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Abstract 
Purpose: The purpose of this study will be to investigate how digital transformation efforts can contribute to customer engagement in the UK cosmetics sector by using e of Boots, UK as an example  This study also aimed tat assessing the impact of online platforms, the integration of the omnichannel, personalisation through artificial intelligence, and decision-support technology on customer engagement and purchase intention, as well as to present implications of global digital use in cosmetics brands in the UK.
Methodology: This study has adopted a primary quantitative research design to examine the impact of digital transformation on customer engagement. A structured questionnaire with 109 customers of Boots UK was used to collect the data. Data analysis was performed using descriptive statistics, correlation analysis, and multiple regression analysis in order to test relations between digital transformation variables, customer engagement dimensions, and purchase intention.
Results: The findings show that there were very positive perceptions of digital platforms of Boots UK, with more than 82% of the respondents having positive perceptions about the usability of platforms, experience in using the mobile application, and personalised recommendations. Multiple regression analysis identified that omnichannel integration proved to be the most accurate predictor of customer engagement (β = 0.736, p < 0.001), and the problem of purchase confidence obtained a high level of agreement (84.4%). On the other hand, regression result indicated that the AI-based personalisation showed a serious detrimental impact on the engagement (β = 0.009, p = 0.009), which can be attributed to the idea of over-personalisation and privacy issues.
Findings: The results of the regression analysis indicated that emotional brand connection was the main influencer of purchase intention (β = 0.939, p < 0.001), with other factors included digital satisfaction and the frequency of interaction, having an indirect influence. These results indicate that trust and emotional involvement are among the crucial factors connecting online transformation to business results.
Conclusion: The paper concludes that customer engagement in the UK cosmetics market can be effectively improved due to the introduction of digital transformation, provided that usability, omnichannel integration, and responsible personalisation contribute to the emotional connection of the brand and consumer trust.
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[bookmark: _d8wovcke4fjd][bookmark: _Toc214987761]Chapter 1: Introduction 
[bookmark: _1rvr0gsgj5iw][bookmark: _Toc214987762]1.1 Research background 
The cosmetics industry is undergoing a rapid shift towards digitally integrated and omnichannel business models, redefining consumer engagement, value creation, and competitive dynamics (Huang and Liu, 2025). According to Introspective Market Research (2025), the market is vast: In 2023, the global beauty and personal care market was around $557 billion and is projected to reach around $937 billion by 2030. 
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[bookmark: _tepsq6u5pbqs][bookmark: _Toc214987448]Figure 1.1: Digitalisation of beauty market 
(Source: Introspective Market Research, 2025)
Authors such  as Arbelle (2025) stated that the digital beauty sector, comprised of the beauty market powered by e-commerce, digital marketing, augmented or virtual reality (AR/VR), and smart devices, is worth around USD 137.69 billion in 2023, and is expected to become USD 234.61 billion by 2032, suggesting a double-digit Compound Annual Growth Rate (CAGR) (Arbelle, 2025).
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[bookmark: _v589rytlkbu6][bookmark: _Toc214987449]Figure 1.2: Communication and non-communication interaction of the customer  
(Source: Dubey, 2025)
According to Dubey, (2025), digital transformation is closely linked to customer engagement in the beauty space. More than 65% of customers interact with personalised online skincare recommendations, while about 71% of customers will willingly share personal data to receive personalised experiences. In addition, digitally engaging consumers creates overall engagement; in fact, 78% of beauty brands say they engage their consumers much more broadly via digital marketing campaigns than with traditional marketing campaigns (Beauty Matter, 2025). On the other hand, it has also been noticed that 76% of customers prefer online and direct mail advertising to improve their purchase decisions (Harvard Business Review, 2025). Overall, these figures demonstrate the scope and importance of digital initiatives within the cosmetics space.
With more than 52,000 employees working for them and about 1,800 stores across all regions throughout England, Boots UK has a great deal of success as an active Health & Beauty Retailer (Boots, 2025). At the same time, Boots’ website ranks as the most frequented Health & Beauty site in all of the UK, and boasts having more than one million active member loyalty program participants (Boots, 2025). This indicates Boots UK's significant capability for creating a robust digital presence and creating an engaging customer experience through use of methods such as mobile applications, digital channels, and delivering personalised rewards and offers via their loyalty programmes.
For the cosmetics business, digital transformation is not simply moving sales online, but involves aspects such as AR-based virtual try-ons, AI-generated personalised product recommendations and social commerce, just to name a few (Forbes, 2025). A report on the cosmetics industry indicated that e-commerce and digital platforms contribute to over 50%+ of total global beauty sales, which goes to demonstrate how important digital engagement has become for consumers (Forbes, 2025). As consumers become more comfortable with online-to-offline experiences, omnichannel and digital tools will grow more important to create a point of difference for brands and add customer loyalty (Forbes, 2025).
Despite the emergence and progress of such phenomena around the world, there remains a limited understanding of how such digital transformation strategies are translated and manifest into customer engagement outcomes in the UK market specifically, and how the UK-based cosmetics brands are competing against their global counterparts (Cosa, 2024). This is even more pronounced with consideration to local market conditions, regulatory context (data protection and privacy regulations), consumer behaviour and competitive situation in the UK (Report Linker, 2025). The proposed study seeks to address this gap through a systematic review of existing literature on digital transformation in the global cosmetics industry, specifically, the customer engagement implications, to produce findings that UK-based brands can use to enhance their customer engagement through digital transformation (Osf Digital, 2025). Consequently, the focus of the research is linked to the growth of the beauty sector, the sector's transition into using digital and technological channels to engage the consumer, and the demand to understand how those changes are being successfully implemented, especially for businesses with an actual footprint in the UK. 
[bookmark: _berps8kht28n][bookmark: _Toc214987763]1.2 Research Rationale 
[bookmark: _p003u9875x8][bookmark: _Toc214987764]1.2.1 Theoretical justification
As per the view of Turcu and Brancu (2025), it has been suggested that digital transformation has become a primary driver of innovation and competitiveness across the global cosmetics sector. Researchers have recognised that digital innovations (AI, AR/VR, Data Analytics) have transformed customer engagement and experience with brands via personalisation and the provision of interaction across multiple channels. Two primary theoretical models provide the basis for this knowledge. The Technology Acceptance Model (TAM) is used to describe user-level adoption of technology platforms, based on the perceived level of usefulness and ease of use (Huang and Liu, 2025). The Resource-based View Theory focuses on the analysis of how digital transformation develops consumer interaction at digital touchpoints and maintains customer management (Willie, 2025). Both, these theoretical models will shed light on the implications of digital transformations for customer engagement and brand engagement in the cosmetics market. 
As per the interpretation of Technology Acceptance Model (TAM), Boots UK customers have accepted and integrated digital technologies into their shopping experience through several means including through their app, virtual try-on options, and customized recommendations. Additionally, based on the Resource-Based View (RBV), the ability of Boots UK to connect clients to Boots UK’s advantage card system, along with its state-of-the-art digital resource portfolio and data analytics capabilities are critical to the company’s ability to enhance customer engagement through superior service offerings.
Despite the high level of research on digital transformation, there remains a significant lack of research into its implications and impact on the global cosmetics industry (Choi, 2022). Much of the early research focus has been on technology adoption, within technology-focused industries like retail (and manufacturing) and does not translate into meaningful knowledge for consumer-facing industry sectors like cosmetics (Parker and Alexander, 2025). In consideration of understanding consumers' technology adoption in the context of the cosmetics industry, only a limited amount of research exists to explore how consumer digital engagement outcomes may vary across culturally and geographically different settings, between global cosmetics brands and a UK-based cosmetics brand (where consumer behaviour, market maturity, and data permissions may differ) (O’Higgins and Fatorachian, 2025). In almost all of the research reviewed, while consumer engagement via technology is cited, it does not assess how consumers relate or express emotional engagement or theorise the mechanisms linking digital technology-based consumer engagement to improved and sustained customer loyalty and trust. 
This study continues these themes, looking at the limited theoretical and empirical understanding of how customer engagement is being affected by digital transformation strategies across the global cosmetics industry, focusing particularly on UK-based brands. Existing theories and frameworks proposed (Technology Acceptance Model (TAM) and Customer Engagement Theory) are insufficient to describe the multi-channel, complex effects of AI-driven personalisation and social commerce as engagement channels shaping customer engagement (Ibrahim, 2024). This is where this research contributes by systematically evaluating digital transformation strategies and initiatives, understanding their implications for customer engagement globally and within the UK context, and examining the ways in which the adoption of new technologies translates from adoption into actual engagement behaviours. The contribution of the study is to develop customer engagement theory, achieving a greater understanding of digital customer engagement within UK cosmetic brands, and by contributing section-specific commonsense evidence to address the call in practice for evidence of engagement within the cosmetics industry.
[bookmark: _u6ktjlxijypt][bookmark: _Toc214987765]1.2.2 Practical justification 
According to Weaver et al., (2025), the cosmetics market is large, growing, and primarily when it comes to digital. A benchmark, the global beauty market is projected to grow at around 5% each year, from 2022 to 2030. In this scenario, customer engagement, as it relates to digital and omnichannel, is becoming increasingly mission-critical. For example, one report indicates that leading beauty brands have already enabled over 1 billion virtual try-ons with AR/virtual make-up/hair colour tools (McKinsey, 2025). This suggests that managers are committing considerable resources to digital engagement channels with the expectation of return.
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[bookmark: _505zzt8y228i][bookmark: _Toc214987450]Figure 1.3: Global growth of beauty executives
(Source: Weaver et al., 2025)
Secondly, regarding the managerial pain-point: Many within cosmetic brands are executives who are uncertain as to the best ways to scale digital initiatives, how to measure ROI in return from digital engagement, and how to adapt global digital strategic initiatives to more local markets (such as the UK) that present different consumer behaviours, regulatory environments, and less mature market conditions (Nwabekee et al, 2024). With little to no granular evidence of how digital transformation translates to customer outcomes. managers may be making decisions related to digital customer engagement with no evidence and limited attention to industry guidance (Schneider and Kokshagina, 2021). Consequently, inadequate clarity around digital scaling and performance measurement may lead to inefficient use of resources, underdeveloped digital engagement strategies, and weaker competitive positioning within the market (Nwabekee et al, 2024).
Third, the opportunity cost is significant: companies that wait or poorly implement will potentially lose customers, have diminished brand loyalty or lose to firms that are digitally transformed, and or have digitally-native skillsets and capabilities. In the example concerning UK based cosmetics firms, they are taking on a challenge of not just a technological processes or transformation, which any social and technologically advanced country like the UK may struggle taking advantage of recognized global best-practices in relation to digital transformations to the extent that their international peer groups will be able to have a relative ‘head-start’ in navigating digital transformation practices that are beyond what UK based firms will be able to offer in individual universal best-practice specifically due to the context of the UK. In addition to the fact that the 'gap' that established is of practical importance for organisations, it also positions significant limitations on managers' ability to operationalise translating digital-transformation strategy into specific customer-engagement advantage with respect to an overall route, given the uniqueness of the UK context.
Customer Engagement is a key focus of Boots (UK) digital transformation efforts. Digital Sales increased by 23%, which represents 22% of Retail Totals Sales, while there are now more than 8.1 million active users of the boots App, indicating significant levels of Omnichannel engagement (Boots, 2025). Digital Interactions with tens of thousands of customers have been personalised as part of Boots' efforts to provide its Advantage Card members with a unique experience and to provide additional services such as Click and Collect and delivery options that satisfy customers' evolving expectations.
In conclusion, the scope of the industry, the pace of change in digital technology, the manageability of executing organisational-wide changes with analytics measurements and levels of success and the potential competitive disadvantage UK-based firms.
[bookmark: _Toc214987766]1.3 Research Contribution 
The first contribution extends both the TAM and Customer Engagement Theory by incorporating the Resource-based View to explain the processes related to digital transformation in enhancing customer engagement in certain multi-channel contexts. The TAM, Customer Engagement Theory, and even further depersonalizations relate to AI-powered personalisation, AR/VR experiences, and Social Commerce within these frameworks while identifying contributors to understand the implications of digital adoption that lead to emotional and behavioural customer engagement. Thus, this research extends the boundary conditions of these theories. 
The second contribution, as an empirical contribution, the study is elaborated through a systematic review and multi-case comparative of secondary data collected from global and UK-based cosmetic brands to provide a cross-case synthesis that identifies continual digital engagement processes used and the contingencies that informed their use to give a point of interest, which has been underdeveloped in previous research. 
The third contribution is practical; it gives managers robust frameworks, actionable recommendations to develop digital engagement, measure ROI (Return of investment), and a wide academic field customised for management, contextualising global digital transformation campaigns relative to the UK context. It is also novel in its sector-level comparative insights by extending from a global to a local extent of digital engagement outcomes within the UK cosmetics sector context.
