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[bookmark: _Toc231298480]Abstract
This research paper seeks to understand the impact of digital marketing strategies on customer engagement in the UK retail market. The research compares four transactional competitors of John Lewis Partnership, Tesco, Marks and Spencer, Asda, and Sainsbury to the emotional and traditional marketing style of John Lewis Partnership. Chapter 1 explains why a strategic framework is needed to understand how older retail brands use digital transformation to protect their market share. Chapter 2 lays the theoretical background through the Customer Engagement Cycle and the Technology Acceptance Model. This literature review reveals that there is a large gap in the knowledge of how precisely older retailers transition to digital loyalty. To address this gap, Chapter 3 presents a qualitative approach based on the interpretivist philosophy and an inductive multiple-case study. The five key retail brands are evaluated based on secondary data on corporate reports and academic articles to make the research reliable. Chapter 4 findings and cross-case analysis shows that there is a clear divide between transactional and emotional marketing in the UK retail market. Ethical storytelling helps the John Lewis Partnership to develop long-term trust, whereas high-volume stores such as Tesco are dependent on big data and mobile applications. These findings are critically discussed in chapter 5. It demonstrates that the adoption of too complex digital systems that are not complemented by the simplicity of the front-end negatively affect customer relations. This chapter also advances the conceptual model and divides the digital interaction into a transactional pathway and emotional pathway. Lastly, Chapter 6 gives a recap of the theoretical contributions and offers practical recommendations to retail managers. Managers are advised to focus on making platforms user-friendly. There should also be an adequate alignment between online marketing initiatives and back-end supply chain.
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[bookmark: _Toc224571572][bookmark: _Toc231298481]Chapter 1: Introduction and Rationale
[bookmark: _Toc224571573][bookmark: _Toc231298482]1.1. Research Background
Retail business environment in the United Kingdom is very competitive (Goworek, and McGoldrick, 2024). Old traditional retail brands and supermarkets are under tremendous pressure to react promptly to the sudden shifts in consumer shopping habits. Such traditional businesses have had to adopt e-commerce and have to undertake extensive digital transformation to survive. Established companies such as John Lewis Partnership need to establish powerful digital strategies to cope with extreme competition (Chukwunweike and Aro, 2024). This technological change has entirely altered the old consumer experience. Before customers buy a product, they now find it easy to compare similar products on different digital platforms. Thus, the digital environment is a strategic adjustment to preserve market share.
Due to this change, the contemporary consumer experience is a complex problem. It is quite difficult to keep the audience interested and retain the customers as compared to the past. Digital marketing has become an essential requirement in the creation of an effective customer relationship management (Buttle and Maklan, 2019). Digital strategies create greater interactions when they are linked with customer relationship management. In comparison to conventional marketing, digital marketing will guarantee the maximized customer contact, which later results in a long-term brand loyalty (Obasi, 2025). In the case of retail organizations, this digital engagement is a key aspect that determines business survival. Moreover, a favorable word-of-mouth communication on the internet creates valuable customer trust.
The John Lewis Partnership gives an extremely pertinent background to examine this strategic challenge. Its brand is known to have a recognizable corporate heritage, strong brand story, and high employee engagement (Sammour et al., 2020). This historical brand identity has strongly influenced customer experience and satisfaction at John Lewis. A lot of this conventional customer engagement is dependent on the in-store experiences and the internal company dynamics. Nevertheless, the main problem the business is struggling to resolve nowadays is the way to successfully adapt this outdated and in-store customer experience to active online interactions (Pantano et al., 2026). This change is of utmost importance since John Lewis will be required to compete with other major retailers in the UK, which include Marks and Spencer, Asda, Tesco, and Sainsbury. The consumer retention is already strongly influenced by the online marketing activities of these competitor brands.
This problem is very important to the retail managers since the inability to engage customers at the digital level results in a drastic loss of competitive advantage. Rival companies are aggressively utilizing online environments to reach out to their target audience via aggressive promotion campaigns and loyalty program apps. John Lewis, in its turn, relies heavily on its image and face-to-face emotional relationship (Salaman and Storey, 2016). To enhance retention of customers over time, it is imperative to find a viable approach to balancing between traditional brand prestige and interactions in digital campaigns. Further, the brand stories today are evolving at a fast rate. Sustainability is also emerging as a key theme among large retail brands, establishing a second key topic of digital contact that managers should approach cautiously.
Despite the extensive debate on the use of digital marketing in retail, some aspects of this issue are under-researched. The available literature is usually about the single tactics of the companies such as Tesco or John Lewis individually. The existing literature does not provide comparative studies that assess these leading retailers in combination where the industry-wide trends are determined. Moreover, there is hardly any literature that can clarify the complicated process of transitioning physical in-store engagement to digital engagement. This is a clear indication that there is a gap in the available knowledge. It requires the exploration of the way in which a heritage brand can achieve its unique business model to the contemporary digital environment in opposition to its biggest competitors. That is why this research will focus on the investigation of such digital transformation of John Lewis Partnership and clarify how it affected customer engagement.
[bookmark: _Toc224571574][bookmark: _Toc231298483]1.2. Research Rationale
1.2.1 Theoretical Justification
The existing body of literature has a solid ground to explain the relevance of digital marketing in the contemporary retail market. The online world has transformed the old model of consumer experience entirely. The Customer Engagement Cycle is an important theoretical model that is extensively utilized by researchers to comprehend this important change. This particular model dictates how organizations can change an average consumer into a super user of a brand through the use of digital media (Sashi, 2012). The model is systematic and involves connection, interaction, satisfaction, retention, commitment, advocacy and final engagement. Available literature indicates that customers nowadays find it easy to develop comparisons of similar products in numerous digital platforms before making their purchase. Due to this rapid adoption of digital technology, the old fashioned supermarkets in the highly competitive UK market have been compelled to evolve. These traditional businesses started with the use of e-commerce as strategic alliances in order to maintain their market share (Quader and Quader, 2008). Nevertheless, the current research proves that total digitalization has become an absolute requirement. The firm retailers should possess robust digital transformation plans to manage agile competition via high speed (Roy, 2024). Digital marketing would guarantee the maximum customer interaction compared to the traditional one, which would form the long-term loyalty in the end (Tunc, 2025). Moreover, the literature defines the functionality of brand identity in this sector. The experience and perfection of customers at the John Lewis Partnership are highly motivated by corporate heritage and brand identity (Sammour, 2017). This conventional communication heavily relies on the company dynamics.  Emotional investment of workers facilitates the formation of a favourable word-of-mouth communication on online media, which has conventionally generated consumer trust (Baker, 2018). Moreover, large retailers in the UK rely on stories to develop their brands and reach the emotions of buyers (Jones and Comfort, 2019).
However, in spite of this known information, there are still a few important fields of digital customer engagement that have not been adequately clarified and studied in the academic literature. The study of consumer journey in the new digital age poses an extremely complex problem to both researchers and businesses (Scott et al., 2017). The question of how to precisely recreate an in-store customer experience, which is old-fashioned, into a new modern digital interaction, remains a heavy burden on traditional heritage brands. It is a significant theoretical gap since transition to digital platforms has complicated the process of reaching the audience and securing consistent customer retention significantly. Although researchers concur that retailers need to employ digital marketing approaches that specifically resonate with customer relationship management, they do not have a clear understanding of how to do this in the context of various retailing models (Mustaphi, 2020). The literature presents contradictory concepts on how traditional brands such as John Lewis survive in the intense competition with highly transactional brands such as Asda and Sainsbury in the digital space. Also, the comparative evidence is lacking. Though some studies concentrate on individual digital marketing strategies of individual retail companies such as Tesco or the John Lewis Partnership, they do not directly compare them in one study. Due to the fact that the existing studies examine these businesses in isolation, data does not explicitly understand how these two types of brands exert strategic differences in the stimulation of daily digital communication. Also, the literature is evolving at a very high rate as a result of new market trends. Indicatively, Sustainability has rapidly emerged as the new focus of big retail brands (Jones, 2025). Nevertheless, there is little research on how these sustainability stories can be effectively transduced by brands as an effective medium to generate continued digital engagement. Presently, research studies that take a profound look at the actual process of the customer journey are scarce.
Based on these defined ambiguities, the targeted research gap that this study will fill is the absence of a single comparative study of digital customer engagement strategies between the leading retailers in the UK. The existing literature lacks an explicit comparison of John Lewis Partnership with its four biggest competitors: Marks and Spencer, Asda, Tesco, and Sainsbury. The given gap is theoretically significant as it restricts the complete comprehension of Customer Engagement Cycle (Sashi, 2012). Exploring this particular gap, the research will supply crucial theoretical clarity onto the complex journey of a customer between the in-store and online interaction.
1.2.2 Practical Justification
Practically, the lack of knowledge of how to transfer traditional in-store loyalty to the digital world has significant real-life implications on the behalf of retail managers. The old UK supermarkets and retailing brands must react swiftly to shifting consumer tendencies (Purcărea et al., 2022). Without their ability to develop successful digital transformation strategies, managers will lose a tremendous market share to more dynamic competitors. This is a challenge that is very expensive and competitively essential throughout the UK retail industry. The online landscape has entirely disrupted the conventional consumer process, and it is now more difficult to retain customers. Retail leaders make decisions without clear guidance on how to engage customers digitally.
The biggest managerial problem is the high challenge of changing the outdated, in-store customer experience to a successful digital interaction. This is particularly the case with legacy brands such as the John Lewis Partnership. When competing against large retail stores such as Marks and Spencer, Asda, Tesco, and Sainsbury, whose online marketing activities actively steal away customer retention, the managers at such organizations are under intense pressure (Samadzadeh, 2024). Such competitors tend to employ transactional online interactions and app-oriented loyalty programs, as well as aggressive promotional marketing. Practical evidence, including the retail market analysis and business reports, often indicates that ineffective digital adaptation is extremely expensive to traditional brands. The retailers that rely on physical shops are also significantly affected when they fail to scale their digital programs or deal with this technological shift.
The resolution to this issue is actionable information that can guide managers to merge conventional trust in brands and interactive digital campaigns. This will eventually enhance the retention of customers in the long term and achieve a sustainable competitive advantage in the contemporary retail world. Thus, the outcome of this study will directly guide the managers to successfully enhance customer engagement with the business in the digital platform.
[bookmark: _Toc224571575][bookmark: _Toc231298484]1.3. Research Contribution and Motivation
Theoretical Contribution: In theory, the research contributes to existing discussion regarding the way in which traditional retail brands cope with digital customer interaction. This study is a direct contribution to the Customer Engagement Cycle theory by carefully examining the complex shift between physical in-store loyalty and new digital interaction. It elaborates on this established theoretical framework by examining how corporate heritage and good brand identity may serve as the primary processes of establishing the digital connection, interaction and long-term retention. This strategy will offer a challenge to the current assumption that it is only the highly transactional, frequency-based digital interaction that can guarantee customer loyalty in the contemporary retail industry.
Empirical Contribution: Moreover, this paper gives a good empirical contribution due to its application of a particular qualitative secondary-data comparison. The comparative case study approach is very useful in addressing this research gap. The approach enables a rich, context-focused analysis of the manner in which various retail organizations implant digital strategies in reality. This study, through a direct analysis of the John Lewis Partnership and four large competitors of the company, which are Marks and Spencer, Asda, Tesco, and Sainsbury’s, reveals a wide variety of retail business models and competitive approaches. This strategic breadth allows the clear identification of the specific market trends. It also enables the researchers to have a cross-case synthesis where a single-case study cannot offer them.
Practical Contribution: In a practical sense, the results of this study will offer practical information and decision-making guidelines to the retail managers and business leaders. The research will produce targeted strategic suggestions that will enable legacy heritage brands to become much better at utilizing digital marketing. Through a clear understanding of the particular digital strategies employed by agile competitors, managers, in companies such as the John Lewis Partnership, will make superior choices (Salaman and Storey, 2016). They will know precisely how to combine their old brand superiority with digital interactive campaigns.
Originality: The originality of this study is unique because it has a unique comparative scope. Existing literature on the topic of digital marketing and retail change is abundant. But, present literature often discusses the leading retailers in UK such as Tesco, and the John Lewis Partnership individually. In this research, the four leading competitors are clearly brought into one comparative study. It bridges the particular gap of heritage-based emotional experience in a direct opposition to transactional digital practices.
[bookmark: _Toc224571576][bookmark: _Toc231298485]1.4 Research Aim, Objectives, and Questions
Aim: The study aims to explore the impact of digital marketing strategies on customer engagement by focusing on the case study of John Lewis Partnership, along with its competitors.
Objectives:
1. To identify and assess the efficiency of digital customer engagement of John Lewis Partnership against its major competitors, which are which are Marks and Spencer, Asda, Tesco, and Sainsbury.
2. To suggest strategic changes to the John Lewis Partnership that would help it improve its digital marketing performance.
Research Questions:
How is the efficiency of digital customer engagement of John Lewis Partnership against these competitors on the basis of secondary market data?
[bookmark: _Toc224571577][bookmark: _Toc231298486]1.5 Dissertation Structure
In Chapter 2, the literature review is given. It discusses the available scholarly literature on the Customer Engagement Cycle, retail digital transformation, and the corporate heritage role. This chapter also emphasises the theoretical gaps.
In Chapter 3, the methodology employed in the research is described. It outlines qualitative research design, the philosophy of interpretivism, and inductive approach. In addition, it elaborates the secondary data collection procedure and the use of thematic content analysis to assess the collected information.
Chapter 4 is devoted to the findings. It interprets the collected data from the secondary sources. It shows separate findings for different cases. After analysing the findings for different cases separately, this chapter includes a cross case analysis to make a comparative analysis of the findings. Finally, a summary tables showing all the cases is given. 
Chapter 5 runs the discussion and analysis. It responds directly to the research questions by comparing the online marketing efforts of the John Lewis Partnership to the digital efforts of its four biggest competitors. This chapter, performs a cross case synthesis to critically analyse the findings. 
Lastly, Chapter 6 is the conclusion and the recommendations. It draws conclusions on the general results of the comparative analysis and provides practical and strategic recommendations on how the John Lewis Partnership can enhance its performance in the digital customer engagement. This chapter shows both theoretical and managerial implications of the findings in this study. Finally, the limitations of this study are given to ensure transparency. 


