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[bookmark: _Toc224790726]Introduction
[bookmark: _Toc224790727]Background of the Study
Over the last decade, the whole process of online shopping has completely changed the way the world shops for goods. In the UK, digital stores have now taken the fashion industry by storm and influence how most people select what they want to wear. This change has led to the market being incredibly competitive (Dwivedi, 2023). In order to stand out, for brands to remain in the eye of shoppers, they would have to use some clever technology that will make shoppers happy and loyal in the long run. One of the biggest changes is the appearance of smart recommender systems. Rather than showing random things for online stores, use data to make a study about shopping habits (Jaiswal et al., 2018). After past clicks and purchases, these algorithms define what a person likes. They recommend the right products, at the right time, so that it is natural and not forced to discover in this way. Keeping existing customers is now more important than finding new ones, as it is expensive to win over a stranger. Since it is as easy as a second to migrate to another site, engagement is the target of retailers. The secret weapon in this regard is the individual recommendations (Ascarza et al., 2018). They are making the shopping process faster by eliminating the effort that it takes to find a great deal. The system gives trust in the brand and lures people to buy again by recommending the products automatically, as per the search made previously. It is not about selling anymore, but it is about making a tailored experience.
[bookmark: _Toc224790728]Research Context
The nature of the fashion e-commerce business is characterised by high-paced change, high competition and changing consumer expectations. Customers prefer a more individualised experience and want brands to reflect their individual choices. Digital retailers such as ASOS, Zalando or Zara have made a lot of efforts in the development of recommendation technologies in order to increase user engagement and improve conversion rates (Hanaysha, 2018). These go live but pop up all around the customer, whether they are at the beginning of the browsing experience or finishing the checkout process, but don't stop when the sale is complete. The tech continues to be present in the form of follow-up emails and updates, and by being there every step of the way, the experience is consistent and personal. ASOS is a case quite related to this research as it has a high degree of digitalisation and data-driven marketing strategies. As one of the global top online fashion retailers working in the UK, ASOS has set up world-class recommendation systems to customise customer experience across its retail platform (Jahan and Sanam, 2026). Knowing how these tools are keeping shoppers coming back helps brands to use personalisation much more effectively.
[bookmark: _Toc224790729]Problem Statement
Even though customers like recommendation systems, they still don't fully understand how they help in the context of keeping customers long-term. Most of the studies are on how the maths works behind the scenes. However, there isn't much research done on how these tools are really integrated into a company's bigger business goals (Jahan and Sanam, 2026). Many research studies get bogged down in the accuracy and efficiency, and do not look at the strategic integration of recommendation technologies with customer retention frameworks. This generates a gap in the knowledge on the position that digital personalisation plays in the real-world and the long-term customer relationships.
[bookmark: _Toc224790730]Research Aim
This research aims to critically examine the role of product recommendation systems in supporting customer retention within the UK fashion e-commerce sector, using ASOS as a case study.
[bookmark: _Toc224790731]Research Objectives
· To analyse how product recommendation systems are implemented within ASOS’s digital platform.
· To evaluate the role of recommendation systems in enhancing customer retention and engagement.
[bookmark: _Toc224790732]Research Question
How do product recommendation systems contribute to customer retention within ASOS’s e-commerce platform?
[bookmark: _Toc224790733]Literature Review
[bookmark: _Toc224790734]Product Recommendation Systems
Product recommendation systems have become an integral part of e-commerce platforms today and have helped businesses to personalise user experiences and enhance product discovery. These systems make use of smart tools such as machine learning to analyse how people shop and what they will want next (Ejibenam et al., 2021). By analysing data such as browsing history, purchase patterns and interaction data, recommendation algorithms can help to generate personalised product recommendations for individual users. Research has suggested that such systems could increase customer engagement by ensuring that product displays are more relevant to customers and by decreasing the information overload in the digital environment.