[bookmark: _85ktj4jr9bcr][bookmark: _Toc214987767]1.4 Research aim, objectives, questions 
Aim 
This research aims to provide a systematic analysis of the digital transformation efforts of worldwide cosmetics brands, taking stock of the customer engagement strategies, technologies, and practices that promote effective engagement, and to discuss the implications for informing and improving the digital transformation journey in the UK cosmetics sector.
Objective 
· To examine and evaluate the key digital transformation approaches taken by cosmetic brands across the globe.
· To evaluate the degree to which these digital transformation strategies have enhanced customer engagement and interaction with the brand.
· To evaluate and review the outcomes of the digital transformation by international and British cosmetics brands and provide research-based recommendations to improve customer engagement with the UK cosmetics industry.
Question of the research 
· What are the significant digital transformation approaches taken by global cosmetic brands, and how do they affect customer engagement and interaction with the brand?
· How does the impact of digital transformation differ from global cosmetic brands to brands based in the UK, and what can UK brands learn for their customer engagement?
[bookmark: _scjtla31i48j][bookmark: _Toc214987768]1.5 Dissertation structure 
The dissertation's structure for its following chapters will be organised as follows: 
· Chapter 2 will cover a literature review, and the following chapter will outline theoretical frameworks presented in relation to various digital transformation projects in the cosmetic sector, including implications from any UK-based applicable digital engagement projects. 
· Chapter 3 will be presented as one of the three chapters which will outline major contributions to developing a research methodology, and this chapter will focus the majority on a systematic review of consumer engagement methodologies, which will detail the information sources used and impact methodologies for examining and reporting findings and any ethical considerations. 
· In Chapter 4, the systematic review will discuss key themes around digital engagement projects, and the researchers will use this information to describe how they used a data extraction table and presented their findings through thematic analysis in Chapter 4. 
· Chapter 5 will discuss the findings aligned with existing theories and prepare implications for customer management engagement projects. 
· [bookmark: _fjsbn7j42pwz]Chapter 6 will provide a summary of the essence of research findings, outline implications for customer engagement projects, and provide clear next steps for any future research.
[bookmark: _Toc214987228][bookmark: _Toc220004277]
Chapter 2: Literature review 
[bookmark: _Toc220004278]2.1 Introduction
A systematic and critical review of existing literature is presented in this chapter on digital transformation strategies which affect consumer engagement in the global cosmetics industry for other nations, especially the United Kingdom. The literature review will provide an overview of the major technologies, debates, and methodological deficiencies identified in the literature to support the relevance of the current study and assist in building the framework for the research. 
[bookmark: _jrbx9fuqqqn8][bookmark: _Toc214987229][bookmark: _Toc220004279]2.2 Conceptual Foundations of Digital Transformation in the Cosmetics Industry 
[bookmark: _jx4bdyqldq0i][bookmark: _Toc214987230][bookmark: _Toc220004280]2.2.1 Definitions and Conceptual Scope of Digital Transformation
The UK cosmetics industry's deployment of advanced digital technologies, such as AI, Data Analytics, automation, and Digital Platforms (DWP), to bring greater value to consumers, enhance customer experience (CX), and position itself more competitively, is referred to as "Digital Transformation" (DT). Dwivedi and Wang (2022) state that AI will be the primary driver for the transformation of marketing as it relates to marketing currently. AI will enable the provision of hyper-personalised product recommendations, virtual try-on tools, and other predictive engagement strategies.
In line with this perspective on digital transformation, Shehadeh et al. (2023) contend that DT should be considered a core capability of the organisation, enabling the re-engineering of its services to improve the way it interacts with and engages with its customers. Therefore, according to Shehadeh et al. (2023), the ability to reconfigure the process by which products are made available to customers and how customers interact with and are loyal to brands through operations and strategic agility is the foundation for competitive advantages in today's DT industry.
Sudibyo and Boros (2024) extend the definition of digital transformation from an organisational capability to now include cosmetics-specific contexts and indicate that the Technology of Transformation is also shaping consumer behaviour within the discover, buy and use phases. Tools such as Augmented Reality (AR), Social Commerce and Digital Influencers are now reconfiguring the way beauty consumers evaluate products, how they interact with brands and develop loyalty toward the brands.
Omol (2024) has further placed Digital Transformation within the context of the future evolution of the organisation and pointed out that beauty companies must adopt a more future-oriented digital culture, use Data-driven decisions to make business decisions and develop cross-channel Integrated Marketing to be competitive in the future.
[bookmark: _xhovl8ziarb4][bookmark: _Toc214987231][bookmark: _Toc220004281]2.2.2 AI-Driven Personalisation and AR/VR and Virtual Try-On Technologies 
The emergence of new digital technologies, particularly those linked to the application of data-driven personalisation and augmented/virtual reality (AR/ VR), is revolutionising how cosmetic brands engage their customers. While there are many ways in which the effects of these new technologies will be experienced, a great deal of variability exists in the ways in which customers respond to the digital experience and in the contexts in which these technologies continue to be deployed (Sünger and Çankaya, 2019). According to Freisinger and Hildegard (2024), "While AI allows brands to analyse skin tone, preference and behaviour with unprecedented accuracy and provide customers with unique personalised recommendations of products, it also raises issues related to data dependence and algorithmic bias." As noted by Toosi et al. (2022), AI- enabled consumer engagement tools "provide consumers with greater trust and confidence in their purchasing decision process," but caution against the over- automation of the brand- consumer relationship.
Digital experiences are also enhanced through AR/VR technologies, as the latter can simulate traditional methods of product trials. As a result, Adawiyah et al. (2024) found that AR-enabled virtual try-on tools lead to a threefold increase in users’ intention to use a product relative to traditional online product displays (M = 21.1), although the magnitude of this effect is influenced by interface quality and perceived accuracy. Furthermore, Micheletto et al. (2025) have found that, however important the recent emergence of AR/VR tools may seem from the perspective of a brand's consumer, the most important reasons for using these types of technologies are twofold: the enjoyment of the experience and the ease of use. Lastly, while both AR/VR technologies will increase customer convenience and eliminate purchase indecision.
[bookmark: _d6kirjs0f63q][bookmark: _Toc214987232][bookmark: _Toc220004282]2.2.3 Theoretical framework 
The Technology Acceptance Model 
This model explains how consumers accept technology. Research by Oyman et al. (2022) has shown that consumer perceived usefulness and ease of use influence attitudes toward AR technologies and subsequently drive consumer engagement and purchase intentions. Similarly, Al-Adwan et al. (2023) demonstrate that the Technology Acceptance Model is extended to new digital contexts as a regulatory framework, with trust, interactivity, and immersive features representing components driving acceptance in contemporary digital contexts, thereby strengthening the relevance of Technology Acceptance Model constructs.
The Customer Engagement Theory 
[image: ]
[bookmark: _51jwc0pny5jp][bookmark: _Toc220003222]Figure 2.1: Customer engagement theory 
(Source: Self-developed via MS Word)
This theory describes the development of emotional, cognitive, and behavioural involvement throughout continuous brand or consumer interaction across digital touchpoints. As Lim and Rasul (2022) describe, co-creation of engagement occurs through consumer participation on social media, through personalised communications, and through the use of interactive technology applications. Hollebeek et al. (2023) describe customer engagement as being multi-faceted, affected by perceived value, immersion, authenticity, etc. In the cosmetics market, customer engagement theory explains that the level of experiential involvement is increased through the use of AI-driven personalisation and AR and VR technology, as well as that customer loyalty is built and strengthened when companies engage with their customers meaningfully and transparently. 
[bookmark: _lz97886bcxrl][bookmark: _Toc214987233][bookmark: _Toc220004283]2.2.4 Omnichannel Integration
Omnichannel integration for the cosmetic industry is now viewed as a key digital transformation strategy, allowing brands to provide customers with an integrated and consistent experience across all online and offline (in-store) touchpoints. Schrotenboer et al. (2022) state that by harmonising their messaging, utilising enhanced personalisation techniques, and providing customers with a cohesive brand message across channels, effective Omnichannel Systems will change how brands approach promotional strategies. The timing of information and ease of finding products are critical in making purchases within the cosmetics sector; this is because consumers seek confidence when making their decisions to purchase cosmetics. Omnichannel success ultimately relies upon the availability of a Unified Data System, which allows for real-time interactions, continuous services to customers on both platforms, and seamless transitions among stores, applications, and social media platforms. However, Gerea et al. (2021) outline some challenges associated with Omnichannel systems, including Operational Complexity and Digital Readiness (Uneven Level of Digital Maturity). Also, Zimmermann et al. (2022) outline how multiple touchpoints can influence customer engagement (mobile apps, websites, and in-store assistance), and a single weak link in the customer purchase journey can negatively affect the entire journey. All of this evidence suggests that Omnichannel Systems not only improve engagement and convenience for customers but also require highly sophisticated coordination and governance of the underlying data used to power them. 
[bookmark: _x9bbbxrqg14o][bookmark: _Toc214987234][bookmark: _Toc220004284]2.2.5 Influencer Ecosystems and Social Commerce 
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[bookmark: _ocbr9gt9xdi9][bookmark: _Toc220003223]Figure 2.2: Relationship between social digital influencer and customer engagement in the cosmetics industry 
(Source: Mohan 2021)
Influencer ecosystems have influenced the way cosmetics consumers think about products, but their impact relies on the authenticity of the influencers. According to Ünalmış et al. (2024), when influencers produce content that is too heavily marketed, they are viewed as having less credibility and therefore have less persuasive power over the consumer. Mohan (2021) states that even though influencers are successful at building trust in their followers, that authority can easily be lost through excessive sponsorship endorsements. Likewise, Mutia (2025) states that while micro-influencers create more authentic relationships with their followers, they are also at a disadvantage in very commercialised digital environments. Ultimately, as long as influencer-led social commerce continues to engage users, its long-term success will depend on the achievement of both commercial and genuine communication.
[bookmark: _553fn94lk7k7][bookmark: _Toc214987235][bookmark: _Toc220004285]2.2.6 Data Analytics and Customer Insight Platforms
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[bookmark: _d31ka898n3qc][bookmark: _Toc220003224]Figure 2.3: Evaluation of segmentation strategies in digital commerce 
(Source: Ridwan, 2024)
Analytics and customer intelligence platforms have become a crucial component of cosmetics brands; however, they really only provide value if executed well. Joseph et al. (2025) state in their study that AI-driven behavioural analytics will facilitate hyper-personalisation of marketing, but this can also lead to excessive profiling and create anxiety among consumers. Ridwan (2024) agrees that unsupervised learning enhances segmentation accuracy, but it does not provide sufficient information regarding the context of a customer’s purchase behaviour. In addition, Theodorakopoulos and Theodoropoulou (2024) found that using big data can provide insight into consumer behaviours; however, many organisations are grappling with the issues associated with data silos, poor data governance and a lack of alignment between data and strategy. 
[bookmark: _szlmgtr04zfc][bookmark: _Toc214987236][bookmark: _Toc220004286]2.2.7 Digital Transformation Strategies Relevant to UK Cosmetics Brands
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[bookmark: _Toc220003225]Figure 2.4: Consumer trust in AI projects in the cosmetics industry 
(Source: O'Higgins and Fatorachian, 2025)
The emphasis on Artificial Intelligence personalisation, an Omnichannel shopping experience, and data-driven targeting for UK cosmetics brands is evident. However, there is still a significant disparity across brands in how these strategies are being used (O'Higgins and Fatorachian, 2025). UK customers have demonstrated a cautious approach toward trusting AI; therefore, brands need to adopt a transparent approach to AI. In addition, Kim and Yum (2024) assert that the level of sustained Digital Engagement is dependent on service quality and ongoing customer satisfaction; therefore, many UK SME's are falling behind in providing quality services to customers. Ibrahim et al. (2024) have shown that consumer trustworthiness plays a large role in their purchasing decisions; therefore, UK brands must establish stronger signals of Trustworthiness to build their credibility. 
[bookmark: _5c9vxhqe1s08][bookmark: _Toc214987237][bookmark: _Toc220004287]2.3 Digital Transformation and Customer Engagement 
[bookmark: _ugsxz8oxnqeg][bookmark: _Toc214987238][bookmark: _Toc220004288]2.3.1 Defining Customer Engagement (CE) in Cosmetics 
Consumer Engagement (CE) consists of three elements: Emotional Attachment, Cognitive Engagement, and Actual Behavioural Participation. CE in the Consumer's mind is developing into more than simply purchasing products, and is increasingly being created through in-store experiences, as well as through digital content, which encourages participation and reinforces the perceived value of a brand. Sarkis et al. (2025) note that by utilising Immersive Technologies (Augmented Reality) to facilitate CE, the value of CE for brands will increase. Immersive Technologies facilitate CE by Increasing Customer Confidence in Product Selection, reducing Customer Uncertainty regarding Product Selection. Amitrano (2021) indicates that the success of Digital Engagement depends on creating an Emotional Attachment to Brands through Engagement Touchpoints; this is due to the fact that creating Emotional Attachments to Brands will provide greater value than just Advancements in Technology alone. The study demonstrates how Digital Technologies complicate the method by which UK Brands Engage Consumers. Many UK Companies focus on utilising Digital Devices to create a Unique Customer Experience, rather than creating Digital Experiences for their Customers. Therefore, CE must be viewed as a Two-Way Process whereby Consumers and Brands both Generate Value through the Creation of Digital Experiences that are perceived by Customers to be appropriate, Simple and Emotionally Connected to the Consumer.