[bookmark: _Toc226462021][bookmark: _Toc231298487]Chapter 2: Literature Review
[bookmark: _Toc225587358][bookmark: _Toc226462022][bookmark: _Toc231298488]2.1 Introduction 
This chapter is a critical review of the available literature on the topic of digital marketing strategy and its effects on customer engagement in the UK retail market. Digital marketing is now a necessity in the development of effective customer relationship management (Mustaphi, 2020). The review starts with an examination of theoretical basis of the research, which are Customer Engagement Cycle and the Technology Acceptance Model. It then talks about major themes. Finally, the chapter reveals the literature gap and conceptual framework.
[bookmark: _Toc225587359][bookmark: _Toc226462023][bookmark: _Toc231298489]2.2 Theoretical Foundation
[bookmark: _Toc225587360][bookmark: _Toc226462024][bookmark: _Toc231298490]2.2.1 The Customer Engagement Cycle (CEC) 
Customer Engagement Cycle (CEC) is one of the theories that can help to comprehend how digital marketing operates.  This cycle by revealing how a business can transform an average buyer into an engaged customer (Sashi, 2012). The cycle involves stages such as connection, interaction, satisfaction, retention, and commitment. Digital marketing is highly valuable to facilitate customers through these phases in order to establish good relations (Mustaphi, 2020). 
Nevertheless, other scholars disagree with the ease with which this can be done in real life. The key to successful engagement is strict management of loyalty and an impeccable customer experience on all platforms (Ziliani and Ieva, 2025). Conversely, the application of this cycle in the contemporary supermarket industry is very challenging (Tunc, 2025). This is due to the fact that competition is high and it is quite difficult to retain customers in the long run. Moreover, a significant number of large UK supermarkets do not go through the engagement cycle (Samadzadeh, 2024). They tend to pay too much attention to fast sales over the web rather than creating emotional trust in the long-run.
In the case of legacy brands, the cycle is reversed.  The John Lewis Partnership leverages its good corporate heritage to create the first contact and trust (Sammour. 2017). It demonstrates that classic brands may not have to use aggressive digital promotions as the only tool to initiate the cycle. In general, the CEC offers a clear route that businesses should follow, though it needs cautious digital tactics to keep customers as involved as possible.
The retailing literature shows that moving customers to the final stages of the engagement cycle requires a lot of continuous effort. Consumers now pass through numerous digital platforms before they become actually devoted to a shopping company (Pires et ala., 2022). This implies that retail businesses need to offer seamless online experience to propel customers to the ultimate advocacy phase. Customers who are actually engaged would promote positive feedback on the internet and become brand ambassadors (Ahmad and Dirbawanto, 2024). But maintaining such a customer contact is a challenge in the UK retail market. When the digital interaction fails to provide a good experience or no emotional connection to the customer, they will be able to easily move to competitors (Bughin et al., 2018). 
[bookmark: _Toc225587361][bookmark: _Toc226462025][bookmark: _Toc231298491]2.2.2 Technology Acceptance Model (TAM) 
Another theory that is relevant in this study is the Technology Acceptance Model (TAM). It describes the manner and timing of acceptance of new digital technologies by the users. The model concentrates on two factors that are referred to as perceived usefulness and perceived ease of use.  The TAM is most effective in assessing the impact of consumer trust on the acceptability of digital and viral marketing (Aghdaie et al., 2012). As long as customers can trust a digital tool, they would be far more willing to use it.
The retail digital changes such as artificial intelligence and shopping scanners are dependent on the customer acceptance (Wolniak et al., 2024). Unless these new tools are easy to use by shoppers, they will not lose time using them. Nonetheless, scholars express varying opinions regarding the primary causes of this acceptance.  In the case of conventional retailers such as Tesco PLC the perceived usefulness of a digital strategy is the most important factor to succeed (Roy, 2024). On the other hand, strategic commitment of a brand is even more crucial than the usefulness of technological technology itself (Koerniawan, 2024).
Moreover, modern omni-channel retailing complicates the TAM (Rowell, 2013). The reason is that customers are now required to simultaneously use numerous various digital platforms. A failure of a technology on one platform can destroy the entire brand experience (Rosenmayer et al., 2018). Thus, the TAM can be used to understand why certain digital marketing efforts by UK supermarkets are effective.
[bookmark: _Toc226462026][bookmark: _Toc231298492]2.3 Customer Engagement in the Contemporary Retail Industry
Customer interaction in the contemporary retail industry has grown way beyond the mere sales transactions into a dynamic and ongoing interaction between the consumer and the brand (Berry et al., 2010). Customer engagement in academics refers to something beyond purchasing a product. It consists of three primary components, which are thinking, feeling, and acting. Thinking implies that the customer gives much attention to the retailer. Feeling is that they have a strong attachment to it. Acting refers to actions such as utilizing the store online tools or posting reviews on the web. Moreover, current retail research demonstrates that customers are highly active. They are no longer passive buyers. They go as far as assisting the retailer by leaving reviews, becoming part of loyalty programs, and providing information. This assists the store in making its services better. Due to this, retaining customers will be an excellent method by which supermarkets can ensure that their shoppers continue to come back to them. As a result, they will remain ahead of their rivals. 
Traditionally, this interaction was established nearly completely by physical, face-to-face means (Keller and Fay, 2012). Within the conventional retail setting, there are particular store characteristics, including the physical setup, in-store experience, and direct employee support, which are a core driver of customer interaction (Choudhary and Singh, 2017). In the case of heritage retailers, these in-store experiences have been the foundation of their customer loyalty due to the high-quality experience they provide.
Nevertheless, the modern UK retail environment has changed radically to online platforms, which implies that brands should find technological ways of doing things, to sustain this constant interaction (He et al., 2025). Retailers are turning to more sophisticated electronic devices to replicate the interactive quality of the physical shopping process. As an example, the introduction of chatbots and AI conversations agents has become a key tactic to drive consumer brand engagement in the UK retail sector, where the tools provide the real-time, personal communication that contemporary customers demand (Dangol and Rind, 2024). As a result, the biggest problem of modern retailers is to effectively combine the traditional, high store qualities with these new digital agents. 
[bookmark: _Toc225587364][bookmark: _Toc226462028][bookmark: _Toc231298493]2.4 Personalization and Big Data in Retail 
Big data has entirely transformed the nature of interaction between retailers and their clients. Exploiting and surviving in the contemporary British retail environment now requires the strict necessity to use new forms of data (Trasberg, 2022). When supermarkets gather and analyze big data, they will be able to develop highly personalized shopping experience. Customer data analysis enables brands to develop a very effective customer loyalty program, which directly triggers customer interaction (Ziliani and Ieva, 2025).
Retailers are very dependent on new technologies to collect this information. Technologies such as artificial intelligence and in-store smart scanners play an essential role in gathering vast volumes of consumer data when they are on a shopping trip in-store (Wolniak et al., 2024). Information is then utilized to deliver individualized online deals to particular shoppers. One of the most critical strategies to ensure good customer relationship management is personalised digital marketing (Mustaphi, 2020).
Nevertheless, it is claimed by some researchers that big data does not offer an ideal solution. Merely gathering large volumes of big data is not sufficient (Koerniawan, 2024). Companies should be highly strategic in their commitment to apply tailored market intelligence appropriately. When a firm gathers information and fails to understand how to interpret it, the information will be useless. Moreover, over-reliance on big data and automation may end up ruining the emotional relationship that exists between a brand and its human clients (Perrey and Spillecke, 2013).
[bookmark: _Toc225587365][bookmark: _Toc226462029][bookmark: _Toc231298494]2.5 The Impact of Social Media on Customer Engagement 
The social media has proved to be an extremely effective means of creating customer engagement in the retail industry. Efficient use of social platforms assists supermarkets in preserving close relationships with customers and motivates satisfied shoppers to spread the word about the brand among their friends (Mustaphi, 2020). Moreover, a fundamental condition of successful viral online marketing is consumer trust (Aghdaie et al., 2012). Once customers develop strong trust in a retailer, they become loyal supporters who communicate positive word of mouth messages through their personal profiles.
Other researchers, however, provide a pivotal counter-argument that indicates how social media can harm engagement with ease. Customers often resort to platforms such as Facebook to make public complaints about the failure of the service in omni-channel (Rosenmayer et al., 2018). According to them, when a brand does not effectively address these social complaints, it may ruin the credibility within a short period and prevent further engagement.
Besides, various retail brands use social media differently. Big players such as Tesco and Asda primarily engage in intensive promotional marketing on social networks in order to attract immediate sales, but they do not concentrate on advocacy in the long term (Samadzadeh, 2024). On the same note, it is very challenging to create actual loyalty and engagement on social media, as shoppers are distracted by competing offers at other supermarkets all the time (Tunc, 2025). Thus, social media is an excellent means of engagement, but it needs extremely cautious management to prevent the damage to the brand image.
Social media marketing also enables the retailers to communicate ethical stories to their customers (Jones and Comfort, 2019). As an illustration, John Lewis utilizes their iconic online campaigns to tell their stories of values and responsibility. As customers view such purposeful stories on social media, they relate with the retailer on an emotional level. However, this type of social media marketing must be authentic. When a supermarket merely tells stories on the Internet, but fails to implement them in the real world, the shoppers will quickly lose trust, and the level of customer interaction will decrease.
[bookmark: _Toc225587366][bookmark: _Toc226462030][bookmark: _Toc231298495]2.6 Mobile Commerce and Loyalty Applications 
Mobile commerce is an enormous segment of contemporary digital marketing approaches. Mobile applications and digital loyalty programs are considered to be the key tools that can be used to promote customer engagement and control the overall customer experience (Ziliani and Ieva, 2025). Mobile commerce has a direct connection to customer engagement since the store is placed in the hand of the shopper. Through mobile applications, stores will be able to send special offers and messages depending on the preferences of the customer to purchase. This makes the customer interested. Moreover, applications enable customers to communicate with the store at all times. They are able to verify their reward points, leave reviews or purchase items without visiting a physical store. The app is used more often by customers due to its high speed and convenience. It is this daily, day-in day-out relationship that develops a much more significant interaction between the retailer and the shopper. The retailers take advantage of these to engage the shoppers directly through their personal devices. In the United Kingdom, the key use of these mobile tools by major supermarkets is to ensure repeat customers. Rivals like Asda, Tesco, and Sainsbury are also heavily investing in app-based loyalty programs so that they can provide aggressive promotions and achieve customer retention (Samadzadeh, 2024). These mobile applications have ensured that people can easily collect their reward points and enjoy personalized discounts right within their mobile phones.
Nevertheless, according to some researchers, such applications have adverse impacts on the actual customer interaction. Pure possession of mobile loyalty application does not necessarily lead to long-term brand loyalty (Tunc, 2025). Due to the availability of a similar mobile app by almost all major retail brands, customers tend to have more than one application at a time. Ccustomers often move in and out of these various apps in an attempt to establish the lowest transactional price (Tunc, 2025). 
[bookmark: _Toc225587368][bookmark: _Toc226462032][bookmark: _Toc231298496]2.7 Digital Transformation and Competitive Advantage 
The digital transformation is not only a choice but also a condition to acquire a competitive edge in the retail industry. It was recommended that traditional businesses such as Tesco PLC should go on a powerful digital transformation route to make it through the rapidly changing retailing market (Roy, 2024). Through complete adoption of digital equipment in their day-to-day activities, the supermarkets have the capability to react to the evolving consumer demands in a timely manner. Digital strategies provide brands with a significant competitive edge because they ensure maximum contact with clients (Mustaphi, 2020). 
Nevertheless, it is extremely hard to create a real competitive advantage based on the digital transformation. It is no longer possible to win over big competitors such as Asda with an e-commerce site (Samadzadeh, 2024). These competitors are in fierce competition and forcefully market their products and services using sophisticated digital marketing and loyalty applications to perpetually drive customers out of the traditional brands. In addition, it was observed that due to the fact that all the largest supermarkets in the UK currently have very similar digital tools, the actual competitive edge that can be achieved by simply having basic digital marketing is shrinking significantly (Tunc, 2025). 
[bookmark: _Toc225587370][bookmark: _Toc226462034][bookmark: _Toc231298497]2.8 Literature Gap 
Although there is a lot of literature on digital marketing in the retail industry, there is a notable gap in literature. The overall implications of digital strategies on customer loyalty have been studied by many scholars (Tunc, 2025; Mustaphi, 2020). Nevertheless, the current literature merely addresses individual tactics or companies in isolation. As an example, one researcher devoted all his attention to the corporate history of the John Lewis Partnership (Sammour, 2017). Another researched the digitalisation of Tesco PLC only (Roy, 2024). There is a lack of comparative study that directly compares large supermarkets in the UK. The focus on the transition from traditional retailers to a digitalises one is also missing (Samadzadeh, 2024). This is why it is not clear how legacy brands can compete digitally with supermarkets, which prioritize speedy transactions most of the time. This paper will seek to fill this particular gap.
[bookmark: _Toc225587371][bookmark: _Toc226462035][bookmark: _Toc231298498]2.9 Conceptual Framework 
[image: ]
Figure 1: Conceptual Framework
The conceptual framework of this study unites the key ideas of the literature review. It shows the way in which the particular digital marketing approach will result in customer interaction. The framework can be broken down into three major pathways.
Moreover, active interaction is caused by omni-channel integration and social media strategies. It was suggested that in contemporary retail, connected channels were required (Rowell, 2013). Nevertheless, it was cautioned that this interaction can easily be disrupted as a result of channel failures (Rosenmayer et al., 2018).
In addition, technology acceptance is crucial to personalisation, such as big data and mobile applications. It has been argued that acceptance of digital tools is mediated through usefulness and ease of use (Aghdaie et al., 2012). On the other hand, highly transactional apps may decrease real loyalty unless they are developed properly (Tunc, 2025).
Finally, the combination of the three mediating variables, which are trust, active interaction, and technology acceptance, stimulate the entire Customer Engagement Cycle (Sashi, 2012). This model is structured to offer a platform to make comparisons of John Lewis against its competitors in the digital arena.


