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Abstract 

The paper discusses how the omni-channel marketing influences consumer retention in UK retail market and in this case study; the study is focused on Sainsbury. The primary aim of the study is to explore the impact of the application of omni-channel strategies, which also implies online and offline touchpoints, on business retention and loyalty. By using case study approach and using secondary research materials in the form of annual reports of Sainsbury, customer feedback and literature, the study identifies some of the strategies that have managed to make the company gain better consumer retention. These include individualized marketing, the simplification of merging both physical and digital channel and consumer behavior through insights. The other issue that Sainsbury encountered as a result of the absence of omni-channel marketing that also appears in the study involves customer experiences fragmentation and mixed messages. Those findings indicate a positive effect of the omni-channel marketing strategies on the consumer retention of a customer, by means of a consistent and customized shopping experience. The analysis is crowned with suggestions to include the omni-channel systems, the extension of the loyalty programs, and the creation of the data analytics to raise the engagement and retention of customers. The current research paper can be applied to the emerging body of knowledge on the subject of omni-channel marketing within the retail sector and offers valuable recommendations to a company that provides the opportunity to enhance their customer retention and competitiveness.
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CHAPTER 1: INTRODUCTION
1.1 Background of the study

United Kingdom based retail industry was a major contributor in the economy and GDP of the nation. The UK base retail industry integrated omni-channel marketing in order to enhance the customer experience and stay relevant in competitive edge market. Omni-channel marketing refers to the strategy used by businesses to provide better customer experience through different channels of offline as well as online. Omni-channel marketing helps in the promotion and branding of products through different channels (Gerea, Lopez and Herskovic, 2021). The omni-channel marketing helps in driving customer loyalty by providing personalised and tailored experience to customers. The omni-channel marketing has helped retail businesses in order to retain 89% of customers by online and offline influence. 

Customer retention as defined as the ability of businesses to retain the existing customer over a long period of time by providing services and experience (Rosário and Casaca , 2023).  Customer retention plays a crucial role for the development of a business along with increasing the revenue and  building loyalty.  The omni-channel marketing was a powerful strategy used by UK retail sector in order to provide seamless interaction with customer. The omni-channel marketing has helped in delivering consistent brand promotional messages across the various marketing channels in order to provide seamless shopping experience. 

Sainsbury has integrated omni-channel marketing in business operation in order to foster trust and loyalty (Kabir, 2024). The omni-channel marketing strategy was beneficial as it directly impact the consumer retention as it enhance customer loyalty and trust, increase spending and increases visiting frequency. 

1.2 Problem Statement 

The problem statement attempts to understand the benefits of omni-channel marketing. More detail investigation was required for the optimum utilisation of omni-channel marketing. Although, only limited  studies were available which focused on the relation between omni-channel marketing and customer retention within UK retail sector. The research attempts to identify the challenges faced by UK retail businesses in the absence of omni-channel marketing which effect the retention of customer (Bijmolt et al., 2019). The primary problem of the research to focus on the omni-channel marketing used by UK retail sector in order to manage stronger relation with customer.

1.3 Research Aim and Objective

Aim: 
The principal aim of this research is to examine the impact of omni-channel marketing on consumer retention within UK retail sector: A case study on Sainsbury.
Objective:
· To study the concept of omni-channel marketing and consumer retention in relation to retail business.

· To assess the problems faced by Sainsbury in the absence of omni-channel marketing on consumer retention.

· To evaluate the omni-channel marketing strategies executed by Sainsbury to increase consumer retention.

· To examine the impact of omni-channel marketing on consumer retention within Sainsbury.
· To provide recommendations to Sainsbury to increase consumer retention through omni-channel marketing

1.4 Research Question
· What is the the concept of omni-channel marketing and consumer retention in relation to retail business?

· What are the problems faced by Sainsbury in the absence of omni-channel marketing on consumer retention?

· What are the omni-channel marketing strategies executed by Sainsbury to increase consumer retention?

· What is the impact of omni-channel marketing on consumer retention within Sainsbury?
· What are the recommendations provided to Sainsbury to increase consumer retention through omni-channel marketing?

1.5 Research Rationale

The rationale of the study was to conduct research which provide detailed information about the omni-channel marketing and its impact on customer retention. The research was justified as it provides valuable information to retailer in order to mitigate the potential issues which encountered during the omni-channel marketing.  The study was also beneficial in understanding the significance of omni-channel marketing which enhance the overall performance of retail business (Cai and Choi, 2023). The study was beneficial for different stakeholder of the industry. The research help in the identification of different omni-channel marketing strategies and its usage which enhance customer experience and help in customer retention. In additional to this, the study also contributes in the identification of key areas which required more detail investigation by researcher. The study provides rich insight related to different omni-channel marketing strategies which might be applicable for enhancing the retention of customers. 

1.6 Dissertation Structure

The overall dissertation structure offers brief description about the different chapter of the study. The overall structure of dissertation in order to fulfil the aim of the study was as follow-  

Chapter 1 Introduction- The chapter introduces the research topic “Impact of omni-channel marketing on consumer retention within UK retail sector; A case study on Sainsbury”. The chapter identifies the problem of the statement along with clearly providing the aim and objective of the dissertation. The rationale of the study was provided in this section along with research questions. 

Chapter 2 Literature Review- The literature review provides valuable information about the research topic by critically evaluating the already published information by different authors and scholars about the topic of research. The chapter provide relevant theories and literature gap found in the study.

Chapter 3 Research Methodology- The chapter provide detail information about the methods and strategy used for the collection and analysis of data. The research was conducted using Saunders Research Onion Framework. 

Chapter 4 Result and Discussion- The chapter provide analysis of the collected information which help in obtaining the outcome of the study. This section also provides detail discussion. 

Chapter 5 Recommendations and Conclusion- The chapter draws the conclusion of the study along with providing the recommendations. The chapter also describe the limitation of the study.
1.7 Summary

The chapter introduces the research topic. The chapter provide detail information about the omni channel marketing and customer retention. This section of the study provides valuable information about the relation between omni-channel marketing and its impact on the consumer retention. The chapter was useful in identifying the statement of the problem. The chapter clearly provides the aim and objective of the research along with research rationale. This section of dissertation also provides the overall structure of the dissertation which briefly explain all the chapter. The chapter focus on providing an overview about the omni-channel marketing and its impact on consumer retention within UK retail sector.
CHAPTER 2: LITERATURE REVIEW 
2.1 Introduction 

The literature review critically evaluates the scholarly articles conducted by different authors and scholars on the topic of research. The literature helps in obtaining valuable information about the omni-channel marketing by understanding the viewpoint and opinion of others researcher (Raza and Govindaluri, 2021). The review provides conceptual framework which explain the relation between the omni-channel marketing and customer retention, the literature also provides various theories relevant to research topic. The chapter work as the foundation for conducting the research. At last, the chapter also includes detail literature gap found in the study which required more investigation.

