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Impact of Online Shopping on Customer Satisfaction at High Street Grocery Chains in Birmingham
[bookmark: _Toc1531514925]CHAPTER 1: Introduction
[bookmark: _Toc947163817]1.1 Introduction
The fast growth of online retailing has altered the makeup and operation of the grocery sector in the United Kingdom. The adoption of digital platforms in the conventional retailing models has transformed the customer demands, service delivery systems and competitive practices. The use of online shopping platforms by high street grocery chains like Tesco, Sainsbury and Marks and Spencer has become the new trend in response to the changing consumer behaviour. This change has gained pace, especially following the COVID-19 pandemic, which has greatly enhanced the use of digital grocery services.
In the retail markets, customer satisfaction is still a key factor that determines organisational success. It has an impact on customer loyalty, repeat purchasing behaviour and the general brand performance (Oliver, 2015). Although online grocery shopping has greater convenience, saves time and offers a greater personalisation experience, it also has operational and experiential issues, such as inefficiency in delivery and absence of sensory input (Verhoef et al., 2015). Thus, the analysis of the impact of online shopping on customer satisfaction in high street grocery chains is essential in terms of long-term sustainability and competitive conditions.
[bookmark: _Toc88812148]1.2 Background
The grocery industry in the UK has, over the years, experienced a robust transformation, which is mostly driven by the constant expansion of digital technologies and changing consumer preferences and purchasing behaviour. The continuous growth of online grocery shopping was fast-tracked most significantly during the outbreak of COVID–19. During this period, movement has been restricted and health-related concerns have encouraged consumers to adopt digital platforms (Deloitte, 2022). Even after the restrictions have been eased, many of the consumers continued to use online services such as click-and-collect and home delivery, which indicated their lasting behavioural shifts. This transition has helped in reshaping how high street grocery retail chains’ function, especially in urban cities where time efficiency and convenience are highly valued. 
Online grocery shopping has been offering various features that have a direct influence on customer satisfaction. It includes secure payment systems, delivery reliability, personalised recommendations and website usability. These elements have been contributing to perceived service quality and play a pivotal role in building consumer loyalty (Hansen et al., 2021). Apart from this, operational factors such as timely delivery, responsive consumer service and order accuracy have a significant impact on the overall shopping experiences (Kumar and Anjay, 2017). However, there are still different challenges, such as damaged goods, delayed deliveries and incorrect substitutions, which continue to negatively impact consumer trust and satisfaction (PwC, 2023). 
Traditional in-store shopping, in contrast, provides social and sensory benefits, which allow consumers to assess product quality and directly interact with staff. The lack of these experiential aspects in the online environments can help in the reduction of perceived satisfaction (Mortimer et al., 2016). As a consequence, many of the retailers are adopting omnichannel strategies, which help in integrating both offline and online services for offering a seamless and consistent consumer experience (Rigby, 2023).
Birmingham is especially significant for this research as it has the status of one of the largest and most diverse cities in the UK. It has a dynamic retail landscape along with a vast range of consumer demographics. Birmingham’s high street grocery sector has been facing intense competition over the years, which has made customer satisfaction one of the critical factors for deciding business success. Apart from this, the urban population of Birmingham shows a varied digital adoption pattern that provides a valuable setting for the examination of how online shopping influences consumer satisfaction across different customer groups. Despite the growing significance of Birmingham, there is limited location-specific research that addresses these dynamics. Hence, this study is considered to be crucial for understanding how online grocery services affect consumer satisfaction within the competitive retail environment of Birmingham. It also contributes both to practical retail strategies and academic knowledge (Deloitte, 2022).
[bookmark: _Toc1302215412]1.3 Research Aim
The major aim of the study is:
· To explore and investigate the impact of online shopping on consumer satisfaction in high street grocery chains in Birmingham, UK.
This aim is based on the necessity to determine the impact of digital service quality, convenience and integration of omni channels on consumer perceptions and satisfaction results.
[bookmark: _Toc1438938880]1.4 Research Questions
To address the research aim and objectives, the study is going to respond to the following research question:
· How does the sudden shift towards online shopping influence consumer satisfaction in high street grocery chains in Birmingham, UK?
· What significant impact does online shopping have on customer experiences as well as service assessment in high street grocery chains in Birmingham, UK?
This general question will inform the research on the issues of service quality, convenience and loyalty in online grocery sites.
[bookmark: _Toc1128264573]1.5 Research Objectives
To address the research objective, the following objectives are suggested:
· To investigate how high street grocery chains adapt to various strategies for meeting the expectations of online consumers.
· To assess the relationship between convenience, customer loyalty and online service quality.
· To find out the challenges as well as opportunities for enhancing online consumer satisfaction in high street grocery chains.
The objectives will systematically examine both operational and experiential aspects of online grocery retailing.
[bookmark: _Toc997445871]1.6 Content Outline
This study is structured mainly into five significant chapters. It helps in ensuring logical progression while maintaining academic coherence. Chapter 1 is named as the introduction, which outlines the research background, problem statement, research aims, questions and objectives. Chapter 2 of the study refers to the literature review, which helps in the critical examination of theories, concepts and existing studies that are related to online grocery shopping and its impact on consumer satisfaction. Chapter 3 is research methodology, which helps in explaining the research design, data collection and analysis methods. Chapter 4 of this research is results and discussions, which present the findings and interpret them in relation to the theories derived. Finally, there will be chapter 5, which is the conclusion, recommendation and limitations part. It would help in summarising the findings, providing implications while suggesting future research directions. 
[bookmark: _Toc1378631236]CHAPTER 2: Literature Review 
The grocery sector in the UK has been rapidly transforming with the rise of online shopping, especially in major cities such as Birmingham. In cities like this, retailers such as Sainsbury’s, Marks & Spencer (M&S) and Tesco have been investing in digital platforms to meet the changing consumer preferences and expectations (ResearchGate, 2019). This literature review will help in critically analysing theories, service quality dimensions, omnichannel strategies and post-pandemic trends that have a significant influence on customer satisfaction. The following sources have been selected depending on credibility, relevance and publication within mostly the year span of 2018-2025. However, non-peer-reviewed and outdated studies are mostly excluded from this study. This review helps in synthesising industry and academic evidence for identifying key determinants as well as gaps. It would also justify the study’s focus on the high-street grocery context of Birmingham and its complex digital retail business landscape. 
[bookmark: _Toc330480331]2.1 Summary of Literature Selection
	Source Type
	Number of Sources
	Key Themes Identified

	Academic Journal Articles
	22
	Customer satisfaction models, trust, perceived risk, omnichannel retailing, online service quality and the impact of e-commerce on the UK high street.