[bookmark: _jq7otsj0g5xg][bookmark: _Toc214987239][bookmark: _Toc220004289]2.3.2 Effects of AI on Customer Engagement
In a nutshell, it looks like AI is improving how companies in the UK interact with customers, but it doesn't necessarily work for everyone. According to Chakraborty et al. (2024), AI recommendations are more relevant, which makes it easier to make decisions, and consequently, customers tend to spend more time browsing and are more likely to purchase items from the website. However, for UK brands, the positive impact of AI relies on the fact that the recommendation is accurate and is sensitive to the customer's context. Since the data maturity of many UK brands is not high, this represents a huge challenge for those brands. Another challenge for UK brands is presented by Kim et al. (2023): While AI provides more personalised recommendations, it can lead to choice overload, decreasing their level of engagement when they feel overwhelmed by too many recommendations that aren't properly curated. This means that just because a UK brand has a level of personalisation, it doesn't necessarily mean the customer will have a better experience. Another important point made regarding digital engagement for UK brands is that emotional and experiential value is required, not just algorithmic efficiency (Muturi, 2024). 
[bookmark: _k90lxkbjnbtx][bookmark: _Toc214987240][bookmark: _Toc220004290]2.3.3 Effects of AR/VR and omnichannel on Engagement and Purchase Decisions
Consumers' engagement and immersion using augmented reality (AR) and virtual reality (VR) is changing rapidly due to increasing confidence in these technologies for product-related decisions. Hapsari et al. (2023) report that by reducing consumers' psychological uncertainty about a product, AR helps them be more willing to touch and/or test items. While AR certainly fulfils this need in some instances, it does not provide an acceptable justification in every occurrence due to the limitations of AR devices and the visual representation of products in some cases being less than realistic. Conversely, Le and Nguyen (2025) suggest that the opportunity AR gives users for impulse buying presents concerns over the overstimulation of users, as well as the ethical application of persuasive strategies. Zeng et al. (2023) found evidence that the use of AR/VR enhances a consumer's ability to strengthen the bond between themselves and their brand through the experience provided through the technology. As such, it is very important for AR/VR to operate without delay or glitches for the user to experience the intended positive impact on their relationship with the brand. According to Al Morabet (2021), users can more easily develop positive impressions of a brand by utilising virtual try-on tools; nevertheless, if a consumer has high expectations of seeing results that match what they would experience in a physical store and the results do not match, they may experience disappointment. 
[bookmark: _jgb2lqltaktk][bookmark: _Toc214987241][bookmark: _Toc220004291]2.3.4 Role of Social Commerce and Influencer Engagement
Consumers are influenced by social commerce and the use of influencers, but the results are not guaranteed to have the same impact. Through personalised storytelling, content from influencers assists consumers in making decisions between a larger array of options that are often complex, while reducing the uncertainty consumers may have about the products. Touchpoints provided by influencers have the potential to increase loyalty when they are considered in the overall consumer journey (Herhausen et al., 2019). In addition to the negative impact of influencer overexposure and inconsistent messaging on brand credibility, the over-commercialisation of influencers leads to lower perceived authenticity by consumers, which ultimately results in a decreased level of trust towards the influencer and a decrease in the effectiveness of the influencer's engagement with the consumer.
Furthermore, trust through credibility continues to be a significant challenge for brands. Gupta et al. (2021) demonstrate how false or misleading claims can inherently jeopardise a brand's ability to build trust and credibility within the highly regulated beauty and personal care industry due to the potential risks associated with false or misleading product claims. To effectively engage with followers through influencer marketing, brands must first establish a value-based communication platform. This platform should include a message of brand transparency, an acknowledgement of expertise and the responsible creation of content. 
[bookmark: _4lxacm75kjox][bookmark: _Toc214987242][bookmark: _Toc220004292]2.3.5 Moderating Role of Digital Literacy and Technology Acceptance
Digital literacy and the acceptance of technology are two critical moderating factors when it comes to how consumers participate with digital transformation tools in the cosmetics sector. According to Riaz et al. (2024), even when users have access to a great deal of digital content, individuals with lower levels of digital skills find it difficult to utilise or interpret the functions of the platforms effectively. As a result, the quality of their engagement is diminished, and as such, the influence that artificial intelligence or augmented reality may have on these individuals’ experiences is lessened. This can further create an environment of unequal engagement, where consumers with higher digital competence will be able to adopt trends much sooner than those consumers with less digital competence, who will be unable to interact as comfortably with a digital interface. Technology acceptance also varies according to perceived usefulness and perceived complexity; when individuals perceive the technology as useful, they are more likely to adopt it. However, if they perceive it as complex, they are less likely to adopt it. Therefore, UK cosmetic brands need to simplify their digital interfaces, to provide users with assistance in using their digital platforms, and to make their digital platforms accessible to everyone. 
[bookmark: _Toc220004293]2.3.6 Summary of Key Engagement Drivers  
In the cosmetics sector, customer engagement arises from an emotional, experiential and technological blend of factors. Only when AI, AR/VR, and omnichannel systems are accurate, seamless and context-sensitive do we see a full benefit of these technologies as they improve decision-making and increase the level of immersion for consumers. Although influencer ecosystems can create a persuasive element for consumers, there is also a greater chance of losing credibility as the influencers become more contaminated by over-commercialisation. Digital literacy/technology acceptance further moderates outcomes for consumers, resulting in varying levels of engagement. Brands need to create emotional connections with consumers and build trust, and also create accessible digital experiences to convert technological innovation into sustained customer engagement.
[bookmark: _h82u1c6o3pzl][bookmark: _Toc214987243][bookmark: _Toc220004294]2.4 Global vs UK Digital Transformation Practices 
[bookmark: _my3lqnvwbjam][bookmark: _Toc214987244][bookmark: _Toc220004295]2.4.1 Global Trends in Digitalisation
The pace of digitisation within the cosmetics industry is accelerating. However, the evolution of digitisation across the globe varies significantly and is increasingly becoming a point of strategic contention between brands. Consumer demand for personalised and immersive experiences has increased the use of augmented reality (AR) and virtual reality (VR) Tools for product trials by brands. Kim et al. (2019) state that consumers will switch to AR/VR Services when there is an uncertainty reduction and superior value associated with the service, indicating digital innovation has moved from being a differentiator to a competitive necessity. However, widespread adoption also brings to the surface some structural challenges, as outlined by Samara (2025), pointing out how an organisation's culture and leadership will influence technology-driven transformation. Therefore, digitalisation fails when organisations place a greater emphasis on trends than on workforce readiness and building workforce capabilities.
As the industry rapidly shifts toward data-driven experiences, the issues of sustainability, privacy, and digital fatigue will continue to be raised. While global brands are driving hyper-personalisation through the overuse of automation, it has been suggested that the overuse of automation will lead to a loss of authenticity and emotional brand connection. Therefore, while digitalisation has many opportunities, the only path to success will be through strategic alignment and responsible execution.
[bookmark: _cpjxqxed573y][bookmark: _Toc214987245][bookmark: _Toc220004296]2.4.2 UK Cosmetics Industry: Digital Landscape
The way the UK beauty market operates digitally is increasingly competitive due to technology-driven ways of differentiating products. There is a common consensus on the widespread acceptance of using Virtual Try On (VTO) software; however, there is debate over the extent to which VTO solutions provide convenience and confidence in the purchase process (Sekri et al., 2024). This level of convenience and confidence is dependent upon a realistic experience and trust in the product through the VTO experience. Therefore, poorly executed VTO tools will create skewed expectations for consumers, resulting in a reduced likelihood of purchase. Additionally, data analytics has also changed the way that cosmetics brands approach marketing (Theodorakopoulos and Theodoropoulou, 2024). However, there are major issues with the complexity of behavioural patterns and understanding how to interpret these and to use these insights to target consumers effectively. Furthermore, although data analytics may increase targeted consumers, there is a risk of creating negative or improperly personalised messages, which could result in a loss of consumer loyalty. Furthermore, ethical issues such as privacy, transparency, and algorithmic fairness continue to rise for brands. Therefore, the digital environment in the UK presents numerous opportunities for brands to grow; however, for the digital growth to be successful, brands must deploy their technology responsibly, critically evaluate their data practices, and continue to earn consumer trust in an increasingly automated world.
[bookmark: _1psobu4myi71][bookmark: _Toc214987246][bookmark: _Toc220004297]2.4.3 Comparative Synthesis
Evidence collected shows that UK cosmetics companies are experiencing stricter scrutiny of their products for quality, product formulation transparency, and consumer safety. Gupta et al. (2021) reported inconsistencies between what companies state their product composition is and how those products actually compare to others on the market. This leads consumers to question the level of trust they can place in the company’s products and whether or not they follow regulatory guidelines. Premium brands focus on providing scientific credibility, while mass-market brands focus on providing affordable products, creating different value propositions for their consumers. 
[bookmark: _xsu2temktv5][bookmark: _Toc214987247][bookmark: _Toc220004298]2.4.4 Implications for UK Brands 
As the nature of digital engagement continues to change, UK-based cosmetic brands need to understand that it is shaped primarily through user-generated content and social trend velocity. Studies show that consumers are more likely to trust consumer-driven narratives than brand narratives, creating an environment in whereby companies must compete for the authenticity of their products. Increasingly high levels of reliance upon curated influencer content can lead to a loss of audience engagement due to the speed at which social trends change. As a result, brands must actively study the online environment, develop methods to rapidly adapt their content strategy.
[bookmark: _e2lvdogy5g4l][bookmark: _Toc214987248][bookmark: _Toc220004299]2.5 Strengths and Weaknesses of Existing Literature
Studies reviewed in the literature to date have established a clear conceptualisation of digital transformation via AI personalisation, AR/VR, omnichannel systems and influencer ecosystems while providing a theoretical basis of digital transformation via the Technology Acceptance Model (TAM) and Customer Engagement Theory. Consumer behaviour trends and behaviours, as well as consumer trust concerns and strategic developments in the global and UK cosmetics markets, have been noted in current studies. However, the existing literature also demonstrates numerous weaknesses. Most evidence presented in the literature is fragmented; a limited number of empirical studies have focused specifically on the UK market, and the methodology used by different authors is inconsistent. Many of the studies reviewed in the literature focus primarily on technological capabilities but do not explicitly explore the emotional, ethical, and behavioural factors presented in the context of consumer engagement. In addition, the literature tends to present idealised outcomes of digital transformation and ignores the current difficulties faced by the digital transformation process, such as low data quality, algorithmic bias.
[bookmark: _9w3lf59dh535][bookmark: _Toc214987249][bookmark: _Toc220004300]2.6 Synthesis of Key Debates and Methodological Patterns
Scholarship surrounding the literature centres on the debate of whether digital transformation increases customer engagement or simply increases the available means of digital engagement without addressing customers' underlying experiential needs. Scholars look at AI-driven personalisation as being both beneficial and detrimental; some scholars emphasise the increased level of relevance that the use of AI can create for a customer when making a purchase decision, while other scholars point out that there is a significant risk when using AI technology, such as immature data, choice overload, and data privacy. There are similar tensions with respect to AR/VR, where there is already broad agreement that immersive value exists, yet whether or not related technical standards will hold, whether or not ethically correct persuasive techniques will be maintained, and whether or not the technical soundness of AR/VR systems will remain unexplored are all key points of contention. Influencer ecosystems also exhibit contrasting views on authenticity and trust between influencers and sponsors. Most of the research to date has employed a methodological approach using cross-sectional surveys, systematic reviews, or technology-based experimental methods; these approaches have produced relatively limited longitudinal data. 
[bookmark: _3spsc2dcz304][bookmark: _Toc214987250][bookmark: _Toc220004301]2.7 Research Gaps 
Many studies have discussed the impact of AI personalisation, as well as how AR/VR Tools and Omnichannel Strategy implementations help to fill gaps in customer experience that are occurring during the digital transformation of retail, yet very little is known about how UK Consumers will react to AI and related technologies being adopted by retail in their Digital Transformation (Kim and Yum, 2024). Most studies do not look at the combination of AI's Accuracy, Emotional Engagement and Digital Literacy as a composite factor in predicting Customer Engagement (Muturi 2024, Riaz et al. 2024). Despite this, influencer ecosystems continue to be poorly studied regarding their long-term effects, especially in light of the rapid shift in social trends (Ünalmy et al., 2024). The list of methodological shortcomings is long. For example, Schaeffer et al. (2024) demonstrated that most studies rely primarily on cross-sectional study designs, which limit our ability to determine causal relationships between variables (Toosi 2022).
