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Background and Rationale
The UK fashion retail has changed a total revolution just like any other business sector largely due to the accelerated adoption of modern technology. Among the key factors that influenced the Fashion retail business is the emergence and application of a multichannel marketing approach, which involves online purchases and offline purchases. The change in preference of shopping between traditional in-store shopping and Hybrid shopping evolved drastically to Hybrid by the customers over the last decade. This alternative shopping is a mix of the usage of websites, mobile applications, and social media (Merritt and Zhao, 2020). The finest illustration of this change is Next plc, one of the largest and well-established fashion retailers in the UK with over 500 stores, and with a good online presence. Next PLC has noted and reported a significant change in culture and strategy in their customer engagement and sales. This can be noticed when they claimed that their online sales are more than their physical store sales (Next Retail Ltd, 2018). In addition to its size, Next plc is a perfect case study since it is well known as a digital retail pioneer and was among the first fashion retailer in the UK to adopt the latest omni-channel technologies like Click & Collect, mobile app customisation, and virtual try-ons.
This new engagement and sales strategy shift increased and complicated customer satisfaction at the same time. As an example, the retailer is paying less attention to product quality and in-store service, and it is turning its attention to customers via all channels, including the online ones (Grosche, 2025).
The customer satisfaction and brand loyalty are influenced by a variety of elements including the consistency of the digital and physical touchpoints, the convenience of the internet, the functionality of the mobile applications and the timeliness of the customer support. Such studies as Chang et al. (2024) are inclined to the fact that digital experiences are becoming a relevant contribution factor to consumer behaviour, which is extremely impressive, considering that young, technologically-oriented consumers are considered.
The increasing demand among the consumers is putting the Fashion retailers in a paradoxical position, as it has to handle both costs to incorporate the modern techs and systems, and at the same time, maintain brand integrity in the digital world. This is something that the retailers should struggle with and they need to understand how these factors influence customer satisfaction in omni-channel settings in case they wish to remain competitive.
Research Problem
Retail sector is using the omnichannel approach in the right way. However, despite this popularity, there is a huge knowledge gap in this area especially considering the qualitative aspect of customer satisfaction. Most of the former studies (e.g., Ghazali and Sholahuddin, 2024; Nisar and Prabhakar, 2017) were quantitative with an emphasis put on the statistical relationships between satisfaction ratings, product qualities, and quality of the delivered service. However, these studies do not take into account the anticipations, emotions, and encounters of consumers to interact with one another, online, as well as offline. Though the indicators such as sales performance and app ratings, in particular, could provide quantifiable indicators of Next plc, they cannot be employed to classify the reasons behind customer satisfaction or dissatisfaction (Zuhir et al., 2025). One of them, the Next, Click and Collect service, when shopping begins online and subsequently individuals collect it themselves in the store, can be used to ease the situation (Rahman et al., 2022); it can, nevertheless, leave people enraged when the physical experience does not match the online frenzy. In addition, there could be a significant difference between the views of the technological features: digital receipts, augmented reality (AR) try-ons, and the usefulness of mobile applications (Davis and Aslam, 2024). Therefore, there is a gap in existing research as the current study addresses a human component of customer satisfaction by considering functional (such as ease of shopping) and emotional (such as trust, enjoyment, and brand attachment) satisfaction in an omnichannel fashion environment. Through the study, a knowledge gap in the literature on UK fashion retail concerning consumer perception and interaction with the omni-channel ecosystem of Next plc will be bridged as will be examined.



Research Aim
To explore how omni-channel marketing strategies and digital technologies influence customer satisfaction in the UK fashion retail sector, using Next plc as a case study.