	Industry Reports
	5
	Post-COVID consumer behaviour, UK online grocery growth, digital transformation and delivery performance.

	Corporate and Market Publications
	3
	Loyalty programmes, online adaptation, operational challenges and high street grocery strategies.



Source: Compiled by Author
[bookmark: _Toc324354482]2.2 Thematic Analysis
[bookmark: _Toc1227914729]2.2.1 Growth of Online Grocery Shopping in the UK
During the past decade, online grocery retail shopping in the UK has expanded rapidly. It is considered to be driven by mostly increased internet penetration, evolving consumer lifestyles and technological advancements. An online retailer can be referred to as the buying and selling of services or goods through electronic networks. It gives consumers a chance to purchase products from any location and at any time. The convenience of “anywhere, anytime” shopping has nowadays become a major driver behind the quick and larger adoption of e-commerce platforms across the retail business landscape. As a consequence, traditional high street retailers have integrated more digital channels into the overall operational processes for sustaining their competitive edge (Geleta and Senbetie, 2019).
The UK can be considered to be one of the most developed online retail markets in the global market. Online sales across the UK have accounted for 20% approximately of the overall retail spending before the outbreak of the COVID-19 pandemic (ONS, 2026). It demonstrates the sudden shift towards digital purchasing behaviour of consumers. During the last five years before the pandemic outbreak, online retail sales have started to grow at an annual rate of approximately 14%, which shows the growing significance of digital platforms within the UK retail business landscape. This growth, however, has accelerated further during the COVID-19 period as lockdown restrictions restricted visiting the stores and encouraged social distancing. It led consumers to rely more on online purchasing channels rather than visiting stores (Piecyk et al., 2021). 
The urban environment of Birmingham reflects this national trend rather strongly. Cities that have higher smartphone penetration, a busy working lifestyle and dense population often show higher adoption of online grocery retailing services. Customers in these locations mostly prioritise time efficiency and convenience, which makes home delivery and online ordering more attractive than the traditional mode of in-store shopping. Though online retailing options have increased new opportunities for retailers, it has also brought forward significant concerns regarding the competitiveness and long-term sustainability of the high street retail market. 
Existing academic literature on high-street performance suggests that retail centres are mostly influenced and driven by a vast range of internal and external factors that include competition, technological change, accessibility and demographic trends. High streets have been mostly functioning as social and economic hubs that provide employment, community and retail interaction opportunities. However, the sudden shift towards online retailing has brought forward different new forms of competition within Birmingham that challenge the strategies and models of traditional store-based retail organisations.
Simultaneously, there are a significant number of retail organisations in Birmingham that have been adopting omnichannel strategies by integrating physical store operations and online services for maintaining a competitive edge as well as keeping the customers satisfied.
The sudden emergence of e-commerce platforms has also helped in transforming broader economic structures. Electronic commerce can be considered as having the strong potential to reshape organisational structures, consumer relationships and supply chains through the creation of new distribution channels while altering traditional intermediary roles. These structural changes can be significant in demonstrating how online shopping is not only a technological advancement but also a fundamental transformational process for the whole retail environment.

[bookmark: _Toc130234381]2.3 Determinants of Online Grocery Customer Satisfaction
2.3.1 Convenience and Time Efficiency
Convenience can be considered as one of the most frequently used motivations for the adoption of online shopping. Online platforms help in reducing effort, energy and time, which is required for purchasing everyday goods. It also allows consumers to browse through the products and order them without visiting physical stores. This also reduces non-monetary costs such as physical effort and travel time, which improves perceived value and contributes largely to the increased consumer satisfaction in the Birmingham grocery retail sector (Li, 2015). 
In regard to grocery retailing within Birmingham, convenience is considered to be especially significant as grocery purchases are mostly frequent and routine work. Online grocery platforms help customers in reordering previous purchases, compare products efficiently and schedule deliveries as per requirement. These features also help in simplifying the shopping process while encouraging repeated usage. Even though convenience improves satisfaction, it might also reduce experiential aspects that are related to physical shopping environments, such as social interaction and product inspection.
2.3.2 Online Service Quality
Service quality is considered to be another critical determinant of customer satisfaction in online grocery retail shopping. Key aspects include the availability of product, reliability of delivery, customer support and order accuracy. Poor performance in service delivery, especially incorrect orders or delayed deliveries, can have a significant impact on reducing customer satisfaction and decreasing their loyalty towards the brand.
Logistics performance plays a crucial role in determining service quality in e-commerce platforms. Online retail shopping heavily depends on last-mile delivery systems that help in transporting products from the distribution centres to the customer's address. Therefore, efficiency of the last-mile logistics is crucial for the maintenance of delivery reliability and meeting the expectations of the customers in the UK, especially in Birmingham. These operations also bring forward various complexities such as increased transportation costs, environmental concerns and failed deliveries (Piecyk et al., 2021).
Therefore, retailers need to constantly invest in route optimisation technologies, fulfilment centres and logistics infrastructures for maintaining high service standards. Effective logistics management helps in enhancing operational efficiency while significantly influencing customer satisfaction and improving repeat purchase behaviour.
2.3.3 Website Usability and Digital Interface
The usability and design of online grocery retailing platforms have a significant influence on customers’ perception of service quality. Online grocery platforms, especially websites, need to have clear product information, secure payment systems and intuitive navigation for encouraging positive user experiences. According to the research of Tomar (2024), user-friendly website design, along with a reliable and secure payment mechanism, can largely influence customer trust and satisfaction in online retail platforms.
Apart from usability, digital technologies such as recommendation systems and artificial intelligence have improved personalisation within the online retail platforms. These technologies are best in analysing purchasing patterns and consumer behaviour for providing tailored product suggestions as well as targeted promotions. Personalised recommendations are also significant in increasing perceived relevance while enhancing the efficiency of the shopping experience.
Nonetheless, over-dependence on automated systems might also reduce the sense of human interaction, which can decrease the intention of the customers to repeat purchasing. Hence, retailers need to balance accessible customer support and transparent communication with technological efficiency.
2.3.4 Trust, Risk and Product Freshness
Trust is another critical aspect in online grocery retail, as purchasing food items includes a higher perceived risk than any other non-perishable items. Customers don’t get the chance to physically check fresh items such as meat, dairy and fruits, which creates uncertainty about the freshness and quality of products. 
Concerns regarding delivery reliability, product substitutions and payment security also have a major influence on customer confidence. According to Tomar (2024), trust and perceived risks are the key factors affecting purchase intention and online grocery satisfaction. For addressing this issue, retailers need to use refund policies, transparent sourcing and product quality for improving consumer trust.