2.2 Concept 

Omni-channel Marketing 
As per the study of Mateus (2021), omni-channel marketing was defined as the marketing strategy which uses different channel to promote the products with precise messages. Omni-channel marketing helps in consistent advertising on different channels which include different social media platform, website and offline stores. In support to this, Nguyen (2025) has spotlighted that omni-channel marketing has helped businesses to enhance customer experience through consistent and precise brand messaging regardless the different channels such as website, mobile app and offline stores. Omni-channel marketing provide advantage to businesses in offering seamless interaction on different channels. 
Customer Retention
In the opinion of Torkzadeh et al. (2022), customer retention was defined as the ability of businesses to keep relation with customer over a long period of time. Engaging customer has helped businesses in development. Customer retention play a crucial role in the growth of the business. The brand reputation directly depends on the consumer retention rates. Similar to this, Ghag et al. (2019) has spotlighted that customer retention refers to the capability of business to keep customer engage for purchasing the product over a period of time. The repeat purchase by existing customer was defined as retained customers.

2.3 Theories

Stimulus-Organism-Response (SOR) Theory
This theory has been applied in this study as it suggests that the environmental stimuli trigger the internal organism process which offers a response (Wang et al., 2022). In the context of omni channel strategies employed by the retailers, the omni channel elements are the stimuli of the study and the customers experience while interacting with the retail brands are the organism. The customer retention is the response which consists of customers repurchasing and being loyal to a brand if they are satisfied with the experience offered by the brand. This theory helps to explore the stimuli that are processed by the retail customers to have a positive brand experience.
Customer Value Theory
This theory stated that customers make any decisions to purchase any goods based on their perceived value of that good and whether the price and experience is equal to the benefit they get while using that product. The retailers focus mainly on offering values and quality to their targeted audience through various options like their return policies. This theory also helps to explore how an omni channel experience improves the perceived value for the consumers and the motivators that influence the customer experiences.   

2.4 Problems faced by retail sector in the absence of omni-channel marketing on consumer retention

According to Bijmolt et al. (2019) retail organisations that have ineffective omni channel marketing strategies faces issues in retaining customers as there is inconsistency in the experience that's offered to the consumers. The consumers need a seamless and consistent experience while they explore the various platforms that a brand uses for marketing. If a customer sees an offer online and finds that in the physical stores of that brand the offer is not valid than the customer doesn’t trust the brand offering in the future also. There might be inconsistency in the products pricing, availability and the different messages on various channels makes the target audience confused and breaks the seamless shopping journey. Furthermore Rane, Choudhary and Rane (2023) have stated that the customer data gets fragmented due to the information being divided on the various systems and the online and offline interactions. This fragmentation limits the retailers to offer personalized experiences to their customers that the modern customers expect to get. The problem arise as the retailers cannot keep track of those customers that explores products on one channel but buys it from different channels. The recommendations than that those retailers provide remains ineffective as they are not able to track the consumers online behaviour and their purchase history. 

However, Xu, Kang and Lu (2023) states that it has become difficult for the brands and retailers to manage the separate systems and channels, being both online and offline channels and operations which results in miscalculations and predictions related to the inventory management. As the brands that don't have unified numbers of the stock levels of their products across the various locations like the warehouses, retail stores and the distribution centres than the brands are subjected to logistic challenges. Kelka (2024) adds that customers are frustrated due to the brands not able to track the availability and not updating their sites and inventory leads to them overselling their products and after the customers has placed their orders, they cancel the order. These operational failures are perceived by consumers as poor service provided by the brands. 

To conclude the absence of omni channel strategies is not only missed opportunities by the brands but as failures of their marketing strategies and damages the chances of retaining the customers. The inconsistencies lead to a frustrating and impersonal experience that affects the customer behaviour.               

2.5 Omni-channel marketing strategies executed by retail sector to increase consumer retention

As per the opinion of Gerea, Lopez and Herskovic (2021) the omni channel strategies that the retail sector has majorly adopted creates a seamless and personalized customer experience. It is possible when the brands are able to offer the customers single view of the customer data. By integrating all the data available from the various channels and touchpoints including the website data, mobile application data, data collected from the customers that purchase through offline stores and the social media interactions. The retailers by integrating all these data can analyse the customer behaviours and deliver personalised recommendations and experiences. Moreover, Sompura et al. (2024) states that the strategies adopted by the retailer's that bridges the gap between the different experiences customers get with the online and offline experiences, results in a continent and flexible experience. The strategies like buy online and pick the purchased items from the physical stores allows the customers to pick their purchased items from the nearby stores and prevents the customers to be stuck in the long lines in the stores. Yin et al. (2022) adds that the brands that allows the customers to exchange and return products that they purchase online through other channels like in store, enhances the post purchase experience of the customers and also builds trust and credibility. 

In contrast to this Kwiatek, Morgan and Thanasi-Boçe (2020) states that the brands have integrated loyalty and reward programs that are more effective in retaining the retail consumers. These programs reward the customers for their interactions and buying from the brands, this includes their social media interactions, or online purchases. These programs includes point based systems that offers benefits to the consumers that they can have access if they complete n number of purchases from one brand. This encourages the customers to purchase more from that brand. 

Even tough, Rodríguez-Torrico et al. (2020) believed that instead of providing all the customers same messages on the various channels the brands by analysing the customer interactions on the various channels the retailers can determine what channel gets the most interactions. They can analyse those channels and offer more personalized content according to how that channel works. Its important to build and maintain effective communication methods by integrating all the channels and offer similar messages so that the consumers have access to consistent messages and are able to engage and interact with customers at their preferred channels with right messages.         

2.6 Impact of omni-channel marketing on consumer retention within retail sector.

According to the opinion of Rolando et al. (2024) omni channel marketing had a significant impact on consumer retention as this offers a seamless and personalized customer experience across the various channels. An effective omni channel strategy provides a customer centric approach that combines the online and offline channels. It was observed that the modern consumers expect the retailers to provide them a convenient and seamless experience and with the proper management the brands are able to give the consumers access to explore their products online and then buy it offline after ensuring the products quality. Su and Wen (2021) observes that the consumers that utilise the various omni channels of a brand are more desirable by the brands as they spend more time on the different touchpoints to engage with the brand. They use the online websites the browse the large catalogue that the brand has to offer and then spend time in stores to find those products. They provide more value to the businesses as compared to those customers that only interact with the  brand from one channel.