[bookmark: _Toc226462037][bookmark: _Toc231298499]2.10 Summary Table of the Key Literature
	Author(s) and Year
	Key Concept (Theme)
	Main Findings and Arguments
	Relevance to the Study

	Sashi (2012)
	Customer Engagement Cycle (CEC)
	Defines a systematic process transforming buyers into brand advocates.
	Provides the foundational theoretical framework to evaluate how retail brands guide customers through engagement stages.

	Mustaphi (2020)
	Digital Marketing & CRM
	Argues that digital marketing is essential for effective customer relationship management.
	Supports the premise that digital strategies are mandatory for modern relationship building and engagement.

	Tunc (2025)
	Transactional Loyalty vs. Heritage
	Finds that the CEC is difficult to apply in the highly competitive supermarket sector.
	Highlights the primary challenge heritage brands face when competing against fast-paced supermarkets.

	Samadzadeh (2024)
	App-based Loyalty & Fast Sales
	Discovered that major UK supermarkets prioritize quick online sales and aggressive app-based promotions over long-term emotional trust.
	Provides direct context on the aggressive digital strategies employed by the John Lewis Partnership's main competitors.

	Aghdaie et al. (2012)
	Technology Acceptance Model (TAM)
	Highlights that perceived usefulness, ease of use, and consumer trust.
	Offers a secondary framework to explain why certain digital applications or mobile tools succeed or fail with consumers.

	Dangol and Rind (2024)
	AI & Conversational Agents
	Identifies chatbots and AI agents as crucial tools for replicating the real-time, interactive communication of physical stores in the digital environment.
	Demonstrates modern technological methods used to maintain continuous customer interaction.

	Ziliani and Ieva (2025)
	Big Data & Mobile Commerce
	Argues that strict management of mobile applications and data-driven loyalty programs directly triggers ongoing customer interaction.
	Emphasizes the technical tools necessary to personalize the online shopping experience.

	Laurynaityte and Pažėraitė (2025)
	Ethical Digital Campaigns
	Demonstrates that the John Lewis Partnership successfully uses digital storytelling.
	Provides empirical examples of the brand's current digital marketing tactics.

	Perrey and Spillecke (2013)
	Risks of Digital Automation
	Cautions that an over-reliance on big data, digital automation, and past heritage can dismantle human emotional bonds.
	Outlines the operational risks and delicate balance required when transitioning in-store loyalty to digital platforms.

	Roy (2024)
	Digital Transformation & Competitiveness
	Recommends that Full digital transformation is required.
	Highlights necessity for survival.

	Pires et al. (2022)
	Digital Channels and Purchase Decisions
	Shows multi-platform consumer journeys.
	Proves the need for omni-channel.


[bookmark: _Toc225587372][bookmark: _Toc226462036]


[bookmark: _Toc231298500]2.11 Summary 
This chapter has synthesized the available literature regarding the digital marketing and customer engagement in UK retail industry. The theoretical basis of the Customer Engagement Cycle and the Technology Acceptance Model was the key to comprehending the effects of digital tools on consumer behaviour (Sashi, 2012). It is indicated in the literature that large supermarkets such as Tesco and Asda are capable of implementing highly transactional digital strategies and loyalty applications , whereas heritage brands have other problems (Samadzadeh, 2024). Scholars are in agreement that the John Lewis Partnership has a robust corporate legacy that creates emotional trust (Sammour, 2017). Nevertheless, emotional trust cannot be similar to the high speed, omni-channel convenience provided by supermarket competitors (Tunc, 2025). The review has found that there is a gap in the comparative literature on how heritage brands can effectively combine the conventional in-store loyalty with the new digital marketing.


[bookmark: _Toc227232009][bookmark: _Toc231298501]Chapter 3: Methodology
[bookmark: _Toc227232010][bookmark: _Toc231298502]3.1 Introduction 
This chapter explains and justifies the research. The primary objective of the research is to investigate how digital marketing tactics affect customer interaction with special attention to the John Lewis Partnership and its key competitors. In this regard, the research is a case study. This makes it possible to compare digital strategies in detail without collecting primary data.
The chapter is organised in such a way that it has given a clear and transparent roadmap of the research process. It starts with the description of the research philosophy, approach and design in Section 3.2. The application of a case study methodology is clearly justified in Section 3.3. This is followed by Section 3.4, which explains the case selection and sampling strategy, and Section 3.5 explains the type of secondary data sources and their collection methods. The thematic data analysis method is described in section 3.6. Lastly, Section 3.7 addresses the manner in which research quality and rigour were upheld and Section 3.8 addresses the ethical issues surrounding this secondary research.
[bookmark: _Toc227232011][bookmark: _Toc231298503]3.2 Research Philosophy, Approach, and Design 
This section places the study in the context of the existing methodological paradigms. The overall research design is guided by the Research Onion model, which helps to structure the methodology from the outer philosophy layer down to the specific data collection techniques (Saunders et al., 2016). As per the Saunders’ Research Onion, the study will first select the research philosophy from the first layers, as it is shown in Figure 1. In the second layers, there comes the approaches to be taken for the development of theories. As per the next layers, the study will define research strategy, time horizon, data collection and analysis methods.
[image: ]
Figure 1: Saunders' Research Onion
Source: (Saunders et al., 2016)
[bookmark: _Toc227232012][bookmark: _Toc231298504]3.2.1 Research Philosophy 
The interpretivism philosophy is applied in this research. Interpretivism is very applicable since it deals with the real world phenomenon in complex situations and recognizes that business realities are built socially (Ryan, 2018). The forces such as the consumer behavior, brand perception and online customer engagement are highly subjective and complex. Instead of searching for a strict numerical fact, an interpretivist approach enables the study to go deep into the nuanced causes of digital marketing efforts of the UK retailers (Junjie and Yingxin, 2022). This method is critical in studying how a heritage brand such as the John Lewis Partnership can relate with the new generation of customers emotionally.
[bookmark: _Toc227232013][bookmark: _Toc231298505]3.2.2 Research Approach 
This research is inductive. An inductive approach starts with collecting and interpreting certain secondary data, and then proceeds to the discovery of general patterns, themes, and conceptual models (Liu, 2016). The inductive method offers the necessary flexibility to discover new and practical insights based on real digital campaigns and reports in the UK retail sector, as the digital marketing environment changes very rapidly. Although the literature review offered a conceptual framework, the inductive approach will make sure that final conclusions are made based on the actual evidence in the chosen retail cases (Kumar & Ujire, 2024).
[bookmark: _Toc227232014][bookmark: _Toc231298506]3.2.3 Research Strategy 
The research strategy that was adopted in this study is a multiple case study. A case study is associated with a close examination of a practical phenomenon in a real-life context (Hancock et al., 2021). The strategy is ideal in answering the research questions in this study. It presents the opportunity to take a closer look into the way in which the John Lewis Partnership approaches the process of digital transformation, and directly compare its initiatives with the initiatives of its most significant rivals.
[bookmark: _Toc227232015][bookmark: _Toc231298507]3.3 Justification for Case Study Methodology 
The case study approach has been selected due to its suitability in responding to the particular what and how research questions in this project. Case studies assist in developing a rich, contextual analysis of a real-life problem (Lauckner et al., 2012). That is why it is now possible to speak about the way in which the John Lewis Partnership copes with digital customer interaction. This study is well-suited to secondary data since it offers comprehensive and independent data that would be extremely difficult to obtain with other primary data collection techniques, such as interviews (Taherdoost, 2021). The study will be able to take a closer look at the key companies and enhance the overall credibility by combining various public sources by reviewing published reports, academic articles, and official company documents. A multiple-case study was chosen with the sole purpose of comparing the John Lewis Partnership with four of its largest competitors. Reading several cases assists in identifying trends and is a good way to compare across cases. The 5 cases are an appropriate balance of the study, neither too many nor too few. Nevertheless, it should be mentioned that there are certain limitations to secondary data. Public company reports may be skewed to positive stories of success, and may not contain specific details regarding the internal company operations.
[bookmark: _Toc227232016][bookmark: _Toc231298508]3.4 Case Selection and Sampling Strategy Sampling Logic 
In this study, purposive sampling was employed. Unlike probability sampling, which is used in quantitative research to create statistical generalisations, purposive sampling is used to deliberately select cases that are rich in information and can directly help answer the research questions (Rai and Thapa, 2015). The cases were selected specifically to investigate the phenomenon of digital marketing within the retail industry and to allow the direct, cross-case comparison in which a theory can be built.
[bookmark: _Toc227232017][bookmark: _Toc231298509]3.4.1 Case Selection Criteria 
The cases were chosen on the basis of certain criteria in order to guarantee the rigorous and relevant study:
Relevance: The chosen companies are all large players in the UK retail and supermarket industry, which actively apply digital marketing strategies.
Information Richness: Publicly available secondary data on these major brands is abundant. Therefore, a detailed analysis can be carried out.
Diversity: The cases incorporate both traditional retailers (such as John Lewis and Marks and Spencer) and extremely transactional supermarkets (such as Asda, Tesco, and Sainsbury).
Currency: The chosen information is centred on new digital applications to make the study as relevant to the contemporary market as possible.
Credibility: The analysis is based on the use of credible data sources, including annual company reports, industry reports, and peer-reviewed journals.
[bookmark: _Toc227232018][bookmark: _Toc231298510]3.4.2 Case Profiles 
The main case study is that of John Lewis Partnership which is compared to four key competitors. Chapter 4 provides detailed case profiles, their background, digital challenges, and outcomes in particular. An overview is as shown in the table below:
	Case
	Industry
	Geography
	Key Focus
	Primary Data Sources