[bookmark: _Toc604984165]2.4 Impact of Online Retailing on High Street Retail
The swift extension of e-commerce platforms has amplified the debate regarding their long-term impact on traditional high-street retail businesses in Birmingham. Online retailers are capable of offering efficiency and convenience for customers; however, it also increases competitive pressure on the traditional retail physical stores. High street operates as a complex ecosystem that has always been shaped by retail services, social interaction within communities and providing long-term employment. However, with the growth of online alternatives, store footfall has reduced to a great extent. According to Radomska et al., (2025), online retail can be considered a major threat; however, it still creates opportunities for innovation with the help of enhanced service delivery and omnichannel strategies.
[bookmark: _Toc657543609]2.5 Theoretical Foundations from the Literature Selection
This literature review helps in integrating the 30 most recent sources published between 2018 and 2025. It combines industry reports, corporate publications and academic research for the development of a comprehensive understanding of online grocery shopping and its impact on customer satisfaction. Academic studies are significant in providing strong theoretical foundations, especially through different models such as SERVQUAL, Technology Acceptance Model (TAM) and Expectation-Confirmation Theory (ECT), which help in explaining how consumers assess digital experience and service performances. Industry reports help by contributing major and current insights into the grocery market trends of the UK, especially post-pandemic shifts in delivery expectations, digital adoption and online shopping behaviour (Deloitte, 2022). Corporate publications help in improving this analysis by offering more practical perspectives on strategies that have been implemented by the high street grocery retailers in Birmingham, such as Sainsbury’s, M&S and Tesco. It also includes loyalty programmes, digital transformation initiatives and omnichannel integration. This combination helps in ensuring that there is a balanced integration of practical and theoretical knowledge, which enables an in-depth understanding of how online grocery retail services can influence consumer satisfaction in the competitive retail business environment of Birmingham.
Customer satisfaction theory helps in providing a critical outline for the analysis of online grocery experiences. Expectation-Confirmation Theory (EXT) proposes that satisfaction is mostly determined by the comparison between actual performance and initial expectations (Bhattacharjee, 2018). In the context of online grocery retail shopping, customers' perceptions regarding delivery speed, product freshness, substitution policies and order accuracy change. When these expectations are exceeded or met, satisfaction increases. It leads to higher levels of positive brand identity and customer loyalty. On the other side, if these expectations are not met, it leads to increased dissatisfaction and brand switching behaviour. This theory is especially relevant in regard to the grocery retail as this sector has high involvement and perceived risk related to purchasing perishable food items. 
Relationship marketing theory directly complements these models through putting significant emphasis on long-term consumer engagement rather than relying on one-time transactions. Commitment and trust are crucial for building lasting relationships, especially in the grocery retail segment, where repeat purchases are recurrent. Personalised communication strategies and loyalty programmes help in strengthening these relationships while improving customer retention. 
Overall, it can be stated from this literature review that customer satisfaction in online grocery retail is multidimensional. It is mostly influenced by technological usability, trust, expectation fulfilment and service quality. An integrated theoretical approach, hence, can be considered as necessary for fully understanding consumer behaviour and satisfaction in the evolving digital grocery market of Birmingham.
[bookmark: _Toc1596572441]2.6 Research Gap
Even though there are extensive literary sources available on online retail shopping and customer satisfaction, there are significant gaps too, especially in relevance to the high street grocery context of Birmingham. Most of the existing studies adopt global or national perspectives, which overlook the urban density, competitive retail environment of Birmingham and demographic diversity (Deloitte, 2022). Apart from this, existing research has helped in the examination of factors such as service quality, trust and convenience; however, it couldn’t analyse their combined impact on the satisfaction level of consumers (Blut et al., 2021). Understanding in the context of post-pandemic behavioural changes and its influence on long-term consumer expectations in the grocery sector of Birmingham is also limited PwC, 2023). This research, hence, helps in addressing all these research gaps by offering an integrated and localised analysis of customer satisfaction determinants within the changing online grocery retail landscape of Birmingham.
[bookmark: _Toc1055781045]2.7 Key Findings of the Literature Review
The literature reviews helped in the evaluation of the growth of online grocery shopping as well as its impact on customer satisfaction. It highlighted the significance of online shopping in bringing convenience, improving service quality, delivery reliability and website usability as the key aspects to improve customer satisfaction. Shopping through online platforms is time-saving as well as flexible for the customers. However, data security and delivery accuracy remain a major issue in online shopping. The literature review also shows that with the expansion of e-commerce platforms, competition for street retailers has increased a lot, which encourages the integration of omnichannel strategies. Despite the extensive available research, studies focusing on online grocery satisfaction within the local contexts as places in the UK, such as Birmingham, are still lacking.


[bookmark: _Toc785670865]CHAPTER 3: Research Methodology
This chapter helps in outlining the research design as well as the methodological framework that the researcher uses for investigating the impact of online shopping on customer satisfaction at high street retail grocery chains in the UK, especially in Birmingham. This chapter helps in explaining the research philosophy, research approach, research strategy, data collection process, sampling techniques, data analysis procedures and ethical considerations for the research. The methodological decisions in this study are properly aligned with the aims and objectives of the research. It also helps in preparing the outline that would help in answering the research question properly.
The primary focus of this research in on qualitative investigation, which is supported by secondary data sources. Qualitative research can be considered as appropriate as the aim of this research is to explore consumer perceptions, behaviours and experiences in detail (Bryman, 2016). Customer satisfaction in online grocery retail shopping includes subjective experiences such as consumer trust, perceptions of convenience, service quality and delivery reliability, hence, qualitative research is appropriate for providing a suitable approach for capturing these complexities in consumer perspectives. Secondary data from industry reports, market analyses and peer-reviewed academic literature also helps in supporting this study by providing in-depth insight into the online grocery retail trends across the UK.
[bookmark: _Toc1222673132]3.1 Research Philosophy
The researcher in this study adopts an interpretivist research philosophy. This philosophy mostly focuses on understanding social interactions, individual perceptions and human behaviour rather than depending on objective measurement solely (Saunders et al., 2019). The interpretivist research philosophy is more appropriate for research that aims to discover how individuals analyse and interpret their experiences and create opinions about the organisations or their services.
In regard to online grocery shopping, customer satisfaction can never be determined only through measurable service variables such as price or delivery speed. It is mostly shaped by various subjective perceptions that include attitude toward delivery services, satisfaction with product quality and most significantly, trust in online platforms. Interpretivism provides the researcher with an opportunity to evaluate these experiences from the customers’ perspective.