Research Objectives
1. To explore customers’ perceptions of Next plc’s omni-channel retail experience.
1. To identify the factors influencing customer satisfaction in the digital fashion retail environment.
1. To examine how mobile app features and in-store technology affect the customer experience.
1. To provide recommendations to improve customer satisfaction and loyalty at Next plc.
Research Questions
1. How do customers perceive the effectiveness of Next plc’s omni-channel strategy?
1. What digital and service elements most strongly influence their satisfaction?
1. How can Next plc leverage technology to enhance customer experience and loyalty?
Research Contribution
This study will make both theoretical and practical contributions. Providing a qualitative, interpretive perspective on customer satisfaction in the UK fashion industry will add to the body of knowledge on omni-channel retailing. This study will investigate the mechanisms underlying how consumers experience, interpret, and assess omni-channel retail practices, whereas most studies (e.g., Merritt and Zhao, 2020; Nisar & Prabhakar, 2017) focus on quantitative correlations. Additionally, it will assess the applicability of frameworks such as the Technology–Organisation–Environment (TOE) model and the Kano Model in a qualitative setting. 
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2.1 Understanding Customer Satisfaction
Kotler and Armstrong (2016) define customer satisfaction as a degree to which a product or service fulfills or exceeds the Customer expectations. Customer satisfaction in the fashion retailing business is affected by the aesthetics, social identity, convenience, and emotional connection of the brand (Ghazali and Sholahuddin, 2024). According to Merritt and Zhao (2020), technology has expanded the meaning of satisfaction. This is to include both digital experience, and cross-channel interaction, along with actual service quality. Thus, e-satisfaction (online experience) and omni-satisfaction (integration of online and offline experiences) are both notions of the multidimensional construct of satisfaction in the context of the fashion retail industry, especially in the 20th Century.
2.2 Omni-Channel Retailing
Omni-channel retailing integrates platforms of online, mobile, and in-store to create a unified customer experience along their journey (Cook, 2014). This combination renders the strategy trendy because the statistics indicates that 73 percent of the consumers in the retail sector are omnichannel shoppers (Capital One Shopping, 2025). Customers can conduct research about products online, order apps and take them up in-store as illustrated by the retail strategy designed by the Next plc, which uses omni-channel systems. Merritt and Zhao (2020) argue that the use of the omni-channel facilitates greater accessibility and personalisation by businesses, which ultimately increases the satisfaction of customers. Yet, perceived quality and trust can be challenged by poor integration or incongruent service (Herhausen et al., 2015).
2.3 The Role of Mobile Apps and Digital Interfaces
Mobile applications have become a necessity in the retail of fashion. In fact, according to a study conducted recently 84 percent of consumers in Germany use at least one fashion app (Sandra Katzenberger, 2025). Based on the Stephan Grosche (2025) list of 15 features categorized with the help of the Kano Model, the app functions such as in-app product availability, digital receipts, and coupons are excitement-generators- they greatly increase user satisfaction when implemented successfully, and cause dissatisfaction when underdeveloped or implemented poorly. Furthermore, the studies indicate that AR interactive capabilities motivate emotional response: a 301-household survey has discovered that virtual try-ons enhanced satisfaction and loyalty by generating sensory/affective brand experience, whereas a general consumer engagement was enhanced with the use of AR interactivity (Nalic, 2024). Thus, on the one hand, by providing a retailer such as Next plc with the notion of Click and Collect, as well as the AR try-on reduction, they access the convenience aspect of the utilitarian sense of the mobile-app retail and the emotional, hedonic layer of the modern mobile-app retail. But when these are poorly implemented (ex. out of stock products or broken AR), the same capabilities have the potential to destroy perceived quality and trust.

2.4 Service Quality and Technology Integration
Human service quality is an area where even in the digital age, it is one of the strongest predictors of customer satisfaction and loyalty. To illustrate this point, one of the studies of human and AI service quality showed that an indirect impact of human service quality on loyalty via satisfaction is a stronger one (Ghazali and Sholahuddin, 2024; He et al., 2023). Similarly, several other dimensions have been demonstrated to directly affect customer satisfaction, including responsiveness, empathy, and reliability, which, in turn, mediate the loyalty results (Ghazali and Sholahuddin, 2024; Kumar et al., 2022). Indicatively, in one of the studies, the service quality-loyalty relationship was strong and positive (r = 0.557), and customer retention was predicted by loyalty (0.695) (Ssenyonga, 2024). In the meantime, one can strengthen these aspects with the help of the technology-based services, e.g. automated chat or customised communication which may be regarded as supportive and human-oriented. However, technology can also minimize empathy and trust between consumers when it is seen as neutral or invasive (Chang et al., 2024; Al-Suwaidi et al., 2024). Thus, retailers must strike a fine balance between emotional inclination and loyalty by developing human-centred service designs, and digital innovation.
2.5 Conceptual Framework
There are two theoretical models the study is founded on. The categorises is used to classify service features as basic, performance and excitement factors (Kano, 1984). The Kano Model. It is applicable to the case to reveal which elements of the Next omnichannel system (e.g., Click and Collect or AR try-ons) people are content with and which ones are not. On the other hand, Technology Organisation Environment (TOE) Framework (Tornatzky and Fleischer, 1990) describes the influence of organisational and environmental factors on technology adoption. In this paper, TOE is used to analyze the application of digital technologies by Next in relation to the expectations of consumers.

