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[bookmark: _Toc224586960]1. Introduction
Retail business in the UK is very competitive, where digital marketing has become a necessity in developing efficient customer relationship management and engagement (Mustaphi, 2020). The digital world has transformed the old-fashioned consumer experience. This change has made it harder to engage the audience and ensure customer retention (Scott et al., 2017). Traditional UK supermarkets and retail brands have been forced to respond quickly to survive through the use of e-commerce and implementation of digital transformation strategies (Roy, 2024).
The John Lewis Partnership is characterised by a well-known corporate heritage, powerful retailer brand narrative, and high employee engagement (Sammour, 2017). Nevertheless, the main challenge for the business is how to transform this old-fashioned in-store customer experience into a digital interaction. It is also particularly important in the context of competing with other large retailers in the UK whose online marketing initiatives have a strong impact on consumer retention (Tunc, 2025).
The study contributes greatly to the existing literature on the topic of retail digital transformation by filling the theoretical and practical gaps in the literature. The research will be useful in academic knowledge as well as the practical management of businesses in the United Kingdom. The study theoretically adds to the discussion on how traditional retail firms handle digital consumer interaction. By closely investigating the intricate transition between physical in-store loyalty and new digital contact, this study directly contributes to the Customer Engagement Cycle theory. Additionally, since it applies a specific qualitative secondary-data comparison, this paper makes a good empirical contribution. In order to fill this research gap, the comparative case study method is quite effective. The method makes it possible to conduct a thorough, context-focused investigation of how different retail companies really implement digital strategy.
Aim: The study aims to explore the impact of digital marketing strategies on customer engagement by focusing on the case study of John Lewis Partnership, along with its competitors.
Objectives:
1. To interpret the existing online marketing initiatives adopted by the John Lewis Partnership to enhance consumer interaction.
2. To investigate the digital marketing and customer engagement strategies of five major competitors in the UK market, which are Marks and Spencer, Aldi, Asda, Tesco, and Sainsbury.
3. To assess the efficiency of digital customer engagement of John Lewis Partnership against these competitors on the basis of secondary market data.
4. To suggest strategic changes to the John Lewis Partnership that would help it improve its digital marketing performance.
Research Questions:
1. What are the existing online marketing initiatives adopted by the John Lewis Partnership?
2. What are the the digital marketing and customer engagement strategies of it five major competitors in the UK market?
3. How is the efficiency of digital customer engagement of John Lewis Partnership against these competitors on the basis of secondary market data?
4. What strategic changes can be suggested to the John Lewis Partnership that would help it improve its digital marketing performance?
[bookmark: _Toc224586961]2. Literature Review
[bookmark: _Toc224586962]2.1 Theoretical Framework 
The theoretical foundation of this research is the Customer Engagement Cycle. Sashi (2012) suggests that this defined framework is a conceptualisation of the process of transforming a conventional buyer into an ultra-engaged brand advocate by using digital channels. The model presents a systematic process that includes connection, interaction, satisfaction, retention, commitment, advocacy and ultimate engagement. Through this theoretical framework, the review will critically assess the ways in which the John Lewis Partnership and its key competitors apply the concept of digital marketing to support these specific stages, providing a strong basis of the comparative analysis.
[bookmark: _Toc224586963]2.2 Digital Marketing and the Consumer Journey
The digital technology has incredibly transformed the way consumers engage with retail brands due to a swift increase. Scott et al. (2017) outlined that consumer journey in the digital era is offering a complicated challenge. Currently, customers are able to compare similar products in many other digital platforms prior to making a purchase. To solve this current development, Mustaphi (2020) suggested that retailers need to specifically adopt digital marketing strategies that are aligned with customer relationship management. It was found that digital marketing campaigns can satisfy this purpose by ensure higher interaction with the customers.
[bookmark: _Toc224586964]2.3 E-commerce and Retail Transformation in the UK
The conventional retailers in the very competitive UK market have been forced to evolve in order to survive. According to Quader and Quader (2008), the UK traditional supermarkets initially employed e-commerce by strategic alliance to sustain market share. But this has now transformed into the necessity of total digital transformations. Roy (2024) suggested that established retailing businesses, like Tesco PLC, should have strong digital transformation strategies to tackle the agile competition. According to the findings of Tunc (2025), compared to traditional marketing, digital marketing ensures maximum customer interaction, which eventually leads to long-term loyalty. This can help brands like John Lewis Partnership survive in the fierce competition among brands like Aldi, Asda and Sainsbury’s.
[bookmark: _Toc224586965]2.4 Brand Identity, Sustainability, and the John Lewis Partnership
Jones and Comfort (2019) sought to understand the ways the major retailers in the UK utilize stories to build their brands and reach the emotional side of the consumer. This is especially applicable in the case of John Lewis Partnership, which strongly depends on its reputation. Sammour (2017) emphasised that customer experience and satisfaction at John Lewis are driven by corporate heritage and brand identity.
Much of this traditional interaction is based on the internal dynamics of the company. According to Baker (2018), the emotional commitment of the employees of John Lewis Partnership contributes to favourable word-of-mouth communication in digital platforms, which has traditionally prompted customer trust. Moreover, the trend in brand stories is changing. Jones (2025) stated that sustainability is becoming a central topic for the major clothing and retail brands, which can be a channel to create digital interaction.
[bookmark: _Toc224586966]2.5 Gap in the Literature 
However, in spite of the abundance of studies on digital marketing and retail transformation, there is still a particular gap. Although there are many studies that focused on the digital marketing strategies of retail businesses like Tesco, Aldi and John Lewis Partnership, those lack a single comparative research including the top retailers. There is only a few research that explains the customer journey from in-store to digital engagement. This study will fill this gap by involving the 5 top competitors of John Lewis Partnership. 