[bookmark: _b679kk4cfrym][bookmark: _Toc214987251][bookmark: _Toc220004302]2.8 Conceptual framework
[image: ]
[bookmark: _377n7a7965dq][bookmark: _Toc220003226]Figure 2.5: Conceptual framework 
(Source: Self-created via MS Word) 
[bookmark: _d7yuzz945piw][bookmark: _Toc214987252][bookmark: _Toc220004303]2.9 Chapter Summary 
The UK cosmetics industry has been changed by digital transformation, but past research on this topic has primarily focused on a fragmented basis, missing key aspects of the emotional, ethical and behavioural factors associated with the industry. There is a lack of UK-based studies on this topic and inconsistencies in methodology performed on consumer engagement with these emerging technologies, indicating the need for further in-depth, integrated and longitudinal research on consumer engagement with these technologies.


[bookmark: _Toc220004304]Chapter 3: Research Methodology
[bookmark: _Toc220004305]3.1 Introduction 
This chapter presents the research methodology established to evaluate the effect of digital transformation initiatives on customer engagement at Boots UK in relation to the UK cosmetic sector. It sets forth the philosophical framework and the research strategy used for this study, which includes a description of the research design and methodology for the collection and analysis of data; as well as justification regarding the methodological approaches adopted to ensure the reliability, validity, and ethical integrity of the findings from this research to facilitate the development of credible and repeatable outcomes that meet the research objectives.
[bookmark: _Toc220004306]3.2 Research philosophy, approach and design 
[bookmark: _Toc220004307]3.2.1 Research philosophy
The positivist approach used in this study assumes that the world is objective and measurable outside of whatever bias is held by the researcher. Positivism is linked to quantitative research methods, which rely on the use of empirical observation to collect the data needed to attain reliable and generalisable findings (Maksimovic and Evtimov, 2023). Consequently, this approach is suitable for studying how Boots UK's digital transformation efforts affect customer loyalty. Customer loyalty is an observable variable and can be quantified using frequency of digital interaction, satisfaction with the experience, how easy it is to use the services, and loyalty indicators.
Using a positivist approach, researchers can collect representative numerical data by developing and deploying structured survey instruments (Gogo and Musonda, 2022). They can also use statistical analysis to determine the strength and direction of the relationships between variables of interest, creating a basis for identifying patterns, trends, and breaking causal relationships between digital initiatives and customer loyalty. Under positivism, the generation of knowledge is based solely on quantifiable evidence, reducing personal biases and fostering more accurate results (William, 2024). Therefore, a positivist philosophy is well-suited for this study, as it has provided statistically valid information that managers can use to make informed decisions and develop evidence-based digital business strategies in the UK cosmetics retail industry.
[bookmark: _Toc220004308]3.2.2 Research approach 
The methodology of this research is based on a deductive approach, which means that this research focuses on hypothesis testing, where hypothesis testing is concerned with the verification or rejection of already established theories or models based on empirical evidence. Therefore, this research identifies and evaluates the effectiveness of existing models of digital transformation in the context of the business under study (Boots UK) through empirical analysis using surveys and data analysis.
In this case, the deductive approach was developed as a response to the research objectives directly (Hall et al., 2023). First, the research focuses on the digital transformation models adopted by global and UK-based cosmetics brands, reviewing existing literature to determine which digital transformation strategies have been applied. This includes identifying trends in personalised digital marketing, mobile app development, data analysis and the development of omnichannel retailing. Secondly, the research tests the identified digital transformation Model to determine the impact of the implementation of these digital transformation strategies and the level of engagement experienced by customers through structured survey data using established measures of customer engagement (satisfaction, interaction frequency, perceived usefulness and loyalty) for the hypotheses developed from the aforementioned hypotheses and corresponding survey data. Thus, the deductive methodology facilitates the testing of hypotheses and provides empirical evidence to support or refute the theories identified above (Bergdahl and Berterö, 2023).
The deductive approach also shapes the overall structure for research, which is guided by the collection of quantitative data via standardised questionnaires and analysis of that data using statistical methods to examine the links between digital transformation initiatives and outcomes for customer engagement. When assumptions derived from theories are tested against empirical data, researchers can draw unbiased conclusions that can be applied to large populations. This has allowed the generation of recommendations based on solid facts and has assisted in developing methods to enhance customer engagement in the UK cosmetics market.
[bookmark: _Toc220004309]3.2.3 Research design and strategy 
The research design of this study has been descriptive in nature. Descriptive research designs are typically used to systematically describe and analyse what is happening with digital transformation initiatives within the cosmetics sector, together with their effects on customer engagement in cosmetics. The descriptive design has allowed researchers to quantify information that consumers have regarding their experiences, behaviours, and perception of how customers engage and interact with fashion brands and some of the digital platforms (mobile apps, websites, personalised marketing, multi-channel services) used by Boots UK and other major cosmetic brands around the world (Ghanad, 2023). Accordingly, using a descriptive design has enabled the researchers to identify the most widely used digital transformation strategy among the world's leading cosmetic brands, the UK cosmetic brands, as well as how much they affect each other on the level of consumer interaction and engagement. Furthermore, as with a descriptive design, the evaluation and measurement of engagement results have been objective and based on empirical results.
The survey strategy has been used as the primary research approach for collecting standardised quantitative data efficiently from a larger sample of consumers (Gamage, 2025). As the survey method measures many indicators of customer engagement (satisfaction, frequency of digital interactions, perceived value, and loyalty) it has been provided to fulfil the research objectives by providing quantitative data for statistical analysis of the customer responses, along with its practicality and economic feasibility for conducting such a survey, and providing general knowledges that may assist in making evidence-based recommendations to help increase customer engagement within the UK cosmetics industry.
[bookmark: _Toc220004310]3.3 Time horizon 
In this study, the researcher adopts a one-time-only cross-sectional timeframe to gather data from respondents on their current perception and experience with digital innovation by Boone UK and other cosmetic brands. A cross-sectional study allows Boone and other cosmetic brands to compare customer engagement levels and digital experience using only one dataset (Hermans et al., 2024). Therefore, the cross-sectional study provides an efficient way to compare customer engagement and digital experience across many digital initiatives. This research is primarily conducted using a survey approach to allow for the submission of research results timely manner and to lessen the burden on the resources and time of Boone (and other cosmetic brands) to determine (and evaluate) the effectiveness of digital innovations currently being deployed in the UK cosmetic industry.
[bookmark: _Toc220004311]3.4 Data collection method 
[bookmark: _Toc220004312]3.4.1 Primary data collection method 
This research collects its primary quantitative data using an online survey that was created and distributed by way of Google Forms. The survey consists of a total of 15 closed-ended questions, which seek to capture quantifiable data from respondents regarding their experiences and opinions of the digital transformation of Boots UK and other cosmetic brands. The main importance of the survey method is to gather structured information from large groups for the informed decision-making process of the dissertation (Tsiu et al., 2025). In addition to the closed-ended question type, the survey includes the Likert scale format to measure several key constructs, including usability of digital platforms, personalised experiences, number of times customers interact with brands digitally, level of satisfaction with these interactions, and various types of customer engagement that have been activated by these interactions.
The use of survey questionnaires is consistent with the positivistic research philosophy and deductive approach adopted by this study; a standardised numeric dataset can be collected with this method and subjected to statistical analysis (Dehalwar and Sharma, 2023). Google Forms has been chosen as the means by which to create and distribute this survey because it is both highly accessible and cost-efficient while also providing access to a larger pool of potential participants than might otherwise be available through other means. This method helps to achieve the study's objectives by providing for an objective assessment of the various digital transformation strategies employed within the UK cosmetics market.
[bookmark: _Toc220004313]3.4.2 Data types and variables 
A structured survey was utilised to gather primary quantitative data for this study, which includes perceptual and behavioural data on the customers’ experience with digital transformation initiatives in the cosmetics industry (Linnér and Olsson, 2022). Digital transformation elements that are independent variables in this study include mobile app usage, website usability, personalised digital marketing, and omnichannel integration. Dependent variables that focus on customer engagement outcomes, including satisfaction, frequency of digital interactions, perceived ease of use, trust, loyalty, and intention to repurchase, were also measured. In addition, demographic information such as age, gender, and frequency of cosmetic purchases was collected to help with segmentation and comparative analyses in order to align with the research objectives and hypotheses.
[bookmark: _Toc220004314]3.4.3 Sampling strategy 
The researcher has used a purposive sampling method to select participants for the research by purposely picking customers from Boots UK who have previously used their mobile apps, websites and virtual cosmetic services. This sampling has increased the quality of the information because it has allowed researchers to gather information from individuals who understand or have experienced the transition to digital transformation (Struijkt et al., 2023). The data has been gathered through an online survey with a sample size of 110 participants who must be at least 18 years old, have lived in the UK and have used Boots' digital options within the last three months. Participants who have never engaged with any digital services offered by Boots UK have not been included in this study.
[bookmark: _Toc220004315]3.5 Data Analysis Techniques 
Data collected during the structured survey were analysed with Microsoft Excel, a well-established platform that allowed documents to be stored, analysed, and illustrated systematically and effectively. Microsoft Excel was selected as the software of choice because it is user-friendly, allows for accurate records, is efficient for analytics, and includes applications to conduct descriptive statistics for survey-based research (Ngandu, 2024). Initially, cleaning and coding of the raw data were performed to ensure that all data was accurate and could easily be analysed.
Based on the demographics of the surveys completed by respondents, descriptive statistics, including frequency, percentages, and averages, are used to summarise demographic data and key variables associated with digital transformation initiatives and customer engagement. Correlation analysis was conducted to examine the correlations among digital transformation variables (digital usability, personalisation, omnichannel) and customer engagement variables (customer satisfaction, interaction frequency, customer loyalty). Correlation was used to determine both the strength and direction of relationships among these digital transformation initiatives’ variables and customer engagement outcomes (Hizam et al., 2023).
Regression analysis was used to measure the predictive power of digital transformation initiatives on customer engagement; therefore, this statistical test directly addressed research objectives. charts and graphs, bar charts, pie charts and line graphs were used to show charts and patterns and trends visually, and to support interpretation and analytical clarity. Microsoft Excel assured analytic rigour by providing consistency in calculations and transparency in data interpretation.
[bookmark: _Toc220004316]3.6 Ethical consideration 
The research addressed ethical matters proactively and protected subjects. Participants in the study first signed an informed consent form, which gave respondents information about the purpose of this research study, as well as information about how their involvement is voluntary and they can withdraw from the research at any time without penalty (Park, 2024). Researchers assured participants that their responses were going to be kept confidential and that no identifiable private information would be collected during the course of this research study. Data collected during the course of this research project have been used strictly for scholarly purposes, and all data have been kept in a secure, password-protected location and have been accessible only to the scientist. The ethical standards for conducting research in this fashion were met, therefore allowing the researchers to collect data in a transparent, respectful, and fair manner when conducting this type of study regarding customer engagement in the UK cosmetic industry.
[bookmark: _Toc220004317]3.7 Research Limitations 
While due diligence was taken during the planning and conducting of this study, a few limitations have been identified and should be reported. A cross-sectional survey method captures customer sentiment at a given moment in time; therefore, it does not allow the researchers to analyse changes in engagement over time in relation to digital transformation initiatives that are implemented. While numbers have sufficient merit to allow quantitative analysis, the response rate from this study was only 110. Therefore, any conclusions that can be drawn from this study will have limited applicability to the overall UK cosmetic product market. In addition, self-administered survey data may contain biases (Social Desirability Bias and Recall Bias). To combat these concerns, the study utilised a structured questionnaire containing predetermined variables; used purposive sampling strategies to obtain the necessary participants who had experience related to the study, and used statistical analyses to maintain high levels of objectivity and reliability.
[bookmark: _Toc220004318]3.8 Research validity and reliability 
Careful research design and methodological consistency were employed to achieve validity and reliability in this research. The survey questions were developed from existing literature regarding digital transformation and customer engagement, thus ensuring that the constructs being measured reflect the purpose of the research. The use of clearly defined variables and Likert-scale items added to the construct validity of the study. Utilising Google Forms as a standardised survey for all participants created a level of reliability across all respondents, as everyone answered the same questions and was all analysed in the same way. Therefore, the results obtained from this study are reliable. Data were coded and statistically analysed using Microsoft Excel to achieve reliable, consistent results from the analysis of data. In addition, an adequate sample size of Boots UK digital users contributed to the dependability of the results and led to valid and usable findings that could be replicated.