Salvietti, Ieva and Ziliani (2024) also states that the integrated channels offers the customers a holistic view of the customers behaviour, their preferences and the purchase history across the various touchpoints. The retail brands leverage these data to offer more personalised recommendations, offers and communications which results in the customers to feel more understood and feel that the brand values their preferences. All these strengthens the connection that the consumers have with the brands that leads them to be loyal towards them and be their advocates. However Saghiri and Mirzabeiki (2021) has stated that even though there are many benefits of having omni channel strategies, it do present the brands with various challenges. The brands need to invest to have integrated technology infrastructure which includes having a unified CRM system. For having effective integrated channels the brands had to train their employees so that they are able to mange the complex systems and processes. Additionally Mirzabeiki and Saghiri (2020) has stated that brands have to integrate effective omni channel models in their marketing as this is not added to only gain competitive advantage but it have become a necessity for all brands irrespective of the sector they belong. By putting the needs of the customers at centre and offering them seamless experiences the retail brands can enhance the satisfaction levels and retention rates.  

2.7 Conceptual Framework 
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Figure 1:Conceptual Framework
Source1: Self-Made

The different channels used by retail industry for marketing were websites, social media platform and physical stores. The omni-channel marketing has enhanced the overall customer experience. The omni-channel marketing has increased the revenue and CLV by integrating omni-channel marketing in business operations. The above framework was beneficial in determining that omni-channel has positively impacted the customer retention as it helped the retail businesses in fostering customer trust and loyalty.

2.8 Literature Gap

Omni-channel marketing was an interesting topic of research. Although, several gaps were present in the study which required more investigation. The current study has broadly focused on understanding the impact of omni-channel marketing on customer retention.  More investigation was required to identify the challenges faced by retail businesses in implementing omni-channel marketing strategies in business operation in order to enhance customer retention rates. More detailed investigation was required to understand the various factor such as customer loyalty, customer experience and customer trust affected by omni-channel marketing which has led to increase customer retention. More investigation was required to study the different omni-channel marketing strategies. 

2.9 Summary

The chapter was beneficial in critically evaluating the views of different scholars and authors about the omni-channel marketing and its impact on customer retention. The retail businesses have encountered several challenges such as difficulty in provide seamless interaction and difficulty in analysing the data. The retail industry has integrated omni-channel marketing strategy in order to enhance the customer experience which has led to retaining customers.  Different omni-channel strategies such as data driven insights and personalised marketing has been used to influence the repeat purchase by existing customers.

CHAPTER 3: RESEARCH METHODOLOGY  
3.1 Introduction 
Research methodology refers to a systematic way of a conducting a study in order to find the relevant answers for the respective research questions. The study has employed on Saunders Research Onion model, to assist systematic research in an effectively manner (Phair and Warren, 2021). Saunders research model would break the research process in philosophy, approach used for the study, strategy and choices of method selected, data collection and data analysis techniques used for the study. The research has adopted secondary and qualitative methodology to examine the impact of omni-channel marketing on consumer retention within the UK retail sector.
3.2 Research Philosophy
The study has adopted interpretivism research philosophy to examine the impact of omni-channel marketing on consumer retention in UK retail sector. Interpretivism philosophy asserts that reality is socially constructed and subjective, stating that there is no single objective which is shaped individual collective interpretation, experiences and social context (Acharya, 2025). This research philosophy has been considerer well suited for qualitative and secondary research method providing in depth and detail understanding regarding the research topic. Furthermore, this research philosophy has also assisted the researcher to explore detail and direct impact of omni-channel on consumer retention in UK retail sector by selecting interpretivisim philosophy. 
3.3 Research Approach
The inductive research approach has been used for this study. This inductive research approach has provided a bottom up approach for researcher to gather data, by identifying and analysing the collected data (Kumar, 2024). The approach has identify the recurring regarding the cause and effect relationship between omni-channel and consumer retention by developing new theories and explanation. Inductive approach has provided a deeper insight on omni-channel marketing in retail sector providing a detail and in-depth analysis. Furthermore, specific understanding and observation were able to gather by the researcher using inductive approach for the study by emphasising on UK retail sector.
3.4 Research Design
The research design includes a comprehensive plan to understand the process of conducting research and answering research question. The study has adopted case study research design to provide a detail understanding related to the impact of omni-channel on consumer retention in UK retail sector. The research design of case study helps provide a comprehensive, detailed and deep information on the complex phenomenon in the real world (Cleland, MacLeod and Ellaway, 2021). This has been studied in this research design of directly correlating omni-channel marketing and retention of costumers. Case study allowed the researcher to get a comprehensive and thorough picture of the omni-channel marketing used in the UK retail market by focusing on the case study of Sainsbury which has a direct influence on customer retention.
3.5 Choice of Method
The present research has incorporated mono qualitative research approach to investigate the effects of omni-channel on customer retention in retail industry of UK. Mono method refers to the utilization of the qualitative data of a single type to present a certain subjective information about the research in an effective and systematic manner (Haq and Yasin, 2025). Qualitative data were possible to be used in this study as the contextual understanding of omni-channel marketing. The use of this mono approach has helped the study to investigate the omni-channel marketing that directly translates to the retention of impact customers, which gives a profound, human centred insight about the Sainsbury in the UK retail industry.

3.6 Time Horizon
Time horizon in the research is the total amount of time that will be entailed in the study. The current study has included cross sectional time horizon to gather the information at a single point in time. Cross sectional time horizon compile the data at a specific point in time, which provides a general overview of the research subject in an effective manner (Maier et al., 2023). This time frame has assisted the investigator in building the systematic information and relevant information in a specific time in order to make the study result more feasible and effective. Also, cross sectional time horizon has provided an insight into the cause and effect between omni-channel and customer retention in UK retail sector.

3.7 Data Collection
Secondary data sources have been employed to gather the information of the study on the customer retention and its correlation with omni-channel in UK retail sector (Merritt and Zhao, 2020). In the process of gathering data to conduct the research, the researcher used sources such as Sainsbury research report, annual reports and corporate strategy documents. Existing literature journal, articles and dissertation have also been used to collect the data as it considers the effects of omni-channel marketing on customer retention on the retail sector. The data of the government reports and statistics on the omni-channel marketing and its influence on customer retention has also been obtained within the research.