[bookmark: _Toc224586967]3. Methodology
[bookmark: _Toc224586968]3.1 Research Philosophy and Approach 
The analysis will follow a qualitative research design that will be based on interpretivism philosophy. Interpretivism fits the study well due to its emphasis on the subjective and complex consumer behavior, brand perception, and online interaction in the real world (Mogaji et al., 2024). Instead of trying to find objective and quantifiable laws, the philosophy permits a more in-depth examination of the subtle conceptualisations behind the digital campaigns being implemented by the UK retailers. Moreover, there will be an inductive research approach. An inductive approach begins with gathering and studying of particular qualitative information and gradually advances towards the establishment of general patterns, themes, and conceptual models (Kuczynski and Daly, 2003). Considering the fast-paced dynamics of digital marketing, an inductive approach will offer the flexibility to produce new knowledge directly based on the observed digital strategies.
[bookmark: _Toc224586969]3.2 Data Collection 
Data collection will be based on secondary data only in accordance with the qualitative design. In order to thoroughly explore the effects of digital marketing techniques on customer interaction, online searches will be undertaken using important academic and business databases. This search will mainly involve the use of Google scholar, the university library database as well as the company websites. Specific and targeted keywords are going to be used to guide the search of secondary sources. The keywords for search will be digital marketing strategies, customer engagement, UK retail sector, the names of the focal organization and its main competitors, such as the John Lewis Partnership, Marks and Spencer, Aldi, Asda, Tesco, and Sainsbury’s. The purposive sampling method will be used to select the most pertinent and up to date documents that directly target the main research objectives (Nyimbili and Nyimbili, 2024). The potential sources that will be obtained via this purposive sampling will be peer-reviewed journals, strategic industry reports, company annual reports and reputable business news articles, which will form an adequate basis of assessing the selected retailers.
[bookmark: _Toc224586970]3.3 Data Analysis 
After gathering secondary data, qualitative thematic content analysis will be used to evaluate it. This method of analysis is a systematic approach where the collected literature and market reports are reviewed to determine consistent themes, concerning current digital strategies and patterns of customer engagement (Anderson, 2007). First, the information on the digital marketing campaigns of the John Lewis Partnership will be coded thoroughly to get the main engagement strategies. These codes will be organized into larger thematic frameworks and will be compared directly to the relevant thematic data regarding Marks and Spencer, Aldi, Asda, Tesco and Sainsbury. This analysis will allow a large amount data to be compared under organised themes. 
[bookmark: _Toc224586971]3.4 Ethical Considerations 
Although this research does not involve in human participation in data collection process, all the ethical guides regarding the use of secondary data will be ensured strictly. All the information in this study will be gathered from publicly accessible sources. Only peer-reviewed journals and credible sources will be used. The ethical considerations of the secondary sources will not be violated. Data will not be manipulated to satisfy the objectives of this study. moreover, all the sources will be referenced appropriately to avoid plagiarism. Any data sources that involve sensitive data will be completely avoided.
[bookmark: _Toc224586972]4. Expected Findings
Based on the research questions of this study, it is anticipated that specific differences in digital engagement strategies will be revealed. According to the initial insights, the study expects to discover that the John Lewis Partnership is deeply dependent on corporate heritage, reputation based on high quality and brand storytelling to create emotional engagement and trust within the digital environment. Conversely, competitors like Tesco, Asda, Aldi, Sainsbury and Marks and Spencer are likely to adopt transactional and frequency based digital interactions. These competitors are expected to employ intensive promotional marketing, loyalty programs based on apps, and engaging social media content in order to stimulate the everyday digital communication.
This study will find whether John Lewis Partnership has a strategic gap on how it could convert its outstanding in-store customer experience into a dynamic digital touchpoints. The possibility of the findings can have substantial implications. They will probably be used to make strategic recommendations to the John Lewis Partnership by demonstrating how the brand can combine its traditional prestige with interactive digital campaigns to improve long-term retention of customers.
[bookmark: _Toc224586973]5. Limitations
One of the main limitations of this study is that it fully depends on secondary data sources. As this study does not involve any primary data, it will not have direct access to the recent customer data. As a result, the findings will be fully based on the accuracy and quality of the secondary data sources to be used (Wickham, 2019). Moreover, the use of interpretivism involves subjective interpretations, which might involve the researcher’s biases. In order to tacked this limitation, the study will involve only reputable data sources. Moreover, triangulation of the data from many other sources will be performed to ensure validity of the information. 
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	Week 4
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	Research Methodology 
	 
