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Abstract
This paper has discussed the impact of omni-channel retail and digital technologies on customer satisfaction in the UK fashion retail industry using Next plc as a case study. The research was carried out using a qualitative approach, which was founded on semi-structured interviews of 15 participants using an interpretivist philosophy and an inductive approach. Thematic analysis was employed to determine essential trends in customer experiences in both digital and physical retailing.
The results indicate that convenience, smooth integration, and digital usability, especially mobile apps and adaptable services like click-and-collect, are the key factors that contribute to customer satisfaction. Nonetheless, the findings present major obstacles such as inconsistencies in channels, unreliability of the systems, and privacy issues, all of which adversely impact customer trust. Another finding of the study is the persistence of the role of human interaction in improving service quality and offering reassurance.
The study finds that a combined retailing strategy, which combines digital effectiveness with human interaction, is necessary to create a uniform customer experience and build long-term loyalty. The research will add to the current literature by offering some qualitative data on the experiences of customers with regard to omni-channel.
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[bookmark: _Toc227604232]Chapter 1:  Introduction
[bookmark: _Toc227604233][bookmark: _Toc149741993]1.1 Research Background
In the last decade, the retail industry has changed radically because of the fast technological advancement, shifting consumer behaviour and the growth of digital commerce. Specifically, the fashion retailing industry has been affected by the transformation of the former physical retailing to digitally incorporated shopping platforms. The emergence of online retailing in the United Kingdom has had a tremendous impact on the organisation of the retail market. In 2008, the amount of online retail spending was approximately £13.8 billion (Retail Economics, 2019). However, according to the latest news, the UK online sales reached £9.25 billion in February 2026, and the average sales are £8-9 billion/month (Briggs, 2026). The internet sales as a proportion of total retail sales in Great Britain stood at 26.3 per cent and were growing steadily in March 2025 (Statista, 2025). 
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[bookmark: _Toc227604228]Figure 1: Internet sales percentage in the UK (Statista, 2025)
Omni-channel strategies have become important to fashion retailers in order to stay competitive. Omni-channel retailing is built to combine online and offline touch points to offer a consistent customer experience (Patov, 2026), allowing customers to study products via the internet, buy using mobile apps, and pick up in the physical store. This strategy has been paramount because contemporary customers are demanding convenience, personalisation, and flexibility in their shopping experiences. Studies show that the multichannel customers tend to spend more and show increased interest in brands than their single-channel counterparts (Natarajan and Ramanan, 2023).
In this scenario, Next plc is also one of the brightest examples of fashion retailers in the UK that have managed to introduce an omnichannel retailing model. The company has evolved to be more of a digitally integrated retail organisation as opposed to a conventional high-street retailer. In the current situation, about 62 per cent of full-price sales of Next are made online (Vlietstra, 2025), which is helped by a large network of physical stores that also serve as distribution and collection centres of online orders. 
Although omni-channel strategies have operational benefits, the fast digitalisation of retail raises critical concerns regarding customer satisfaction and customer experience. Hence, the perception and perceptions of omni-channel as perceived by customers have emerged as an important research topic in the field of retail management and marketing. 

[bookmark: _Toc227604234]1.2 Problem Statement
Although the adoption of omni-channel retailing and digital technologies in the UK fashion industry is rapidly increasing, a significant number of retailers continue to fail to provide the seamless and consistent customer experience in both online and offline retailing. Although the available literature highlights the operational advantages of omni-channel approaches, including increased convenience, accessibility, and engagement, the practical implementation can result in disjointed customer experience and service disruption. Moreover, the majority of the previous studies are largely quantitative, and they are concerned with the quantifiable results like purchase behaviour and use of technology. This has led to a paucity of knowledge on the qualitative and experiential aspects of customer satisfaction, especially the way customers experience and relate to integrated retail settings. This is a particular gap that is noticeable in the UK fashion context. Thus, the proposed research aims to understand the lived experiences of customers in the context of omni-channel retailing by using Next plc as a case study to further explain the customer satisfaction.

[bookmark: _Toc227604235]1.3 Research Aim, Objectives, and Questions
This study aims to explore how omni-channel retail strategies and digital technologies influence customer satisfaction in the UK fashion retail sector, based on the case of Next Plc.
The objectives are –
1. To explore customers’ perceptions of Next plc’s omni-channel retail experience.
1. To identify key technological and service-related factors influencing customer satisfaction.
1. To explore how digital tools (e.g., mobile applications and in-store technologies) shape customer experience.
1. To provide recommendations to improve customer satisfaction and loyalty in omni-channel retailing.
The research questions are –
1. How do customers perceive the effectiveness of Next plc’s omni-channel strategy?
1. What digital and service elements most strongly influence their satisfaction?
1. How can Next plc leverage technology to enhance customer experience and loyalty?