3.8 Data Analysis
Secondary data and qualitative data gathered in the research have been analysed using the thematic analysis. Thematic analysis usage to study the collected data by identifying, analysing and reporting patterns and trends by the comprehensive discovery of the collected data set and repetitive patterns and concepts (Ahmed et al., 2025). By analysing the data through thematic analysis has identify, analyse and report the recurring patterns and themes that are related to omni-channel marketing and its impact with customer retention in UK retail sector by focusing on the case study of Sainsbury. 
3.9 Sampling
The research has adopted purposive sampling. Purposive sampling involves a non probability sampling technique which involves selecting data sources based on specific relevance and information regarding Sainsbury omni-channel marketing that directly impact customer retention. 
3.10 Ethical Consideration 
The research has followed the following ethical consideration throughout the stduy for the secondary and qualitative data collected: 
Informed Consent: The research has ensured that the proper citation has been provided to the authors and scholars whose data has been used in conducting the research along with proper reference. 
Potential for harm: The research has maintained the usage of secondary resource which deprives the risk of participants. The data collected for the research has been confidential though out the study.
Result Communication: The researcher has made sure that no manipulation has happened with the outcomes of the study. No changes has made in the result. 
CHAPTER 4: RESULTS AND DISCUSSION
4..1 Introduction

The findings of this research are presented and discussed in this chapter, with particular reference to the effect of omni-channel marketing on consumer retention in the UK retail industry as a case study of Sainsbury (Fauzzia, Rahayu and Hendrayati, 2025). The thematic approach of the analysis should be recognized as the identification of the main patterns and themes based on data gathered, such as perceptions and the level of engagement and satisfaction with omni-channel experiences on the part of customers. 
4.2 Theme development table
	Objectives
	Codes
	Subcodes
	Description 

	To assess the problems faced by Sainsbury in the absence of omni-channel marketing on consumer retention.


	Fragmented Customer Experience
	Inconsistent offers, Conflicting messages
	Failing to implement omni-channel strategies, customers can have different offers and messages on the online sites and offline locations, which will result in a lack of trust.

	
	Data Fragmentation
	Disconnected customer information
	Customer information is channeled and it does not allow one-on-one engagement and customer behavior monitoring. 

	To evaluate the omni-channel marketing strategies executed by Sainsbury to increase consumer retention.
	Integrated Digital Platforms
	Website, Mobile App, social media
	Sainsbury applies digital services in order to offer smooth access, tailored suggestions, and convenient communications.

	
	Seamless Channel Integration
	Click & Collect, Returns Across Channels
	The integration between online and offline will increase convenience and the post-purchase satisfaction.

	To examine the impact of omni-channel marketing on consumer retention within Sainsbury.

	Enhanced Customer Loyalty
	Repeat purchases, Brand advocacy
	Omni-channel marketing enhances loyalty through the delivery of personalized and continuous and engaging experiences. 



	
	Strategic Necessity
	CRM integration, Staff training
	Effective omni-channel strategies bind the need to invest on technology and human resource to handle complicated systems.




4.3 Thematic Analysis

4.3.1 Theme 1: Problems faced by Sainsbury in the absence of omni-channel marketing on consumer retention

The discussion of this theme reveals that the lack or poor execution of omni-channel marketing poses several challenges affecting Sainsbury, which in direct and indirect ways affect consumer retention (Ilyas, Dianti and Mirsal, 2025). Digitally empowered consumers which are defining features of the modern retail environment are demanding convenience, consistency and personalisation at every point of interaction. When such expectations are not met, the customers will tend to be dissatisfied and this undermines their loyalty to any retailer and more chances of shifting to the rival retailers. The lack of consistency in the channel experience of the customer is one of the major issues related to the fact that there is no omni-channel marketing. According to Bijmolt et al. (2019), retailers whose omni-channel strategies are ineffective usually cannot deliver a coherent experience, which results in the discrepancies in prices, promos, and in-stock availability of products between online and offline retailers. In the case of Sainsbury, unexpected differences in availability of promotional services might happen when what has been shown on the site, or mobile application, cannot be found in the physical shops and this leads to confusion and disappointments among the customers.
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Figure 2:Omnichannel Marketing Chart: The biggest challenges to marketers’ omnichannel strategies

Lack of consistency in the messages conveyed through channels also adds to the consumer journey. Different customers who interact with Sainsbury across their touchpoints might get different promotional messages or experience varying degrees of a high quality of services. Such incoherence disturbs the continuity of shopping process and does not allow customers to create a clear and consistent idea about the brand (Fauzzia, Rahayu and Hendrayati, 2025). This leads to the shopping experience being more discontinuous instead of smooth, diminishing customer satisfaction and diminishing the emotional connection to the retailer. These bad experiences add up over time and have a serious effect regarding consumer retention.
Fragmented customer data is another significant problem that has been triggered by the lack of omni-channel marketing. As Rane, Choudhary and Rane (2023) point out, retailers have difficulties developing a comprehensive view of customer behaviour when the information about customers is kept in different systems dealing with online and offline interactions. When speaking in the case of Sainsbury, the customers can go online and see the products, interact with the advertising materials on social media, and purchase goods in the stores, but these interactions might not be combined in a unified customer profile. This disintegration does not allow the retailer to effectively follow the entire customer path and know the way the consumer traverses channels before making buying decisions.

The absence of single customer information restricts the capability of Sainsbury to provide personalised experience, which is becoming significant in keeping the contemporary consumer. Personalisation is based on the knowledge gained on the browsing history, buying behaviour, and interaction behaviour of customers. Incomplete or disconnected such data results in less relevant and generic marketing recommendations (Fauzzia, Rahayu and Hendrayati, 2025). This leads to the customer getting the impression that the brand does not know what they like or appreciate personal needs. This perceived absence of individual treatment may undermine the emotional connection of the customer and the retailer to such an extent that they are less likely to repurchase and become a long-term customer.
Inefficiencies in operations also come out as one of the major issues that are associated with the lack of omni-channel marketing. Xu, Kang and Lu (2023) point out the fact that online and offline systems can be managed separately, and therefore inventory management becomes more complicated and can be subject to errors. The lack of real time visibility of the stock levels in or out of warehouses, retail outlets, and distribution hubs puts the retailers at a disadvantage in terms of demand forecasting and the efficient provision of inventory. In the case of Sainsbury, these issues can result in the situation, when the goods are mentioned online as available but are not in store.

According to Kelka (2024), erroneous information on inventory is one of the factors that lead to the sale of products and their eventual cancellation of orders by customers. These experiences cause frustration and disappointment especially when the customers have already used time in choosing and buying products. Consumers view these operational malfunctions as low quality service and inefficiency in the organisation. Even minor service failure in the very competitive UK retail industry, where consumers appreciate convenience and reliability, has adverse impact on retention.

