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Background: Currys, the leading UK electronics retailer experiences increasing competition and changing customer expectations. Instead of investing in digital and operational improvements, challenges like delivery delays and irregular service exist. This research analyses how strategic operational changes can improve customer satisfaction and business performance providing valuable information for sustainable growth. 
Aim: The primary aim of this research is to critically examine how strategic operational changes at Curry’s can improve customer satisfaction and business performance and to determine effective approaches that help in sustaining competitive advantage in the retail sector. 
Methodology: This study has considered interpretivism philosophy, inductive approach and case study research design to collect and analyse data. Application of inclusion and exclusion criteria made the search process more relevant. About 8 secondary qualitative sources are utilised that are interpreted through thematic analysis. Ethical consideration are prioritised that ranges from following General Data Protection Regulation (GDPR) 2018 to data encryption methods to maintain privacy.
Results and Discussion: Thematic analysis evaluated operational strategies like cashierless shopping system and AI implementation compass to strengthen e-commerce activities of Currys. It could streamline customer accessibility and transaction process and ensure optimal customer satisfaction. Electrical wastes generated by Currys and limited waste management practices posed challenges. Besides, data breaches associated with digital operations caused resistance among Currys employees from accepting modern technologies. 
Conclusion- The operational strategies of Currys’ has collectively enhanced customer satisfaction and business performance. However, few challenges do persist such as employee resistance, cyber security risk and waste management. Practical strategies have been recommended for future industry practitioners, steering rapidly evolving retail landscape.
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[bookmark: _Toc213771404]Chapter 1: Introduction
[bookmark: _Toc213771405]1.1Chapter Introduction 
This chapter provides an overview of the retail sector and existing strategic operations that impacted the customer satisfaction. Based on the identified problem, aim and objectives are discussed along with rationale behind conducting this study. In the end, a concise structure of the entire dissertation is presented. The remaining chapter concludes the following in a descriptive manner. 
[bookmark: _Toc213771406]1.2. Research Background
The retail industry in the United Kingdom has experienced a major change over these last two decades, influenced by technological advancements, changes in customer expectations and intensifying market competition. In this current world customer satisfaction has become the key driver of long-term success which influences brand loyalty, profitability and organisational image (Har et al., 2022). In current days, businesses are aware of the significance of strategic operational changes to maintain competitiveness and be resilient in this challenging environment. The leading British retailer Currys is famous for their electrical goods and household appliances. They successfully run their business across physical stores and online platforms while serving millions of customers annually. This company also faces pressures from other retail businesses like Amazon, Argos and John Lewis who mainly utilise advanced technologies and managed operations to deliver exceptional customer experiences. 
In these last few years customer expectations have completely changed where demand for seamless shopping experiences, effective after-sales services and personalised engagement and rapid resolution of complaints increased. In order to respond with these changes Currys take necessary initiatives like several operational transformations including digital investments, staff training initiatives and supply chain optimisation. However, there are few challenges as well like delivery delays, poor customer service responsiveness and maintaining constant better quality across multiple channels. 
Business performance in the retail sector is related to the ability to maintain balance between efficiency with customer centricity. Introducing operational strategies like automation, process redesign and digital integration in this help to maintain this balance (Butt, 2020). In reality, though, a lot of businesses find it difficult to sign these operational adjustments with customer needs. This makes Currys an ideal case study to explore the interplay between operational strategies, customer satisfaction and overall performance. 
By incorporating how strategic operational changes can manage current challenges and improve outcomes, this study contributes both to academic discussions on operations management and to practical insights for retail organisations managing similar. 
[bookmark: _Toc213771407]1.3. Aim and Objectives
The primary aim of this research is to critically examine how strategic operational changes at Curry’s can improve customer satisfaction and business performance and to determine effective approaches that help in sustaining competitive advantage in the retail sector. To achieve this aim the following objectives are identified: 
· To identify the current operational strategies at Currys and analyse their impact on customer satisfaction and business performance. 
· To evaluate key operational challenges affecting customer experience and organisational efficiency at Curry’s
· To analyse the effectiveness of strategic operational changes like digital transformation, staff training and supply chain optimisation in enhancing service quality and business results in Curry’s. 
· To provide recommendations for incorporating sustainable operational improvements that improve both customer satisfaction and business performance in Curry’s. 

[bookmark: _Toc213771408]1.4. Research Questions
This study answers these following research questions. 
RQ1. What are the current operational strategies at Currys, and how do they impact customer satisfaction and address business performance?
RQ2. What key operational challenges affect customer experience and organisational efficiency at Currys?
RQ3. How effective strategic operational changes are like digital transformation, staff training and supply chain optimisation in enhancing service quality and business results in Curry’s. 
RQ4. What sustainable operational improvement can be suggested to improve customer satisfaction and business performance at Currys?
[bookmark: _Toc213771409]1.5. Research Rationale
The rationale behind performing this research resides in the understanding that customer satisfaction and business performance are interdependent results and these are both highly influenced by effective operational management (Suseno et al., 2023). In these last year’s competition and customer empowerment significantly increased, where retailers that fail to innovate operationally have the risk of losing market share and customer loyalty. 
Currys consider that operational excellence is essential to address customer service regarding challenges like delivery delays, constant service quality and gaps in digital engagement (Nyangoma et al., 2024). This research offers actionable insights by critically examining how operational strategies can be aligned with customer demands so that it could improve the current market position of Currys. From an academic viewpoint it can be said that this study helps to manage the wider field of operations and service management by discussing how operational strategies influence customer satisfaction measures and overall business outcomes in this real-world scenario. Using this case study approach helps in detailed analysis that examines theory with practice offering relevant implications for both practitioners and scholars. 