[bookmark: _Toc227604236]1.4 Research Rationale 
With the increasing adoption of omni-channel strategies by retailers as a way of staying competitive, the way customers perceive these integrated retail systems has become a critical issue in enhancing satisfaction and loyalty. Although the use of technological applications like mobile apps, artificial intelligence, and augmented reality is on the rise to improve shopping experiences, their success heavily relies on the interaction and assessment with the technology by customers. Besides, even though the use of such digital tools has increased, there is less literature that has investigated the experiential and perceptual nature of omni-channel retail environments through the eyes of the customers. The next plc is a good case study due to its robust presence in the omni-channel and wide integration of online and physical retail outlets.
[bookmark: _Toc227604237]1.5 Research Significance 
The research is valuable to academic literature and the practice in the retail industry. Academically, it adds to the current body of knowledge on customer satisfaction and omni-channel retailing because it offers qualitative data on how customers experience integrated retail settings. This study investigates the perceptions, expectations and emotional reactions of customers in the fashion retail sector, unlike most of the past research which depends on quantitative analysis. In its practical sense, the findings could be used to help fashion retailers to enhance their omnichannel approaches, digital services, and customer experience management.

[bookmark: _Toc227604238]1.6 Study Outline 
Chapter 1 gives the introduction to the study, including the aim and objectives. The literature review is presented in Chapter 2 and speculates critically on the academic research available. Chapter 3 presents the methodology of the research by describing the philosophical approach, research design, data collection methods, sampling strategy, and data analysis methods applied in the study. The data analysis and discussion are given in Chapter 4. Lastly, Chapter 5 gives the conclusion, which summarises the major findings of the study, limitation section, and the recommendations.

[bookmark: _Toc227604239]1.7 Summary 
The chapter presented the research by providing the background of digital transformation and omni-channel retailing in the fashion industry. It gave the research problem, rationale and importance of the study. The chapter also described the significance of customer satisfaction knowledge in omni-channel setting and gave a summary of the structure of the dissertation.

[bookmark: _Toc227604240]Chapter 2: Literature Review
[bookmark: _Toc227604241]2.1 Introduction 
The chapter is a critical review of available literature about customer satisfaction, omni-channel retailing, digital technologies and service quality in the fashion retail market. It looks at theoretical contexts and empirical research to explain how the digital transformation is affecting consumer experiences and satisfaction with a specific omni-channel retail setting.
[bookmark: _Toc227604242]2.2 Customer Satisfaction in Fashion Retail 
Customer satisfaction is a main theme of marketing and retail management, and it is generally accepted that it is one of the driving forces behind customer loyalty and business performance in the long term. Kotler and Keller (2016) argue that customers feel satisfied when their expectations are attained or surpassed. Nevertheless, this definition has been increasingly disputed in the modern retail context, especially in the fashion industry, where satisfaction is not limited to the functional product appraisal but can be emotional, symbolic, and experience based.
The nature of fashion retail is different compared to other industries since it is closely connected with identity, lifestyle, and social representation. According to the argument of Grewal et al. (2020), purchasing decisions are not made in a strictly rational way, but they are influenced by hedonic and experience factors. This implies that fashion retail customer satisfaction is not product-oriented but an experience-based one. Store atmosphere, brand image, service interactions, and perceived value are the elements that contribute mostly towards delighting satisfaction.
But as much as the literature recognises the significance of experiential aspects, it tends to presume an exceptionally smooth interface between the physical and online retailing setting. As a matter of fact, the growing level of retail digitisation has complicated the satisfaction construct. According to Verhoeff et al. (2021), customer satisfaction has become conditioned by the interactions of the multi-channel, which includes online platforms, mobile applications, and in-store experiences. Although this is an indicator of the changing environment of retail, it also demonstrates a lack of correspondence between theory and practice.
Moreover, it is still debated whether technology positively contributes to the satisfaction or not. On the one hand, online channels enhance ease, availability, and customisation. Conversely, over dependence on technology can make people less social, undermining feelings towards brands. This paradox brings to the fore a shortcoming of the current literature, which is mostly focused on the positive aspects of the concept of digitalisation without fully exploring the adverse aspects of the concept.

[bookmark: _Toc227604243]2.3 Omni-Channel Retailing and Customer Experience 
Omni-channel strategies are based on the idea that the customer experience should be consistent and continuous, unlike traditional multi-channel strategies that focus on working channels separately (Verhoff et al., 2021).  According to scholars like Li et al. (2020), modern consumers use non-linear shopping paths that are very complicated and fluid, passing through online shopping, mobile comparison, and in-store shopping. Such behaviour requires collaborative systems which allow the smooth transit between channels. Theoretically, omni-channel retailing can be placed in the strategy of improving customer experience and satisfaction. Natarajan and Raman (2023) state that omni-channel customers show increased rates of engagement and expenditure as compared to single-channel users. Perceived convenience and value are improved by the possibility to get services like click-and-collect, real-time inventory, and personalised recommendations. But these advantages do not always translate into practice.
An increasing literature points out the difficulties that are related to omni-channel implementation. According to Herhausen et al. (2019), to reach the level of integration, it is necessary to invest heavily in technological infrastructure, logistics, and data management systems. In addition, the channel irregularities, including price differences, incorrect inventory, and latitude of service to customers can adversely affect the customer experience. This implies that there is a stressed conflict between the promise of omni-channel retailing theory and its implementation.
Also, a large part of the available literature is firm-centred, dealing with efficiency of operations and strategic performance. The subjective customer experience within the omni-channel settings is given less attention. This is a huge lapse since what the customers say about integration might not be what the organisation intends.