Positivist research philosophy, on the other hand, prioritises statistical testing along with objective measurement, whereas interpretivism recognises that the perceptions of different consumers might vary due to their social context and individual expectations (Creswell and Creswell, 2018). Hence, adopting interpretivist philosophy can help in gaining an in-depth understanding of how online grocery retail services have started to influence consumer satisfaction within Birmingham.
[bookmark: _Toc1427377158]3.2 Research Approach
The researcher for improving the quality of this research and achieve the objectives has adopted inductive research approach. It is significant in examining the influence of online grocery shopping on customer satisfaction within the high street grocery retail organisations in Birmingham. An inductive research approach includes the development of interpretations and insights from existing evidence. It doesn’t depend on testing hypotheses (Bryman, 2016). The research with the help of this approach analyses all the existing information for better identification of the patterns, themes and relationships, which helps to explain the particular phenomenon.
The inductive research approach is also appropriate as the study mostly aims to explore the influence of online grocery services on customer satisfaction among the regular customers of Sainsbury’s, Marks & Spencer and Tesco. It doesn’t statistically test theories; instead, the research helps in reviewing existing academic studies as well as industry evidence for understanding the experiences of consumers through online grocery platforms. 
According to the previous research of Hubner et al., (2016), factors such as delivery reliability, website usability, trust and convenience have a significant influence on customer perceptions regarding online grocery services. Through thorough analysis of findings from diversified sources, the inductive research approach helps the researcher in generating broader insights into the relationship between customer satisfaction and online grocery services. The researcher adopts the inductive approach as the study totally depends on the identification of insights and patterns from existing academic literature rather than just testing prearranged hypotheses.
[bookmark: _Toc1288190344]3.3 Research Strategy
The researcher, to meet the needs of the study, adopts a case study research strategy for analysing the significant impact of online grocery shopping on the experiences and satisfaction of customers of the high street grocery retail chains. Case study research helps in improving the investigation regarding a particular phenomenon in the real organisational context. This research strategy is also widely used for business research purposes (Yin, 2018). 
The case study in this research mostly focuses on UK grocery retailers include Sainsbury’s, Marks & Spencer and Tesco. This has significantly expanded the organisation’s online grocery services. These organisations are significant in providing a relevant context for the better examination of how traditional retailers incorporate digital technologies into their operational processes. 
Reviewing industry reports and academic studies related to these retail organisations can help the researcher in assessing the influence of online ordering systems, digital platforms and home delivery services on customer satisfaction. Case study strategies allow the researcher in developing deeper and better understanding regarding the usage of diversified sources of evidence (Saunders et al., 2019). 
[bookmark: _Toc244911694]3.4 Data Collection
The researcher uses secondary qualitative data to assess the relationship between customer satisfaction and online grocery shopping. Secondary data. Secondary data can be referred to as information that has already been published or collected by other organisations or researchers (Johnson, 2017). 
Data for the research has been collected from books, retail industry reports, government publications and academic journal articles that are related to online grocery retailing as well as customer behaviour in the UK, especially Birmingham. Academic databases such as Co-pilot, Emerald insights, ScienceDirect and the university library portal sources and Google Scholar have been used for identifying relevant literature. 
Market analysis and industry reports provide insights into the rapid growth of online grocery services as well as changes in customer behavioural patterns. According to the research of Hubner et al., (2016), digital ordering systems as well as advanced delivery networks have largely transformed operations in grocery retail organisations. Hence, analysing these sources helps in the development of a broader understanding of how online grocery platforms have started to influence customer satisfaction. The researcher has selected secondary data collection as it helps the study in analysing a vast range of existing academic evidence and industry reports efficiently. 
[bookmark: _Toc806272353]3.5 Sampling Method and Sample Size
The researcher selected secondary data collection; therefore, sampling mostly focuses on the selection of relevant literature rather than human participants. The study makes better use of purposive sampling for identifying sources that are closely related to the research topic (Etikan, 2019).
Sources are selected in this research depending on various criteria. First, the literature needs to focus on digital retail platforms, customer satisfaction and online grocery retailing. Second, priority needs to be given to studies that help in examining the UK retailers and grocery sectors such as Sainsbury’s, Marks & Spencer and Tesco. Third, recent publications are used for capturing current industry trends. 
More than 25 industry and academic sources are included in this study. This sample size helps the researcher in analysing different perspectives while maintaining a proper balance to justify the research topic. Purposive sampling has been selected as it also ensures the credibility and relevance of the sources related to the research objectives.
[bookmark: _Toc380403056]3.6 Data Analysis
The collected information is interpreted and analysed with the help of thematic analysis. A qualitative method is used for the identification of themes and patterns within the textual data (Braun and Clarke, 2019). This analysis starts with the review of the selected academic reports and articles for the better identification of the key findings related to customer satisfaction and online grocery shopping. 
Significant ideas have been coded depending on recurring concepts such as service quality, delivery efficiency, trust and convenience in online platforms. These codes are properly grouped into broader categories that represent common themes across diversified literary sources. Thematic analysis helps the researcher in interpreting secondary evidence for identifying the factors influencing customer satisfaction.
[bookmark: _Toc549071886]3.7 Ethical Considerations
The researcher has followed the ethical principles throughout the research. As the study depends heavily on secondary data, no direct human participants have been included. However, the existing information on the topic have been responsibly used.
All the used sources are properly cited for maintaining academic integrity and to avoid plagiarism. Only publicly available and credible materials such as academic books, industry reports and peer-reviewed journals are used. As cited by Saunders et al., (2019), the relevance and reliability of each source have also been evaluated before including them into the research.
[bookmark: _Toc955914464]3.8 Chapter Summary
This chapter helped in outlining the research methodology that would be used for the examination of the impact of online grocery shopping on the experiences and satisfaction of the consumers within the high street retail grocery chains. The researcher adopted an inductive approach as well as a case-study strategy with a significant focus on Sainsbury’s, Marks & Spencer and Tesco. Qualitative data have been collected from industry sources and academic literature and analysed with the help of thematic analysis. Purposive sampling helped ensure that the selected literature followed the ethical research guidelines.


[bookmark: _Toc2084246388]CHAPTER 4: Results and Discussion
The results and discussion chapter presents the results of the data findings and discussion derived from the qualitative secondary analysis conducted for the completion of the research. The researcher has employed an interpretivist research philosophy along with an inductive qualitative approach, depending on secondary data sources. Industry publications, government reports and academic journal articles have been analysed with the help of thematic analysis for identifying patterns related to customer satisfaction and grocery shopping in the UK.