	John Lewis Partnership
	Retail/Department Store
	UK
	Customer Trust & Emotion
	Annual reports, news, journals

	Marks and Spencer
	Retail/Supermarket
	UK
	Traditional Loyalty
	Industry reports, Journals

	Tesco
	Retail/Supermarket
	UK
	Transactional & Apps
	Market reports, journals

	Sainsbury's
	Retail/Supermarket
	UK
	Transactional & Apps
	Market reports, Journals

	Asda
	Retail/Supermarket
	UK
	Transactional & Price
	Industry reports, Journals



[bookmark: _Toc227232019][bookmark: _Toc231298511]3.4.3 Justification of Case Diversity 
The selected cases offer a perfect representation of diversity to fit the research objectives. The study can categorically identify the various digital customer engagement strategies in the UK market by placing a traditional retailer, such as the John Lewis Partnership, side by side with fast-moving and transactional supermarkets such as Tesco.  
[bookmark: _Toc227232020][bookmark: _Toc231298512]3.5 Data Sources and Data Collection 
This study is based on secondary data. This section describes the sources used and their collection methods. To begin with, the research examines annual reports of companies and their corporate websites. These are practical in the sense that they give first-hand information concerning the official strategies and financial backgrounds of the retailers. Nevertheless, one of the limitations is that such documents can be rather marketing-intensive and may possess a self-presentation bias. Second, peer-reviewed academic journals are used to comprehend the theory of customer engagement. The strongest aspect of them is their in-depth and very credible analysis. Its weakness is the fact that the digital retail markets are so fast that sometimes scholarly studies cannot follow (Jahan et al., 2016). In addition, industry reports and reliable business news have been used in the study. These sources provide third party, independent opinions and recent analysis of agile competitors. Nevertheless, they do not know all about the processes within the company. 
The data collection was done systematically through online searches. The main sources of search were Google Scholar and the official websites of the company. The search was carefully guided using specific keywords. These were digital marketing strategies, customer engagement, and UK retail sector, as well as the names of the chosen organizations, which are John Lewis Partnership, Marks and Spencer, Asda, Tesco, and Sainsbury. The research was conducted with purposive sampling in order to select only the most topical and recent documents. This particular approach made sure that the data collected was directly related to the primary research goals and offered sufficient ground to evaluate the retailers.
[bookmark: _Toc227232021][bookmark: _Toc231298513]3.6 Data Analysis Approach 
In order to analyze the secondary data gathered, thematic content analysis was employed in this research. This is a systematic review of the literature and market reports to identify consistent themes related to digital strategies and customer engagement (Smith, 1992). The conceptual framework of Chapter 2 was used to guide the analysis. However, it remained open to new themes, which fits the inductive approach. To arrange the data into the main concepts, a structured review was used to arrange the information on the themes such as customer trust and online interactions.
The analysis has started with the analysis of individual cases starting with the John Lewis Partnership. The information regarding its online marketing has been carefully read and coded to determine the key engagement strategies. This case study analysis made it possible to create a detailed and vivid narrative of how the brand functions on the internet. The synthesis and triangulation of evidence was achieved through a comparison of company reports with independent journals to create an overall picture. The same individual review process was then repeated for each of the four competitor cases.
When the individual codes were identified, they were classified into bigger themes (Humble and Mozelius, 2022). Subsequently, a cross-case analysis was conducted. The themes found for the John Lewis Partnership were directly compared to the thematic data of Marks and Spencer, Asda, Tesco, and Sainsbury's. The comparison of these cases made it possible to see patterns and strategic differences. It depicted the difference between a traditional retailer and highly transactional supermarkets in the attempt to establish customer loyalty over the digital channels. This systematic comparison provides the robust analytical framework of the findings, which will be introduced in Chapter 4 and Chapter 5.
[bookmark: _Toc227232022][bookmark: _Toc231298514]3.7 Research Quality and Rigour 
It is highly important to ensure the credibility and trustworthiness of this case study. To obtain construct validity, varied data sources were utilized (Lazer, 2015). The study was able to triangulate the data by gathering information in reports of the company, academic journals, and business news, which provided clear definitions of the main concepts. In addition, analytical rigour or internal validity was ensured through systematic analysis, which was systematic and guided by a framework. The thematic content analysis offered an easy-to-follow logic of connecting the gathered evidence with the conclusions. 
Morevoer, external validity was put into consideration. In case studies, generalisability was achieved through replication of logical process across the multiple cases. The research compared the John Lewis Partnership with four other competitors and found some obvious patterns in the industry. Reliability was maintained by making the documentation very detailed. The chapter provides a clear description of the sources of data, the purposive sampling criteria and the steps of analysis. This openness enables the researcher to make the research easily replicable by future researchers.
[bookmark: _Toc227232023][bookmark: _Toc231298515]3.8 Ethical Considerations 
Even though, in this research, there is no human participant, there were very strict ethical guidelines in the use of secondary data. All the information used in this study was collected strictly from publicly accessible sources. This entirely eliminates any issues of informed consent or confidentiality. In order to uphold high intellectual honesty, all sources were attributed properly, and referencing was performed in a correct manner to prevent plagiarism. Moreover, there was a high level of commitment to represent the data properly. No data was fabricated or preferred to be reported to achieve the purposes of the study. Even though the data is public, it is presented respectfully to prevent any misrepresentation of the retail organisations. Lastly, all sources with sensitive personal information were avoided at all costs.
[bookmark: _Toc227232024][bookmark: _Toc231298516]3.9 Chapter Summary 
This chapter has described the methodological choices used to address the research aim. The interpretivist philosophy and inductive approach were selected to explore the digital customer engagement in-depth. It was reasonable to employ multiple-case study strategy in order to compare the John Lewis Partnership with its main competitors. The chapter described the secondary data sources, purposive sampling, and the thematic content analysis to assess the information. Having a strict methodology and ethical considerations, the research will move to Chapter 4.