Also, the convenience that is enjoyed by omni-channel shoppers is interfered with by operational problems (Shetty, 2024). Consumers are being dependent on an enhanced feature like checking the availability of products online, ordering them to be delivered at home, or picking them up at local stores. In cases where such services are not reliable because of lack of system integration, a customer can feel that the retailer does not match the current trends in retailing. In the long-term, recurrent operational failures may cause enormous harm to the Sainsbury brand image and may deter future customers to maintain a relationship with the brand.
The aggregation of such sporadic experiences, disjointed information, and business ineffectiveness leads to loss of consumer confidence and consumer satisfaction. Consumer retention is made up of trust as customers are bound to be loyal to brands that perform to their expectation on a consistent basis (Shetty, 2024). Customer dissatisfaction with when they are subjected to unfitting offers, irrelevant advice, and cancelled orders might result in a customer feeling that the retailer is insensitive or unreliable. This impression undermines brand loyalty and leads to higher probability of customers moving to other competitors that have more integrated and seamless experiences.
On the whole, lack of omni-channel marketing is not just the overlooked strategic opportunity of Sainsbury but a weakness in managing customer relationships. According to the literature, the challenges result in impersonal and frustrating customer experiences that affect the purchasing behaviour adversely.
Combined, these concerns threaten the customer satisfaction and loyalty, which is why Sainsbury needs to implement an omni-channel strategy across the board to improve retention and gain long-term competitive advantage (Ilyas, Dianti and Mirsal, 2025).
4.3.2 Theme 2: Omni-channel marketing strategies executed by Sainsbury to increase consumer retention 
According to the thematic analysis of this paper, Sainsbury has gradually embraced the concept of the omni-channel marketing strategies to improve consumer retention through the provision of seamless, personalised, and flexible shopping experiences (Buwono and Windasari, 2022). According to the literature, these strategies are focus based on the combination of customer data, consistency of online and offline channel and enhanced customer engagement, by using loyalty programs and personalized communication. These methods are necessary in the UK retail industry that is quite competitive to meet changing consumer expectations and to maintain long-term customer relationships.
Customer data integration to generate a single view of the customer is one of the most prominent omni-channel strategies that could be identified in the literature. According to Gerea, Lopez and Herskovic (2021), successful omni-channel marketing depends on the capacity of the retailers to unify information between various touchpoints, such as websites, mobile applications, physical stores, and social media platforms. In the case of Sainsbury, combination of these data sources helps to get a better insight on the customer behaviour, preferences and the buying pattern. Such an integrated customer perception enables the retailer to develop individualised deals, customized suggestions and purposeful messages, which form essential elements in prompting subsequent buying.
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Figure 3:Omnichannel Retail Marketing: What It Is & Best Practices for Success
The process of personalisation is significantly important in terms of consumer retention since contemporary consumers demand that retailers should be able to perceive their unique needs and preferences (Casaca and Miguel, 2024). Through the analysis of combined customer data, Sainsbury will be able to determine both the trends in purchasing and their attitudes to engagement, which will enable the brand to provide relevant experiences to customers in all channels. This individualised treatment augments consumer satisfaction because it makes one feel appreciated and respected. Consequently, customers will tend to have long term relationships with the brand, which raises the retention levels.
Besides data integration, it is possible to mention such an omni-channel strategy implemented by Sainsbury as online and offline channel alignment. Sompura et al. (2024) underline that the ability to bridge the digital and physical shopping experience gap provides a convenient and flexible shopping experience to the customer. Such strategies like buy online, pick up in-store will give its customers the advantage of shopping in their comfort at the comfort of their online browsing and the immediate relief of collecting the product in-store. In the case of Sainsbury, this will minimize waiting time, increase convenience, and give its customers more control over their shopping experience.

This type of integration is also capable of enabling customers to navigate channels without being disrupted or experiencing inconsistency. The chance to begin the online shopping process and finish it in-store can be seen as the demands of the omni-channel consumers with flexibility in mind. This smooth process of operation increases consumer satisfaction and curbs friction that constitutes one of the significant elements that determine consumer retention. The capability to provide the consumers with various fulfilment opportunities facilitates Sainsbury to satisfy the needs of the consumers, thereby improving the trust and loyalty (Casaca and Miguel, 2024).
Another valuable omni-channel strategy, which helps to retain consumers, is the post-purchase flexibility. The authors emphasize that post-purchase experience is enhanced by letting the customers send products bought online via physical shops back or swap them (Yin et al. 2022). In the case of Sainsbury, the practices make online shopping more convenient and perceived less risky. It also leads to customer confidence in making purchases since customers are certain that they can easily make returns and exchange their purchases through the channel that they favored.

This is also flexible and can help in establishing trust and credibility which is a very crucial factor in long term retention. Whenever the customers feel that the retailer is interested in their convenience despite making purchase, it builds a stronger relationship between the brand and the consumer. Consequently, the customers will want to stay involved in the retailer and will refer others to the retailer, thus strengthening the retention consequences (Malik et al., 2024).
The other notable strategy that has been found in the literature is the adoption of loyalty and reward programs in omni-channel structures. According to Kwiatek, Morgan and Thanasi-Boçe (2020), loyalty programs are specifically becoming effective when they provide customers with benefits both on purchases and activity on different channels. The loyalty programs developed by Sainsbury, like point systems, motivate clients to engage with the company in the different touchpoints, which include social media and online space.

These programs increase retention of the consumers because they offer them with real benefits in order to continue their interactions and second time purchases. The fact that customers are encouraged to earn points and unlock rewards motivates them to be more committed to the brand. Besides, loyalty programs help Sainsbury to gather useful customer data, which also contributes to personalisation and targeted marketing activities. This engagement-data collection-personalisation cycle reinforces the effectiveness of the omni-channel strategies in general in consumer retention (Malik et al., 2024).
Inter-channel communication can also be cited as one of the key aspects of the omni-channel marketing strategy of Sainsbury. Rodriguez-Torrico et al. (2020) believe that retailers should not send the same message to customers on all channels but conduct an analysis of customer interactions to discover the most efficient mediums to use. When knowing what channels result in the most interaction, Sainsbury will be able to create content to fit the specifics of each platform without conflicting brand messaging.

Overall, this theme shows that the implementation of omni-channel marketing strategies by Sainsbury is a very significant factor in enhancing consumer retention. The combination of the personalisation based on data, the channel coordination, the loyalty incentives, and the targeted communication enhances customer satisfaction and trust (Buwono and Windasari, 2022). The findings indicate that omni-channel marketing is not only an additional technique but it is a fundamental behavior in which Sainsbury can develop the long-term customer relationships and stay competitive in the UK retail industry.
4.3.3 Theme 3: Impact of omni-channel marketing on consumer retention within Sainsbury 
The thematic analysis of the study proves that the effect of omni-channel marketing on consumer retention is quite considerable and positive in Sainsbury. It is repeatedly noted in the literature that the combination between online and offline channels allows the retailers to provide seamless, personalised, customer-centric experiences that are essential in building a long-term relationship with customers (Kumar and Agrawal, 2024). Omni-channel marketing has the effect of retention by increasing convenience, customer engagement and perceived value which in the case of Sainsbury lead to long-term customer loyalty as they are all relevant to retention.