With proper analysis of the selected literature, twenty key themes have appeared, which help in explaining how online grocery shopping has been influencing the experience and satisfaction of customers within the high street grocery retail chains in Birmingham. The theme is properly aligned with the theoretical discussions that have been presented in the literature review chapter. It also helps in reflecting the main detrimental factors of online customer satisfaction, such as service quality, technological innovation, digital usability, delivery reliability and convenience. 
This discussion mostly emphasises high street grocery chains that have been operating both offline and online in Birmingham. These high street grocery retail chains include Marks & Spencer, Sainsbury’s and Tesco, who have significantly expanded their grocery services through online platforms and met the changing consumer purchasing behaviour and aligned with the growing digital commerce. These strategies can be considered as significant examples for the better understanding of how online shopping has been affecting customer satisfaction within the UK high street grocery industry, especially those in Birmingham. 
Each of the identified themes is interpreted with the help of evidence from academic journals and articles and supported by significant examples from the leading grocery retailers in Birmingham, UK.
[bookmark: _Toc179793541]4.1 Convenience as the Primary Driver of Online Grocery Adoption
Convenience is one of the most recognised factors that has a major influence on the adoption of grocery shopping through online platforms. Digital retail platforms provide customers with an opportunity to browse through all the products and purchase them from their homes without visiting the stores. It significantly reduces the effort and time associated with the activities of the traditional shopping method. Convenience helps in reducing the non-monetary costs of shopping, such as physical effort, waiting in queues and travel time (Daroch et al., 2021). This helps in encouraging the customers to adopt digital shopping channels and increases the perceived value of online purchasing. 
Retail organisations such as Tesco have strategically emphasised convenience at the time of developing their grocery services. The mobile application and website of Tesco provide customers with an opportunity to browse through thousands of products, keep on adding them to the basket and schedule the delivery within minutes. This platform also helps users to save their favourite products in the cart and repeat previous orders when needed. It also simplifies the purchasing process for the customers (Tesco, 2024).
Sainsbury’s has also adopted a similar approach and offers click-and-collect services as well as flexible delivery slots, which provides the customers a chance to collect orders from the nearby stores. These services helped in reducing the grocery shopping time while providing the customers greater control over the purchase process and routines (Sainsbury’s, 2024).
Marks & Spencer also worked on improving its online grocery operations with the help of its partnership with Ocado. It helps the customers to access a diversified and vast range of food products from the M&S online platform and receive them at home through delivery. This service helps the customers who prefer premium grocery products; however, through this, the customers might not have easy access to the physical stores of M&S (Sainsbury’s, 2020).  
These developments help in demonstrating that convenience still is one of the central drivers behind customer satisfaction within the online grocery retail business. 
[bookmark: _Toc1059880703]4.2 Time Efficiency and Modern Consumer Lifestyles
Time efficiency is considered closely associated with convenience and it represents one of the most significant determinants of online grocery shopping satisfaction. Customers in modern times are always busy, which limits their time for traditional shopping activities. Online grocery platforms in this context help these customers in searching for their required products easily, comparing prices with other brands and completing their purchases quickly with the help of digital devices.
According to the research of Tomar (2024), online grocery shopping helps customers save time and keeps them satisfied. It also encourages them to repeat purchase. Features such as personalised recommendations, quick checkout systems and saved shopping lists help the customers in completing their grocery orders within minutes. 
The digital platform of Tesco includes an automated shopping list feature that keeps the previously purchased items in mind for the customers. It allows them to reorder their required grocery items without hassle. At the same time, the online system of Sainsbury’s also helps users to repeat their previous purchased orders with a single click. It reduces the shopping time and makes grocery shopping more convenient for the customers. These features are considered to be more beneficial for the urban customers in cities such as Birmingham. The customers in the urban cities work longer shifts and remain under commuting pressure, which makes traditional supermarket visits time-consuming and less convenient. Therefore, through time reduction for grocery shopping, online platforms help in keeping the customers satisfied.
[bookmark: _Toc1138665199]4.3 Digital Accessibility and Internet Infrastructure
The significant growth of online grocery shopping has been strongly supported by the enhancement of internet accessibility and digital infrastructure. High-speed internet, digital payment systems and smartphones are easily accessible, which makes it easier for customers to access online retail platforms for grocery shopping.
Electronic commerce includes the buying and selling of goods with the help of digital networks. The development of the digital network has helped in transforming the global retail market. In Birmingham, UK, constant growth of digital literacy and higher levels of internet penetration have largely contributed to the robust expansion of online retail services in the market. 
Leading retail brands such as Sainsbury’s and Tesco have largely invested in the development of user-friendly websites and mobile applications to make sure that customers can easily access online grocery services. These digital platforms give the customers a chance to shop with the help of their computers, tablets and smartphones, which increases their convenience and accessibility. 
The availability of improved and reliable internet infrastructure in major urban cities such as Birmingham has, hence, played a pivotal role in supporting the rapid growth of online grocery retail services to improve customer experience and satisfaction. 
[bookmark: _Toc1690435902]4.4 Service Quality in Online Grocery Retail
Service quality is considered to be another detrimental factor of customer satisfaction in online grocery shopping. Service quality directly refers to the effectiveness of the overall purchasing process and reliability in the digital retail environments. It also includes customer support, order accuracy and product availability. 
According to the research of Rita et al., (2019), customers assess the online retail brands depending on their reliable service experience and ability to deliver consistently. The moment online retail brands fail to meet the expectations and preferences of customers, the satisfaction level decreases and their loyalty declines. 
Over the years, Tesco has been focusing on the improvement of its service quality through major investments in advanced inventory management systems and distribution centres. These technologies have given Tesco the chance to process online orders effectively and reduce the risks related to product shortages.
Sainsbury’s, at the same time, has implemented enhanced communication systems, which notify the customers regarding the order delivery times, order updates or issues related to substitutes. This helps in providing the customers with clear information throughout the product purchasing and delivery process, which improves customer satisfaction and reduces uncertainty. 
Hence, it can be stated that maintaining high service quality is crucial for retailers who seek to retain customers ordering online. 
[bookmark: _Toc2040811955]4.5 Delivery Reliability and Logistics Performance
Reliability in product delivery is considered to be one of the most critical aspects of online grocery service quality. Online grocery shopping relies heavily on home delivery systems; hence, the performance of the logistics has a direct influence on the experiences and satisfaction of customers. 
Last-mile delivery is referred to as the final stage of the supply chain. In this, goods are transported from the distribution centres directly to the customer's home address. Hence, delays or failures in delivering the orders during this stage might reduce customer satisfaction to a great extent (Piecyk et al., 2021). 