[bookmark: _Toc231298517]Chapter 4: Findings
[bookmark: _Toc231298518]4.1 Introduction 
This chapter highlights the findings of the research in the form of a series of case studies using publicly available sources of secondary data. The main aim is to analyze the online marketing practices and customer engagement performance in the United Kingdom retail industry. The chapter will provide case studies of five companies to show how variability in the approach to digital transformation affects consumer loyalty and transactional engagement. The discussion starts with the John Lewis Partnership, a conventional department store that is based on emotional trust. The chapter then explores four large supermarket rivals, Tesco, Marks and Spencer, Asda and Sainsbury. These businesses are in a very competitive environment, but vary greatly in background and target demographics. Researching each of the companies within a similar framework, the study determines the main challenges, the particular implementations in related platforms, and the tangible results. A cross-case summary at the end of the chapter summarizes these observations and identifies common patterns of response, which forms a solid foundation on the analytical discussion in Chapter 5.
[bookmark: _Toc231298519]4.2 Case Study 1: John Lewis Partnership
[bookmark: _Toc231298520]4.2.1 Introduction and Background
The John Lewis Partnership is an extremely established conventional retailer that functions in the competitive UK department store and grocery market. The main services of the company are based on high-end homeware, fashion, and food. The retailer has a good market position in the context of this study based on the past trust and outstanding physical customer service. Its principal rivals are other high-end retailers that are trying to win over contemporary consumer demographics (Sammour, 2017).
[bookmark: _Toc231298521]4.2.2 The Challenge or Opportunity
The fundamental strategic dilemma for the retailer was that it was incredibly hard to recreate its well-known human-to-human customer service in a digital setting. The implementation of e-commerce was a big disaster to traditional department stores, who simply could not adapt the human touch to online shopping (Patterson et al., 2008). This was essential since they have deep emotional connections as the basis of their business model. Not delivering a user experience in the digital journey would have been disastrous to their historical reputation and market share.
[bookmark: _Toc231298522]4.2.3 The Approach and Implementation
To help overcome this issue, the company invested heavily in the modernisation of the customer experience of the company on its website and through its mobile applications. The retailer worked on achieving a smooth integrated retail experience, where online product discovery was as premium as its physical stores. Moreover, the company employed related platforms, that is, social media, to tell ethical stories instead of price wars. Through conveying powerful corporate social responsibility stories, including sustainability and community involvement, the retailer continued to have strong emotional ties with contemporary consumers who place strong emphasis on ethical conduct (Sai Deepesh, 2025; Jones and Comfort, 2019). This implementation plan necessitated sustained digital transformation to make sure that the historic identity was not lost to the younger age groups without affecting their high service standards (Sammour et al., 2020).
[bookmark: _Toc231298523]4.2.4 Outcomes and Results
After these massive investments in digital infrastructure, the retailer had highly encouraging results. Online sales have increased to constitute more than 60% of the total sales revenue of recent trading periods, which was the main measure of success (John Lewis Partnership, 2023). The key performance indicator illustrates a very successful shift from a traditionally in-store customer base. Nevertheless, the financial implication of continuously updating their related platforms to avoid usability failures is still a significant and persistent weakness in their overall approach. This result confirms that value-based communication facilitates long-term digital interaction.
[bookmark: _Toc231298524]4.3 Case Study 2: Tesco
[bookmark: _Toc231298525]4.3.1 Introduction and Background
Tesco is a global retailer of general merchandise and grocery stores and is ranked as the largest supermarket chain in the UK. The company offers huge range of consumer goods, groceries and financial services. Working within a highly competitive and price-sensitive environment, Tesco has to compete with other big supermarkets and discount stores (Edwards, 2025). They compete in a high-volume, transactional shopping environment, not a premium service environment.
[bookmark: _Toc231298526]4.3.2 The Challenge or Opportunity
The core strategic challenge Tesco was experiencing was customer retention in a very competitive environment where customers can move to other supermarkets at a cheaper price. The issue was to utilize digital technology to develop sticky, transactional engagement. This was essential since without a strong incentive to remain, the firm would lose a huge market share to aggressive firms. Moreover, initial technical failures in their grocery site translated to instant loss of revenue, underscoring the vulnerability of online-only purchases.
[bookmark: _Toc231298527]4.3.3 The Approach and Implementation
In response to this, Tesco experienced massive digital transformation that include business analytics and massive data processing (Roy, 2024). The company adopted the Clubcard application as its major digital tool, which proactively monitors consumer buying behaviour in all the platforms that are linked to it. Rather than depending on the narrative on emotion, Tesco used this information to anticipate preferences on a day-to-day basis. Hence, it can provide highly personalized online discounts based on what a particular shopper usually purchases (Ali, 2024). Its implementation involved the construction of complex in-house algorithms that could execute millions of transactions in a day. This data-based implementation enabled the supermarket to directly affect the daily consumer behaviour. It established a feedback loop of loyalty founded on the highest levels of digital convenience and specific financial incentives. The company also re-designed user interface to make the application quick and easy to use by the average shopper.
[bookmark: _Toc231298528]4.3.4 Outcomes and Results
The quantifiable results of this information-driven plan were unprecedentedly high. Tesco has been able to attract millions of active users on its application (Tesco PLC, 2024). Studies show that the specified loyalty program is directly and positively correlated with retaining customers and raising daily sales volumes (Azan and Karimah, 2022). The huge digital adoption rate and long-term growth of revenue were considered as success metrics. Nevertheless, this is a very weak relationship. In case of a failed technology or a privacy issue, the confidence of the customers is lost in a second. The findings affirmed that data analytics plays a key role in the dominance of supermarkets.
[bookmark: _Toc231298529]4.4 Case Study 3: Marks and Spencer
[bookmark: _Toc231298530]4.4.1 Introduction and Background
Marks and Spencer (M&S) is a large British multinational company that deals with retailing of clothing, home products and luxury food items. It is similar to John Lewis as it has a heavy traditional reputation as well as serves a slightly older, quality-focused audience. The company is faced with a difficult market environment. It has to strike a balance between the historic physical store loyalty and the burgeoning consumer need of the modernized and convenient e-commerce solutions.
[bookmark: _Toc231298531]4.4.2 The Challenge or Opportunity
The main issue faced by M&S was that it effectively needed to move an older, more traditional group of customers onto connected platforms without losing them. This was a pressing business issue, because the decreasing number of people on the high street was threatening their main income generators. One of the biggest mistakes that had been made earlier was the launching of an unnecessarily complex site by the company, which bewildered their main audience and led to an immediate decline in sales. The stakes were very high. Hence, not digitalising without a further delay would mean doom in their clothing department.
[bookmark: _Toc231298532]4.4.3 The Approach and Implementation
To address this, M&S implemented a integrated retail approach that was meant to steer the consumer decision-making process seamlessly between online discovery and physical purchase. The organization implemented specific digital marketing strategies in many channels, such as search engines and email, to impact the purchasing behaviour in a positive way without exhausting the user (Rajput, 2025). Notably, they re-invented their digital interfaces to become far more accessible on the basis of what they had previously learned about failures in usability. The execution included integrating their clothing and food divisions into a more integrated online experience. The digital marketing was applied to assist customers in learning about new products via the Internet and motivating them to finalize the purchase either via the application or by going to a local physical store. As a result, the gap between online and real worlds was bridged.
[bookmark: _Toc231298533]4.4.4 Outcomes and Results
Its results showed a consistent and quantifiable recovery in their online market share. Following the shift of their online focus to prioritise usability, the retailer experienced a higher proportion of app downloads and active online customers (Marks and Spencer Group plc, 2024). The measurement of success was in terms of better online sales and cross category purchases. Nevertheless, the logistical difficulty of having a consistent integrated retailing experience in both food and clothing is the ongoing heavy cost. Eventually, the new digital strategy was able to restore their online reputation. The measurements showed that older populations will embrace easy-to-use technology.
[bookmark: _Toc231298534]4.5 Case Study 4: Asda
[bookmark: _Toc231298535]4.5.1 Introduction and Background
Asda is a well-known UK-based supermarket chain that has become well known due to its very competitive pricing and value-based grocery products. The retailer is in the low-cost sector of the market, which is an aggressive area where it competes directly with high-end supermarkets and low-end discounters. Initially, Asda was heavily dependent on the promotion of its physical stores as the means of product promotion, and the transition to a highly competitive online grocery market was an essential strategic priority.
[bookmark: _Toc231298536]4.5.2 The Challenge or Opportunity
The key strategic challenge that Asda faced was the need to generate instant online sales without possessing the sophisticated and interconnected retail applications enjoyed by competitors such as Tesco. The strategic dilemma was to win digital market share at low cost and in a short period. This was significant since the retailer experienced a lack of long-term emotional loyalty.  Their shoppers were extremely short-lived and price-conscious. Moreover, a poorly aligned initial digital service annoyed customers. Thus, Asda had to seek other methods and means to reach the market quickly.
[bookmark: _Toc231298537]4.5.3 The Approach and Implementation
Asda has adopted a very aggressive digital marketing approach that extensively uses interconnected platforms such as Facebook and Instagram in order to capture the attention of the market. The firm took to social media to drive fast discounts and transparent pricing to consumers instead of creating intricate emotional narratives. This endless flow of promotional marketing performed a mediator to establish a particular form of trust built on financial value alone (Manzoor et al., 2020). The method included making promotional information in an innovative package that would be easy to access and share widely without difficulties, making the marketing reach a huge number of people within a short period of time (Dewi and Avicenna, 2020). They did not have to develop a flawless proprietary app at the outset, bypassing the necessity to overcome the obstacle of early adopters. They used third-party delivery services and social media coverage to lead impulse purchases and attract price-sensitive shoppers at the moment. This was a focused strategy that was able to exploit the shifting consumer scrolling behaviour.
[bookmark: _Toc231298538]4.5.4 Outcomes and Results
With their approach, the company created high volume, short term digital engagement. The measure of success was followed by enormous traffic increases to the site and instant sales conversion when major discounts were advertised online (Asda Group Limited, 2023). But the findings also demonstrated a critical structural flaw, which is the utter absence of sustainable loyalty. Since the interaction is purely price-based, the customer retention rates are very low. The moment online promotions are stopped, the online interaction reduces immediately, which proves the rigorous nature of a strictly transactional approach to marketing. The company was able to push volume but could not attain loyalty.
[bookmark: _Toc231298539]4.6 Case Study 5: Sainsbury's
[bookmark: _Toc231298540]4.6.1 Introduction and Background
The second-largest chain of supermarkets in the United Kingdom is Sainsbury, which sells groceries, clothing and homeware. The company brands itself as a slightly higher end option to Asda and Tesco, although it competes intensely regarding convenience and pricing. Mobile commerce is also being embraced at a very high rate in the general environment. This means that Sainsbury, as a company, must be creative in its online products in order to sustain its substantial market share in the face of other technologically aggressive firms.
[bookmark: _Toc231298541]4.6.2 The Challenge or Opportunity
The fundamental issue Sainsbury was experiencing was the incorporation of different retailing activities into one digital platform, to be precise, after their purchase of Argos. This posed an enormous logistical problem in integrating a conventional grocery system with a general merchandise catalogue retailer. This was vital since initial efforts brought about huge digital friction. Integrated platforms were not able to reflect joint stock availability properly. It was essential to solve this because the confusion of user journeys was a direct cause of forgotten shopping carts on the internet and serious customer dissatisfaction.
[bookmark: _Toc231298542]4.6.3 The Approach and Implementation
As a way of solving these integration problems, the company placed a lot of emphasis in enhancing mobile commerce and app-based interventions in its strategy. Sainsbury created particular mobile shopping apps that lead consumers through the grocery as well as merchandise shopping process with ease (Roslan and Haron, 2024). The deployment involved advanced back-end system redesigns to consolidate inventory information. Moreover, the retailer was proactive in these interrelated platforms to shape consumer decisions every day. As an example, they implemented online trials as part of the application to persuade their users to buy healthier groceries by changing the display of the product subtly on the digital platform (Bunten et al., 2022). Focusing on digital convenience and smart application design, Sainsbury tried to design habitual, reward-based experience, which simplified the integrated retail experience that was disjointed to the end user. This ecosystem was incorporated with the nectar rewards program.
[bookmark: _Toc231298543]4.6.4 Outcomes and Results
The findings demonstrate a very active and engaged online audience. The measurement of success was in millions of customers who actively used the digital Nectar application to scan items and obtain rewards on a weekly basis (J Sainsbury plc, 2024). This measure shows a very high level of technology adoption and habitual digital engagement. The historical technical failures in the integration of the Argos were however very costly, which points out that a merging of various business units has to be executed without any mistakes. Finally, the enhanced mobile application was able to stabilize their digital market presence and boost regular transactional loyalty. These are the reasons why they have kept on investing in mobile technology.
[bookmark: _Toc231298544]4.7 Summary of Cross-Case Analysis
[bookmark: _Toc231298545]4.7.1 Recurring Triggers across Cases 
In all the five companies, the core triggers included competition, evolving customer demands, inefficiencies in operations and digital or strategic reinvention. In the majority of the situations, the companies were reacting not only to the short-term performance pressures, but also to the longer-term capability gaps in terms of e-commerce adoption.
[bookmark: _Toc231298546]4.7.2 Common Response Patterns 
The companies did not rely usually on a single initiative. They instead brought together various responses, including the adoption of technology, redesign of processes, development of capabilities, changes in governance, and repositioning in the market. One of the common themes was that implementation was successful when it was a strategic choice as well as the internal organizational change to facilitate interconnected platforms.
[bookmark: _Toc231298547]4.7.3 Major Differences between the Five Cases 
The cases were different in terms of the scale of firms, speed of implementation and capacity of resources. These disparities were found to influence the complexity of execution and visibility of outcomes. There are those companies, such as Tesco, who have attempted to achieve enterprise-wide change, and those companies that have adopted more narrow interventions through social media.
[bookmark: _Toc231298548]4.7.4 Emerging Relationship between Execution and Results 
The cases, which had a better implementation sequencing, better leadership alignment, and clear KPIs were more likely to demonstrate convincing results. Reports were better where companies associated action with quantifiable goals like increased revenue, efficiency, customer experience measures, adoption, or cost-savings. In areas where there was weaker evidence on the quality of execution, the results were less definitive.
Summary of Cross Case Analysis
	Case
	Recurring Triggers across Cases
	Common Response Patterns
	Major Differences between the Five Cases
	Emerging Relationship between Execution and Results

	Case 1: John Lewis
	Threat to traditional premium service model by digital competitors.
	Investment in mobile apps and storytelling via social media to maintain emotional ties.
	Focused on value-based, ethical narratives rather than price wars.
	Successful shift to 60% online sales, though infrastructure costs remain a weakness.

	Case 2: Tesco
	High-volume competition and the need for customer retention.
	Use of big data and Clubcard app to provide personalized financial incentives.
	Relied on deep data analytics and in-house algorithms for daily habit tracking.
	High adoption (millions of users) shows a direct link between data use and retention.

	Case 3: M&S
	Decline in economic activities and initial failure of a complex website.
	Re-invention of digital interfaces to prioritize usability for older demographics.
	Focused on an integrated retail approach to bridge online discovery and physical purchase.
	Recovery of online market share demonstrates that simplified tech attracts traditional users.

	Case 4: Asda
	Absence of long-term loyalty and need for instant online sales.
	Aggressive use of third-party platforms (Facebook/Instagram) for fast discounts.
	Bypassed proprietary app development in favor of third-party delivery and social media.
	High short-term traffic but very low sustainable loyalty due to a purely price-based approach.

	Case 5: Sainsbury's
	Logistical friction following the Argos acquisition and mobile commerce shifts.
	Consolidated inventory systems and used Nectar app for reward-based habits.
	Used nudge tactics in-app to influence healthier grocery choices and merchandise.
	Millions of weekly active users prove that solving technical friction stabilizes market presence.