Rolando et al. (2024) insist that an efficient omni-channel marketing provides a consistent and customised experience of various channels, which is a direct support of consumer retention. The consumers of today demand that retailers should offer flexibility when the consumers search, evaluate and buy the products. Omni-channel plans enable the customer to view the products through the internet, compare prices, reviews, and make purchases in the real world after evaluating the quality of the products. In the case of Sainsbury, this integration will establish a customer-focused shopping experience that will match the current consumer demands. The customers will be pleased with the convenience and similarity in channels; this will give them the confidence to stay loyal to the brand.
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Figure 4:28 Omnichannel Statistics Every Enterprise Needs to Know for 2024

The aspect of retention in which omni-channel marketing has had an effect is the degree of customer engagement. Su and Wen (2021) note that customers engaging with several channels of a retailer are more useful and desirable. These omni-channel buyers use more time to interact with the brand through various touchpoints, including looking through the product catalogues online and attending the physical shops to make purchases. As noted in the case of Sainsbury, such engagement enables the customers to have a better relationship with the brand since, through constant interaction by channel, familiarity and trust will build up. Such increased interaction leads to a high chance of repeat-buys and long-term retention as compared to customers who only make one channel of contact.

Omni-channel marketing can also assist the retailers in creating a more integrated customer behaviour. According to Salvietti, Ieva and Ziliani (2024), integrated channels allow seeing the whole picture of customer preferences, purchase history, and shopping patterns of customer interaction on all the touchpoints. In the case of Sainsbury, the availability of such insights will enable the brand to provide more personalised and relevant suggestions, offers, and messages. Personalisation increases the perceived value of the purchase experience since the customers feel appreciated by the brand and understood by the brand. This emotional attachment increases the loyalty of customers and they go out to promote the brand, which in turn promotes retention.

The capability to provide individualised communication through channels is very important in creating customer perceptions. The more Sainsbury incorporates integrated data to perform personalized promotions and messages, the more customers will feel that the brand is considerate and customer-oriented (Wichmann et al., 2022). This perception will boost trust and satisfaction that is fundamental to long term customer relationships. Omni-channel personalisation is a strong retention factor as consumers desire to have meaningful experiences with the brands.
Omni-channel marketing also improves customer lifetime value through repeat buying and greater involvement in addition to satisfaction and loyalty (Gasparin and Slongo, 2023). Customers that feel convenience and consistency throughout the channels will find themselves depending on the retailer in future purchases. The Sainsbury strategic advantage in the UK competitive retail sector has relatively low switching cost, where retaining customers based on better experiences is an advantage. Omni-channel strategies thus do not just serve as marketing instruments but as customer relationship building mechanisms as well.
Nevertheless, the literature also points to the fact that the omni-channel marketing has a positive effect on retention, but it required proper implementation. According to Saghira and Mirzabeiki (2021), omni-channel strategies have great advantages, but they demand a high level of investment in comprehensive technological infrastructure. In the case of Sainsbury, this involves implementing the unified customer relationship management (CRM) systems that unify the data across mediums. In their absence, omni-channel marketing can be realised only to a limited degree and retention benefits may be ineffective.

Mirzabeiki and Saghiri (2020) also state that omni-channel marketing is no longer a strategy of gaining competitive edge but a need among retailers in all industries. Consumers are more demanding of retailers to provide more integrated experience, which focuses on convenience and personalisation. Omni-channel strategies enhance customer relationships, loyalty, and trust by providing smooth customer engagements, allowing them to connect personally, and involve them in the processes of various touchpoints. Although there are implementation issues, it is evident in the literature that omni-channel marketing is the key to maintaining consumers in the new retail world. 
4.4 Discussion 

4.4.1 What are the problems faced by Sainsbury in the absence of omni-channel marketing on consumer retention? 
Absence of an omni-channel marketing plan at Sainsbury has caused several operational and customer experience challenges that have rendered the company incapable of retaining consumers. Customer experience fragmentation is also among the key issues where variations between online and offline touchpoints would lead to a state of discontentment of the consumers. Bijmolt et al. (2019) explain that the inconsistency between the channel promotions, pricing, and product availability confuses customers, which reduces the degree of their trust. Indicatively, a client will see a promotion in the online store and be unable to locate it in-store, and this will have a negative impact on his/her brand loyalty.

In addition to that, there is a significant problem of data fragmentation. Like the majority of retailers, Sainsbury is finding it difficult to unify customer information such as store purchases, online browsing and social media communications. As Rane, Choudhary, and Rane (2023) point out, fragmented data in dispatch limits the ability to offer customers an individualized experience by a retailer which is a significant customer retention factor. Fragmented customer view implies that Sainsbury can hardly provide a personalized counsel or even track customer preferences.

The other issue is the inefficiency in operation. This creates an issue of inventory management because Sainsbury online and offline systems are disconnected. Xu, Kang, and Lu (2023) assert that without the omni-channel integration, a retailer will be likely to experience logistical problems, including the sale of out-of-stock products in the brick-and-mortar retail store. On the one hand, this leads to frustration of the customers, as Kelka (2024) explains that cancelled orders or stockout is viewed as a professional failure of service. These issues could lead in the long term to the loss of consumer confidence in large numbers and to the inability to retain.

Finally, the lack of the smooth channel communication plan compromises the integrity of the brand message. McDaniel (2016) suggests that the incoherent communication between the different touchpoints derails the customer journey and it becomes difficult to create brand loyalty, and repeat business.
4.4.2 What are the omni-channel marketing strategies executed by Sainsbury to increase consumer retention? 
Sainsbury has equally asserted several omni-channel marketing strategies in the hope that they would improve consumer retention, by ensuring that they give them a more tailored and uncomplicated shopping experience. One of the strategies is the data integration where in this scenario, Sainsbury integrates the data that are used at various points of contact, such as their website, mobile application, social networks, and in-store communications. Gerea, Lopez, and Herskovic (2021) state that the consolidation of the data on customers will assist the retailer in making personalized recommendations and target marketing messages that will boost the customer engagement and retention. Integrating such data will assist Sainsbury in getting a better understanding of the preferences and behavior of customers and make them even more applicable in their communication.

Another valuable strategy, which is called channel integration, states that Sainsbury allows customers to alternate between online and offline touchpoints without being detached. The so-called click-and-collect service when the customers can order the products online and pick them up in-store is one of the key components of this strategy. Sompura et al. (2024) also stress that the strategy makes the customers more convenient and, as a result, increases their loyalty. In addition, the online and in-store platform returns capacity increases the consumer trust as these customers have an impression that they have the power to influence their shopping behaviors (Yin et al., 2022).