[image: Recommendation Systems in E-commerce: How It Works? - KITRUM]
Figure 1: Product Recommendation Systems 
Source: (Ejibenam et al., 2021)
However, most of the existing literature is more focused on the technical performance of recommendation systems, with a focus on metrics such as accuracy, efficiency and computational optimisation. While these aspects are important, they do not give justice to the contribution that recommendation technologies make to the wider organisational objectives (Bastani et al., 2022). In particular, the strategic dimension of recommender systems’ role on the long-term behaviour of customers has not been explored well. This implies a disconnect between technical research on the one hand and business-oriented analysis on the other, which offers a need to consider the recommendation systems in the light of their organisational and strategic context.
[bookmark: _Toc224790735]Personalisation and Customer Experience
Personalisation is well known as a major driver of customer experience in questionable marketing. By personalising recommendations on products, content and communication to individual users, organisations are able to improve the perceived relevance and satisfaction (Hawkins and Hoon, 2020). Studies show that personalised experiences have longer browsing time, higher conversion rates and engagement with customers. In highly competitive e-commerce markets, personalisation is therefore seen as an important tool in terms of differentiating between platforms and increasing customer relationships. 
[image: Customer experience personalization]
Figure 2: Personalisation and Customer Experience
Source:(Muchardie et al., 2019)
Despite all of these benefits, there are also challenges related to the concept of personalisation (Muchardie et al., 2019). Over-personalisation may limit the diversity of products by continually showing users of the product similar products, which may lead to a lack of exploration and discovery. Additionally, data privacy and transparency concerns may have a negative impact on customer trust. These problems indicate that though personalisation can help to improve engagement, it is critically important how it is strategically implemented (Evelina, 2022). Therefore, it is important to understand the balance between personalisation and customer experience as a whole in order to determine its impact on customer retention.
[bookmark: _Toc224790736]Customer Retention in E-commerce
Customer retention refers to the ability of an organisation to maintain long-term relationships with its customers. In the case of e-commerce environments, some of the factors affecting retention include convenience, trust, quality of service and perceived value (Kang and Kim, 2017). Retained customers are likely to be higher lifetime value customers, so retention strategies are an important focus for digital retailers. 
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Figure 3: Customer Retention in E-commerce 
Source: (Kumar and Ayodeji, 2021)
Recommendation systems help to contribute to retention as they keep changing according to customer preferences and provide relevant product recommendations. A more personalised shopping experience, these systems can help to encourage repeated visits and purchases (Kumar and Ayodeji, 2021). However, the connection between recommendation systems and retention outcomes is not completely clear. While some research does suggest a positive relationship between personalisation and loyalty, others state that more information is required on the functioning of these technologies within broader strategic frameworks.
[bookmark: _Toc224790737]Research Gap
Although there have been studies related to product recommendation systems, personalisation and customer behaviour in e-commerce, there has been little attention paid to the extent to which recommender systems help to engage customer retention in particular organisational contexts. Much of the literature is concerned with technical performance, predictive accuracy or short-term consumer responses, not long-term retention as a strategic role (Zaghloul et al., 2025). In addition, there is little case-based research in the UK context of the fashion e-commerce sector, where the level of competition is high, and customer switching is high. This work helps close this gap by analysing how ASOS integrates a product recommendation system into their entire customer retention strategy in an actual business context.