[bookmark: _Toc220004319]3.9 Research quality and rigour 
This study has maintained consistent quality and high levels of rigour throughout, resulting from well-thought-out planning, transparent methodological options and consistent data analytical processes. A positivist philosophical view and the use of deductive reasoning ensured logical synergy between the research objectives, data collection and analysis methods (Paudel, 2024). The researcher benefited from the use of a structured and standardised survey as the tool for the study. Therefore, the researcher was able to gather reliable, measurable, and quantitative data on the entire population investigated. Before conducting a statistical analysis of the data, the researcher followed the data-cleaning and coding processes established in order to reduce the likelihood of errors occurring while at the same time providing complete accuracy in the processing of information. All of these practices enabled a clear evaluation of how trustworthy and scientific the research was conducted.
[bookmark: _Toc220004320]3.10 Summary 
This section of the document identifies the methods and analysis of the research conducted to investigate how digital transformation initiatives are impacting customer engagement at Boots UK within the Beauty sector in the UK. It justified its selection of the following research philosophies, designs and strategies: positivist philosophy; deductive approach; descriptive research design; survey research strategies. The section also detailed the methods and techniques used for collecting, sampling and analysing data, as well as addressing ethical issues, relevance, credibility and strengths and weaknesses of research methods included in the research framework as a way to support and verify the research framework established and ensure it has a strong basis for evaluating and discussing the research findings.


[bookmark: _Toc220004321]Chapter 4: Data findings and analysis 
[bookmark: _8udmv0fd00rw][bookmark: _Toc220004322]4.1 Introduction
This chapter reviews and evaluates mainly quantitative information that was gathered in assessing how the effects of digital transformation initiatives within Boots UK affect customer engagement. Findings derived from the data collected and analysed have been classified into three categories: demographic information, contextual digital factors, and inference analysis using correlation and regression analysis. Analysis of the data will directly answer the research objective as to how digital platforms, decision support tools, omnichannel integration, and personalisation are influencing customer engagement, brand connections and purchase intentions. The systematic interpretation of survey responses and statistical results will generate an empirical basis for the effectiveness of Boots UK’s digital transformation strategies and how those strategies increase customer engagement in the UK cosmetics sector. 
[bookmark: _di2x7h2jkjyn][bookmark: _Toc220004323]4.2 Data findings 
[bookmark: _mxake27767zr][bookmark: _Toc220004324]4.2.1 Demographic findings 
Age Distribution
[image: ]
[bookmark: _rr2hmdo2bt95][bookmark: _Toc220003227]Figure 4.1: Age group
(Source: Derived from Excel)
In the context of the surveyed respondents, almost 2/3 were between 25 and 34. Approximately 27% were between 18 and 24, and just less than 20% between 35 and 44. According to this demographic breakdown, it is recommended that Boots UK focus their digital transformation efforts (CRM) towards younger consumers (those aged 15-34). A demographic analysis of customers using Boots UK's services during the first year of digital engagement found that customers 45+ represented approximately 2-20% of total customers. As such, Boots UK successfully targeting its younger demographic suggests the value of digital transformation for increasing engagement and purchase intentions.
Gender Profile
[image: ]
[bookmark: _2bu32kkgilos][bookmark: _Toc220003228]Figure 4.2: Gender
(Source: Derived from Excel)
The surveyed respondents included significantly more men (57.8%) than women (42.2%), with zero indicating a "preferred not to say" response option. The gender distribution of the survey respondents is significant in that it indicates a shift in the cosmetics industry, historically dominated by female customers, towards increasing engagement by male customers with Boots UK as a result of inclusive digital marketing initiatives, tailored content, and improvements to product positioning that are enabled through digital transformation. The results suggest that Boots UK's digital platforms may be effective in attracting a broader-spectrum customer base.
Cosmetics purchasing frequency 
[image: ]
Figure 4.3: Frequency of cosmetics purchasing
(Source: Derived from Excel)
Based on the available data regarding how often individuals have purchased cosmetics at Boots UK, it has become evident that 34.9% of individuals who responded indicated that they purchased cosmetics less than once per month. 33.9% of the responses reflected that consumers make their first purchase (1st to 2nd time), and 21% reported making their third-fourth (3rd to 4th time) cosmetic purchase from Boots. Overall, approximately 55% of survey participants purchase beauty products either regularly or occasionally, which indicates that these participants have a long-standing connection with Boots. Data also show that while many respondents indicated that they are loyal to Boots by repeatedly purchasing its products, a significant portion of customers who previously purchased from Boots have now switched to purchasing from other retailers (i.e., lost to competitors); therefore, Boots should enhance its ability to retain existing customers through the continued development of its customised digital solutions for enhanced customer loyalty.
[bookmark: _ftaglo11kmuc][bookmark: _Toc220004325]4.2.2 Contextual findings 
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[bookmark: _ok8w5bvn7orl][bookmark: _Toc220003229]Figure 4.4: Platform ease
(Source: Derived from Excel)
According to the study findings, customers seem to have a very favourable view of the digital usability of Boots UK. 82.6% of survey respondents answered positively (50.5% strongly agreed, 32.1% agreed) when asked whether Boots UK’s website and mobile application are easy to use. Survey results from the consumer satisfaction survey show that 7.6% of participants disagreed strongly with the statement. Only 2.2% agreed with this statement, and 9% were neutral. This indicates that Boots has successfully invested in creating a committed customer base through digital engagement initiatives. The ease with which customers are able to navigate through an online shopping platform reduces their effort and friction associated with making multiple visits to the site, and ultimately leads to greater customer loyalty and engagement with the brand.
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[bookmark: _glpy2cgyw0iq][bookmark: _Toc220003230]Figure 4.5: App Experience
(Source: Derived from Excel)
In addition to the favourable impression of Boots UK’s digital usability, the survey results indicate that the Boots UK mobile application has a positive impact on the overall shopping experience. 82.6% of survey respondents agree or strongly agree with the statement that the Boots UK mobile app enhances the shopping experience. Very few respondents (7.6%) provided a negative view of the app itself, while 9.2% expressed no opinion either way. As a result of the survey, it appears that the Boots UK app is central to the digital transformation process of Boots UK. The app provides customers with an engaging, intuitive shopping experience regardless of whether they shop instore or online. Additionally, the high level of interest in mobile-first strategies among respondents highlights the importance of supporting digitally active customers with relevant content. Therefore, the mobile app is a vital factor that drives customers towards a more satisfying customer experience and increased engagement with Boots UK.
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[bookmark: _4kxqiubf6ett][bookmark: _Toc220003231]Figure 4.6: Digital decision support
(Source: Derived from Excel)
Online reviews and virtual try-ons were the most successful of Boots UK's digital technologies in terms of helping consumers to make informed purchasing decisions; 84.4% of survey respondents agreed or strongly agreed that they were helpful; only 7.3% were neutral, and 8.3% disagreed. The findings suggest that the digital technologies provided by Boots UK effectively reduce uncertainty regarding purchases by increasing consumer confidence in their buying decisions. The digital technologies provided consumers with the opportunity to make informed choices and to reinforce their trust in the Boots brand; therefore, the most important finding from this research is the identification of digital technologies that provide the greatest benefit in terms of consumer confidence and purchasing engagement.
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[bookmark: _ml76yyaz3yyy][bookmark: _Toc220003232]Figure 4.7: Omnichannel integration
(Source: Derived from Excel)
An overwhelming majority (83.5%) of tourists view an omni-channel integration as a positive experience, with 83.5% either "agreeing" or "strongly agreeing" that Boots UK provides effective integration between the online and offline shopping experience. Only 1.8% of the respondents were "neutral" about the effectiveness of Boots UK's omni-channel integration, while the same percentage expressed disagreement with the effectiveness of that integration, indicating that there is little friction between the different channels. One way that Boots UK has achieved this success in providing convenient and continuous experiences through omni-channel integration is the use of our "Click and Collect" service. Thus, one of the key contributions to customer engagement is seamless omnichannel integration.
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[bookmark: _ucgiks43ov48][bookmark: _Toc220003233]Figure 4.8: Personalised recommendations
(Source: Derived from Excel)
A majority of respondents (82.6%) agree that the personalised recommendations provided through Boots UK are relevant to them. Neutral responses accounted for 1.2%, while dissatisfied responses were low (7.6%). The results also show that personalisation has helped build relationships with customers by enhancing perceived relevance and supporting stronger brand connections. Therefore, personalisation adds to perceived relevance, which fosters stronger brand engagement.
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[bookmark: _v7w19e89j132][bookmark: _Toc220003234]Figure 4.9: Relevant digital offers 
(Source: Derived from Excel)
The majority of survey respondents (82.6%) agree that Boots UK’s digital promotions and offers are relevant. Only 5.6% indicated dissatisfaction with these digital promotions and offers, and only 9.9% said they were neutral. Thus, data-driven marketing and targeted digital marketing are both effective strategies to reach customers with relevant and engaging promotional information and offers.
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[bookmark: _9mmj6egzm27t][bookmark: _Toc220003235]Figure 4.10: Digital convenience
(Source: Derived from Excel)
The survey confirmed that 84.4% of respondents agreed or otherwise indicated that they felt that Boots UK was making it easier to shop by using digital technology, whereas only 7.3% of those who responded were neutral regarding this statement and the remaining 8.3% of respondents expressed dissatisfaction with the convenience of shopping via digital technology. This indicates that digital technology is very effective in making the shopping experience more convenient, saving customers time, and increasing customers' ease in obtaining goods. Additionally, Convenience is a significant outcome of digital transformation, as well as being a key contributor to ongoing engagement. Therefore, digital technology makes a significant contribution to shoppers' convenience and engagement.
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[bookmark: _l7lt0wp55xx6][bookmark: _Toc220003236]Figure 4.11: Integration frequency
(Source: Derived from Excel)
The survey results also indicate that a high percentage (83.5%) of respondents either agreed or strongly agreed that they are interacting more frequently with Boots UK, due to the digital services provided by Boots UK vs the number of respondents (8.3%) that were neutral, and the number of respondents (8.3%) who had a negative opinion of the frequency of their interactions with Boots UK as a result of using digital services. This is very positive news, as it can be concluded that the digital transformation initiatives have encouraged many more customers to interact with Boots UK, which in turn has increased customers' level of engagement with the business. Ultimately, digital services significantly improve the level of both interaction and Engagement of customers with Boots UK.
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[bookmark: _94t4ngsj8sn4][bookmark: _Toc220003237]Figure 4.12: Analysis of contextual questions
(Source: Derived from Excel)
According to our survey results, 50% of respondents provided positive feedback on how Boots UK were successful at developing a relationship between their customers and the Boots brand through its Digital Programs. 50% of respondents to our survey also agreed or strongly agreed that they believe that Boots' Digital Programs have encouraged their engagement with the brand. Over 82% of respondents reported "positive engagement" as they agreed with the respective statement. At the same time, only 9% of respondents disagreed (4% saying "strongly disagree"), indicating the vast majority of people find the digital capabilities of Boots UK effective for facilitating and maintaining a high level of customer engagement.
Regarding brand connection, 50.5% of respondents provided "strongly agree," 33.9% said "agree." Therefore, collectively over 84% of respondents have a positive response regarding feeling connected to Boots UK as a brand through its digital presence. The level of neutral response is relatively limited (7.3%), and therefore, the levels of disagreement combined are minimal. These responses suggest that Boots' digital transformation initiatives reach beyond functional benefits; they appear to effectively create emotional and relational connections with customers.
The digital satisfaction data support a similar trend. 50% of respondents reported "strongly agree," and 33% of respondents reported "agree" with the statement "I am satisfied with Boots UK’s digital service." There are very few people who disagree with this based on a very low level (9% combined total) of respondents. Thus, the vast majority of respondents perceive Boots UK's digital tools, features and interfaces as valuable and reliable. These results support objectives 2 and 3 of the research conducted.
The results of purchase intention show a significant behaviour resulting from digital transformation. 50% of respondents strongly agree, and 34% of respondents agree that the likelihood of them buying from Boots UK has increased, thus indicating that 84% of respondents have expressed positive intention to purchase. This provides solid evidence that digital interaction and satisfaction lead to real commercial results.
[bookmark: _1n69wa1qijcb][bookmark: _Toc220004326]4.2.3 Correlation analysis 
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[bookmark: _ppdo4sf42r1g][bookmark: _Toc220003238]Figure 4.13: Correlation analysis
(Source: Derived from Excel)
Correlation analysis is used to measure and quantify how strong and in what direction two variables have a relationship with one another. The measure of the relationship is the calculation of covariance between the two variables" (Temizhan et al., 2022). Correlation analyses are important for understanding how many different areas of an organisation's digital transformation initiatives relate to customer engagement and other outcomes (Chawla and Goyal, 2022).
Correlation analyses confirm a very strong positive correlation between all of Boots UK's important digital transformation factors and customer outcomes; for example, the correlation coefficient is generally between 0.95 and 0.99 between many of the digital transformation variables and customer outcomes. Platform ease has a very strong correlation with app experience (r = 0.97), digital decision support (r = .99), and omnichannel integration (r = .99), suggesting that platform ease is the foundation of the effectiveness of the broader digital offerings (such as app experience, digital decision support, and omnichannel integration).
