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Investigating the Impact of Digital Transformation on Customer Experience and Sales Performance at Ted Baker

1. Introduction and Identification of the Business Problem
The global fashion retail industry has seen major changes lately because of fast technological progress and shifts in consumer behaviour. The rise of digital technologies, like e-commerce sites, mobile apps, and social media marketing, has completely altered the way consumers engage with fashion brands. Consequently, numerous traditional retailers have had to adjust their business strategies to satisfy changing customer demands and stay competitive in the market.
Ted Baker is a well-known British fashion brand that offers premium clothing and is recognized for its unique designs and strong brand identity. Established in 1988, the brand has grown internationally and gained a reputation for providing high-quality apparel, accessories, and lifestyle items. Ted Baker sells its products through a mix of physical stores, online platforms, and wholesale partnerships in different global markets. Even with its solid brand reputation, the company faces tough competition in the fashion retail industry, which is always changing due to new technology and evolving consumer preferences.
In the last few years, digital transformation has turned into a key strategic focus for fashion retailers. Digital transformation means incorporating digital technologies into business processes to enhance operational efficiency, customer interaction, and overall organizational performance. In the retail sector, digital transformation enables companies to offer more personalized and convenient shopping experiences using technologies like data analytics, artificial intelligence, and online retail platforms.
The fast rise of online shopping has greatly transformed how consumers buy things. Shoppers are more inclined to enjoy the ease of looking at products, checking prices, and buying items online instead of going to brick-and-mortar stores. Moreover, today's consumers look for smooth and interactive online experiences, which include easy-to-navigate websites, tailored suggestions, quick delivery options, and helpful customer service. Stores that do not fulfil these demands might lose their customers to rivals that offer better digital services.
For fashion brands such as Ted Baker, adjusting to these changes brings both chances and difficulties. Although digital technologies provide fresh methods to connect with customers and boost sales, putting effective digital strategies into action demands a considerable investment and changes within the organization. Businesses need to make sure that their online platforms are user-friendly, attractive, and able to deliver personalized experiences that cater to customer needs.
Customer experience is now a key factor that affects buying choices in online shopping. Good digital experiences can boost customer satisfaction, promote repeat buying, and enhance brand loyalty. On the other hand, bad online experiences can cause customer unhappiness and lower sales. So, it's crucial to understand how customers view a brand's online platforms to enhance business success.
Even though there are continuous investments in digital technologies, there isn't much research looking into how digital transformation affects customer experience and buying behaviour at Ted Baker. Grasping this connection is especially crucial given the rising competition in the fashion retail sector.(Verhoef et al., 2021).
This research proposal is focused on exploring how digital transformation affects customer experience and sales performance at Ted Baker. By examining how customers view the 
brand's digital retail platforms and pinpointing the main factors that affect customer satisfaction, the study aims to offer insights that could help create better digital strategies and enhance business performance.

2. Research Aim, Objectives and Research Questions
Research Aim
The main goal of this study is to explore how digital transformation affects customer experience and sales performance at Ted Baker.
Research Objectives
To achieve this aim, the research will pursue the following objectives:
1. To examine the digital transformation strategies currently implemented by Ted Baker.
2. To analyse customer perceptions of Ted Baker’s digital shopping experience.
3. To evaluate the relationship between digital customer experience and purchasing behaviour.
4. To identify key challenges and opportunities associated with Ted Baker’s digital transformation initiatives.
5. To develop recommendations that could improve digital customer engagement and business performance.
Research Questions
The study will address the following research questions:
1. What digital transformation projects has Ted Baker put into action?
2. How do customers view their online shopping experience with the brand?
3. What factors affect customer satisfaction on Ted Baker's online retail platforms?
4. How does digital customer experience influence purchasing behaviour and customer loyalty?
5. What strategic improvements could enhance Ted Baker’s digital transformation outcomes?


3. Critical Literature Review
Digital Transformation in the Retail Industry
Digital transformation has become a major priority for the Ted Baker company. According to Verhoef et al. (2021), it involves integrating digital technologies into business operations to improve performance and deliver value to customers. In the retail sector, this transformation enables Ted Baker to discover creative ways to connect with customers and provide products and services.
Retailers are increasingly adopting digital technologies such as big data analytics, artificial intelligence, mobile commerce, and social media marketing to enhance customer engagement and streamline their operations. As noted by Brynjolfsson and McAfee (2014), these digital tools enable Ted Baker to collect extensive customer data and leverage it for developing personalized marketing strategies.
In the fashion retail industry, digital advancements have led to the emergence of new business models, including fast-fashion e-commerce platforms and brands that sell directly to consumers.
 Brands like Ted Baker and many other online retailers have seized a significant share of the market by offering convenient online shopping, speedy delivery services, and personalized product recommendations.
On the other hand, digital transformation comes with its own set of challenges. According to Westerman et al. (2014), a lot of organizations find it hard to match digital technologies with their current structures and business strategies. Sometimes, companies spend a lot on new technologies but don’t see the performance boosts they hoped for because of bad implementation or not enough employee involvement.
For well-known fashion brands such as Ted Baker, going digital means finding a way to balance old-school retail methods with fresh digital tools. This change might include rethinking how customers experience the brand, improving tech systems, and building new digital skills among employees.