Tesco, over the years, have expanded its online network and fulfilment centres along with delivery vehicles, which helps in improving the reliability of its home delivery services. The retailer has also worked on providing real-time tracking of delivery to the customers, which can help them monitor the progress of their order delivery. 
Sainsbury’s has also adopted similar strategies and increased the number of delivery slots that are available for customers and enhanced its overall route planning systems. These improvements have helped in reducing the delivery delays while improving customer confidence in regard to online grocery delivery services.
Reliability of the logistics systems is, therefore, one of the crucial parts for the maintenance of customer satisfaction and experience in the online grocery service industry. 
[bookmark: _Toc1033013494]4.6 Product Quality and Freshness Concerns
Freshness and quality of the products represent one of the major concerns regarding purchasing products through online grocery services in Birmingham. Grocery products such as vegetables, dairy items and fruits are perishable items, which require careful handling as well as storage during transportation.
Customers might feel worried about the selected products and think that the store employees will not be able to meet their expectations. This perceived and potential risk might have a major influence on customer satisfaction and reduce the long-term adoption of online grocery retail services. 
According to the research of Kapoor and Vij, (2022), retailers need to implement strong quality assurance policies for maintaining customer confidence. For instance, Sainsbury’s and Tesco have introduced significant substitution policies, which give the customers a chance to approve or reject any alternative products if their selected items are not available. 
Marks & Spencer also put their sole focus on the product quality as it is one of the key elements in maintaining the brand’s identity. The retailer has partnered with Ocado to ensure its food products are always delivered fresh with the help of advanced fulfilment technologies that have been designed to keep the products fresh (M&S, 2020). 
Hence, ensuring consistency in the product quality remains crucial for the achievement of a higher level of customer satisfaction in online grocery retail services.
[bookmark: _Toc750927779]4.7 Website Usability and Digital Interface Design
Usability of the website is considered to be another significant factor that has an influence on customer satisfaction in the context of online grocery shopping in Birmingham. Customers expect the online platforms to be more transparent and share clear, intuitive navigation, secure payment systems and product information. 
If the website has a poor design, it can create frustration among customers and lead them to leave their purchase. At the same time, if the interface is user-friendly, it can improve the shopping experiences of the customers and encourage them to repeat purchases from the brand. 
Sainsbury’s and Tesco have heavily invested in enhancing their online platforms to ensure that customers can easily navigate through the products, compare prices and manage their orders effectively. These platforms are significant in providing a detailed description of the products, nutritional information and customer reviews to help customers make informed decisions.
According to the research by Tomar (2024), the usability of the website has a significant influence on customer satisfaction as it impacts the overall effectiveness and efficiency of the online grocery shopping process. Retailers have been providing well-designed digital interfaces, which can help to retain online customers.
[bookmark: _Toc90124668]4.8 Personalisation and Artificial Intelligence
Technologies that help in personalised offerings have become one of the significant aspects in online retailing. Retailers in Birmingham, UK, have started to use data analytics and artificial intelligence for better analysis of customers’ purchasing behaviour while delivering personalised recommendations.
Tesco, through its Clubcard loyalty programme, provides a clear example, which helps in the collection of purchasing information of the customers and provides them with product suggestions as well as personalised discounts to shop online (Tesco, 2024). These are called targeted promotions, which increase the perceived value of the products and encourage them to repeat purchase.
Sainsbury’s has also been providing similar benefits with the help of its Nectar loyalty programme, which helps in providing personalised offers as well as rewards to customers depending on their previous purchasing patterns and behaviour. These programmes have helped in strengthening the relationship between consumers and retailers while improving their experience and satisfaction.
Hence, it can be stated that personalisation improves customer experiences by making online grocery shopping more efficient and relevant.
[bookmark: _Toc2077572762]4.9 Trust and Brand Reputation
Trust is considered to be one of the crucial detrimental factors in deciding whether customers feel comfortable in their online purchase. Customers in Birmingham need to rely on the retailers for delivering accurate orders while maintaining quality and protecting payment information.
High street grocery chains mostly get benefits from their strong brand reputation, which helps them build customer confidence. Tesco, for instance, is one of the leading grocery retail organisations in Birmingham, UK. It has developed stronger brand recognition with the help of its decades of retail operations and high-end services.
At the same time, Sainsbury’s reputation for good customer service and quality food products helps reassure customers at the time of shopping. M&S specifically offers premium quality foods, which help in strengthening customer trust in the company’s online grocery services. Therefore, maintaining trust is crucial for companies to ensure that customers are satisfied in the long-term.
[bookmark: _Toc1731730336]4.10 Omnichannel Retail Integration
The next theme identified in this section significantly relates to the omnichannel retail strategies. This integrates mostly offline and online shopping channels for the provision of a seamless purchasing experience to the Birmingham customers.
The Click-and-Collect service of Tesco allows its customers to order their groceries from the online platform and then collect them from the designated physical store. This system includes the convenience of online ordering while providing the immediacy of physical store collection. 
Sainsbury’s also has their click-and-collect options, which integrate online orders with their in-store loyalty programmes. These strategies are significant in helping the customers switch easily from digital channels to physical shopping experiences. Omnichannel integration. Hence, improves customer satisfaction, convenience and flexibility by offering different ways to purchase their groceries.
[bookmark: _Toc782590845]4.11 Price Transparency and Perceived Value
Price transparency, over the years, has evolved as a significant theme that includes customer satisfaction in online grocery retailing. Digital platforms help customers easily compare the prices of products with other retailers, too, which increases their awareness of pricing and encourages them to opt for competitive pricing to get the best option among the retailers. Online shopping platforms mostly display the prices, promotions and discounts of the products openly, which provides customers the chance to make informed purchasing decisions.
According to Grewal et al., (2020), transparency in product prices improves the satisfaction and trust of customers as it clears their perceptions regarding the brand value and fairness. Customers often trust retailers when pricing information is easily accessible and properly communicated. In the online grocery retail platforms, transparency in pricing also allows customers to compare prices with other brand products and select items that are suitable as per their budgets. 
Tesco has provided a significant example of price transparency with the help of its online grocery platform, where customers can easily view the prices of the products, promotional discounts and Clubcard offers. This Clubcard initiative of Tesco helps in providing significant discounts to loyalty card users while clearly displaying the savings on the digital platforms (Tesco, 2024). This transparency also improved customer satisfaction by allowing them a better chance to see the value of the loyalty programmes. 
A similar strategy to Tesco can be seen through the Nectar Prices program of Sainsbury's. It offers a discounted price to customers when they use the Nectar loyalty scheme. Customers shopping online can easily go through these when browsing their products on the mobile application or website of Sainsbury’s (Sainsbury’s, 2024). These initiatives show the significant impact of transparent pricing strategies in improving customer satisfaction and trust within online grocery shopping.
