitally and influencer-centric, and H&M is more intertwined digital action with a longer omnichannel model. It is comparable in the sense that, when compared, it can be seen that the various configurations of similar acquisition channels are differentiated to suit the business model of different retailers; there is no documentary evidence to prove the argument that a certain configuration creates better conversion or acquisition outcomes.
Objective 2: TO test the balance between global standardisation and localisation of online strategies of customer acquisition at ASOS and H&M in the UK.
The second objective looked at the global standardisation and localisation. The findings reveal that both retailers have internationally recognisable brand identities with customer-facing elements adjusted to suit UK consumers. This assists in validating the Glocalisation Theory but the drawbacks are also seen when overthought. The evidence indicates that this balance is not fixed but is dynamic; various aspects demand diverse levels of adjustment. Thus, whether to use standardisation or localisation will not determine its effectiveness but what should be globally consistent and what should be locally sensitive.
Objective 3: To assess the practices of glocalisation which seem to be the most effective to lure and entice online fashion consumers in the UK.
The third objective was to assess the best practices that are globalised to attract and engage the consumers in the UK. Findings relate customisation, local content, social media, influencers and cross-channel integration to relevance and engagement, but not to unquantified conversions, acquisition costs and advertising returns. The research aim has been achieved by critically demonstrating how ASOS and H&M strike a balance between global uniformity and local customization and evaluating the effect of these combinations on digital customer acquisition.
[bookmark: _Toc237963991][bookmark: _Toc238452178]5.3 Recommendations
Firstly, ASOS and H&M should increase the balance between the global consistency and localisation in the UK. The results indicate that the global brand identity is still useful, yet consumer facing activities need local relevance. Both retailers should then uphold core visual identity, brand values and positioning and rephrase campaign language, promotions, influencer affiliations, size information, payment selections and delivery communications to UK requirements (Madhumanchi, 2025). The benefit is that it will be more locally relevant without the unnecessary split of global brand equity.
Second, the two retailers should work on the creation of AI-based personalisation, but the application should be reasonable and open. The recommendations may be customised to be more relevant and reduce the effort consumers have to make before identifying the appropriate product, but excessive reliance on behavioural data may diminish trust when consumers believe they are being tracked or stalked. Personalisation with cyber-awareness should then be accompanied by open data-use policies and considerable consumer control (Duggal, 2026). The strategic advantage is increased engagement and decreased reputational risk of over- personalisation.
Third, localised social-media and influencer strategies need to be reinforced. ASOS has already demonstrated that interaction based on the use of digital power is worth doing, and H&M can use its larger exposure in the country to integrate the use of local influencers and omnichannel campaigns. The selection of influencers should ensure that they are credible, fit the audience and have brand consistency other than the number of followers (Hardcastle, Vorster and Brown, 2025). This would enhance authenticity and minimise the chances of localisation superficially.
Finally, the customer acquisition channel must be a channel portfolio which both retailers deal with. The influencers, Social media, SEO, paid advertising, personalisation and engagement should not be thought of separately but as a unit (Ahmed, 2024). This reduces dependence on one platform and enables the marketing resources to be redirected in case of changing consumer behaviour and effectiveness of digital channels.
[bookmark: _Toc237963992][bookmark: _Toc238452179]5.4 Limitations
The research has several limitations which affect to what extent the results would be generalised. First, it relies entirely on a secondary qualitative data and, therefore, would not be a reflection of the first-hand information about the perceptions of the UK consumers, employees or marketing managers. Reporting bias may also be promoted by corporate published content, which promotes the emphasis of successful campaigns and little data on unsuccessful campaigns.
Secondly, the analysis is confined to ASOS and H&M and the UK market. The findings can therefore not be assumed to represent the overall fashion sector or other geographical settings which might have different consumer expectations, digital infrastructure and competitive settings. Third, the study does not directly measure the results of the acquisition, which may be conversion rates, customer acquisition cost or advertising returns (Dakanalis et al., 2023). Claims of effectiveness must be construed as strategically inferred as opposed to quantitatively proven.
Digital marketing is also dynamic and hence what works today may become outdated as platforms and algorithms change as well as consumer preferences. Such limitations had been identified in the chapter of methodology (Gerlich, 2023). A manual coding audit trail and comparative thematic analysis several sources helped to increase transparency and credibility without objectively supporting the performance of the acquisition.
[bookmark: _Toc237963993][bookmark: _Toc238452180]5.5 Future Scope
Future studies ought to overcome the existing shortcomings by using extended designs. Online surveys of the online fashion consumer base in the UK could gauge response to personalized advertising, influencers and localized campaigns and qualitative interviews of the consumers and the marketing experts could explain why they trust, engage and resist. Zara and Boohoo can be included in future comparative studies to discover whether the trends of digital-first and omnichannel that were identified in the case of ASOS and H&M can be applied to other fashion retailers in the UK. The transferability of strategies of glocalisation may vary with situations and this may be assessed by comparing the strategies of the European, Asian and North American markets. A longitudinal study quantifies the social media, influencer, SEO, advertising and personalisation performance across varying platforms and expectations. Customer acquisition cost, conversion, engagement, retention, purchase intention and loyalty could be also quantified in quantitative study. Further studies should be conducted regarding the inclusion of AI-based personalisation, privacy and trust since there is a clash between relevance targeting and consumer concerns. Generational and demographic comparisons may point to the existence of different answers to glocalised marketing, reinforcing evidence on the generalizability of results to other contexts, outside of this UK comparative case study.
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Ordinary Status

‘The key distinguishing factor between SMIs and traditional celebrities lies in their ordinary status. SMIs
are recognized astrusted trendsetters within their specific niches (Griive, 2017; De Veirman etal., 2017).
‘They participate in brand endorsements by seamlessly integrating brand messages into their content in
exchange for rewards, such as free products, brand trips, tickets to shows and events, etc., that are typi-
cally determined by their outreach metrics (such as follower count, monthly views, engagement, etc.)
(Audrezet etal., 2020; Luvaas, 2017). This contrasts with collaborations and endorsements by traditional
celebrities, where the audience is clearly aware of the financial incentives for the celebrities involved
(Grive, 2017), which take away from their authenticity and affect consumers’ trust. While followers tend
to perceive branded content from SMIs as peer endorsements; therefore, they show lower resistance to
their promotional messages (Poyry et al., 2019).