[bookmark: _Toc227604244]2.4 Mobile Apps and Digital Technologies in Fashion Retail 
The high penetration of smartphones and mobile internet has seen consumers shop in any place and at any time and therefore the relevance of digital touchpoints in customer experience has been heightened (Grosche, 2025). Mobile applications, specifically, are important in improving customer experience. Convenience and efficiency are also provided by features like product search, personalised recommendations, secure payment systems and order tracking. According to Shankar et al. (2021), the following functionalities enhance customer satisfaction as they offer more control and accessibility in the shopping process.
Nevertheless, the advantages of mobile technologies are discussed extensively, but scanty critical analysis can be found on the possible disadvantages. As an example, usability, system dependability, and trust among the users are essential in the effectiveness of mobile apps. The interfaces need to be designed wrong or cause technical trouble, which might result in frustration and dissatisfaction, indicating that technology is not the sole cause of a good customer experience.
The future is also encapsulated by new technologies like augmented reality (AR). AR allows customers to experience the latest products as they can virtually try them on, which creates the effects of being interactive and immersive (Hilken et al., 2017). Although these innovations increase engagement and purchase intention, their adoption is not uniform, and their long-term effect on satisfaction is not studied properly.
Also, retailers have been able to personalise their customer experiences with the assistance of artificial intelligence (AI) and data analytics, which have made it possible to create recommendation systems and tailor marketing (Kang et al., 2023). Despite the fact that personalisation will enhance relevance and satisfaction, privacy and data security will be an issue. Personalised marketing can be perceived as intrusive by some consumers, and it can decrease trust and adversely impact their experience.
This becomes one of the main contradictions in the literature. The digital technologies are placed as the means of customer satisfaction improvement when, at the same time, they can be the source of the additional dissatisfaction. Thus, the usefulness of these technologies is determined not only by the functionality itself but also by the way customers perceive and feel it. 
[bookmark: _Toc227604245]2.5 Service Quality and Technology Integration
Customer satisfaction has been well known to be dependent on the quality-of-service delivery in the retail setting. The classical models, like SERVQUAL, reveal the identification of such major dimensions as reliability, responsiveness, assurance, empathy, and tangibility (Park et al., 2015). These dimensions have traditionally centred the service interactions around face-to-face service interactions. But the emergence of digital retailing has extended the service quality concept to online settings.
In the online scenario, the quality of service is measured in terms of usability of the site, the stability of the system, the correctness of the information and the speed of the response (Zeithaml et al., 2018). This change is an indication of the growing relevance of technology in the creation of customer experiences. But the advent of technology in service delivery presents new issues. Although automation is more efficient, it is not always as emotional and empathetic as the human interaction. This is especially pronounced in fashion retail, where individualisation and emotional attachment are essential aspects of customer satisfaction. According to recent research, it is necessary to achieve a balanced approach that can integrate both technological effectiveness and human-centred service design (Hasani et al., 2025). Retailers who are overly dependent on automation will lose their customers, whereas those that incorporate human and digital aspects are more apt to improve satisfaction and loyalty.
However, the literature available is inclined to consider service quality and integration of technology as complementary when the possible trade-offs between efficiency and emotional connection are not considered fully. This is a gap that is very critical because the customer perception of service quality can differ according to their expectations and preferences.

[bookmark: _Toc227604246]2.6 Theoretical Framework 
[bookmark: _Toc227604247]2.6.1 The Kano Model
The Kano Model classifies product and service attributes into three categories, namely: basic factors, performance factors, and excitement factors. Basic factors are those considered as important features by customers, such as standard demands like the availability of the products and good service. Satisfaction is proportional to the performance factors (Han and Hwang, 2016). Excitement factors are the new features which are beyond the expectations of the customers and produce positive emotional effects. Their characteristics, like effective mobile apps, quick delivery services, and channel integration, can also be used as performance variables that determine customer satisfaction in the fashion industry (Zhang et al., 2024). Some of the innovative technologies that can be used as the source of excitement factors that can stimulate customer engagement include augmented reality shopping experiences.
[bookmark: _Toc227604248]2.6.2 The Technology-Organisation-Environment (TOE) Framework
This model describes the process through which organisations embraced and used technological innovations. According to the framework, three contextual factors that affect technological adoption include technological capabilities, organisational preparedness, and external environmental pressures (Picoto et al., 2014). 
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[bookmark: _Toc227604229]Figure 2: TOE Framework. Source: Yong, (2023)

TOE is used to describe the adoption of digital tools, mobile apps, and omni-channel systems by companies to optimise operational efficiency and customer experience in the fashion retail industry (Justino et al., 2022). These factors are significant to understanding the way retailers effectively apply the strategies of digital transformation.