[bookmark: _Toc1625262739]4.12 Promotional Offers and Loyalty Programmes
Promotional offers along with loyalty programs represent a very significant and detrimental factor of online grocery satisfaction. Loyalty programs help in encouraging repeat purchasing through rewarding consumers for their shopping behaviour. These programs are significant in providing point-based rewards, personalised offers and discounts that increase the perceived value of customers.
The Club Card program of Tesco is one of the most effective loyalty programmes within the grocery sector of the UK. Customers who make online or in-store purchases earn points and redeem these points through partner rewards or vouchers. Tesco’s Clubcard programme with its online grocery platform helps the retailer in delivering personalised promotions, which match the individual purchasing patterns of customers (Tesco, 2024).
The Nectar loyalty scheme of Sainsbury’s operates in a more or less similar manner as it offers points for the purchases customers have made through multiple retailers. Consumers can earn points and redeem them for rewards or discounts, which mostly increases the attractiveness of the online grocery platform and shopping through it. 
Marks & Spencer has also introduced its Sparks reward programme, which offers charitable donations linked to customer purchases and personalised promotions based on purchasing patterns. These programmes help to encourage the long-term relationship between consumers and retailers and improve the overall satisfaction level of customers at the same time. 
[bookmark: _Toc864796041]4.13 Product Variety and Availability
A wide variety of products is another key factor that influences customer satisfaction in online grocery shopping. Consumers nowadays expect the platforms to provide a vast range of products to choose from. Hence, when online retail brands offer limited product selection, customers become dissatisfied with the brand and return to the traditional in-store shopping process. 
The online grocery platform of Tesco has been offering thousands of products in different categories such as health products, household goods and fresh food products. This extensive range of products provides customers with a chance to complete their entire shopping list rather than visiting multiple stores. 
Sainsbury’s also provides a vast range of grocery products on its online platform, which ensures that customers can easily access both premium food products and everyday products. Hence, maintaining these high levels of product availability is crucial for the brand as customers expect the brand to always have the same variety they would find in the physical stores. 
M&S also have extended its online product availability through its strategic partnership with Ocado, which helped the customers in purchasing the full range of M&S food products from the online platform. This strategic collaboration has also increased the accessibility of the products of M&S for customers who might not be able to visit the physical stores easily. 
[bookmark: _Toc1375450937]4.14 Click-and-Collect Services
The click-and-collect services of the retail brands represent one of the most significant developments in the omnichannel grocery retail business. This service provides customers a chance to order from the online platform and collect the order from the nearest physical store at convenient times. This combines the flexibility of store collection with the convenience of online ordering and not waiting in the queue. 
Tesco has developed a wide-ranging click-and-collect network that helps customers collect groceries from dedicated collection points or from supermarkets. This service also reduces the delivery costs while allowing customers to get their groceries easily and quickly. 
The click-and-collect services of Sainsbury’s are also present in many of its store locations. Customers can directly browse through the online platform, order products, select a convenient time and pick up their products from the grocery store without even entering the physical store. These services are especially popular among consumers who prefer convenience and flexible shopping options.
According to the research of Rigby, (2023), click-and-collect services improve customer satisfaction as they provide flexibility and convenience. 
[bookmark: _Toc2046803299]4.15 Customer Support and Communication
The support of the customers is considered to be another significant theme, which has a crucial influence on the satisfaction in online grocery retail shopping. Effective communication between customers and retailers helps in the reduction of uncertainty while improving the overall shopping experience.
Tesco introduce online chat support along with a customer service helpline for assisting the customers with queries related to online ordering, product information and delivery issues. Sainsbury’s also has customer support services that help shoppers resolve issues rather quickly.
The inclusion of responsive customer service is crucial as online shopping doesn’t provide face-to-face interaction with the store employees. Hence, retailers need to make sure that the digital communication channels provide significant and effective support to the consumers. 
[bookmark: _Toc638543111]4.16 Technology and Mobile Applications
The usage of mobile applications has also become crucial in the online grocery retail business in Birmingham, UK. Many of the new consumers use their smartphones to browse through the brand’s product range, place orders and track the deliveries. 
The mobile application of Tesco provides customers a chance to manage their grocery orders, access loyalty rewards and track delivery progress in real-time. The mobile app of Sainsbury’s offers a very similar feature, which includes personalised promotions and digital Nectar cards. 
The applications help in improving customer satisfaction by giving customers easy access to online grocery services. Mobile technologies also help retailers in delivering real-time notifications regarding product availability and delivery schedules.
[bookmark: _Toc1415380648]4.17 Environmental and Sustainability Considerations
Environmental sustainability is also another significant consideration in modern retail business. Customers are getting more aware of the negative environmental impact of waste, plastic packaging and transportation associated with online grocery deliveries. 
According to the research of Piecyk et al., (2021), online retail logistics might increase their delivery-related emissions if they are not efficiently operated or managed. Retail brands, therefore, need to face constant pressure to develop sustainable delivery practices.
Sainsbury’s and Tesco have already introduced various initiatives to reduce plastic packaging and waste while improving delivery efficiency. Tesco has invested heavily in electric delivery vehicles along with sustainable packaging solutions as part of its sustainability initiatives and environmental strategies (Tesco, 2024). These sustainability initiatives can retain customer satisfaction and gain the attention of the environmentally conscious customers. 
[bookmark: _Toc1965374676]4.18 Impact of COVID-19 on Online Grocery Adoption
After the outbreak of the COVID–19 pandemic in Birmingham, along with all over the UK, the adoption of online grocery shopping has accelerated. Social distancing and lockdown restrictions encouraged many of the customers to purchase their daily groceries through online platforms for the first time. 
During the outbreak of the pandemic, retailers such as Sainsbury’s and Tesco expanded their delivery capability while prioritising vulnerable customers who solely relied on home delivery services. These actions can be considered significant in strengthening customer loyalty and trust while highlighting the significance of reliable online grocery services.
According to Deloitte (2022), many of the customers who have adopted online shopping during the COVID–19 pandemic have continued to shop from online platforms as they found it more convenient and easier.
[bookmark: _Toc1428417885]4.19 Competition Among Online Grocery Retailers
Competition in the UK retail market, especially in Birmingham, has always been intense and it has increased with the introduction of online shopping options. High street supermarkets need to compete with the leading competitive brands in the market and also deal with the online-only retail brands. 