Sainsbury has also had the opportunity to extend the consumer retention with the help of loyalty programs. With the use of reward programs (through points system), repeat sales transactions and interactions are promoted across the various channels. According to Kwiatek, Morgan, and Thanasi-Boçe (2020) the customer is also retained in addition to increasing the lifetime value of customers by adding additional purchases to the list, and that is achieved through the use of loyalty programs as a component of omni-channel strategies.

Finally, the tailored communication is among the pillars of the omni-channel marketing strategy of Sainsbury. Customer analysis will allow personalizing promotions and messages in accordance with the tastes and preferences, and, in addition, the behavior of specific customers, which will make the shopping process more enjoyable and allow establishing long-term loyalty (Rodríguez-Torrico et al., 2020).
4.4.3 What is the impact of omni-channel marketing on consumer retention within Sainsbury? 
Omni-channel marketing has impacted positively the consumer retention of Sainsbury, too, in that it provides the customer with a consistent, as well as personal experience of the organization in every touchpoint. Channel integration, both digital and physical, has helped Sainsbury to offer an easy shopping experience, which has made a part of a customer experience. Rolando et al. (2024) allege that not only is such integration more convenient to the consumer, but it also offers a sense of trust since a customer is assured of receiving a consistent experience without relying on the platform that they will be dealing with.

In addition to that, the ability to customize customer interactions using single data has improved customer loyalty. As Su and Wen (2021) underline, the customers who address different channels of a retailer are more likely to be loyal customers. By measuring the degree of emotional attachment to customers, Sainsbury has been in a position to offer a personalized promotion and recommend products, as this is vital in the long-term retention.

In addition, customer satisfaction has also been increased due to the flexibility of the Sainsbury omni-channel strategies such as the buy online, pick-up in-store and easy returns policies. This flexibility aids in stimulating repetitions besides reducing shopping friction that enhances retention rates.

In totality, the omni-channel marketing campaigns applied to Sainsbury have significantly contributed to customer loyalty and customer satisfaction which has contributed to consumer retention in the competitive UK retail market.
4.4 Summary of the chapter 
The purpose of the data analysis in this chapter was to test how the use of omni-channel marketing strategies and consumer retention are related in the case of Sainsbury. The analysis of the secondary data thematized to identify the central themes which included customer experience fragmentation, data integration and channel consistency was carried out through thematic analysis. The findings revealed that Sainsbury was suffering with the absence of omni-channel marketing particularly with regard to the inconsistency of messages, absence of customer information and inefficiency in operations. However, omni-channel concepts (e.g., data consolidation, personalized marketing and channel integration that occurs simultaneously e.g., click-and-collect) have helped Sainsbury to attain improved business retention by providing a more consistent and tailor-made shopping encounter. It was also concluded by the study that omni-channel strategy helped in consumer loyalty since it enhanced convenience, trust and customer satisfaction. Overall, the outcome indicates that Sainsbury has achieved its marketing omni-channel approaches in regard to consumer retention since it was able to generate an integrative and interactive experience both online and offline.
Chapter 5: Conclusion 

5.1 Overview of the chapter 

The chapter shows that the study is over in the effect of omni-channel marketing on the consumer retention in the UK retail industry, the case-study of which is Sainsbury. It provides an overview of the key findings related to the issues Sainsbury had to face without the omni-channel marketing, the measures that were implemented to enhance the consumer retention, and the overall impact of the measures. Recommendations on how Sainsbury can improve on its consumer retention policies are also given by the chapter, the constraints of the study as well as potential future impact of the study on the retail business and future research directions.
5.2 To assess the problems faced by Sainsbury in the absence of omni-channel marketing on consumer retention. 

Like most of the retail business, Sainsbury was not spared in the absence of the omni-channel marketing strategies. This failed to allow a smooth integration of both the offline and online touch points leading to a divided customer experience. Absence of equal pricing and message distribution brought confusion and dissatisfaction to the customers. One of them is that consumers would receive promotions that they could not receive in-store due to viewing them online and that undermined trust in the brand. The above gap failed to assist Sainsbury in establishing long term customer loyalty which is an important part of customer retention.
Furthermore, the absence of the omni-channel marketing did not enable Sainsbury to gather all the information on customers. This resulted in piecemeal data gathering that failed to provide the retailer with the full picture of what was liked and what was being bought by the consumers. Failure to analyse and use data in different channels implied that Sainsbury was not in a position to personalize its products which is vital in maintaining customers in a very competitive market. The lack of a singular philosophy in dealing with the customers also contributed to the failure of Sainsbury to create one brand experience. This negatively impacted consumer retention rates and Sainsbury were not able to retain its competitive edge within the retailing business.
5.3 To evaluate the omni-channel marketing strategies executed by Sainsbury to increase consumer retention. 

Sainsbury has been in a position to employ various omni-channel techniques of marketing to improve consumer retention. It has also ensured that it integrates its online and offline channels among the key strategies since it gives clients the chance to experience seamless communications across different touchpoints. This has worked particularly well with the launch of the click and collect facilities wherein the customer is given an opportunity to make the ordering online and then pick up their orders at the local outlets. Not only does the customer life become easier, but the strategy also invites the customer to visit the physical stores and this adds to the probability of making more purchases.

Sainsbury has also focused on selling as an individual using customer data over different platforms. Using the information on the Internet behavior, the Sainsbury can tailor its offers and the items it recommends to each of the consumers, and establish the sense of attachment and appropriateness. The retailer has also gone far in making sure that the various channels of communication provide uniformity and focus where customers receive the same offers and information on the internet and at the stores.

The loyalty programs have also been integrated in the omni-channel approach where customers are rewarded when they use more than one platform to shop. This has assisted in enhancing the engagement as well as building customer loyalty. All these measures have helped Sainsbury to be more successful in its retention of its consumers by offering them a more convenient, customized and consistent shopping experience.

5.4 To examine the impact of omni-channel marketing on consumer retention within Sainsbury. 

The reason why consumer retention in Sainsbury has been differentiated with the implementation of omni-channel marketing. The adoption of a holistic approach between the digital and physical points of contact has enhanced customer satisfaction and loyalty levels in Sainsbury. The homogeneity of the experience across the different mediums (when it comes to delivering the same promotions in both online and shop environment) has helped to facilitate improved relations with the customers. With a seamless and consistent interaction with the platform, there is a greater likelihood of the customer recommending the brand and making more customers loyal and repeat, thereby increasing business.