[bookmark: _Toc227604249]2.7 Research Gap 
Despite the current research analysing customer satisfaction and omni-channel retailing, a number of them are mainly quantitative in their analysis of technological adoption and consumer behaviour. Research on the qualitative perception and experiences of customers who have experienced integrated retail systems, especially in the UK fashion retail sector, has been limited. Moreover, the impact of digital technology and service contact on satisfaction in physical retail is not well examined in research. This paper is, therefore, filling this gap by presenting the views of customers on omni-channel experiences at Next plc using qualitative research techniques.
[bookmark: _Toc227604250]2.8 Conceptual Framework 
Here is the conceptual framework of the study –
Omni Channel Features
· Seamless Integration
· Mobile App 
· Instore Tech
Customer Satisfaction
· Convenience
· Digital Experience Quality
Customer Loyalty
· Trust
· Brand Attachment
Customer Loyalty

[bookmark: _Toc227604230]Figure 3:: The conceptual framework (Author)
[bookmark: _Toc227604251]2.9 Summary 
This chapter critically examined literature that dealt with customer satisfaction, omni-channel retailing, digital technologies, and service quality in fashion retail. It talked about major theoretical approaches and gaps in the current research. The review identifies the necessity to investigate the customer perception of omni-channel experiences, which is the basis of the research methodology in the following chapter.  
[bookmark: _Toc224397575][bookmark: _Toc227604252]Chapter 3: Research Methodology
[bookmark: _Toc224397576][bookmark: _Toc227604253]3.1 Introduction
The chapter provides the research methodology that will be used in this investigation. This methodological framework is aimed at making the research process systematic, transparent and academically rigorous.
[bookmark: _Toc224397577][bookmark: _Toc227604254]3.2 Research Philosophy
Research philosophy means the assumptions made about the way of knowledge creation and interpretation in research (Saunders et al., 2012). The research philosophy is an interpretivist research philosophy. It presupposes that the social reality is created based on the experiences, perceptions, and interactions of people (Creswell and Creswell, 2018). Interpretivism is suitable in those studies that aim to investigate subjective meanings and personal experiences, but not to determine objective measurements (Saunders, Lewis and Thornhill, 2012). 
Regarding the omni-channel retailing, customer satisfaction is not only determined by the quantitative attributes of service, but also by the emotional reactions, the attitude of convenience, trust, and experience of customers in the process of dealing with both the digital and physical retail channels (Sorkun, Hüseyinoğlu, and Börühan, 2020). In contrast to the positivist methodologies with their focus on quantitative measurement and statistical connections, interpretivism enables a researcher to examine the complexity of human experiences in more detail.
[bookmark: _Toc224397578][bookmark: _Toc227604255]3.3 Research Approach
The study uses an inductive research method, which implies that it builds insights and conceptual knowledge based on empirical findings instead of verifying existing hypotheses (Creswell and Creswell, 2018). Inductive research is most often applied in qualitative research, in which the goal is to investigate patterns, themes, and meanings of what participants go through (Azungah, 2018). Since the current research aims to learn about the customer perceptions and experiences in the omni-channel retail settings, an inductive approach will enable the researcher to come up with insights based on the actual interactions of the consumers.
[bookmark: _Toc224397579][bookmark: _Toc227604256]3.4 Research Design
The qualitative case study research design has been used in this study. Case study research permits a comprehensive exploration of a particular organisation or situation, and as a result, enables a researcher to study complex phenomena in the context of real life (Yin, 2018).
Next plc was chosen as the case organisation since it is one of the brightest examples of omni-channel fashion retailing in the United Kingdom. The company has managed to combine the digital platform with the physical retail store, with services that include online shopping, mobile applications, click-and-collect services and in-store returns of online purchases (NEXT, 2025). This is why Next plc is the right environment to study the experiences of customers with integrated retail systems.
[bookmark: _Toc224397580][bookmark: _Toc227604257]3.5 Data Collection Methods
Semi-structured interviews were used to gather primary data for this study. Semi-structured interviews enable the researcher to delve into the experience of the participants in the research but also be flexible in the interview (Creswell and Creswell, 2018). A guide to the interview was created in order to base the discussion on major themes pertinent to the objectives of the research. These themes were the perceptions of the customers towards the omni-channel retail approach of Next plc, and their experience with the digital technologies.
Semi-structured interviews were chosen since they allow participants to narrate their experiences in their own words, which will give more information as compared to a structured survey (Kircher and Zipp, 2022). This approach is especially appropriate when one wants to investigate the emotional and experiential aspects of customer satisfaction that cannot be measured using quantitative questionnaires.
The interviews were each about 15-30 minutes long and were arranged online using video conferencing software based on the availability of the participants. Secondary sources like company reports, customer reviews forums, and online reviews were also used to provide background information and corroborate the analysis of the interview results, in addition to primary data.
[bookmark: _Toc224397581][bookmark: _Toc227604258]3.6 Sampling Strategy
The research used a purposive sampling method, which is the selection of participants with relevant experience on the topic of the research. Purposive sampling is popular in qualitative studies in which the aim is to get deep and significant information about individuals who can give information that is relevant (Kircher and Zipp, 2022). The sample of participants was determined by their experience using online shopping, mobile apps, and in-store purchase or collection services of Next plc. The research was aimed at having a sample of 15 participants. This size is considered sufficient to achieve data saturation in qualitative research, as recurring patterns and themes typically emerge within this range (Marshall et al., 2013). Additional data may minimise the presence of new insights.  