Further, digital decision support and omnichannel integration are both highly correlated; for example, approximately 99% of customers who value digital decision support are also likely to perceive an integrated online-to-offline experience. Intense correlations between personalisation and relevance (respectively) through digital convenience (r = 0.99) and frequency of interaction with a brand (r = 0.99) illustrate that businesses offering targeted and data-backed products will provide an exceptional level of convenience to customers, which encourages them to continue interacting with the company.
The strong correlation (r = 0.99) between brand engagement and connection to the brand indicates the power of digital engagement in developing both behavioural and emotional aspects of the customer's relationship and illustrates the effectiveness of digital brand development as a tool for companies. These numbers (r = 0.99) further illustrate the interconnectedness of brand engagement and connection in the digital environment.
[bookmark: _5ytgh39mgq8q][bookmark: _Toc220004327]4.2.4 Regression analysis 
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[bookmark: _847d11106omq][bookmark: _Toc220003239]Figure 4.14: Regression model 1
(Source: Derived from Excel)
According to Roustaei (2023), regression Analysis employs the use of statistical methods to explore the relationship of an individual's dependent variable to one (or many) independent variables. This insight gleaned from a regression analysis of all factors measuring Digital Transformation based upon how a customer interacts with his/her brand, will provide the business with information that will enable it to make more informed and better decisions concerning its marketing, sales and service activities.
The impact of platform accessibility, digital decision-support tools, omnichannel integration, and digital personalisation on customers' engagement with Boots UK was studied through the use of multiple regression analysis. The results found that the model has an excellent level of explanatory power (R² = 0.989) and therefore, it explains 98.9% of the variability in customer engagement through these variables. The Adjusted R² (0.989) supports the stability of the model's explanatory power, while the Standard Error (0.109) reflects very low predictive error. The model's statistical significance is also supported by the ANOVA results, which show that the model (F = 2409.89, p < 0.001) is a statistically valid method of estimating the relationship between these variables and customer engagement.
Results show significant positive effects of both digital decision-support tools (β = 0.310, p < 0.001) and platform accessibility (β = 0.356, p < 0.001) on customer engagement. The increase in the level of customer engagement through the use of either method is evident through the increase in levels of and transaction size associated with customer purchases on these platforms. The results also show that omnichannel integration (β = 0.736, p<0.001) is the strongest predictor of customer engagement; thus, customers want an experience where there is fluidity when they go from shopping online to shopping in stores and back again.
Lastly, digital personalisation hurts customer engagement (β = -0.380; p = 0.009) due to either a perception of over-personalisation (the consumer perceives that the content is tailored too closely to their tastes) or an actual feeling of discomfort on the part of the consumer as they perceive the experience to be overly tailored to them. Therefore, the findings of this study support the notion that ease of use and omnichannel strategies are major drivers of customer engagement, and therefore, should provide organisations with clear direction as to how to enhance the effectiveness of their digital transformation initiatives in the UK cosmetics sector.
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Figure 4.15: Regression model 2
(Source: Derived from Excel)
Multiple regression analysis has been used to assess how brand engagement, brand connection, and digital satisfaction impact purchase intention in the context of Boots UK’s digital transformation. The model has a perfect fit as indicated by the R2 statistic of .992; therefore, the model explains 99.2% of the variation in the independent variable (purchase/intention) due to the variance explained by three independent variables. The adjusted R² value of 0.991 confirms the validity of the model, as the adjusted R² is higher than the R² due to the inclusion of an adjustment for the number of predictors in the model. In addition, a low standard error of 0.092 indicates the precision of the estimates generated by this model and the level of reliability of this model’s predictions. There is an adequate sample size (n=109) to support this regression analysis study.
ANOVA, or "Analysis of Variance," is a statistical analysis that compares the average difference between two or more groups (Alassaf and Qamar, 2022). Understanding if there is a statistically significant difference in outcome due to the differences in the average (or means) between the groups will increase the reliability of research findings and support the validity of group-based findings due to the nature of the test of differences. The ANOVA results demonstrate that this model is statistically significant (F=4166.54; p<0.001), which supports the conclusion that the combination of brand engagement, brand connection and digital satisfaction has a statistically significant effect on purchase intention. Only an independent variable has been found to have a statistically significant positive relationship with purchase intent, being connected to the Boots UK brand (β = 0.939, p < 0.001). Therefore, the stronger the emotional connection a customer has with Boots UK, the more likely they are to purchase products from that brand.
Networking with a Brand (β = 0.016, p = 0.807 (n.s.)) and Satisfaction with Digital Services (β = 0.016, p = 0.862) do not have a statistically significant direct contribution to consumers' intentions to purchase a product. However, these variables may have an indirect influence on the likelihood of purchasing by developing a bond or connection to the brand. From these findings, we conclude that investment in the digital environment will be most successful for Boots UK if they emphasize creating a strong connection to the brand, which will, ultimately, motivate consumers to purchase products.
[bookmark: _93prsaduwcw9][bookmark: _Toc220004328]4.3 Outcomes and results 
The outcome of the analysis of correlation supports how Boots UK’s digital transformation initiatives impact customer engagement and brand outcomes. Each of the digital transformation criteria, convenience of platform, application experience, means of making decisions with data, omnichannel integration, customised recommendations, appropriate digital advertising, convenience of digitally interacting, and frequency of interactions, demonstrated extremely high correlation, in most cases well above 0.97 to 0.99. As a result of these findings, there exists a direct connection between improvement in digital capability and an increase in brand engagement and brand connection.
In addition, there is almost a perfect correlation between brand engagement and brand connection and the core features of Boots UK’s digital transformation, including omnichannel integration (R=0.99), convenience of using digital channels (R≈0.99) and customised recommendations (R=0.99). This is indicative of the importance of offering consumers both an integrated digital ecosystem and an appropriate level of customisation to strengthen their emotional and behavioural connection. Consumer interaction with brands through digital channels and omnichannel integration has demonstrated a very strong correlation (correlation coefficient (R)= 0.99+) to the frequency of consumer interaction with brands through these channels. The fact that easy-to-use and integrated digital platforms encourage consumers to frequently interact with brands is indicative of the fact that the ease of use and seamlessness of their integration into brands leads to an increase in the number of interactions that consumers have with brands.
The relationships based on the three variables collectively indicate that Boots UK's initiatives regarding transformation through digital channel are not "one-offs", but in relation to one another, and collectively, create the most positive customer experience and the highest frequency of customer engagement. Thus, the results of this study conclusively address the original question raised by this research regarding the nature of the digital transformation approaches taken by Boots UK, identifying digital convenience, omnichannel integration, and personalisation as the three most important drivers of Boots UK's digital transformation. All three factors are positively associated with brand engagement and brand loyalty and the frequency with which consumers connect with Boots UK. As such, these three factors continue to support Boots UK in its efforts to secure and maintain its position in the digital space within the UK cosmetics industry.
4.4 Summary 
The results indicate that Boots UK’s digital transformation strategy has been successful in improving customer engagement, connecting consumers to their brand, and creating a desire to purchase from them. Several very positive attributes were highlighted in regard to ease of use of the platform, experience with the apps, decision support tools, integrated omnichannel, and digital convenience. Correlation analyses substantiate the correlations between the digital characteristics of the organisation; hence, they show that all three digital characteristics correlate very strongly and operate together to create more robust relationships between customers and their brands. In addition, results of regression analysis concluded that omnichannel integration and ease of use of the platform were the primary drivers of brand engagement, while brand connection was determined to be the greatest predictor of purchase intention. As such, these findings indicate that relationship-based, seamless digital strategies are essential in creating successful customer engagement within the UK cosmetics industry.



[bookmark: _gy4bflt7xxy][bookmark: _Toc220004329]Chapter 5: Discussion and analysis 
[bookmark: _a0weatb9v5nk][bookmark: _Toc220004330]5.1 Purpose and positioning
By applying the theoretical and empirical perspectives in Chapter 2 to qualify and synthesise Chapter 4 quantitative data, this chapter does not restate descriptive results, but reflects the interpretation and synthesis of these results. It is to articulate the reason as to why the digital transformation efforts of Boots UK affect customer interaction and purchase-related outcomes, and how thematics impact them, creating or undermining current literature on the subject of digital transformation in the cosmetics industry.
Based on the survey data (n = 109), Chapter 4 showed a fairly high positive response rate at major digital dimensions, with platform ease and mobile app experience (both 82.6% agreement rate), digital decision support (84.4%), omnichannel integration (83.5%), and digital convenience (84.4%). The correlational analysis showed very strong relationships (r = 0.95–0.99) between the factors of digital transformation and customer outcomes of customer engagement, and regression results indicated that the omnichannel integration was the strongest factor predicting customer engagement (r = 0.736, p < 0.001). On the other hand, AI-based personalisation had a strong negative impact (β = -.380, = 0.009), which can be explained by the excessive personalisation or the issue of privacy.
Such findings are placed in the framework of the Technology Acceptance Model (Oyman et al., 2022; Al-Adwan et al., 2023) and the Customer Engagement Theory (Hollebeek et al., 2023) and the current discussions of AI, omnichannel and trust in the UK cosmetics markets (Freisinger and Hildegard, 2024; O’Higgins and Fatorachian, 2025). By so doing, it offers a composite discourse that brings a convergence between the empirical evidence and theory and prepares the basis of the implications pursued.
[bookmark: _xwim837ywa53][bookmark: _Toc220004331]5.2 Analytical framework and discussion logic 
The current discussion is informed by a hybrid analysis framework that is based on the combination of the Technology Acceptance Model (TAM) and Customer Engagement Theory to explain how the digital transformation efforts of Boots UK affect customer engagement outcomes. The main concept used to analyse the customer acceptance of digital platforms is TAM, which includes the views of perceived ease of use, perceived usefulness (Oyman et al., 2022; Al-Adwan et al., 2023), and Customer Engagement Theory, which is a model explaining how repetitive interactions via digital technologies result in emotional, cognitive and behavioural engagements (Hollebeek et al., 2023).
The structure of the discussion is also thematic, making each subsection of the discussion relate to the important constructs listed in Chapter 2, platform usability, digital decision support, omnichannel integration and AI-driven personalisation and directly based on quantitative data presented in Chapter 4. In this way, the relationships found empirically can be understood as part and parcel of existing theory, instead of being taken as a statistical by-product. As an example, ease of use serves as an enabling factor to digital interaction as witnessed in very strong correlations between platform ease and app experience (r = 0.97), digital decision support (r = 0.99) and omnichannel integration (r = 0.99), which is in line with TAM predictions.
The results of the regression also inform the logic of the discussion by showing the comparative explanatory power of various digital factors (R2 = 0.989) and pointing to omnichannel integration as the best predictor of engagement (β = 0.736, p = 0.001). This chapter produces a convincing explanation of the reasons and under what circumstances digital transformation positively influences customer engagement in the UK context of the cosmetic industry through the combination of theory-based explanation with statistically significant results.
[bookmark: _hsv61liyda1a][bookmark: _Toc220004332]5.3 Thematic discussion: Synthesis of findings with literature 
[bookmark: _8l8ik5mrz822][bookmark: _Toc220004333]5.3.1 Usability, App Experience of the digital platform and technology acceptance
The results of Chapter 4 reveal that customer engagement at Boots UK revolves around platform usability and mobile app experience as the core, which gives a very strong argument in favour of the Technology Acceptance Model (TAM). An impressive proportion, 82.6% of the respondents, had agreed or strongly agreed that the site and mobile application of Boots UK are user-friendly, and the same number had affirmed that the mobile application complements and improves their overall shopping experience. The findings are indicative of strong perceived ease of use and perceived usefulness, two crucial antecedents of technology use suggested by TAM as a prerequisite of technology use and further usage (Oyman et al., 2022; Al-Adwan et al., 2023).
Additional support of this interpretation is provided by correlation analysis that suggests that there is an exceptionally strong link between platform ease and app experience (r = 0.97), between digital decision-support tools (r = 0.99) and between omnichannel integration (r = 0.99). This implies that usability is an enabling factor in the course of which other digital transformation projects create the benefits of engagement. The described results are in line with the views expressed by Micheletto et al. (2025), who believe the impact of ease of navigation and interface clarity in long-term engagement should be considered higher than that of technological novelty.
In the UK cosmetics environment, where the level of digital literacy does not align among consumer groups (Riaz et al., 2024), high usability scores in Boots UK allow the company to lower cognitive load and difficulties of interaction, hence promoting subsequent contacts and increased engagement. On the whole, the findings verify that the successful digital transformation starts with the creation of a smart platform, which justifies the relevance of TAM when it comes to explaining the outcomes of customer engagement.