[bookmark: _Toc231298549]4.8 Data Sources and Chapter Summary 
This chapter discussed five retail case studies that were developed using secondary data entirely. The analysis disaggregates the different approaches employed by retailers with emphasis on emotional trust or factual, transactional convenience. The results also indicate the significant operational challenges of transforming physical services into convenient digital platforms, and demonstrate the ease with which customer loyalty is shattered in case of technology failure. These instances demonstrate that an effective integrated retail should be a wise balance between the digital capabilities and the certain execution. The following table provides the specific references and secondary data sources that were used to construct the evidence of each case.
	Case
	Data Sources

	Case 1: John Lewis Partnership
	Sammour (2017); Patterson et al. (2008); Sai Deepesh (2025); Jones and Comfort (2019); Sammour et al. (2020); John Lewis Partnership (2023)

	Case 2: Tesco
	Roy (2024); Ali (2024); Azan and Karimah (2022); Tesco PLC (2024); Edwards (2025)

	Case 3: Marks and Spencer
	Rajput (2025); Marks and Spencer Group plc (2024)

	Case 4: Asda
	Manzoor et al. (2020); Dewi and Avicenna (2020); Asda Group Limited (2023)

	Case 5: Sainsbury's
	Roslan and Haron (2024); Bunten et al. (2022); J Sainsbury plc (2024)





[bookmark: _Toc229090054][bookmark: _Toc231298550]Chapter 5: Discussion and Analysis
[bookmark: _Toc228659669][bookmark: _Toc229090055][bookmark: _Toc231298551]5.1 Purpose and Positioning 
This chapter explains the results of the secondary case study presented in Chapter 4, based on the theories and literature presented in Chapter 2. The main aim is to critically examine the effects of various digital marketing strategies on customer interaction in the competitive retail environment in the United Kingdom. Instead of repeating the descriptive case narratives of the John Lewis Partnership, Tesco, Marks and Spencer, Asda and Sainsbury, the data of all five cases is synthesised into broader patterns of strategy in this chapter.
The underlying mechanisms based on technology adoption, the gap between transactional and emotional loyalty and the hard operational risks of digitalisation are identified in the discussion by a cross-case analytical approach. The analysis contrasts the empirical findings with the current models found in the literature. It also considers extent to which the prevailing models of engagement can provide an accurate explanation of the reality of the high-speed, modern retail environment. This is a theoretical synthesis and a practical investigation, which transforms theory into practice by contrasting the successes and notable digital missteps of these retailers. These sophisticated observations will then be incorporated directly into the basis of the practical recommendations and managerial implications that will be given in the final chapter.
[bookmark: _Toc228659670][bookmark: _Toc229090056][bookmark: _Toc231298552]5.2 Analytical Framework and Logic 
The two main theoretical perspectives, which the literature review has provided, determine the analysis in this chapter. They are the Customer Engagement Cycle (CEC) and the Technology Acceptance Model (TAM).
The literature provided an assessment model of the relationship of customer with the business, which is known as Customer Engagement Cycle (Aali et al., 2019). The literature identifies a linear process that begins with the first contact, followed by the process of interaction, satisfaction and finally retention and advocacy (Sashi, 2012). This model is used to find out whether digital strategies have a positive impact in securing consumers to the last stages of engagement. The Technology Acceptance Model (TAM) simultaneously provides an explanation for the evaluation of digital implementation. In this construct, perceived usefulness and perceived ease of use are considered as the key factors that mediate all technological adoption (Aghdaie et al., 2012). This model is used to examine the major digital failures witnessed in Chapter 4 to conclude why some integrated platforms are successful, and others cause irrevocable harm to the trusted relationship.
In order to have a rigorous analysis, this chapter is structured in a hybrid manner. It is structured thematically by cross case themes that are clearly related to these fundamental theoretical concepts. All thematic sub-sections present a literature anchor, synthesise case evidence, undertake a close compare and contrast analysis, and finish with a refined interim takeaway.
[bookmark: _Toc229090057][bookmark: _Toc231298553]5.3 Cross-Case Synthesis: Compare and Contrast with Literature
[bookmark: _Toc229090058][bookmark: _Toc231298554]5.3.1 Theme 1: The Fragmentation of the Customer Engagement Cycle
The prevailing academic literature suggests that the true customer engagement is a system which needs to be followed with a high level of emotional involvement in order to obtain true advocacy (Sashi, 2012). Digital marketing is an essential tool for establishing strong relationship management (Mustaphi, 2020). However, some literature presented a critical boundary condition (Tunc, 2025; Samadzadeh, 2024). The traditional engagement cycle is hard to be used in the high-speed supermarket sector where the emotional bonding is less important than the fast transactional promotion.
A significant split emerges in engagement approaches for the cross-case findings. With historical trust as a key factor in its social media strategy, the John Lewis Partnership takes advantage of ethical storytelling to build strong advocacy from the ground up, skipping over early connection levels (Mahoney and Tang, 2024). On the other hand, Tesco and Asda skip the emotion side of the relationship building. Tesco's Clubcard application and Asda's social media pricing strategies have immediate, high volume transactions based solely on financial discounts, generating millions of active digital users (Humby et al., 2007).
The results are robustly in favor of the boundary conditions suggested by Tunc (2025) and Samadzadeh (2024). In this high volume market, supermarkets know that there are emotional commitment phases that they avoid, showing that fast digital sales are essential over long term trust. The empirical results from the study contradict Sashi's foundational model because the complete cycle is not necessary to ensure retail dominance (Sashi, 2012). The traditional model is broken in data-driven environments as Tesco has attained a widespread market advantage without moving into the advocacy stage. Emotional engagement is an effective, high-value strategy for sustaining high-value reputations but transactional engagement is much better for generating day-to-day volume in price-sensitive demographics. 
In fast-paced retail, the traditional Customer Engagement Cycle is not entirely applicable. Emotional loyalty loops can be successfully substituted by highly transactional loyalty loops for the generation of volume. However, transactional loyalty makes retailers very vulnerable to competitor pricing (Wirtz, 2017).
[bookmark: _Toc229090059][bookmark: _Toc231298555]5.3.2 Theme 2: Technology Acceptance and the Usability of Connected Platforms
The TAM emphasizes that consumers do not use digital tools unless they consider them very useful and very easy to use (Aghdaie et al., 2012). Moreover,  it was warned that technical issues in an integrated retail system can ruin the overall experience for consumers and put an end to digitalization (Rosenmayer et al., 2018).
All retailers who were analyzed experienced critical operational issues with technology acceptance. When Marks and Spencer rolled out a too-complex website, it had an instant negative impact on their sales, particularly with their older customers (Mogire, 2024). Sainsbury's had to overcome a huge digital hurdle when looking to merge Argos into a single app, which caused confusing user journeys and abandoned online baskets (Trasberg, 2022). By contrast, Tesco's success is based on the extreme ease of use and apparent value of its very focused digital discounts.
The results support the principal propositions of the Technology Acceptance Model. In either case, regardless of the size or resources, poor interface design and confusing digital navigation rapidly put an end to customer adoption across the industry. Sometimes, it is suggested in literature that historical trust acts as a cushion against corporate digital missteps (Igwe-Nmaju and Anadozie, 2022). This is contradicted by the findings. Unfortunately, Marks and Spencer's reputation was not enough to save them from the harsh economic consequences of a badly thought-out website. Technology acceptance heavily fails at the point of corporate integration. When companies tried to bring together different business segments (clothing and food, for example), the usability problems multiplied exponentially.
The rules of technology acceptance still apply when it comes to historical reputation. By forcing complex integrated retail platforms onto consumers without guaranteeing perfect front-end usability, consumers' trust in the platform will be undermined (Joshi, 2025).
[bookmark: _Toc229090060][bookmark: _Toc231298556]5.3.3 Theme 3: Data Analytics versus Ethical Storytelling
It was stated that the use of big data processing and mobile commerce applications are two of the key factors creating continuous customer interaction (Ziliani and Ieva, 2025). On the other hand, it was argued that ethical stories and sustainability stories are important intangible assets that are essential to building emotional loyalty in a saturated digital landscape (Jones and Comfort, 2019).
Tesco and Sainsbury's implement strategies which are very much based on the backend data processing where the algorithms are used to learn consumers' behavior and provide custom information. The John Lewis Partnership adopts a different tactic, making use of connected platforms to tell stories of corporate social responsibility. This customer-focused communication managed to keep them leading in their segment and achieve 60 percent of their sales online.
The empirical findings confirm both approaches are valid but fulfil totally different functional aspects in operation. Big data rightly calls for routine interaction and authentic storytelling earns advocacy of feeling (Jones and Comfort, 2019; Ziliani and Ieva, 2025). The results provide additional nuances about excessive automation destroying human connections (Perrey and Spillecke, 2013). It was the case with John Lewis, where human service was being replaced by digital service. However, it is not the case for Tesco, which showed that automation could be the bond for convenience-driven shoppers. Ethical storytelling can only drive digital engagement when they are not caught up in a competitive price-game by the retailer. In discount sectors, Asda's approach was successful, as it demonstrated that only price visibility is of interest to consumers.
While deep data integration can lead to a purchase every day, ethical storytelling can convert them into long-term advocates. Mixing both strategies is not easily achieved by a retailer if the target demography is confused (Dekimpe, 2020).
[bookmark: _Toc231298557]5.3.4 Theme 4: The Operational Complexity of Integrated Retail
Current academic thinking holds that digital transformation is the only path to survival (Roy, 2024). It was also emphasised that today's consumers use a complex multi-platform journey (Pires et al., 2022). As a result, the need for seamless connected platforms has arisen to capture these roaming consumers.
The case studies feature some huge execution challenges in the development of connected platforms. The John Lewis Partnership had its initial problems to synchronise the stock with the stores. which led to huge service failures. Likewise, when Marks and Spencer tried to bring their digital identity together, they had to overcome a great deal of logistical hurdles.
The results heavily support the observations of Pires et al. (2022). The consumer has come to expect a seamless experience at every interaction. When this service chain is broken at any point, their engagement stops. It was suggested that digital transformation is the final answer. However, the results showed that the transformation process can be even more harmful than falling behind. (Roy, 2024) The haste to roll out such integrated retail innovations resulted in early launches of technology that turned off Sainsbury's and Marks and Spencer's traditional customers. The success of integrated retail depends very much on alignment in the back-end logistics. Without the proper inventory software in the back end, the front-end efforts of digital marketing campaigns are worthless.
Digital marketing cannot be done in isolation. For this to become a seamless integrated retail, the supply chain needs to be restructured to an enormous degree at the back end to ensure there are no shortcomings visible to the customer.
[bookmark: _Toc229090061][bookmark: _Toc231298558]5.4 Integration to Conceptual Model or Propositions 
The conceptual framework that emerged from Chapter 2 was relatively simple. Digital initiatives create intermediate states (Technology Acceptance and Active Interaction), which merge into a single Customer Engagement.
This conceptual pathway, which is derived from the careful cross-case synthesis, needs substantial modification of theory. The empirical results show that Technology Acceptance does not simply act as a mediator. It is like a hard, unchangeable filter (Chetty, 2020). In the absence of digital usability, the whole engagement cycle is broken, regardless of the level of personalisation or storytelling. In addition, the theoretical model should be divided into two opposing streams instead of joining into a single definition of Customer Engagement.
Pathway A (The Transactional Route): High Technology Acceptance based on usefulness is caused by the use of Big Data and Mobile Applications (Güzey and Dal, 2022). This is only for Short-Term Transactional Volume. It totally avoids the emotional commitment and creates high frequency interactions but the retailer is open to churn.
Pathway B (The Emotional Route): Ethical Storytelling and seamless Integrated Retail results in Active Human-centric Interaction (Ogara et al., 2025). This results in Long-Term Emotional Advocacy. It takes historical trust and quality service, which helps prevent price wars and is extremely hard to scale digitally for the retailer.
This qualitative understanding further qualifies the theoretical expectations. The type of the technological strategy the retailers adopts determines the kind of loyalty they obtain. Imposing a sales funnel on a customer audience that is used to an emotional service delivery is bound to cause a huge mismatch in operations.
[bookmark: _Toc229090062][bookmark: _Toc231298559]5.5 Robustness Considerations 
The cross case findings reveal clear patterns, but there are some robustness issues and alternative explanations to be addressed. Firstly, there is a publication bias from the use of secondary data sources, like corporate annual reports and public relations releases. Retailers are very motivated to report digital transformations in a positive light, which may understate the problems with the internal technology or with employees.
In addition to this, there is a substantial alternative hypothesis in relation to the success of Tesco and Asda's transactional applications, in terms of the wider macro-economic context. In times of economic constraints, consumer adoption of digital discount applications could be a result of external financial need, and not of the effectiveness of the digital marketing program. (Challoumis, 2024). However, the data triangulation enhances credibility in this study.
[bookmark: _Toc229090063][bookmark: _Toc231298560]5.6 Practical Synthesis 
The academic literature and case evidence show that there are four insights that can be translated into practice. These perspectives shift the theoretical discussion to practical managerial implications for traditional retailers.
Prioritise Platform Usability over Complex Integration: The glitches in the digital functioning of both Marks and Spencer and Sainsbury's prove that users are drawn away by complex connected platforms. Retailers should design their programs as simple as possible. By doing so, they can expect higher retention rates if software implementation is based on user testing (Karunakanan, 2025).
Separate Transactional Channels from Emotional Communication: Combining aggressive promotions with ethical storytelling dilutes the marketing message (Hashem, 2023). The retailers need to use dedicated mobile apps only for financial rewards. They can use other platforms completely for value-driven storytelling, as mixing them might create confusion.
Human-Centric Digital Support is Mandatory for Premium Retailers: While automation can indeed accelerate supermarket volume growth, it can quickly erode premium trust (Begley et al., 2020). For traditional retailers, they need to introduce highly visible human support mechanisms into their connected platforms to replicate the physical support services they provide.
Align Digital Marketing with Supply Chain Capabilities: Online demand creation is harmful when offline stores are unable to meet orders (Nakano, 2023). To avoid damaging customer confidence, marketing managers need to make sure that campaigns are seamlessly connected to real-time inventory.
[bookmark: _Toc229090064][bookmark: _Toc231298561]5.7 Chapter Summary 
In this chapter, the empirical results were analysed on the base of the Customer Engagement Cycle and TAM. The cross-case synthesis showed that though many people believed that a long-term emotional commitment was necessary to build the engagement of their customers, modern supermarkets were able to overcome this by leveraging on big data to build an immediate and transactional engagement. On the other hand, traditional stores that advocate ethical storytelling can create high levels of loyalty and advocacy, but are also extremely susceptible to usability failures on connected platforms.
Results presented a robust confirmation of the TAM, in which perceived ease of use is a strict barrier to all digital adoption, irrespective of historical reputation. The first conceptual model was refined to show two divergent paths of engagement, which are the volume of transactions over the short run and the advocacy of emotions over the long run. Recognising the constraints of secondary data from corporations, the analysis provided strong results on platform usability, the need for the separation of communication channels, and the need for supply chain alignment. The implications for management and the final strategic recommendations will be presented in Chapter 6.