[bookmark: _Toc224397582][bookmark: _Toc227604259]3.7 Data Analysis
       Thematic analysis was applied to the collected data obtained in the interviews as per the framework applied by Braun and Clarke (2006). Thematic analysis is a qualitative approach that is commonly applied to identify, analyse, and interpret patterns in qualitative data. Six stages were involved in the analysis process. 
· First, the researcher became conversant with the interview transcripts through repeated reading of the data.
· Second, preliminary codes were created to find significant parts of the data. 
· Third, the codes were related and consolidated into general themes that reflected trends in customer experiences. 
· These themes were revised and refined in the fourth stage to make sure that they captured the data. 
· The fifth step entailed the identification and labelling of the themes. 
· The last step entailed the interpretation of the findings against the research objectives and the literature available. 
NVivo is utilised to conduct the analysis. 


[bookmark: _Toc224397583][bookmark: _Toc227604260]3.8 Ethical Considerations
Ethical issues were handled with care to guarantee the integrity of the study. Ethical approval was granted before the data could be collected based on the institutional guidelines. Informed consent form was given to the participants, which contained the purpose of the study, confidentiality, and the right to withdraw at any point. All the information was anonymised and stored safely according to the GDPR guidelines. Also, the data will be stored within a certain time and subsequently deleted in a safe manner, and the privacy of the participants will be maintained as well as the data will be handled in a responsible manner during the research process.
[bookmark: _Toc224397584][bookmark: _Toc227604261]3.9 Research Limitations
Since the study is based on a single case organisation, the results cannot be statistically generalised to all fashion retailers. Nevertheless, qualitative research is intended to accomplish analytical but not statistical generalisation through offering a greater insight into customer experiences. Furthermore, the research is based on self-reported information of the participants, which can be subject to personal perceptions or memory distortions. 


[bookmark: _Toc227604262]Chapter 4: Analysis and Discussion
[bookmark: _Toc227604263]4.1 Analysis of Data
Theme 01: Omni-Channel Convenience and Integration
[bookmark: _Toc227604222]Table 1: Omni-Channel Convenience and Integration
	Keywords
	Codes
	Supporting Quotes

	Convenience, ease
	Seamless channel integration
	“order online… pick up in-store easily” (R1) “switch between app and store is smooth” (R5) “everything feels connected when I shop” (R11)

	Accessibility
	Pre-purchase efficiency
	“check stock online before visiting” (R13) “I browse online before going to the store” (R4) “better stock order…” (R7)

	Flexibility
	Cross-channel returns
	“returns are easy… online or in-store” (R9) “I can return store purchases through different options” (R6) “online returning…easy”

	Speed, time-saving
	Quick shopping process
	“saves time compared to going in-store” (R3) “click-and-collect is faster than delivery” (R10)



The results from the theme show that omni-channel convenience is a key factor of customer satisfaction that is mainly influenced by smooth integration, access, and flexibility among retail channels. The participants repeatedly noted how easy it was to use both online and offline platforms and that a successful integration helps to minimise effort and increase perceived efficiency. This is in line with the literature that identifies convenience as one of the major results of omni-channel strategies. The results, however, are not limited to previous studies and are important to the extent that they demonstrate the experience of convenience in real-world, everyday experience, including checking stock availability, using click-and-collect services, and cross-channel returns management.
Although the respondents tended to be positive about integration, their focus on ease and timesaving implies that convenience is not only a functional advantage but a promise. It means that omni-channel integration is no longer a competitive advantage but a minimum requirement. Lack of this smooth experience can hence lead to dissatisfaction and not neutrality. In addition, the information also reveals that perceived integration leads to a feeling of control and confidence in the shopping process, which supports its importance in determining the overall experience quality.
Theme 02: Channel Inconsistency and Operational Gaps
[bookmark: _Toc227604223]Table 2: Channel Inconsistency and Operational Gaps
	Keywords
	Codes
	Supporting Quotes

	Mismatch, inconsistency
	System integration failure
	“app shows items… not in-store” (R2) “information not updated properly” (R14) “stock online doesn’t match what’s in-store” (R12)

	Pricing issues
	Price inconsistency
	“different prices online and in-store” (R6) “discounts online are not available in-store” (R8)

	Delays
	Fulfilment inefficiency
	“click-and-collect… sometimes delayed” (R10) “orders take longer than expected” (R3) “employee engagement lacking…” (R13)

	Reliability issues
	Inventory inaccuracies
	“stock levels are not always correct” (R12) “items appear available but are out of stock” (R2)



Here, the table indicates that channel inconsistency is one of the key obstacles to successful omni-channel integration, which directly negatively affects customer satisfaction. Although the omni-channel strategies are theoretically created to deliver a seamless experience, the accounts of participants indicate the continued presence of inconsistencies in stock availability, pricing, and service delivery. These discrepancies imply that there is a lack of fit between technological systems and operational implementation, and, therefore, imply that integration is not always comprehensive and superficial.
The fact that the same problems, like faulty inventory records and slow delivery, are recurring indicates that there are underlying efficiency problems in the system and no single service failures. This provokes the prevailing discourse in the literature, which is more inclined to highlight the positive effects of omni-channel retailing and underestimate the complexity of its functioning. The results indicate that customers are very sensitive to inconsistencies, especially when they expect seamlessness, but it fails. Further, inconsistencies seem to undermine trust since customers base their purchase decisions on correct and credible information. In case these expectations are not met, the perceived credibility of the retailer is eroded. It means that consistency is not only an operational issue but an important aspect of customer experience and brand reliability.
Theme 03: Digital Experience and Personalisation
[bookmark: _Toc227604224]Table 3: Digital Experience and Personalisation
	Keywords
	Codes
	Supporting Quotes