Omni Channel Features
· Seamless Integration
· Mobile App 
· Instore Tech
Customer Satisfaction
· Convenience
· Digital Experience Quality
Customer Loyalty
· Trust
· Brand Attachment
Customer Loyalty

Figure 1: Conceptual Framework
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3.1 Research Philosophy
The interpretivist philosophy the study uses presupposes the social construction of reality and the most effective method to understand it is based on the subjective meaning of the participants (Saunders, Lewis, and Thornhill, 2019). Interpretivism will assist the researcher to delve into the understanding on how the consumer internalises and perceives their shopping experiences and what they think about the same. The qualitative and interpretive style is the most suitable to positivist or quantitative paradigms because the concept of judgment of customer satisfaction is based on emotions, perception, and judgment, which have some contextual-dependent variable.
3.2 Research Approach and Design
Due to the need to formulate theories based on empirical data, the inductive qualitative case study design will be employed (Yin, 2018). One case study of Next plc can be used to provide a comprehensive contextual data of customer experiences in a complex omni-channel retail environment. This design results in a comprehensive investigation of customer stories, unlike the generalisations made on other populations. This is especially warranted as Next is one of the brightest instances of digital integration in the UK fashion retail, and such type of integration is applicable to the theoretical sampling logic.
3.3 Data Collection
Semi-structured interviews will be used to gather data, which is a flexible and interactive pattern of data collection since it gives participants the opportunity to elaborate more on their experiences and views. According to Creswell and Poth (2018), this method is suitable as it provides a detailed qualitative information and represents the complexity of customer satisfaction more efficiently than surveys. The respondents will be requested to make reflections on their shopping experience at the online and offline stores of Next, detailing what they liked or did not like and why they have the said perception.
A total of 15 to 20 people will be used in the study and this is the most suitable sample size to attain the thematic richness without losing analytical content (Braun and Clarke, 2006). The sampling will be done on the basis of purposeful sampling in order to achieve diversity amongst the participants by selecting people of various ages, gender and shopping frequency. This diversity will be obtained by outreach with the help of forums of Next customer community, social media groups, and in-store invitations so that the sample would represent a wide spectrum of consumer experiences.
The interviews will take between 15 and 30 minutes, and they will be carried out either face-to-face or online using either Zoom or Microsoft Teams (participation choice). The interview questions will be open-ended and will be framed around four main themes, namely, (1) attitudes to the omni-channel strategy of Next; (2) usage of AR tools and mobile app features; (3) consistency and cross-channel integration of services; and (4) emotional satisfaction, trust, and perceived value.
All interviews shall be tape recorded and transcribed word to word with the permission of the participants. Interviewer notes will be used to record nonverbal communication and tone in order to facilitate the contextual interpretation. The researcher shall keep a reflective journal to reduce bias and increase the level of transparency in the research process. The data saturation will be regarded to occur when the sequence of interviews yield no outputs in terms of new themes or understanding, then it will be said that more data collection will not add any value to what is being studied.
Secondary data (app-store reviews, customer feedback forums and company reports) are going to be analysed in addition to primary data. This will be to triangulate results and give more contextual information that can be used to supplement the interview data.
3.4 Data Analysis
Thematic analysis as defined by Braun and Clarke (2006) will be used in the analysis of qualitative data. These six steps applied in this process are familiarisation of data, coding, theme generation, reviewing, defining and writing up. Organizational data will be systematically handled and coded using NVivo software. The analysis shall aim at determining patterns of convenience, trust, personalisation, digital usability and emotional response that can be replicated. The results will be then placed in perspective with the existing literature and the themes will be related to the theoretical constructs of the TOE framework and the Kano Model.
3.5 Ethical Considerations
The study will also be carried out in line with the ethics provisions of the university. All the participants will be informed about the objectives of the study, confidentiality, and the right to quit the study at any moment and will give informed consent. The information will be pseudonymised with the help of pseudonyms, stored in encrypted devices, and deleted at the end. The research does not work with sensitive personal information or vulnerable groups, so the ethical risk is the least serious.
3.6 Research Limitations
The research is a qualitative study that cannot be generalised statistically as it is a single-case study. Its analytic level, in turn, will allow analytical generalisation and provide conceptual understanding, which other fashion retailers can use (Yin, 2018). The weakness in self reporting of people is another weakness which can be lessened by reflective practice and secondary triangulation of literature.
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	Research Activity
	Duration
	Timeline (2025–2026)

	Topic selection, proposal writing, and initial review
	1 week
	Nov 2025

	Comprehensive literature review
	2 weeks
	Nov–Dec 2025

	Ethical approval and participant recruitment
	1 week
	Jan 2026

	Conducting semi-structured interviews
	3 weeks
	Feb 2026

	Data transcription (ongoing alongside interviews)
	2 weeks
	Feb–Mar 2026

	Initial coding and NVivo preparation
	1 week
	Mar 2026

	Thematic analysis (theme generation, reviewing, refining)
	3 weeks
	Mar–Apr 2026

	Drafting dissertation chapters
	2 weeks
	Apr–May 2026

	Final editing and submission
	1 week
	June 2026
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