[bookmark: _Toc224790738]Methodology (Research Onion Model)
This research takes the Research Onion framework, as suggested by Mark Saunders, for the structuring of the methodological design. The model provides a layered approach for helping to make decisions about philosophy, approach, strategy and analysis of data. 
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Figure 4: Research Onion Model  
Source: (Saunders et al., 2023)

[bookmark: _Toc224790739]Research Philosophy
This study makes use of a pragmatic research philosophy. Pragmatism, on the other hand, emphasises practical results and using appropriate methods to deal with research questions effectively (Saunders et al., 2023). Unlike the purely positivist or interpretivist approaches, in pragmatism, the combination of different perspectives can be integrated to understand the real-world business problems. In addition, in the face of the research, the aim is to explore the role of the product recommendation systems in customer retention in the organisational setting (Dwivedi, 2023). Since the study is based on analysing the already available data and practical business strategies, pragmatism provides the flexibility to gaze into the theoretical concepts and empirical evidence. This philosophy is especially appropriate in studies that are aimed at generating actionable insights, as opposed to purely theoretical explanations.
[bookmark: _Toc224790740]Research Approach
An inductive research approach is carried out in this study. Inductive reasoning is the process of analysing existing data and identifying patterns in order to make broader insights/conclusions. This approach is appropriate given the fact that the research does not try to test predefined hypotheses but rather to investigate the influence of recommendation systems on customer retention in practice (Saunders et al., 2023). By using secondary sources of data, such as company reports and industry reports, the study can reveal themes and relationships from the data. The inductive approach facilitates the advancement of a greater level of comprehension of organisational strategies and assists the researcher in interpreting procedures of recommendation systems within real-life contexts (Hanaysha, 2018).
[bookmark: _Toc224790741]Research Strategy
The research is a case study in which ASOS is the main case. A case study approach helps in an in-depth discussion of organisational practices in their natural setting. This strategy is particularly suitable for all forms of exploration of complex phenomena like digital personalisation and customer retention, which cannot be understood with large-scale quantitative methods (Saunders et al., 2023). By analysing ASOS, the aim of the study is to obtain in-depth knowledge of the way in which the recommendation systems are embedded in the company's digital platform (Hanaysha, 2018). Limited comparisons with other fashion retailers can also be included to provide some contextual understanding and strengthen the analysis.
[bookmark: _Toc224790742]Methodological Choice
This research is based on a qualitative choice of methodology. Qualitative research is suitable to explore meanings, strategies and organisational practices which are not readily collected in numerical forms (Saunders et al., 2023). The focus of the study is how recommendation systems drive the customer back for more. It looks at how these tools are used as a business strategy rather than just looking at numbers and statistics. The research, by using a qualitative approach, focuses on how companies are utilising digital tech to better engage with people. This method provides a more in-depth insight into how these systems integrate into the company's overall goals and plans for the future.
[bookmark: _Toc224790743]Data Collection Method
The research is carried out using secondary data and available information. This includes academic journals, industry reports, and reliable business news. Official company documents, such as annual reports, are also a good source to understand the usage of digital tools and recommendation systems at ASOS (Ejibenam et al., 2021). Using this secondary data is a practical option as it permits a wide range of information to be used without having to contact people directly. It is also easier to see the workings of these strategies of business in actual life.
[bookmark: _Toc224790744]Data Analysis Method
The research involves thematic analysis, which is applicable to process the information. This way, we can find some common patterns which are related in terms of recommendation systems, customer engagement and long-term loyalty strategies (Jahan and Sanam, 2026). Thematic analysis can offer an organised way of organising the detailed information while tackling the fact that it can be helpful in acquiring a better understanding of the complex business practises (Saunders et al., 2023). By grouping the data in main themes, the study is able to clearly show the importance of these recommendation systems in keeping customers at ASOS.
[bookmark: _Toc224790745]Ethical Considerations
The research is completely based on secondary data, which is publicly available data and thus the ethical risks are minimised. No personal and confidential information will be used in the study. All sources will be appropriately cited for academic integrity and transparency.
[bookmark: _Toc224790746]Expected Findings / Contribution
The study is supposed to prove that the product recommendation systems play an important role in customer engagement development and customer retention in the UK fashion e-commerce sector. It is expected that personalised recommendations will lead to better relevance of the products, reduce the effort of searching, and induce repetition of interaction with the platform (Bastani et al., 2022). In the case of ASOS, recommendation features such as personalised feeds and targeted suggestions are likely to be an example of how the way data is used can affect consumer behaviour and purchasing decisions.
The research is also expected to tell us that recommendation systems work best when incorporated into wider organisational strategies, such as branding, marketing and customer relationship management. Rather than being separate technological tools, retention may be contributed to by these systems, reinforcing the customer experience and reinforcing more of a long-term engagement (Jaiswal et al., 2018). The research will contribute to the academic literature by addressing the lack of knowledge regarding the operation of recommendation systems in the real-world organisational context. Practically, it may give some useful insights to managers trying to find ways of improving the digital personalisation strategy and increasing customer retention.
[bookmark: _Toc224790747]Limitations
This research has a number of limitations, and these should be noted. First, the study is totally grounded on secondary data that may have some limitations in terms of access to in-depth internal organisational information and the ability to capture real-time customer behaviour (Kumar and Ayodeji, 2021). Second, the case study approach of ASOS might limit the generalisability of the findings to other organisations or industries. Third, the fast-changing nature of digital technologies means that recommendation systems and strategies may change over time, which may have implications for the long-term relevance of the findings.
[bookmark: _Toc224790748]Timeframe
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[bookmark: _Toc224790749]Conclusion
This is a research proposal that focuses on the role of product recommendation systems in the support of customer retention in the UK fashion e-commerce industry. Taking ASOS as the case study, the research aims to provide a better understanding of the role of digital personalisation strategies in customer engagement and long-term customer relationships (Kang and Kim, 2017). The research attempt is to contribute to an important gap within the existing literature as it attempts to investigate the strategic use of recommendation technologies in a real-life organisational context (Bastani et al., 2022). Overall, the research is expected to be useful both in terms of academic and practical value, as the research insights will provide insights related to the role of data-driven personalisation practices in the contemporary e-commerce environment.