	Usability, simplicity
	App usability
	“app is easy to navigate” (R3) “very simple to use when shopping” (R15) “everything is well organised on the app” (R11)

	Personalisation
	AI-driven recommendations
	“like personalised product suggestions” (R7) “recommendations match my style” (R13)

	Control, transparency
	Order tracking visibility
	“track my order easily” (R11) “I always know where my order is” (R5) “…organised and easy to get” (R6)

	Accessibility
	Mobile convenience
	“shop anytime on my phone” (R13) “don’t need to visit the store every time” (R3)



The digital experience and personalisation theme indicates that digital technologies and especially mobile applications are crucial in customer satisfaction through better usability, accessibility, and personalisation. The respondents also repeatedly emphasised that mobile shopping was easy and convenient to use, and that a properly designed digital interface could simplify the buying experience and make it less effort-intensive. This supports the literature that has already placed digital tools as instrumental facilitators of effective and customer-focused retail experiences.
However, the results also demonstrate that the digital experience has a value that is not only functional but also has the elements of control and personal relevance. The ability to track their orders and customised recommendations are some of the features that add to transparency and engagement, implying that customers anticipate technology to not only support the transaction but also make the overall shopping experience better.
Importantly, the dependence on online platforms implies that the customer demands have changed, and convenience and immediacy are no longer a luxury but a necessity. This creates significant implications, because lack of delivery of intuitive and personalised digital experiences could result in dissatisfaction. Moreover, personalisation is usually viewed favourably, but its usefulness is contingent on accuracy and relevancy, which points to the risks associated with it when the recommendations are not in line with customer preferences.
Theme 04: Technology Limitations and Trust Concerns
[bookmark: _Toc227604225]Table 4: Technology Limitations and Trust Concerns
	Keywords
	Codes
	Supporting Quotes

	Irritation, overload
	Intrusive digital marketing
	“too many notifications… annoying” (R8) “I get too many promotional alerts” (R6)

	Technical issues
	System unreliability
	“app crashes during checkout” (R12) “sometimes the app freezes” (R3) “loading delays” (R15) “I found the server redirecting…” (R8)

	Privacy concerns
	Data security issues
	“not sure how my data is used” (R4) “I worry about sharing personal information” (R7)

	Slow response
	Digital service inefficiency
	“online support is slow” (R10) “chat support takes too long to reply” (R5) “support sometimes not there” (R14)



The results provide an indication that digital technologies increase convenience, but they also create serious constraints, which adversely affect customer experience. Respondents said they experienced frustrations regarding system unreliability, too many notifications, slow customer service, and data privacy concerns, which means that technological integration does not always prove positive. The problems presented above indicate that digital tools can be effective based on their reliability, usability, and perceived trustworthiness.
Most importantly, the fact that the same technical and service-related problems occur indicates that digital infrastructure has structural vulnerabilities and no single cases. This disputes the belief in the current literature that digitalisation is intrinsically enhancing customer satisfaction. Rather, the results prove that user experience may be reduced by poorly used or intrusive technologies that may result in dissatisfaction.
The issue of privacy also makes this relationship complicated because customers are becoming more aware of the way their data is gathered and utilised. This brings about a conflict between personalisation and trust where too many data-driven practices are likely to be seen as intrusive. Moreover, the weakness of automation is further supported by the fact that the digital customer service responds more slowly than in-store interactions.
Theme 05: Human Interaction and Service Quality
[bookmark: _Toc227604226]Table 5: Technology Limitations and Trust Concerns
	Keywords
	Codes
	Supporting Quotes

	Helpfulness, support
	Staff service quality
	“staff are very helpful” (R9) “employees assist me quickly” (R13)

	Preference, trust
	Human interaction preference
	“prefer asking staff than chatbots” (R4) “talking to someone is easier than online help” (R6)

	Speed, responsiveness
	In-store service efficiency
	“service in-store is quicker” (R10) “staff respond faster than online support” (R5)

	Confidence, reassurance
	Service-driven trust
	“staff advice makes me confident” (R13) 



The thematic result indicates that human interaction is one of the most important elements of customer satisfaction, even in more digitalised retail settings. The respondents continually preferred to receive in-store support from staff, which they claimed helped in offering instant help, comfort, and individualised advice. This implies that the quality of human service is not only functional but also emotional, which is significant in the context of fashion retail.
The information is a critical challenge to the belief that digital technologies can completely substitute human interaction. Although automation and online support systems are convenient, they are usually viewed as less responsive, slow, and empathetic. This shows that efficiency in technology does not always translate to efficiency in services as perceived by the customer. Rather, customers seem to consider the quality of service according to responsiveness, clarity, and the possibility to respond to personal concerns. Moreover, the focus on trust and reassurance implies that human interaction is an important factor in decreasing the perceived risk in the purchasing process. This plays a critical role in the retail of fashion since the assessment of the products can be subjective.
Theme 06: Hybrid Experience and Customer Loyalty Outcomes
[bookmark: _Toc227604227]Table 6: Hybrid Experience and Customer Loyalty Outcomes
	Keywords
	Codes
	Supporting Quotes