Path to Fame

Celebrities and SMIs are very different in their paths to prominence. Traditional celebrities attain fame
through careers in entertainment, professional sports, and similar industries, whereas influencers rely
solely on social media to cultivate their audience and establish a career (Brooks et al., 2021; Carrillat
& licic, 2019; Harnish & Bridges, 2016). For instance, celebrities are often in the spotlight, starring
in movies, showing off their looks on red carpets, and appearing on talk shows—opportunities that
influencers generally lack. SMIs instead rely on social media to grow their audience base. For this
reason, the relationship dynamics between celebrities and their audiences are inherently different
from those of influencers.
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- digital clothing is clothing that exists only in digital
format. This can be clothing for virtual avatars in video
‘games or virtual reality, or things that can be “worn” on
images of real people. Such digital products can be sold
in the same way as real ones;

- digital engagement: brands are actively using social
‘media to engage the community in design and market-
ing strategies. Some are using augmented reality tech-
‘nology to create interactive advertising campaigns.

Digital fashion as a new trend in the industry plays a
significant role in solving various key tasks (Minh and
Ngan 2021). Firs, it helps to promote innovation in the
industry. A variety of technologies allow designers and
brands to experiment with new shapes, technologies and
‘materials,pushing the traditional boundaries of design and
opening up new opportunities for creativity. Secondly,
digital fashion can serve as a mechanism for implementing
personalisation in fashion. It can use advanced data and
‘machine learning algorithms to create individually tailored
products that meet the unique needs of each consumer
(Brych 2022). Thirdly, digital fashion has the potential
to ensure accessibility. In particular, virtual fittings can
provide wider access to fashion products, regardless of
physical limitations or geographical distances. It also
faciltates greater mutual engagement between consumers
and retailers, for example through virtual fashion shows
and virtual fitting rooms. Finally, given the relevance of
environmental concerns, digital fashion can be part of a
strategy to reduce the industry's environmental footprint

‘virtual reality technology in the context of fashion shows
could be.

Chong (2023) analysed how digital fashion is changing
fashion as a whole and creating new opportunities for
designers, consumers and businesses, covering topics
such as digital design and production, virtual reality and
‘augmented reality in fashion, the use of NFTs and block-
chain, digital fashion shows and other innovations in this
area. In addition, the author considered potential trends,
challenges and opportunities for the development of artists.
in this field. Elsewhere, Kalhor (2021) provided an overview
of various ways artificial intelligence can be used in the
fashion and apparel industry, such as design automation,
trend forecasting and personalised marketing. The
researcher defines digital fashion as an industry that
‘mainly uses artificial intelligence to develop clothing and.
accessories.

Han et al. (2021) focused on the role of virtual proto-
typing in fashion design education, especially with the
‘use of electronic textiles (E-textiles). E-textiles are textle
‘materials that contain digital components or electronics:
sensors, LEDs, batteries and microprocessors. Clothing
‘made from such materials can interact with the environ-
‘ment, adapt to the needs of the wearer or provide new
functions such as health monitoring. Kolisnichenko et al.
(2023) explored the stages of digitalisation in the fashion
industry, its innovative potential and the prospects for
transforming it into an environmentally sustainable
system. In particular, the authors examine how digital
technologies and innovations are impacting the fashion
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Mussomeli, Gish, and Laaper (2016) is one of the first studies that analyzes the effects
of value chain digitalisation, which is defined as the application of advanced data ana-
Iytics tools and physical technologes to enhance supply chains’ digital connection and
technological capabilities. They discuss how state-of-the-art technologies transform the
classic linear value chain into 2 more accessible and linked system. Additionally, they
underline the benefits of digitalised value chains as data gathered from many sources
and places can be used to make more informed production decisions. UNCTAD
(2017b) notes that digitalisation has the potential to significantly benefit all stages of
the value chain, including upstream stages, internal production process, downstream
stages, and end-to-end processes.

‘Thus, there is an increasing volume of literature focusing on the positive effects of
digitalisation. For example, there is evidence that an engagement in online business
can bring value to retail businesses (Xia and Zhang 2010), improve the effectiveness of
production companies (Quiros Romero and Rodriguez 2010), and enhance firm’s pro-
ductivity (Liu et al. 2013; UNCTAD 2015). In contrast, other studies point out the nega-
tive impacts of a digitalised value chain. Kenney and Zysman (2016) and McIntyre and
Srinivasan (2017) express concern about the asymmetric power of platforms in the
relationship with their partners (ie. gig employment) and argue about the need for an
appropriate legal and institutional framework to regulate the platforms. This paper
aims to address this important issue of the impacts of the digitalisation of GVC on
firm behaviour and performance, particularly focusing on new entrants and incumbent
firms.
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