Sainsbury’s, M&S and Tesco have been competing with the help of their pricing strategies, product quality and delivery services. Retailers also need to invest more in digital technologies to improve customer satisfaction and obtain a competitive edge in the market. This competitive environment also encourages retailers to constantly enhance their grocery services, which would be more beneficial for the customers. 
[bookmark: _Toc1607738829]4.20 Long-Term Transformation of High Street Retail
The final theme can relate to the wider transformation of high street retail business landscapes in Birmingham. The growth of online shopping has reshaped the role of physical supermarkets and introduced online grocery options. 
High street retail brands in the city, like Birmingham, are more bent on integrating digital technologies within the physical stores to provide an omnichannel retail experience to the customers. For instance, supermarkets, nowadays, function as fulfilment centres for the orders made through online platforms, as well as providing traditional retail spaces.
High street performance advocates that technical changes can be considered as major influencing factors behind the evolution of retail environments. 
Online grocery services, hence, represent the change in customer behaviour as well as a broader transformation of the retail operations. 
[bookmark: _Toc1818734842]Link to the Theoretical Concepts described in the literature Review
It can be stated from the overall discussion part that the findings presented strongly align with the key concepts discussed in the literature review section, especially regarding the multidimensional nature of consumer satisfaction in online grocery retail shopping. The results show that satisfaction is never driven by a single factor; it emerges from the constant interaction between service performance, trust, user experience and convenience. Through remaining consistent with the earlier studies, product quality and operational reliability still play a more decisive role than convenience only in reshaping consumer perceptions. Apart from this, the significance of consistent service delivery and trust strengthens existing academic arguments. These in-depth insights confirm that consumer satisfaction in the online grocery sector of Birmingham reflects both changing real-world customer behaviour and theoretical expectations. 
[bookmark: _Toc1723626960]CHAPTER 5: Recommendations, Conclusion and Limitations of the Research
This chapter helps in presenting the final discussion of the research through outlining the recommendations, identifying the limitations of the study and summarising the key findings. The aim of this research was to examine the significant impact of online shopping on customer satisfaction at high street grocery chains, with special reference to Birmingham. With the usage of qualitative secondary data from existing academic literature and university library, government publications and industry reports, the study explored the main factors that influence customer satisfaction within the online grocery retail shopping. This chapter also shows how all the research objectives described in the study have been achieved
[bookmark: _Toc917092705]5.1 Achievement of Research Objectives
The first objective of the research was:
· To investigate how high street grocery chains adapt to various strategies for meeting the expectations of online consumers.
This objective was achieved with the help of a critical review of the academic literature, which highlighted the constant expansion of online grocery retailing in the UK, especially in Birmingham. The findings clearly demonstrated that digital platforms have reshaped the purchasing behaviour of customers through offering them time-saving benefits and convenience. It encourages customers to shop more on online platforms. Apart from this, evidence from the existing literature also shows that leading retail companies such as Sainsbury’s, M&S and Tesco have been expanding their online services to meet the changing demands and preferences of the customers, which confirms the achievement of these objectives.
· To assess the relationship between convenience, customer loyalty and online service quality.
The above-mentioned objective has been achieved with the thematic analysis of the existing literature by identifying the detrimental factors, including service quality, delivery reliability, customer trust, website usability, personalised promotion and product and service quality. These findings can confirm that both service and technological factors have a significant influence on customer satisfaction, as customers only expect high-quality products and reliable delivery (Tomar, 2024).
This objective has been achieved with the analysis of how high street grocery retailers adapt their strategies through the examination of omnichannel approaches that include click-and-collect, delivery and partnerships such as M&S with Ocado. 
[bookmark: _Toc2094420286]5.2 Recommendations
Based on the findings in the overall study, several recommendations are proposed for the improvement of customer satisfaction within the online grocery retailing. 
· Retailers need to invest more for the improvement of digital infrastructure as well as website usability. Online platforms need to offer user-friendly interfaces, efficient checkout processes and accurate product information. The improvement of website functionality can help in reducing customer frustration while effectively improving the overall shopping experience of the customers.
· Retailers need to prioritise logistics efficiency and delivery reliability. Delivery is considered to be a critical component of online grocery services; incorrect orders or delays can negatively impact customer satisfaction. Therefore, investing in advanced logistics systems, real-time tracing and route optimisation can help in improving delivery performance. 
· Retailers also need to strengthen customer trust and loyalty by ensuring transparent substitution policies and consistency in product quality. Most of the time, customers have concerns related to the accuracy and freshness of online grocery shopping. Flexible return policies and clear quality guarantees can help improve satisfaction and build confidence. 
· Retail organisations need to expand their personalised marketing strategies and loyalty programmes. Initiatives such as Nectar and Clubcard can provide rewards and tailored discounts, which can encourage customers to repeat purchases.
· Finally, these organisations need to integrate sustainability practices into their operations. Lowering carbon emissions and reducing packaging waste from delivery services can enhance both customer perception and environmental performance, especially among environmentally conscious customers.
[bookmark: _Toc1451299796]5.3 Limitations of the Research
Even though strong contributions, this research includes various limitations. The main limitation is considered to be the over-dependence on secondary data rather than primary research. Secondary sources help in providing valuable details; however, they can't capture the direct experiences of the customers shopping from the high street grocery retailers in Birmingham. Future research can have the chance to address this by conducting interviews or surveys to gather primary data. 
Another significant limitation is the geographical focus of the study. The research mostly centres on Birmingham, hence, much of this data used is dependent on international or national contexts. As a consequence, the findings of the research might not totally represent the behaviour of the local customers.
Apart from this, the rapid development of digital technologies is also a major limitation. Online grocery retailing is ever-transforming with the constant development of digital technologies such as automated delivery systems, automated delivery system and artificial intelligence. These advancements might have an influence on customer satisfaction in different ways; however, that couldn’t be fully captured in this study, which indicates the constant need for research in this area.
[bookmark: _Toc1838990331]5.4 Conclusion
It can be concluded from the overall research that online retailing has significantly transformed the behaviour of the customers in Birmingham by offering time efficiency, cost savings and convenience. 
The key factors influencing customer satisfaction include service quality, delivery reliability, website usability, personalised promotion and trust in the brand. High street retailers have continued to respond promptly to the changing preferences and demands of customers by adapting to omnichannel strategies that combine both physical stores and online platforms.
However, the maintenance of customer satisfaction needs constant improvements in technology and logistics and consistency of product quality. With the implementation of the suggested recommendations, retailers can improve customer experiences and gain a competitive edge at the same time in the changing digital retail landscape. Overall, this study has contributed to a better understanding of the relationship between customer satisfaction and online grocery shopping, which highlights the significance of integrating digital innovation with the effectiveness of service delivery. 
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