	Balance, integration
	Tech-human synergy
	“technology helps… but still need human help” (R14) “both online and store are important” (R11)

	Combined behaviour
	Channel blending
	“use app but go in-store to decide” (R1) “I browse online, then buy in-store” (R4)

	Trust, consistency
	Brand reliability
	“everything feels connected… I trust it” (R11) “consistent experience builds trust” (R5)

	Loyalty, retention
	Repeat purchase behaviour
	“I shop here often because it’s convenient” (R3) “I keep coming back due to good experience” (R15)

	Satisfaction, value
	Overall positive experience
	“shopping is flexible and easy” (R15) “overall, I’m satisfied with the service” (R9) “I am satisfied with the convenience” (R3) “My experience is fast and easy shopping”



The results indicate that a hybrid experience of retail combining the convenience of digital and human interaction influences customer satisfaction and loyalty. The respondents were always talking about a mixed shopping experience, in which online stores are considered to be more efficient and efficient in terms of browsing, whereas physical stores bring a sense of reassurance and help to make the final decision. This means that customers do not view digital and physical channels as substitutes, but complementary elements of a single experience.
The information here points out that satisfaction does not come through individual channels separately but through the uniformity and harmony of the journey. One of the major results of this integration is trust, and the participants have highlighted that a connected and reliable experience enhances their trust in the brand. This supports the fact that the success of omni-channel relies not just on technological abilities but also on the coordination of all touchpoints.
Moreover, the close association between positive experiences and repeat behaviour indicates that loyalty is experience-based and not transactional. This, however, also means that a failure in integration or service quality can affect the whole customer experience and have an adverse effect on retention.

[bookmark: _Toc227604264]4.2 Discussion
The results thoroughly prove that omni-channel strategies have a strong impact on customer satisfaction. Their success, however, depends on their consistency, usability, and the proportion of digital and human interaction. Concerning the use of omni-channels as perceived by the customers, the results show a two-sided view. On the one hand, customers have a positive perception of the omni-channel integration because of the convenience, flexibility, and effectiveness. This confirms previous research (Verhoff et al., 2021; Natarajan and Ramanan, 2023; etc.), which underlines the importance of seamless integration in improving customer experience. The results are, however, also a challenge to the assumption of seamlessness in practice. Continuous problems of stock irregularities, fluctuation of prices and delays in services prove that integration is not complete. This is in line with Herhausen et al. (2019) because they emphasised the complexity of omni-channel systems in terms of functioning, whereas the current research goes further to demonstrate how these inconsistencies find their direct manifestation and are perceived and judged by clients. 
On the major determinants of satisfaction, the results show enabling and inhibiting determinants. Satisfaction is positively affected by digital convenience, usability of the app, and personalisation, which aligns with existing literature that puts technology as a primary contributor to improved retail experience (Shankar et al., 2021). But the outcomes also present the key tensions. Problems like system instability, annoying notifications, and privacy issues are the signs that digital technologies can diminish satisfaction at the same time. The discovery is relevant to the literature since it critically points to the two-sidedness of digitalisation, which is not always studied. Also, human interaction turned out to be an influential factor, which confirms the theory of service quality (Zeithaml et al., 2018) and justifies the fact that emotional involvement and reassurance are still vital in the environment of fashion retailing.
The findings indicate that technology is not enough in order to answer the question about the role of technology in improving experience and loyalty. Customers instead demand a hybrid retail experience, in which digital tools are used to supplement human service. This confirms the recent arguments (Hasani et al., 2025) that promote the integration of technology that is human-centred. The research goes further to show that satisfaction and loyalty are based on the coherence of the customer journey as a whole, and not the performance of individual channels. The relationships between consistency and reliability across touchpoints were found to have a strong relationship with trust and repeat behaviour, which supports the conceptual framework of the relationship between omni-channel features and satisfaction and loyalty. 
The results also have theoretical implications in terms of the Kano Model and the TOE framework. Such features as smooth integration and dependable service can be viewed as the basic and performance factors, in which failure results in dissatisfaction and successful delivery results in satisfaction. In the meantime, sophisticated digital functions like personalisation serve as the factors of excitement, but only when they are viewed as pertinent and unobtrusive. TOE-wise, the results point to the fact that technological adoption cannot work without organisational alignment and operational preparedness.