Customer Experience in Digital Retail
Customer experience is now a key idea in marketing and retail management. According to Lemon and Verhoef (2016), customer experience refers to the complete impression that customers develop from all their interactions with a Ted Baker company during their customer journey. 
In online retail settings, customer experience is shaped by various elements, such as website design, ease of navigation, product details, customer support, and the efficiency of delivery. A good digital experience can boost customer satisfaction and lead to more repeat purchases.
Research by Rose et al. (2012) shows that the online customer experience is crucial for whether customers finish their transactions. If digital platforms are hard to navigate or don’t offer enough information, customers might give up on their purchases.
 Another key aspect of the digital customer experience is personalisation. With digital tools, retailers can analyse customer data to offer tailored product suggestions. These personalised experiences can boost customer engagement and enhance brand loyalty. 
On the flip side, bad digital experiences can harm a company’s image and lower customer trust. For instance, slow website loading times, complicated checkout processes, and inadequate mobile optimisation can all negatively impact customer satisfaction.
Omnichannel Retailing
Omnichannel retailing has become a key strategy for Ted Baker Company, aiming to merge online and offline shopping experiences. Rigby (2011) defines omnichannel retailing as a business model where Ted Baker provides customers with a seamless shopping experience across various channels.
 Customers can engage with a brand through different platforms such as websites, mobile applications, social media, and brick-and-mortar stores. Well-executed omnichannel strategies allow customers to transition between these channels effortlessly.
 Research indicates that customers who utilize multiple channels tend to spend more and demonstrate higher loyalty compared to those who only use a single channel. Consequently, they are investing more in technologies that facilitate the integration of digital and physical retail operations.
 For Ted Baker, omnichannel services like click-and-collect, returning online purchases in-store, and mobile shopping applications can significantly enhance customer convenience.
Gaps in the Existing Literature
Even though I did a lot of research and looked into digital transformation and customer experience in retail, there are still some gaps in my knowledge. First of all, Ted Baker focuses on large global retailers or just online businesses, and not enough attention is given to traditional fashion brands that are shifting towards digital models.
 Secondly, while some research I have reviewed discusses how technology is adopted, there are fewer studies that I have really explored regarding how digital transformation efforts influence customer behavior and their purchasing decisions.
 Lastly, there isn't much research that specifically examines the digital strategies of Ted Baker and how customers perceive the brand's online shopping experience.
 My goal is to address these gaps by investigating the connection between digital transformation and customer experience in the context of Ted Baker's retail operations.
4. Research Methodology and Design
Research Philosophy and Approach
This research will adopt a practical philosophy, allowing for the use of both qualitative and quantitative techniques to investigate complex business problems. A pragmatic approach focuses on selecting research methods that effectively address the research questions.
 The study will utilize a mixed-methods design that integrates both quantitative and qualitative data collection methods. This mixed-methods strategy provides a more comprehensive understanding of the research topic by blending statistical analysis with detailed qualitative insights.
Data Collection Methods
Survey
A survey that collects numbers will be done to get information from customers who bought products from Ted Baker online. This survey will look at how customers feel about the brand's online shopping experience.
The questionnaire will include questions related to:
· Website usability
· Product information quality
· Personalisation features
· Online customer service
· Overall satisfaction with digital shopping experiences
The survey will include Likert-scale questions to assess customer attitudes and perceptions.
Interviews
Semi-structured interviews will be held to gain a better understanding of customer experiences and views. These interviews give participants the chance to share in-depth descriptions of their experiences and what they expect from digital retail services.
Interview questions may explore topics such as:
· Customer expectations when shopping online
· Positive and negative experiences with Ted Baker’s digital platforms
· Suggestions for improving the digital shopping experience

Sampling Strategy
The study will utilize convenience sampling to gather participants who have bought products from Ted Baker.
 Approximately:
 • Around 100 customers will be involved in the survey
 • 8 to 10 participants will join in interviews.
 Participants will be recruited via social media, online forums, and personal connections.

Data Analysis
The data gathered from surveys will be examined with descriptive statistics to find patterns and trends in how customers respond.
 Statistical analysis might also involve correlation analysis to look into the connections between different factors like customer satisfaction and how often they make purchases.
 For the qualitative data from interviews, we will use thematic analysis, which means we will look for common themes and patterns in what the participants say.
Ethical Considerations
· Participants will be made aware of the study's purpose and will give their voluntary consent before taking part.
· All data gathered will be kept confidential and anonymous.
· Participants will also have the option to withdraw from the study at any point without facing any negative repercussions.
· The ethical form will be submitted to the university, and approval will be obtained before commencing the research. Data collection will only begin after receiving the necessary approval.



Reliability and Validity
To make sure everything is reliable and valid, we will put several measures in place. The survey questions will come from customer experience measurement scales that have already been validated. We will also pilot-test the questionnaire to make sure it is clear and relevant. 
We will use data triangulation by mixing both quantitative and qualitative data sources, which will boost the credibility of our research findings.



5. Business Relevance and Practical Implications
The proposed research has significant practical implications for Ted Baker's business strategy. By examining how digital transformation impacts customer experience, the study will provide valuable insights into how the company can improve its digital retail operations.
 The findings will help the organization identify areas where digital platforms may be underperforming and uncover opportunities for enhancement. For example, improving website usability, adding mobile shopping features, and implementing personalized marketing strategies could increase customer engagement.
 Furthermore, the research can support the development of more effective omnichannel retail strategies that integrate digital and physical shopping experiences. This could lead to greater customer satisfaction and enhanced brand loyalty.
 From a strategic perspective, understanding customer perceptions of digital retail services can enable Ted Baker to utilize resources more effectively and concentrate on investing in technologies that deliver the most value.
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