	 
	 
	
	 
	 
	 
	 
	 
	 
	 
	 

	Collecting Secondary Data 
	 
	 
	 
	 
	
	 
	 
	 
	
	 
	 
	 

	Interpreting findings and analysis
	 
	 
	 
	 
	 
	 
	
	 
	 
	 
	 
	 

	Conclusion and recommendation  
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Review of the report and handover of the project 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 


Table 1: Research Timeline
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The UK retail sector is undergoing a digital transformation, which means that effective customer engagement via digital marketing is imperative to the traditional brands. The proposed research seeks to critically analyze the digital marketing practices of John Lewis Partnership in relation to the five largest competitors that include Marks and Spencer, Aldi, Asda, Tesco and Sainsbury. The study is well-equipped to meet the objectives by using a qualitative, interpretivist approach. It will use secondary data for a thematic content analysis under inductive approach. 


[bookmark: _Toc224586976]References
Anderson, R. (2007) 'Thematic content analysis (TCA)', Descriptive presentation of qualitative data, 3, pp. 1-4.
Baker, J. (2018) 'An analysis of the affective commitment amongst John Lewis Partnership employees and the implications for word-of-mouth communication', Journal of Promotional Communications, 6(2).
Jones, P. (2025) 'Sustainability and the UK's leading clothing retailers', Athens Journal of Business & Economics, 11.
Jones, P. and Comfort, D. (2019) 'Stories and Retailer Brands: A Study of the UK’s Leading Retailers', Indonesian Journal of Contemporary Management Research, 1(2), pp. 65-77.
Kuczynski, L. and Daly, K. (2003) 'Qualitative methods for inductive (theory generating)', in Handbook of dynamics in parent–child relations, pp. 373-392.
Mogaji, E., Jain, V. and Sharma, H. (2024) Qualitative research for a digital world: a practical guide. SAGE Publications Limited.
Mustaphi, B. M. (2020) 'Digital marketing strategies for effective customer relationship management', Journal of Modern Accounting and Auditing, 16(8), pp. 376-384.
Nyimbili, F. and Nyimbili, L. (2024) Types of purposive sampling techniques with their examples and application in qualitative research studies.
Quader, M. S. and Quader, M. R. (2008) 'The utilization of e-commerce by traditional supermarkets in the UK through strategic alliances with internet based companies', Journal of Services Research, 8(1).
Roy, B. A. S. I. L. (2024) Digital transformation strategies in traditional retail industries: A Case of Tesco PLC.
Sammour, A. A. T. (2017) Corporate heritage brand identity, customer experience and satisfaction: the case study of John Lewis partnership. Doctoral dissertation. Brunel University London.
Scott, P., Scott, T., Stokes, P., Moore, N., Smith, S. M., Rowland, C. and Ward, T. (2017) 'The consumer journey in the digital age: the challenges faced by destination and place marketing agencies', International Journal of Digital Culture and Electronic Tourism, 2(1), pp. 28-45.
Tunc, S. (2025) An analysis of the impact of digital marketing strategies on customer loyalty: The supermarket sector in Ireland. Doctoral dissertation. National College of Ireland, Dublin.
Wickham, R. J. (2019) 'Secondary analysis research', Journal of the Advanced Practitioner in Oncology, 10(4), p. 395.



2

image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