[bookmark: _Toc224790750]Reference
Ascarza, E., Neslin, S.A., Netzer, O., Anderson, Z., Fader, P.S., Gupta, S., Hardie, B.G.S., Lemmens, A., Libai, B., Neal, D., Provost, F. and Schrift, R. (2018) ‘In Pursuit of Enhanced Customer Retention Management: Review, Key Issues, and Future Directions’, Customer Needs and Solutions, 5(1), pp. 65–81. Available at: https://doi.org/10.1007/s40547-017-0080-0. 
Assumpta Ejibenam, Tolulope Onibokun, Kehinde Damilola Oladeji, Hakeem Ademola and Halliday, N. (2021) ‘The relevance of Customer Retention to Organizational Growth’, Journal of Frontiers in Multidisciplinary Research, 2(1), pp. 113–120. Available at: https://doi.org/10.54660/.JFMR.2021.2.1.113-120. 
Bastani, H., Harsha, P., Perakis, G. and Singhvi, D. (2022) ‘Learning Personalized Product Recommendations with Customer Disengagement’, Manufacturing & Service Operations Management, 24(4). Available at: https://doi.org/10.1287/msom.2021.1047. 
Dwivedi, S. (2023) ‘An Empirical Analysis of the Dimension of Loyalty to Determine Customer Retention for E-Commerce’, Journal of creating value, 9(1), pp. 63–80. Available at: https://doi.org/10.1177/23949643221146061. 
Evelina, T.Y. (2022) ‘The Effect of Perceived Benefits on Customer Satisfaction and Customer Retention on Indonesian E-Commerce Sites’, International Journal of Electronic Commerce Studies, 13(2), pp. 99–118. Available at: https://doi.org/10.7903/ijecs.1908. 
Hanaysha, J.R. (2018) ‘Customer retention and the mediating role of perceived value in retail industry’, World Journal of Entrepreneurship, Management and Sustainable Development, 14(1), pp. 2–24. Available at: https://doi.org/10.1108/wjemsd-06-2017-0035. 
Hawkins, Dr.L. and Hoon, S. (2020) ‘The Impact of Customer Retention Strategies and the Survival of Small Service-Based Businesses’, SSRN Electronic Journal, 19(2). Available at: https://doi.org/10.2139/ssrn.3445173. 
Jahan, I. and Sanam, T.F. (2026) ‘A comprehensive framework for customer retention in E-commerce using machine learning based on churn prediction, customer segmentation, and recommendation’, Electronic Commerce Research, 26(1). Available at: https://doi.org/10.1007/s10660-024-09936-0. 
Jaiswal, A.K., Niraj, R., Park, C.H. and Agarwal, M.K. (2018) ‘The effect of relationship and transactional characteristics on customer retention in emerging online markets’, Journal of Business Research, 92, pp. 25–35. Available at: https://doi.org/10.1016/j.jbusres.2018.07.007. 
Kang, J.-Y.M. and Kim, J. (2017) ‘Online customer relationship marketing tactics through social media and perceived customer retention orientation of the green retailer’, Journal of Fashion Marketing and Management: An International Journal, 21(3), pp. 298–316. Available at: https://doi.org/10.1108/jfmm-08-2016-0071. 
Kumar, V. and Ayodeji, O.G. (2021) ‘E-retail factors for customer activation and retention: An empirical study from Indian e-commerce customers’, Journal of Retailing and Consumer Services, 59, p. 102399. Available at: https://doi.org/10.1016/j.jretconser.2020.102399. 
Muchardie, B.G., Gunawan, A. and Aditya, B. (2019) E-Commerce Market Segmentation Based On The Antecedents Of Customer Satisfaction and Customer Retention, IEEE Xplore. Available at: https://doi.org/10.1109/ICIMTech.2019.8843792. 
Zaghloul, M., Barakat, S. and Rezk, A. (2025) ‘Enhancing customer retention in Online Retail through churn prediction: A hybrid RFM, K-means, and deep neural network approach’, Expert Systems with Applications, 290, p. 128465. Available at: https://doi.org/10.1016/j.eswa.2025.128465. 
Saunders, M.N.K., Lewis, P. & Thornhill, A. (2023) Research Methods for Business Students (9th ed.). Pearson.


2 | Page

image3.jpeg
Builds Loyalty

Improved efficiency
Increase Customer-
Retention Rate

Increased revenue
and profits
Understand
customer expectations

Arise in order quantity

Gives businesses

The Importance of
a competitive advantage

A Personalized
Customer Experience Reduced product returns

Increased
customer satisfaction




image4.png
Prioritize
Customer
Service

Pay Attention

to Customer
Reviews é
oo Develop

- . E-commerce Customer
o Customer

Retention
Strategies

Leverage Marketing

User-Generated Campaigns
Content
F

Craft Creative
Social Media
Marketing
Strategy

Send Newsletters

for Promotional
Offers





image5.png
Philosophies

Experiment

Approaches
Cross-sectional
Strategies
Data

collection

and data ’

analysis Choices

Longitudinal

Time
horizons

Archival research
Techniques and
procedures.





image6.png
Activity W1 ‘W2 W3 w4 W5 W6 w7 W8 w9 W10 Wi1 wi2
Topic Finalisation
Literature Review
Proposal Writing
Methodology Design
Data Collection

Data Analysis

Findings & Discussion
Final Writing

Editing & Proofreading
Final Submission





image1.png
Prifysgol Cymru . . .
Y Dri?fdo% Dewinant Institute of Inner-City Learning

University of Wales

o : ) London Campus
Trinity Saint David




image2.jpeg
Viewed by user ﬁ
Similar
product

Recommended to user