[bookmark: _Toc229097044][bookmark: _Toc231298562]Chapter 6: Conclusion
[bookmark: _Toc229097045][bookmark: _Toc231298563]6.1 Introduction 
The main aim of this chapter is to formally end the study and summarize the final findings. This chapter will express the key theoretical implications for the academic world and deliver actionable managerial implications for retail leaders. Also it will discuss the constraints of the present study and will provide beneficial recommendations for future studies. A qualitative secondary data approach was used to undertake a multi-case study analysis of five large retailers in the UK: the John Lewis Partnership, Tesco, Marks and Spencer, Asda and Sainsbury's. The study was able to compare these traditional retailers to high-volume supermarkets to successfully identify the direct impact that different digital marketing strategies on connected platforms have on consumer loyalty, technology acceptance, and overall retail performance.
[bookmark: _Toc229097046][bookmark: _Toc231298564]6.2 Brief Summary of Key Findings 
The cross-case analysis produced a number of robust and well-founded observations on the implementation of digital marketing in the actual context. The research did not consider the companies separately, but rather aggregated the following common trends.
By leveraging huge data and mobile applications to provide tailored monetary rewards on a daily basis, there were huge and frequent daily interactions (Omotayo et al., 2023). This was effectively employed by supermarkets such as Tesco to generate large sales volumes. However, premium retailers such as the John Lewis Partnership were able to keep the emotional trust alive through the value-driven storytelling on an ongoing basis.
Even if the reputation of a retailer was good, a failure in digital adoption occurred immediately when the connected platforms were not easy to use (Palmié et al., 2022). Complex integrated retail systems lead to a lot of friction, as experienced by Marks and Spencer and Sainsbury's in their early digital failures.
The research revealed the significant differences in transaction and emotional loyalty. There were social media pricing tactics that were aggressive and gained immediate attention (such as Asda's), but none of them resulted in long-term retention (Majka, 2024). On the contrary, traditional retailers were able to continue to cultivate long-term customers. However, they were facing significant challenges in sustaining their digital customer base due to the expense and logistics of making their platforms accessible and easy to use.
[bookmark: _Toc229097047][bookmark: _Toc231298565]6.3 Theoretical Implications 
This work is of major contribution to the academic knowledge of Digital Marketing and Consumer behaviour. It delivers clear insights which sharpen the application of established academic models to the very competitive retail environment.
[bookmark: _Toc229097048][bookmark: _Toc231298566]Contribution 1: Clarifying the Theoretical Base 
The basic theoretical frameworks that were considered in this study were The Customer Engagement Cycle (CEC) and the Technology Acceptance Model (TAM) (Aghdaie et al., 2012; Sashi, 2012). The empirical findings are very supportive and extend the TAM. From the cross-case evidence, it seems that perceived ease of use is a very direct enabler for all digital engagement. All other marketing efforts are futile if the connected platform is not usable.
The findings, however, oppose the Customer Engagement Cycle to a considerable degree. It was proposed that there must be a progression of customers through the cycle towards deep emotional commitment in order to gain true engagement (Sashi, 2012; Mustaphi, 2020). In this study, it is shown that this theory is not universally true. Data-driven supermarkets manage to entirely escape the emotional phases and secure market dominance with genuine transactional app-based loyalty.
[bookmark: _Toc229097049][bookmark: _Toc231298567]Contribution 2: Boundary Conditions and Contingencies 
The research reveals certain conditions that make relationships weaker. Ethical storytelling and sustainability stories are essential to winning customer loyalty (Jones & Comfort, 2019). The findings support this, but only on certain boundary conditions. The retailer must be located in a market that is protected from price competition. The connection between ethical storytelling and customer engagement completely vanishes in highly transactional or discount shopping contexts like those of Asda and Tesco. In such a rapidly changing environment, engagement depends only on the immediate financial benefit and the ease of use of the mobile device (Tunc, 2025; Samadzadeh, 2024).
[bookmark: _Toc229097050][bookmark: _Toc231298568]Contribution 3: Mechanisms and Process Insights 
The case studies have indicated the underlying factors that contribute to the failures of integrated retail. They emphasized the significance of ensuring that customers get positive experience in various platforms (Pires et al., 2022). This study reveals just how that happens in reality. A properly aligned backend supply chain is absolutely essential to the successful operations of an e-commerce site (Muhammad et al., 2025). Online product campaigns will not help to engage unless the internal inventory systems are able to update with real-time data of physical stores. In the digital transitions, this disconnect in terms of operations was the most significant cause of loss of customer trust.  
[bookmark: _Toc229097051][bookmark: _Toc231298569]Contribution 4: Integrative Refinement of the Conceptual Model 
According to the initial conceptual model, customer engagement was viewed as a one-point destination where all digital actions converged. Based on the analysis, this model was updated to show two completely different paths of divergence. The initial route is the Transactional Route that involves mobile apps and big data to form high-quantity, brief-term relationships. The second route would be the Emotional Route that uses ethical storytelling to create long-term advocacy but is highly vulnerable to usability issues. These routes are also  applicable in competitive retail markets across borders. Although the example is based on UK data, the division of transactional supermarket apps and emotional premium strategies may probably be extended to any market with rapid digital transformation and consumer behaviour.
[bookmark: _Toc229097052][bookmark: _Toc231298570]6.4 Managerial Implications
[bookmark: _Toc229097053][bookmark: _Toc231298571]Implication 1: Prioritise Platform Simplicity over Complex Integration 
Retailers find platform simplicity more crucial than complex integration. Front-end user experience should be highly simplistic and user-friendly, and managers need to eliminate the confusing navigation menus and messy product catalogs in their apps (Zilahi, 2023). This is essential as the case studies have demonstrated that as soon as the customers are pushed to overly complex platforms, trust is lost, and online sales decline. Making the interface more simple reduces the effort involved, particularly among older customers, preventing them from leaving their online baskets. Hence, before releasing any digital tool for the customers, it must be tested by its direct users (Han, 2024). Only when it is tested based on different metrics, it should be launched permanently.
[bookmark: _Toc229097054][bookmark: _Toc231298572]Implication 2: Separate Transactional Channels from Emotional Communication
Managers need to always keep their transactional channels apart from their emotional communication (Kay, 2021). The retailers should only use mobile applications for data-driven financial rewards and quick transactions. Meanwhile, they need to make sure that their social media channels are completely dedicated to value-driven stories. Trying to mix aggressive price promotions with ethical storytelling actively ruins the marketing message. While shoppers utilise applications for speedy ease of access, they use social media for community material (Alhathal, 2024). A combination of such methods definitely causes a lot of confusion in the users' journey, and the entire brand reputation of the retailer suffers. Digital marketing teams in companies should be split into two teams: one focused on data analytics using apps, and the other on writing stories about sustainability on social media. The success of this separation can be understood by comparing social media engagement rates with the application sales conversion rates.
[bookmark: _Toc229097055][bookmark: _Toc231298573]Implication 3: Implement Human-Centric Digital Support 
For the premium retailers there is a need to add human-centric digital support in a mandatory way. To thrive in this connected world, traditional retailers need to place a prominent human support element in their connected platforms, like live video support and speedy human support portals (Mason and Jarvis, 2023). While heavy automation successfully drives high sales volume for cheap supermarkets, it quickly damages premium trust. Legacy retailers have a reputation for great customer service. If their online commerce is robotic, then they will lose ground in competition. This can be addressed by retraining employees at physical stores to work with digital customer service portals in quiet store times (Noble and Tarrant, 2022). At the same time, they need to make sure customers can always see an option to communicate with a real person when using AI. Retailers can measure this success through the use of the customer retention rate, digital resolution times and the Net Promoter Score.
[bookmark: _Toc229097056][bookmark: _Toc231298574]Implication 4: Synchronise Digital Marketing with Supply Chain Capabilities 
Digital marketing campaigns have to be tightly linked to the supply chain capabilities. Marketing managers should only market products with confirmed and extensive stock availability (Muhammad et al., 2025). It is problematic to create a huge online demand that cannot be met by the physical stores. The integrated retail experience is disrupted when a product sells out after being advertised, and the result is extreme public anger. In order to do this effectively, marketing teams need to communicate their campaign plans to logistics teams long before the implementation. In addition, digital ads need to be programmed to stop automatically once stock levels get too low. Managers need to monitor order fulfilment rate, frequency of stockout during promotions and volume of online complaints about stock to ensure this is working in alignment.
[bookmark: _Toc229097057][bookmark: _Toc231298575]6.5 Limitations and Directions for Future Research 
Despite the rigorous methodology, this study has several limitations. The major drawback is the complete dependence on secondary data sources (Kumara, 2022). Data from the secondary sources might have been manipulated by the original authors of the sources, which is fully out of the researcher's control. Moreover, the companies might have exaggerated their own strategies in terms of effectiveness. In addition, this study is limited to the geographical location of the UK. Only the large retailers in the UK were involved in this case study. This restricts any generalization of the results to small businesses or other international markets. Finally, when relying on secondary data, measuring exact causality is limited because it will be hard to isolate the exact effects of any one particular digital marketing campaign from other macro-economic factors, like inflation or cost-of-living crises.
Primary data should be gathered for further research to test these further propositions. Estimates of the impact of digital campaigns could be gained through large-scale consumer surveys or in-depth interviews, which would collect first-hand insights into real-life adoption behaviours and emotional reactions to digital campaigns. This will help to triangulate the secondary findings. Further, longitudinal research on consumer application usage over time would provide an indication whether transactional app loyalty would become emotional trust in the end. 
[bookmark: _Toc229097058][bookmark: _Toc231298576]6.6 Closing Statement 
This study provides valuable insights into the scholarly literature regarding customer engagement, along with the theories such as the Customer Engagement Cycle and the Technology Acceptance Model. In any approach, whether transactional digital marketing or emotional tone in marketing content, the strategies must be aligned with the customers’ expectations. Therefore, for a company like John Lewis, ensuring their premium service quality on digital platforms is highly important in order to tacked the pressure from the other large competitors.
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ETHICS FORM – UNDERGRADUATE AND TAUGHT POSTGRADUATE COURSES ONLY



APPLICATION FOR ETHICAL APPROVAL



In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 



The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.



The individual undertaking the research activity is known as the “principal researcher”.



This form must be completed and approved prior to undertaking any research activity. 



SECTION A: About You (Principal Researcher)

		1

		Full Name:

		Juma Akter



		2

		Student Number:

		2425483





		3

		Email address:

		Jumaakter03051998@gmail.com



		4

		Programme of Study:

		Master of Business Administration



		5

		Supervisor:

		Amir Homayounfard







SECTION B:  Internal and External Ethical Guidance Materials

		

		Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.