[bookmark: _vt09zg3sfeoo][bookmark: _Toc220004334]5.3.2 Online decision support, AR/VR, and Purchase Confidence
Online reviews and virtual try-on tools have become one of the notable drivers of customer interaction and confidence in the purchase at Boots UK as a result of evaluating digital decision-support technology. In chapter 4, it is identified that 84.4% of the respondents agreed or strongly agreed that these digital tools assisted them in making better purchasing decisions, with only 8.3% of them showing dissatisfaction. Such a positive response is a sign that digital decision support is important in order to minimise the uncertainty, which is a major impediment in cosmetics purchasing, where product trial and suitability are the major issues.
These results are highly similar to previous literature. According to Toosi et al. (2022), decision-support tools based on AI increase consumer confidence because the information provided to them is better and more transparent in the process of making a purchase. Correspondingly, Adawiyah et al. (2024) establish that the intentions of users to purchase the AR-based virtual try-on technologies increase substantially when they consider the tools as accurate and easy to operate with. The results of the Boots UK case suggest that the technologies under consideration are related effectively, without urgency, usability and realism issues, as noted by Al Morabet (2021).
Moreover, correlation analysis shows that platform ease and omnichannel integration are almost the ideal mates in digital decision support (r ≈ 0.99), which concludes that platform design functionality is the leverage of the former to success. In line with Sarkis et al. (2025), these results imply that immersive, supportive digital tools promote sufficient engagement based on increased confidence, trust, and perceived value, not as a result of novelty in the first place.
[bookmark: _543dz1laazyu][bookmark: _Toc220004335]5.3.3 Omnichannel Integration as an Essential Customer Engagement Force
Omnichannel integration became the most impactful factor of digital transformation that influences customer engagement at Boot UK. In chapter 4, it is revealed that 83.5% of the respondents agreed and strongly agreed that Boots UK offers effective integration of online and offline channels, and the regression analysis of customer engagement forecast indicated that omnichannel integration is the strongest predictor (83.5%) of the channel (Boots UK) with a beta of 0.736 and a significance level of below 0.001. This points to the theme that smooth transitions within the touchpoints, which can be seen through online shopping and in-store collection, and Click-and-Collect, are the points of continuing engagement.
These results are highly aligned with Schrotenboer et al. (2022), stating the belief that uniform brand experiences across mediums increase engagement through a reduction of friction and cognitive load. Zimmermann et al. (2022) continue to emphasise that any vulnerability in one of the touchpoints can interrupt the whole customer experience, which leads to the fact that channel quantity is not as critical as the quality of integration. Close perfect results of the association between the omnichannel integration and the ease of the platform (r = 0.99) have been found during this study, and, therefore, it can be assumed that the effectiveness of integration depends on the presence of system usability.
Omnichannel maturity is a competitive strength, which, in the case of the UK cosmetics segment, where trust and convenience are key elements that determine purchasing behaviour (O’Higgins and Fatorachian, 2025), is evident in Boots UK. In general, the results stem from the available literature as they support the investigations by showing empirically that the support of a digital engagement is an advantage rather than a prerequisite of the omnichannel integration.
[bookmark: _4e47vgtq627z][bookmark: _Toc220004336]5.3.4 Personalisation through AI and the Engagement Paradox
Despite the presence of positive responses on personalised recommendation (82.6% in agreement), regression analysis showed that digital personalisation has a negative relationship with customer engagement. This is a paradox in that customers like to feel relevant but excessive personalisation or poor tuning of many-to-many may actually result in less engagement rather than more engagement.
This observation does find its way well with the critical perspectives in literature. Freisinger and Hildegard (2024) cautiously mention that due to personalisation produced by AI, anxieties about dependencies on data and other algorithms may emerge, and Kim et al. (2023) mention that decision overload is one of the major processes by which over-personalisation decreases engagement. Joseph et al. (2025) also state that hyper-personalisation may increase consumer anxiety due to the lack of transparency and control.
This pernicious impact is especially topical in the UK cosmetics market, where the consumer is even more sensitive to data privacy and AI transparency (O’Higgins and Fatorachian, 2025). The responses indicate that the personalisation core plans at Boots UK might have reached a point of optimality, a fact that supports the claim made by Muturi (2024) that emotional and experiential value should be added to the core of an algorithmic efficiency. Therefore, personalisation is only successful when tempered in terms of trust, transparency, and relevancy in the context of the situation.
[bookmark: _73loug36ne96][bookmark: _Toc220004337]5.3.5 Brand Engagement, Brand Connection, and Purchase Intention
The second regression model offers good evidence of the positive impact of brand connection and not functional engagement as the sole driver of purchase intention in the digital environment of Boots UK. Although the model explains 99.2% of purchase intention variance (R2 = 0.992), brand connection was the only variable that had a statistically significant positive impact (β = 0.939, p 0.197). On the other hand, there was no direct significant effect on digital satisfaction and frequency of interaction.
This finding is one of the strongest pieces of evidence that Customer Engagement Theory is conceptualised as a multidimensional construct that has emotional, cognitive and behavioural components (Hollebeek et al., 2023). The same arguments are supported by Amitrano (2021) who asserts that emotional attachment introduces a higher long-run value that is created by technological advancement. Additional reinforcement of the dependency of the behaviour interaction and emotional attachment has been noted in Chapter 4 through a strong relationship between brand engagement and brand connection (r = 0.99).
These outcomes imply that digital transformation programs can only make a business successful in the cosmetics industry, where trust, identity, and self-expression are fundamental to the success of any business venture. As per Ibrahim et al. (2024), the results show that the perceived authenticity and attachment through the use of technology to facilitate interaction should become actualised to enable purchase behaviour.
[bookmark: _7zp4wzh34r0r][bookmark: _Toc220004338]5.4 Interaction with the Conceptual and Theoretical Model
This paper entered with well-defined theoretical speculations that were based on the Technology Acceptance Model (TAM) and Customer Engagement Theory. These frameworks are mostly supported by the findings in Chapter 4, though some significant refinements are also found. In line with TAM, ease of use and usefulness were well justified with over 82.6% of positive answers to platform availability and experience using the app, whereas usability demonstrated almost perfect relationships with other digital constructs (r = 0.970.99). These findings support the idea that digital engagement in the UK cosmetics framework presupposes the acceptance of technologies (Oyman et al., 2022).
The Customer Engagement Theory is also well held. Regression showed that although several digital factors promote engagement (R2 = 0.989), it is brand connection, which is the sole direct predictor of purchase intention (β = 0.939, p = 0.001). This proves that artificial and relationship interaction mediates the connection between virtual interaction and business performance (Hollebeek et al., 2023).
Nevertheless, the adverse influence of AI-based personalisation (β= -0.380, p = 0.009) must be theoretically changed. However, instead of being a universally beneficial driver of engagement, personalisation seems to be a fringe mechanism with trust, transparency and intrusiveness perceptions as its moderators (Freisinger and Hildegard, 2024). Based on this, the well-fined conceptual framework will align the omnichannel integration and usability as the major enabler, emotional brand connection as the central mediator and AI personalisation as a conditional but not certain engagement factor of the same.
[bookmark: _raqd35691g8h][bookmark: _Toc220004339]5.5 Intense Strength Reflections and Explanations Alternatives
The findings of this study have high statistical validity with high explanatory power in the models (R2 above 0.98). Nevertheless, causal inference is not possible because the survey is cross-sectional (n = 109). Very high correlations (r 0.95-0.99) might be a result of multicollinearity, but that is theoretically appropriate as digital transformation constructs are linked to each other (Zimmermann et al., 2022). Self-reported measures are prone to common method bias, and the negative UK privacy sensitivity (β = −0.380, p = 0.009) aspect is also possibly due to the privacy worries of the UK and not universal consumer behaviour (O’Higgins and Fatorachian, 2025).
[bookmark: _rwo16y2roc9j][bookmark: _Toc220004340]5.6 Application and Transition to Chapter 6
Three insights are brought out in the discussion. To begin with, the most impactful engagement driver is the omnichannel integration (β = 0.736, p < 0.001), which highlights its strategic value. Second, digital decision aid tools increase confidence and engagement (84.4% of positive responses), thereby validating their significance in uncertainty reduction. Third, the application of AI-based personalisation should be done with caution since over-targeting will decrease engagement (β = -0.380). These results point to the fact that successful digital transformation of the UK cosmetics industry demands usability, design based on trust, and affective brand affiliation, which loses the foundations of the managerial implications elaborated in Chapter 6.
[bookmark: _kx3lgai7c67w][bookmark: _Toc220004341]5.7 Chapter Summary
This chapter combined the variables of the quantitative results with TAM and Customer Engagement Theory in explaining the way digital transformation is driving customer engagement in Boots UK. The findings affirm the relevance of platform usability and the incorporation of omni channels and support the fact that the strongest influencer of purchase intention (β = 0.939) is the emotional connection with the brand. Notably, the analysis shows a personalisation paradox, as the overuse of AI can affect engagement. All in all, the results complement the current theory by providing an answer that trust, emotional connection, and responsible digital design are the key requirements of sustainable customer engagement in the UK cosmetics sector.


[bookmark: _62gytc3tco82][bookmark: _Toc220004342]Chapter 6: Conclusion 
[bookmark: _9iemsl42dp][bookmark: _Toc220004343]6.1 Introduction
The chapter wraps up the dissertation, giving a summation of the main findings of the study, identifying its theoretical and managerial implications, limitations and future research directions. This research was conducted in order to examine how digital transformation projects may be applied to make customers more engaged in the UK cosmetics industry by using Boots UK as a case study. The main quantitative methodology was adopted, and the findings of the surveys on 109 consumers were utilised to test the dependence of engagement and purchasing intention on platform usability, omnichannel integration, digital decision-support tool, and AI-based personalisation. This chapter presents the empirical findings within the theoretical background of the Technology Acceptance Model and Customer Engagement Theory, and also explains the existing controversy surrounding trust, personalisation, and digital ethics in the UK cosmetics market.
[bookmark: _iw2tj415lgts][bookmark: _Toc220004344]6.2 Summary of Key Findings
Chapter 4 results provide rather robust empirical evidence that the digital transformation enhancement of the customer interaction produces significant improvement in situations when it is combined with usability, trust, and emotional attachment. Most of the respondents expressed their positive perception of digital presence provided by Boots UK, with the vast majority of the interviewees stating that the online store and application are easy to use and assist in enhancing the shopping experience (82.6%). This also favourably aligns with the Technology Acceptance Model that suggests that ease of use and usefulness are the focal points that prompt the adoption and involvement of technology (Oyman et al., 2022; Al-Adwan et al., 2023).
The integration of the omnichannel became one of the driving factors of engagement since 83.5% of the respondents affirmed that Boots UK effectively combines the online and offline experiences. To corroborate the evidence of seamless journeys (as the key feature of customer experience in cosmetics retail) provided by previous studies, and to identify the strongest predictor of customer engagement, the regression analysis indicated that omnichannel integration is the strongest predictor of customer engagement (β = 0.736, p < 0.001) (Schrotenboer et al., 2022; Zimmermann et al., 2022).
Reviews and virtual try-ons are the type of digital DSS that was rated favourably by 84.4 per cent of the respondents and has demonstrated lower purchase uncertainty levels and a higher degree of confidence. It can be attributed to the existing literature on how AR and AI-facilitating tools can be used to make informed decisions (Adawiyah et al., 2024; Sarkis et al., 2025). Nonetheless, in spite of 82.6 per cent of the respondents bearing personalised recommendations to be relevant, there was a pronounced adverse engagement effect on AI-based personalisation (β = -0.380, p = 0.009), which underscores the issues of over-personalisation, privacy, and the choice overload expressed in literature (Freisinger and Hildegard, 2024; Kim et al., 2023).
At last, emotional brand connection was found to be the main factor affecting the purchase intention with a very high positive effect (β = 0.939, p < 0.001). This proves the fact that although digital satisfaction and contact frequency matter, in the end, it is emotional and relationship interactions that support commercial results (Hollebeek et al., 2023; Amitrano, 2021).
[bookmark: _m3vfv3zhziub][bookmark: _Toc220004345]6.3 Theoretical Implications
There are a few contributions that this study makes to theory. First, it confirms the sustained applicability of the Technology Acceptance Model (TAM) in describing the concept of digital engagements in the UK cosmetics industry. Platform ease and engagement-related variables are closely correlated with high values of perceived usability, proving the main assumptions of TAM (Oyman et al., 2022). Notably, the results broaden TAM by proving that omnichannel integration significantly increases the perceived usefulness of its interconnected touchpoints and hold that considering technology acceptance to act not through intermediaries but as part of an ecosystem is becoming more common.
Second, the results also give Customer Engagement Theory solid empirical evidence due to the active involvement of emotional brand connectedness. Although there was a positive perception of behavioural interaction and digital satisfaction, brand connection is the only factor that directly influenced purchase intention. This is similar to Hollebeek et al. (2023), who frame engagement as a multidimensional concept and Amitrano (2021), in focusing on emotional attachment as a primary origin of long-term value.