[bookmark: _Toc227604265]4.3 Summary
The results demonstrate that convenience, smooth integration, and digital usability are the drivers of customer satisfaction in omni-channel retailing, whereas operational inconsistencies and technological restrictions are the limitations. Mobile apps and personalisation are beneficial to experience but a lack of synchronisation and reliability of the system are problems that negatively impact trust. Human interaction is also a pressing consideration, especially for reassurance and service quality. Altogether, a well-balanced hybrid strategy, combining digital effectiveness and human service, is the key to providing stable customer experiences and building long-term loyalty.
[bookmark: _Toc227604266]
Chapter 5: Conclusion 
[bookmark: _Toc227604267]5.1 Conclusion of the Study
This paper aimed at investigating the relevance of omni-channel retailing strategies and digital technologies to customer satisfaction in the UK fashion retail industry, and used Next plc as the case study. The results affirm that omni-channel retailing is a major factor that influences customer satisfaction. Its efficacy however does not merely lie in the technological adoption but on the seamless and consistent implementation of these technologies across channels. The research questions were answered in the study since the study showed that customers have a positive perception of omni-channel strategies when they offer convenience, flexibility, and ease of use. The use of a mobile app, the ability to use the app to collect products, and cross-channel returns were listed as some of the elements that have led to satisfaction. Nevertheless, the results also showed that pricing inconsistencies, stock levels, and service delivery are major customer experience and trust killers.
Moreover, the study found out that digital technologies like mobile applications and personalisation positively impact customer interaction and perceived control, yet they also present issues like system unreliability, privacy, and service inefficiencies. Notably, human contact is an essential component, especially when it comes to reassurance and enhancement of service quality. The researchers conclude that a hybrid retail model, which integrates convenience digital with human service is critical in customer satisfaction and loyalty development.
Theoretically, the results add to the existing literature by offering qualitative data on customer experiences, which fills the gap that has been observed in the past studies. The findings also justify the use of the Kano Model and TOE framework, as it is clear that simple service reliability and smooth integration are the keys to satisfaction, whereas advanced digital features may be used to improve the experience in case of their relevant implementation.


[bookmark: _Toc227604268]5.2 Limitations of the Study
The study is founded on a single case study of Next plc and this restricts the generalisation of the results to other retailers in the UK fashion industry. Although the research is very insightful, the findings might not be entirely reflective of the experiences of customers in various retail settings. Subsequently, the research is based on a comparatively small sample group of 15 respondents. Even though this is the right strategy to attain data saturation in a qualitative study, it might not reflect the entire customer experience. Moreover, the data is derived on self-reported perceptions and can be biased with possible memory constraints and subjective interpretation. Also, online interviews could have restricted the depth of responses as compared to the face-to-face interactions.
[bookmark: _Toc227604269]5.3 Recommendations for Practice
There are a number of practical recommendations that can be given to Next plc and other retailers based on the findings. 
· The integration of systems and consistency in all channels should be the priority of organisations in order to have the right stock data, pricing, and quality service provision.
· To reduce the technical problems and customer experience, retailers need to make digital platforms and mobile applications more usable and reliable.
· A middle ground to personalisation is necessary so that the recommendations are valuable and at the same time, transparency and privacy consideration should be ensured.
· The retailers must invest in human-centred service design, whereby in-store personnel and customer services teams should be complementary to digital systems and not substitutes.
[bookmark: _Toc227604270]5.4 Recommendations for Future Research
Future studies can build on this research, by investigating more than one fashion retailer, as a way of giving comparative information on the research in various organisational settings. Also, quantitative research might be carried out to confirm and extrapolate the results in a broader context. More studies can also be conducted on how the emerging technologies like artificial intelligence and augmented reality affect customer satisfaction and loyalty in the long term. Lastly, researching the influence of demographic variables on the development of omni-channel experiences may offer more understanding on the customer behaviour.

[bookmark: _Toc227604271]5.5 Summary
This chapter has presented the main findings of the study, its contributions and limitations. It has also given both practical and theoretical recommendations, which underpin the relevance of a balanced and integrated omni-channel approach in improving customer satisfaction and loyalty in the UK fashion retailing sector.
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[bookmark: _Toc227604274]Appendix 1: Interview Questions 
1. How often do you shop at Next plc?
Hints: Frequency (weekly/monthly), online vs in-store, type of purchases
1. How would you describe your overall experience using both online and in-store services at Next?
Hints: Satisfaction, ease of use, consistency, comparison of channels
1. Do you feel that Next provides a seamless experience across different channels? Why or why not?
Hints: Switching between channels, click-and-collect, returns, integration, problems faced
1. What factors most influence your satisfaction when shopping with Next?
Hints: Price, quality, convenience, service, speed, availability
1. How important is convenience (e.g., click-and-collect, returns, delivery options) to your experience?
Hints: Timesaving, flexibility, ease, preferred options
1. Have you experienced any issues such as delays, stock inconsistencies, or pricing differences? How did this affect your satisfaction?
Hints: Delays, wrong stock info, price mismatch, frustration, trust
1. How do you find Next’s mobile app or website in terms of usability and convenience?
Hints: Navigation, design, speed, ease of checkout, accessibility
1. Do features like personalised recommendations or order tracking improve your experience? Why or why not?
Hints: Usefulness, relevance, control, engagement
1. Have you faced any issues with digital services (e.g., app performance, customer support, privacy concerns)?
Hints: App crashes, slow response, notifications, data privacy
1. How would you describe your experience with customer service?
Hints: Staff helpfulness, response time, problem-solving, friendliness
1. Do you prefer interacting with staff or using digital support systems? Why?
Hints: Human interaction, speed, trust, convenience, usefulness
1. What makes you continue shopping with Next?
Hints: Loyalty, trust, convenience, past experience, brand preference
1. What improvements would you suggest enhancing your overall shopping experience?
Hints: Technology improvements, time, service quality, integration, delivery, app features
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