		1

		UWTSD Research Ethics & Integrity Code of Practice

		☒

		2

		UWTSD Research Data Management Policy

		☒



		3

		

		☐



		4

		

		☐







SECTION C: Details of Research Activity

		1

		Indicative title:

		The impact of Digital Marketing Strategies on Customer Engagement: A case study of John Lewis Partnership



		2

		Proposed start date:

		16/02/2026

		Proposed end date:

		08/06/2026



		

		Introduction to the Research (maximum 300 words in each section)

Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:

· Purpose of Research Activity

· Proposed Research Question

· Aims of Research Activity

· Objectives of Research Activity

Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

· What the research activity will add to the body of knowledge 

· How it addresses an area of importance. 



		3

		Purpose of Research Activity



This study will critically assess the influence of digital marketing techniques on customer engagement through the comparison of John Lewis Partnership with five major competitors in the UK (Marks and Spencer, Aldi, Asda, Tesco and Sainsbury). The research will be based on qualitative secondary data to determine the effective digital strategies, and strategic suggestions that can be made to help the John Lewis Partnership to improve its online customer experience and brand loyalty.



(this box should expand as you type)



		4

		Research Question



1. What are the existing online marketing initiatives adopted by the John Lewis Partnership?

2. What are the the digital marketing and customer engagement strategies of it five major competitors in the UK market?

3. How is the efficiency of digital customer engagement of John Lewis Partnership against these competitors on the basis of secondary market data?

4. What strategic changes can be suggested to the John Lewis Partnership that would help it improve its digital marketing performance?



(this box should expand as you type)



		5

		Aims of Research Activity

The study aims to explore the impact of digital marketing strategies on customer engagement by focusing on the case study of John Lewis Partnership, along with its competitors.



(this box should expand as you type)



		6

		Objectives of Research Activity

1. To interpret the existing online marketing initiatives adopted by the John Lewis Partnership to enhance consumer interaction.

2. To investigate the digital marketing and customer engagement strategies of five major competitors in the UK market, which are Marks and Spencer, Aldi, Asda, Tesco, and Sainsbury.

3. To assess the efficiency of digital customer engagement of John Lewis Partnership against these competitors on the basis of secondary market data.

4. To suggest strategic changes to the John Lewis Partnership that would help it improve its digital marketing performance.





(this box should expand as you type)



		

		Proposed data collection methods (maximum 600 words)

Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.



		7

		Data collection will be based on secondary data only in accordance with the qualitative design. In order to thoroughly explore the effects of digital marketing techniques on customer interaction, online searches will be undertaken using important academic and business databases. This search will mainly involve the use of Google scholar, the university library database as well as the company websites. Specific and targeted keywords are going to be used to guide the search of secondary sources. The keywords for search will be digital marketing strategies, customer engagement, UK retail sector, the names of the focal organization and its main competitors, such as the John Lewis Partnership, Marks and Spencer, Aldi, Asda, Tesco, and Sainsbury’s. The purposive sampling method will be used to select the most pertinent and up to date documents that directly target the main research objectives. The potential sources that will be obtained via this purposive sampling will be peer-reviewed journals, strategic industry reports, company annual reports and reputable business news articles, which will form an adequate basis of assessing the selected retailers.

After gathering secondary data, qualitative thematic content analysis will be used to evaluate it. This method of analysis is a systematic approach where the collected literature and market reports are reviewed to determine consistent themes, concerning current digital strategies and patterns of customer engagement. First, the information on the digital marketing campaigns of the John Lewis Partnership will be coded thoroughly to get the main engagement strategies. These codes will be organized into larger thematic frameworks and will be compared directly to the relevant thematic data regarding Marks and Spencer, Aldi, Asda, Tesco and Sainsbury. This analysis will allow a large amount data to be compared under organised themes.

(this box should expand as you type)







SECTION D: Scope of Research Activity

		

		Will the research activity include:

		YES

		NO



		1

		Use of a questionnaire or similar research instrument?

		☐

		☒



		2

		Use of interviews?

		☐

		☒



		3

		Use of focus groups?

		☐

		☒



		4

		Use of participant diaries? 

		☐

		☒



		5

		Use of video or audio recording?

		☐

		☒



		6

		Use of computer-generated log files?

		☐

		☒



		7

		Participant observation with their knowledge?

		☐

		☒



		8

		Participant observation without their knowledge?

		☐

		☒



		9

		Access to personal or confidential information without the participants’ specific consent?

		☐

		☒



		10

		Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?

		☐

		☒



		11

		Performance of any acts which may cause embarrassment or affect self-esteem?

		☐

		☒



		12

		Investigation of participants involved in illegal activities?

		☐

		☒



		13

		Use of procedures that involve deception?

		☐

		☒



		14

		Administration of any substance, agent or placebo?

		☐

		☒



		15

		Working with live vertebrate animals?

		☐

		☒



		16

		Procedures that may have a negative impact on the environment?

		☐

		☒



		17

		Other primary data collection methods. Please indicate the type of data collection method(s) below.

		☐

		☒



		

		Details of any other primary data collection method:







(this box should expand as you type)

		

		







If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.



If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 



SECTION E: Intended Participants

		

		Who are the intended participants:

		

YES

		

NO



		1

		Students or staff at the University?

		☐

		☐



		2

		Adults (over the age of 18 and competent to give consent)?

		☐

		☐



		3

		Vulnerable adults?

		☐

		☐



		4

		Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)

		☐

		☐



		5

		Prisoners?

		☐

		☐



		6

		Young offenders?

		☐

		☐



		7

		Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?

		☐

		☐



		8

		People engaged in illegal activities?

		☐

		☐



		9

		Others. Please indicate the participants below, and specifically any group who may be unable to give consent.



		☐

		☐



		

		Details of any other participant groups:

Complete this only if your participants cannot give consent. This includes animals



(this box should expand as you type)

		

		







		

		Participant numbers and source

Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 



		10

		How many participants are expected?



		Ballpark figures are fine but make sure that you explain how you will identify and contact your participants.





(this box should expand as you type)



		11

		Who will the participants be?



		





(this box should expand as you type)



		12

		How will you identify the participants?

		





(this box should expand as you type)









		

		Information for participants:

		

YES

		NO

		

N/A



		13

		Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?

		☐

		☐

		☐



		14

		Will you tell participants that their participation is voluntary?

		☐

		☐

		☐



		15

		Will you obtain written consent for participation?

		☐

		☐

		☐



		16

		Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?

		☐

		☐

		☐



		17

		If the research is observational, will you ask participants for their consent to being observed?

		☐

		☐

		☐



		18

		Will you tell participants that they may withdraw from the research at any time and for any reason?

		☐

		☐

		☐



		19

		With questionnaires, will you give participants the option of omitting questions they do not want to answer?

		☐

		☐

		☐



		20

		Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?

		☐

		☐

		☐



		21

		Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?

		☐

		☐

		☐



		22

		If NO to any of above questions, please give an explanation 



		

		You should be able to tick YES for all of these questions. If not, then explain why not in this box.



(this box should expand as you type)







		

		Information for participants:

		

YES

		NO

		

N/A



		24

		Will participants be paid?

		☐

		☐

		☐



		25

		Is specialist electrical or other equipment to be used with participants?

		☐

		☐

		☐



		26

		Are there any financial or other interests to the investigator or University arising from this study?

		☐

		☐

		☐



		27

		Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?

		☐

		☐

		☐



		28

		If YES to any question, please provide full details 



		

		You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.



(this box should expand as you type)







SECTION F: Anticipated Risks



		

		
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  



		1

		Risks to participants

For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.



		

		Risk to participants:

There are always risks. Do not write N/A unless you have no participants.



(this box should expand as you type)

		How you will mitigate the risk to participants:



N/A



(this box should expand as you type)



		2

		If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities



		

		





(this box should expand as you type)



		3

		Risks to the investigator

For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest



		

		Risk to the investigator:

There are always risks. Do not write NA.





(this box should expand as you type)

		How you will mitigate the risk to the investigator:



There will be no risk to the investigator as it will be desk-based research.



(this box should expand as you type)



		4

		University/institutional risks

For example: adverse publicity, financial loss, data protection



		

		Risk to the University:

There are always risks. Do not write NA.





(this box should expand as you type)

		How you will mitigate the risk to the University:



There will be no risk to the university.



(this box should expand as you type)



		5

		Environmental risks

For example: accidental spillage of pollutants, damage to local ecosystems



		

		Risk to the environment:







(this box should expand as you type)

		How you will mitigate the risk to environment:

N/A





(this box should expand as you type)







SECTION G: Feedback, Consent and Confidentiality



If you have identified in section D that there are no participants, then enter skip this section and continue to section H.



		1

		Feedback

What de-briefing and feedback will be provided to participants, how will this be done and when? 



		

		You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.



(this box should expand as you type)



		2

		Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.



		

		If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.

If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.



(this box should expand as you type)



		3

		Confidentiality / Anonymity

Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 



		

		Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.



(this box should expand as you type)







SECTION H: Data Protection and Storage



		

		Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?

		YES

		NO



		1

		“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.

		☐

		☒



		

		If YES, provide a description of the data and explain why this data needs to be collected:



		2

		This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.



(this box should expand as you type)



		

		Does it involve special category data (as defined by the GDPR)?

		YES

		NO



		3

		“Special category data” means sensitive personal data consisting of information as to the data subjects’ –

(a) racial or ethnic origin,

(b) political opinions,

(c) religious beliefs or other beliefs of a similar nature,

(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),

(e) physical or mental health or condition,

(f) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

		

☐

		

☒



		

		If YES, provide a description of the special category data and explain why this data needs to be collected:



		4

		What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.







(this box should expand as you type)







		

		
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?

		YES

		NO



		5

		Manual files (i.e. in paper form)?

		☐

		☒



		6

		University computers?

		☒

		☐



		7

		Private company computers?

		☐

		☒



		8

		Home or other personal computers?

		☐

		☒



		9

		Laptop computers/ CDs/ Portable disk-drives/ memory sticks?

		☒

		☐



		10

		“Cloud” storage or websites?

		☒

		☐



		11

		Other – specify:



		☐

		☒



		12

		For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:



		

		If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.



All data will be kept in password protected device and cloud storage. Any USB sticks used to store or transfer data will be password protected. 



(this box should expand as you type)







		

		Data Protection



		

		Will the research activity involve any of the following activities:

		YES

		NO



		13

		Electronic transfer of data in any form?

		☐

		☒



		14

		Sharing of data with others at the University outside of the immediate research team?

		☐

		☒



		15

		Sharing of data with other organisations?

		☐

		☒



		16

		Export of data outside the UK or importing of data from outside the UK?

		☐

		☒



		17

		Use of personal addresses, postcodes, faxes, emails or telephone numbers?

		☐

		☒



		18

		Publication of data that might allow identification of individuals?

		☐

		☒



		19

		If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):



		

		This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.



All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.



(this box should expand as you type)



		20

		List all who will have access to the data generated by the research activity:



		

		Only the principal researcher, the supervisor, and university



(this box should expand as you type)



		21

		List who will have control of, and act as custodian(s) for, data generated by the research activity:



		

		Only the researcher



(this box should expand as you type)



		22

		Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 



		

		All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 



(this box should expand as you type)



		22

		Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)

		☒



		23

		Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding

		☒









SECTION I: Use of AI tools

		Use of generative AI and other AI-based tools

There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.



Will the research use AI tools to do any of the following:

		YES

		NO

		N/A



		1

		Capture data?

		☐

		☒

		☐



		2

		Generate and/or edit text?

		☐

		☒

		☐



		3

		Generate graphics?

		☐

		☒

		☐



		4

		Generate video?

		☐

		☒

		☐



		5

		Generate sound/music?

		☐

		☒

		☐



		6

		Generate code?

		☐

		☒

		☐



		7

		Generate synthetic data?

		☐

		☒

		☐



		8

		Analyse data?

		☐

		☒

		☐



		9

		Analyse personal or sensitive data?

		☐

		☒

		☐



		10

		Classify data?

		☐

		☒

		☐



		11

		Do you intend to use the free version of any AI tools?

		☐

		☒

		☐



		If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  



		12

		State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.



(this box should expand as you type)









SECTION J: Declaration

		

		The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.



In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 



		1

		Signature of applicant:

		Juma Akter

		Date: 18/3/2026





		2

		Supervisor:

		Amir Homayounfard

		Date: 18/3/2026



		3

		Signature:

		[bookmark: _GoBack]Discussed with Amir
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