Also, the data collected because of the omni-channel communication has helped Sainsbury to be more aware of consumers tastes and habits that have led to more relevant and differentiated marketing practices. Customized advertising and individual recommendations based on what the customers have purchased has helped to improve the communication with the customers hence making them feel valuable and needed. This customization has been among the aspects that have enabled it to retain its customers because they require it to personalize their experience.

The ability to provide flexibility regarding shopping such as the ability to shop online and pick up in a store has also helped Sainsbury to retain its customers in a positive way. It will provide convenience to the customers who are accustomed to the comfort of their online shopping but enjoy the fact that they can pick their purchases and see them with their own eyes. In most cases, the implementation of omni-channel strategy has helped Sainsbury to retain the existing customer base and attract new clientele that will result in increased customer loyalty and profitability in the long run.

5.5 Recommendation 

As another attempt to enhance the consumer retention, Sainsbury will require sharpening its omni-channel programs by doing more focus on the additional integration of its digital and physical touchpoints. The retailer can also be interested in investing in more advanced data analytics to have a deeper understanding of customer behavior in all channels and make marketing and product recommendations even more personalized. In addition, the customers would be more satisfied and engaged with the mobile apps functioning better and more cross-channel experiences.

Sainsbury also has the opportunity of diversifying its loyalty program by ensuring that it is available across all platforms. This would have customers approaching the brand at different touchpoints, which will increase retention rates. Moreover, Sainsbury can also consider providing more pickup points in-store in their click-and-collect service, which will make their work even more comfortable. Finally, the education of the existing employees regarding the procedures of the omni-channel and customer service would ensure that each employee will be ready to provide the customer with an approach that would guarantee the brand the delivery of an integrated and seamless experience.

5.6 Limitation 

The primary drawback of this study is that the source of secondary information applied is not the latest or specific information on internal strategies of Sainsbury. Because the study was based on the review of the literature and publicly available reports, the findings could be biased in how finesse Sainsbury activities in omni-channel are. In addition, the case study approach does not permit generalization of the findings but the data is specific to Sainsbury as it may not be applicable across other retail outlets in the UK. In future research, it would be useful as primary data collection when more information would be gathered on the strategies and consumer perceptions of Sainsbury.
5.7 Future implication 

This study has several implications on future studies and the retail business. First of all, it is possible to speak about long-term impact of omni-channel marketing on consumer retention in the future, researching how such strategies evolve over time and how they can be adjusted to the behavioural shifts of consumers. This can involve longitudinal research which will track customer satisfaction and customer loyalty at a span of several years which can provide a more comprehensive view of the usefulness of omni-channel marketing to the retail sector.

Furthermore, in the future, the research would be conducted concerning the problem that the retailer is confronting in their rollout of the omni-channel marketing particularly resource distribution, staff and technological infrastructure training. These obstacles will be the breakthrough to the synchronization of omni-channel strategies as an increasing number of retailers will adopt digital transformation.

Finally, the study of consumer perceptions related to omni-channel experiences may also help with the information derived on what retailers can do to improve their customer retention approach. This can involve primary research that includes carrying out consumer surveys/ interviews with a view to get the first-hand customer appreciation of omni-channel marketing.

Element 2: Reflection Process

Gibbs model 

To accomplish this reflection, I will critically assess the research process of my project of the effects of omni-channel marketing on consumer retention in the UK retail industry using Sainsbury as the case study. Gibbs Cycle involves six processes, that is, Description, Feelings, Evaluation, Analysis, Conclusion and Action Plan (Adeani, Febriani and Syafryadin, 2020). This reflection will touch on all the steps in analysing my learning and development in the project.

1. Description

The study aimed at learning the effect of omni-channel marketing on customer retention within the UK retail industry. I have utilized the case study of Sainsbury that I obtained secondary data as annual reports, research papers and articles. It possesses case study methodology and thematic analysis methodology. The research questions were anchored on the relationship between the omni-channel strategies and customer retention and appraised the challenges and benefits in the context of Sainsbury.

2. Feelings

First, I was anxious and even nervous. I felt interested in the concept of omni-channel marketing, and I was also willing to learn the application of the same to a real-life scenario. However, in my secondary research of data, I experienced the challenge of locating relevant and updated materials. I was sometimes irritated by the paucity of the case-specific literature particularly on the adoption of Sainsbury omni-channel strategies. Despite such challenges, data analysis was also a gratifying experience as I was able to establish a link between theory and the real retail strategies.

3. Evaluation

Generally, the research process was also an educational experience. The primary strength was the secondary data which provided a fertile ground to the perspective of the omni-channel marketing. The application of the thematic analysis method helped me to uncover useful trends in the relationship between omni-channel strategies and consumer retention (Zhang et al., 2021). However, time management and finding specific data related to the internal strategies of Sainsbury were the issues that I met, and in some cases, it did not give me time to analyze everything the way I wished to. I also think that though the approach of the case study was as efficient as it was, the application of the primary data, either interviews or surveys would have strengthened the findings.

4. Analysis

The development sources were the difficulties that I needed to go through. Among the key learning points, one was able to learn the constraints of secondary research. Nevertheless, despite the usefulness of the data collected by me in most instances, it was not detailed or relevant to the specific case of Sainsbury. This brought the importance of primary data in order to complement the study. Also, the use of the Reflective Cycle by Gibbs allowed me to understand the significance of the reflective process in the research. The consideration of each step also helped me to detect the loopholes in my methodology, and particularly in the data collection area, and the impact that the loopholes had on my results. I also learned the need to balance both theory and the case analysis.

5. Conclusion

In this research process, a number of things that I have learnt are present. First, now I understand that one should be sensitive when selecting the sources of information that are up to date and relevant. Despite the use of secondary data as a point of departure, I would have enhanced the quality of my study through use of primary sources of data. Second, I realized that thematic analysis turned out to be one of the effective methods of interpreting the qualitative data even though I realized the need to ensure that all data can be traced back to the purpose of the research. Finally, I observed that it needs to be adaptable in nature, especially on the cases of real-life data, which is complicated and needs answers to not everything, without being capable of giving a straightforward answer.

6. Action Plan

In order to carry out a research study in future, I would:

•
Integrate secondary data with the primary data (e.g., survey or interview) to possess more precise information.

•
The improved time management may be attained through implementing more precise deadlines of each stage of the research.

•
Continue thinking about reflective models, like Gibbs Cycle to improve my research methodology and to a larger degree evaluate the improvements I make as I advance with the project.

•
My use of the data must be more critically analyzed, and I must only select the sources that can provide the most efficient and helpful information concerning my research questions.

In conclusion, the research that was carried out on this project was challenging and fulfilling. I now understand more about how omni channel marketing can be used to maintain the consumer and have gained valuable insights in terms of research design, data collection and analysis. Reflective process has provided me with tools of developing better research works in future and further academic growth.
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