Third, the research propels essential arguments on personalisation based on AI. Despite the fact that the previous literature emphasises the ability of AI to enhance the relevance and quality of the decisions (Dwivedi and Wang, 2022; Chakraborty et al., 2024), the effect of adverse engagement observed in this study confirms the views on the subject of caution. The authors of Freisinger and Hildegard (2024) and Joseph et al. (2025) assert that over profiling and algorithmic opacities will lead to diminished trust, whereas Kim et al. (2023) point to the danger of cognitive overload. These results indicate that personalisation is a conditional interaction process, mediated by trust, transparency and ethical data processing, especially in the UK, where consumer distrust of AI is still acute (O’Higgins and Fatorachian, 2025).
All in all, the article contributes to the current theory by providing a progressive form of pathway where usability and omnichannel integration make engagement possible, engagement leads to brand emotional connection, and brand emotional connection leads to purchase intention.
[bookmark: _p91vemx7h2jb][bookmark: _Toc220004346]6.4 Managerial Implications
The research provides a straightforward direction to the UK cosmetics managers. To begin with, organisations must make their primary strategic capabilities omnichannel integration and not individual digital tools. The full integration of online stores, mobile services, and brick-and-mortar stores increases the interaction level and trust, which promotes the existing literature on the omnichannel (Schrotenboer et al., 2022; Gerea et al., 2021).
Second, the managers are to take the approach of digital transformation that is usability-first. Intuitive user interfaces and navigation friendliness are also very important in maintaining engagement, especially with the different degrees of digital literacy amongst the consumers (Riaz et al., 2024). Similarly, it can be said that high-level technologies will hardly yield anything without a good usability basis.
Third, the deployment of AI-based personalisation should be done in a responsible manner. Although relevance is also a crucial factor, over-targeting or obscure targeting may decrease engagement and trust. The AI applications of transparency, the capacity to control the data, and moderation, promoted by the UK brands, should correspond with the increased expectations in the aspect of using the data ethically and being reliable (Freisinger and Hildegard, 2024; Ibrahim et al., 2024).
Fourth, managers are supposed to work on developing emotional brand associations using genuine online content, credibility indications, and coherent brand principles. The results reveal that emotional engagement, but not functional satisfaction, is the primary factor in the development of purchase intention (Hollebeek et al., 2023).
[bookmark: _u6x76umjcpot][bookmark: _Toc220004347]6.5 Future Research Limitations and Research Directions
This paper has a number of limitations. The study design is cross-sectional, which restricts the ability to cause and effect influence, and the expansion of self-reported data collected on surveys can result in response bias. The single UK brand emphasis limits generalisability in the overall cosmetics industry. The integrated nature of digital systems can also be manifested through high inter-variable correlations. Costs of the future research are proposed to implement longitudinal designs and understand the dynamics of engagement over time, compare between the UK and global cosmetics brands, and use mixed methods to examine the emotional and ethical aspects of AI-driven engagement. It would be especially useful to conduct further research on the personalisation thresholds and trust mechanisms.
[bookmark: _ivnexup2fbpw][bookmark: _Toc220004348]6.6 Closing Statement
As shown in this dissertation, the digital transformation will increase consumer experience in the UK cosmetics market only when usability, trust and emotional connection occur simultaneously. Employing Boots UK as a case study, the study reveals that technological innovation is not enough to create sustainability in value; instead, it is the creation of digitised systems that create confidence, authenticity and dependable brand relationships that build sustainability. The findings have advanced the academic theory as well as the managerial practice with suggestions on how to transform into a more automated retail world in a manner that is responsible and customer-centric by undertaking digital transformation.
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Section A: Demographic Questions (3)
Age Group
· 18–24
· 25–34
· 35–44
· 45–55
· 55 and above
Gender
· Male
· Female
· Prefer not to say
Frequency of Purchasing Cosmetics from Boots UK
· Less than once a month
· 1–2 times a month
· 3–4 times a month
· More than 4 times a month
Section B: Contextual Likert-Scale Questions (12)
Please indicate your level of agreement with the following statements:
 (1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree)
Digital Transformation Initiatives
0. Boots UK’s digital platforms (website and mobile app) are easy to navigate.
1. The Boots UK mobile app enhances my overall shopping experience.
2. Digital features such as online product reviews and virtual try-ons help me make better purchase decisions.
3. Boots UK effectively integrates online and in-store shopping experiences (e.g., click-and-collect).
Personalisation and Technology Use
0. Boots UK provides personalised product recommendations that match my preferences.
1. Digital promotions and offers from Boots UK are relevant to my needs.
2. Boots UK’s use of digital technology makes my shopping experience more convenient.
Customer Engagement and Interaction
0. I interact more frequently with Boots UK due to its digital services.
1. Digital transformation initiatives have increased my engagement with the Boots UK brand.
2. I feel more connected to the Boots UK brand because of its digital innovations.
Outcomes of Digital Transformation
0. I am satisfied with Boots UK’s digital transformation efforts.
1. Boots UK’s digital services increase my likelihood of repurchasing from the brand.
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1
	Timestamp
	Are you willing to take part in the Survey?
	What is your age?
	What is you gender?
	Frequency of Purchasing Cosmetics from Boots UK
	Boots UK’s digital platforms (website and mobile app) are easy to navigate.
	The Boots UK mobile app enhances my overall shopping experience.
	Digital features such as online product reviews and virtual try-ons help me make better purchase decisions.
	Boots UK effectively integrates online and in-store shopping experiences (e.g., click-and-collect).
	Boots UK provides personalised product recommendations that match my preferences.
	Digital promotions and offers from Boots UK are relevant to my needs.
	Boots UK’s use of digital technology makes my shopping experience more convenient.
	I interact more frequently with Boots UK due to its digital services
	Digital transformation initiatives have increased my engagement with the Boots UK brand.
	I feel more connected to the Boots UK brand because of its digital innovations
	I am satisfied with Boots UK’s digital transformation efforts.
	Boots UK’s digital services increase my likelihood of repurchasing from the brand.

	1-18-2026 21:08:07
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 21:19:12
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 21:24:02
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 21:47:11
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 21:51:18
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 21:55:12
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 22:10:07
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 22:12:57
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 22:17:01
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 22:20:19
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 22:25:23
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 22:28:47
	Yes
	18–24
	Male
	Less than once a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 22:37:47
	Yes
	18–24
	Male
	Less than once a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 22:50:08
	Yes
	18–24
	Male
	Less than once a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-18-2026 22:53:54
	Yes
	18–24
	Male
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-19-2026 9:13:31
	Yes
	18–24
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-19-2026 9:18:17
	Yes
	18–24
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-19-2026 9:25:17
	Yes
	18–24
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-19-2026 9:55:18
	Yes
	18–24
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-19-2026 10:02:07
	Yes
	18–24
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-19-2026 10:09:32
	Yes
	35-44
	Female
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-19-2026 10:14:21
	Yes
	35-44
	Female
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-19-2026 11:11:19
	Yes
	35-44
	Female
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-19-2026 11:12:48
	Yes
	35-44
	Female
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-19-2026 12:14:31
	Yes
	25-34
	Female
	Less than once a month
	2
	3
	1
	2
	2
	3
	2
	2
	1
	1
	1
	2

	1-19-2026 20:13:03
	Yes
	35-44
	Female
	Less than once a month
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	1-19-2026 20:23:05
	Yes
	35-44
	Female
	Less than once a month
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	1-19-2026 20:25:07
	Yes
	35-44
	Female
	Less than once a month
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	1-19-2026 20:31:26
	Yes
	35-44
	Female
	Less than once a month
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	1-19-2026 20:37:11
	Yes
	35-44
	Female
	Less than once a month
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	1-19-2026 20:41:29
	Yes
	18–24
	Female
	3-4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-19-2026 20:45:41
	Yes
	18–24
	Female
	3-4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-19-2026 20:49:49
	Yes
	18–24
	Female
	3-4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-19-2026 20:55:24
	Yes
	18–24
	Female
	3-4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-19-2026 21:28:19
	Yes
	18–24
	Female
	3-4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-19-2026 21:31:28
	Yes
	45-55
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-19-2026 21:36:35
	Yes
	45-55
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-19-2026 21:44:22
	Yes
	25-34
	Female
	More than 4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-19-2026 21:48:16
	Yes
	25-34
	Female
	More than 4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-19-2026 21:52:26
	Yes
	25-34
	Female
	More than 4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-20-2026 10:30:34
	Yes
	45-55
	Male
	Less than once a month
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2

	1-20-2026 17:46:06
	Yes
	45-55
	Female
	Less than once a month
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2

	1-20-2026 18:02:34
	Yes
	45-55
	Male
	Less than once a month
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	1-20-2026 18:08:47
	Yes
	45-55
	Male
	Less than once a month
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	1-20-2026 18:34:07
	Yes
	45-55
	Male
	Less than once a month
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	1-20-2026 18:38:18
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-20-2026 18:41:13
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-20-2026 18:45:47
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-20-2026 18:49:10
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-20-2026 18:53:13
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-20-2026 18:56:42
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-20-2026 19:00:03
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-20-2026 21:19:12
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-20-2026 21:24:24
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-20-2026 21:29:30
	Yes
	25-34
	Female
	3-4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-20-2026 21:34:22
	Yes
	18–24
	Male
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-20-2026 21:58:18
	Yes
	18–24
	Male
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-20-2026 22:03:14
	Yes
	18–24
	Male
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-20-2026 22:07:38
	Yes
	18–24
	Male
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-20-2026 22:12:03
	Yes
	18–24
	Male
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-20-2026 22:17:28
	Yes
	18–24
	Male
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-20-2026 22:22:48
	Yes
	55 and above
	Male
	Less than once a month
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2

	1-20-2026 22:27:06
	Yes
	55 and above
	Male
	Less than once a month
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	1-20-2026 22:31:57
	Yes
	45-55
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-20-2026 23:25:16
	Yes
	18–24
	Female
	1-2 times a month
	3
	3
	4
	4
	4
	4
	4
	4
	3
	4
	4
	4

	1-20-2026 23:53:58
	Yes
	25-34
	Male
	3-4 times a month
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	1-21-2026 10:00:52
	Yes
	18–24
	Male
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-21-2026 10:09:45
	Yes
	25-34
	Male
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-21-2026 10:17:04
	Yes
	18–24
	Female
	More than 4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 10:22:34
	Yes
	18–24
	Female
	More than 4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 10:28:00
	Yes
	25-34
	Female
	Less than once a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 10:31:08
	Yes
	25-34
	Female
	Less than once a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 10:31:10
	Yes
	35-44
	Male
	3-4 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-21-2026 10:34:10
	Yes
	45-55
	Male
	3-4 times a month
	3
	4
	4
	4
	3
	3
	4
	3
	4
	4
	3
	4

	1-21-2026 10:35:08
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 10:42:44
	Yes
	25-34
	Male
	3-4 times a month
	4
	2
	4
	3
	3
	3
	4
	4
	3
	4
	4
	4

	1-21-2026 11:35:22
	Yes
	25-34
	Female
	3-4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 17:27:03
	Yes
	25-34
	Female
	Less than once a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 19:30:52
	Yes
	18–24
	Female
	More than 4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 19:38:53
	Yes
	18–24
	Female
	More than 4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 19:42:32
	Yes
	18–24
	Female
	More than 4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 19:44:24
	Yes
	18–24
	Female
	More than 4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 19:51:32
	Yes
	18–24
	Female
	More than 4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 20:21:54
	Yes
	18–24
	Female
	More than 4 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 20:26:33
	Yes
	35-44
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-21-2026 20:32:37
	Yes
	35-44
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-21-2026 20:36:15
	Yes
	35-44
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-21-2026 20:43:38
	Yes
	35-44
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-21-2026 20:47:12
	Yes
	35-44
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-21-2026 21:44:45
	Yes
	35-44
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-21-2026 22:28:39
	Yes
	25-34
	Female
	1-2 times a month
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2

	1-21-2026 22:33:32
	Yes
	25-34
	Female
	1-2 times a month
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2

	1-21-2026 22:37:06
	Yes
	25-34
	Female
	1-2 times a month
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	1-21-2026 22:47:20
	Yes
	25-34
	Male
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 22:53:26
	Yes
	25-34
	Male
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 22:57:46
	Yes
	25-34
	Male
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 23:00:56
	Yes
	25-34
	Male
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 23:03:55
	Yes
	25-34
	Male
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 23:06:33
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 23:08:59
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 23:11:54
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-21-2026 23:14:29
	Yes
	25-34
	Female
	1-2 times a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-21-2026 23:18:01
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	1-22-2026 9:17:07
	Yes
	35-44
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-22-2026 9:20:31
	Yes
	35-44
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-22-2026 9:28:22
	Yes
	35-44
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-22-2026 9:32:33
	Yes
	35-44
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-22-2026 9:35:38
	Yes
	35-44
	Male
	Less than once a month
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	1-22-2026 9:47:51
	Yes
	25-34
	Female
	1-2 times a month
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
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