Moreover, in this post-pandemic retail climate customers expectations are completely changed by digital transformation ensuring this research is on-time (Tesarova et al., 2022). For businesses like Currys to survive and maintain industry standards, it is important to manage how they can operationally make necessary adjustments. 
[bookmark: _Toc213771410]1.6. Dissertation Structure
This dissertation is completely structured into five main categories where each chapter addresses a different stage of the research process. 
Chapter 1: Introduction- This chapter introduces the research topic, shares background context, develops the research question and objectives and analyses the rationale for this study. 
Chapter 2: Literature Review- This chapter not only reviews existing academic and industry literature regarding customer satisfaction, business performance and operational strategies. It determines theoretical frameworks, research gaps and industry practices that will further inform this study. 
Chapter 3: Research Methodology- This chapter analyses the philosophical approach, research design, data collection and data analysis methods used in this study. It also discusses ethical considerations and limitations. 
Chapter 4: Data analysis and findings- This chapter shows and interprets the research findings by connecting them to the research objectives and reviewed literature.
Chapter 5: Conclusion and Recommendations- This final chapter summarises the key insights, concludes findings and offers recommendations for Currys and the broader retail sector. 
[bookmark: _Toc213771411]1.7. Chapter Summary
Finally, it can be said that this chapter develops the stage for detailed analyses of how strategic operational changes can ensure Currys to improve customer satisfaction and business performance while providing valuable information for both theory and practice.
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[bookmark: _Toc213771413]2.1 Chapter introduction 
This chapter deals with the existing literature and evidence that pertain to the topic of customer satisfaction and business performance through strategic operations. It describes the general concepts of customer satisfaction and strategic operations, and highlights their benefits and drawbacks. Theoretical and conceptual frameworks that can support the study are explained along with existing gaps in literature.  
[bookmark: _Toc213771414]2.2 Service quality and customer satisfaction 
Customer satisfaction is crucial for business as it leads to better sales and an elevated business performance. It also indicates seamless services and a positive customer experience. Service efficiency and delivery act as catalysts in defining customer relationships and engagement. According to Naini et al., (2022), customer expectations have changed over the years, especially after the advent of the pandemic. Service quality has become dependent on several intangible qualities such as reliability, responsiveness, assurance, and empathy. Sivapalan and Jebarajakirthy (2017) concur that service quality is a foundational principle for gaining competitive advantages in the long run. Personal interaction plays a key role in defining customer satisfaction, as they expect quick and prompt customer-centric services that cater to their needs. 
Achieving customer satisfaction is prioritised by businesses as it fosters customer loyalty. In the words of Meng and Sego (2020), contact, responsiveness, fulfilment and efficiency. It is directly translated into sales since satisfied customers tend to engage in word-of-mouth advertisements and demonstrate a strong repurchasing intention. However, recent changes in the external environment influence customer expectations and perception, which is swayed by alternative ways to serve customers and developing new policies (Yang et al., 2021). It has forced the businesses to incorporate online retailing services, comprehensive after-sales services and assure them of the safety and security of the products. The businesses need to strive to ensure that the outcomes are congruent with their goals. 
[bookmark: _Toc213771415]2.3 Operational efficiency and business performance 
Operational efficiency is largely dependent on the financial literacy of the business leaders as well as data analysis capabilities in a digitised environment. Gomes (2025) is of the opinion that knowledge of these aspects is a linchpin in enhancing profitability, operational resilience, and long-term sustainability. Implementing business intelligence helps in integrating different functional areas of a business and making data-driven decisions. Developing a dynamic business model drives operational efficiency that can support effective management of resources and process optimisation. 
Negrão et al., (2017) have observed that lean management principles often play a key role in amplifying business efficiency. They are capable of improving multiple approaches, such as operational, financial and environmental and making a positive difference. Successful implementation of lean practices can help in improving operational efficiency and productivity, as it can simplify complex operational procedures and extract benefits from a combination of resources and technologies to minimise cost and time. However, notions of operational efficiency have experienced a drastic change in the Fourth Industrial Revolution Era. In contradiction to the aforementioned technical changes, Luz Tortorella et al., (2022) feel that a combination of people, partnerships, processes, and products and services through which an organisation can achieve long-term business efficiency ensures excellence in terms of business performance as well. 
[bookmark: _Toc213771416]2.4 Contemporary operational challenges in retail 
The retail sector has been experiencing massive changes in terms of consumer behaviour as it has been rapidly changing in recent years. Technological advancements and the rise of e-commerce have presented several challenges for the retail sector as they are compelled to promptly respond to an altered customer behaviour in the long run (Sagar, 2024). Understanding customer perception has become indispensable as customers have access to social media and review platforms, voicing their opinions and experiences with a retailer and influencing others. Customer engagement has become so complex that it harnesses advanced technologies beyond the ambit of traditional retail. However, Roy et al., (2021) have attracted focus on smart retail technology that is increasingly becoming popular owing to its sheer effectiveness in understanding customers. 
These technologies reveal shopping patterns, changed preferences and the benefits of omni-channel retailing. The current global supply chain demonstrated vulnerabilities during the pandemic, as it has an adverse impact on businesses. Such disruptions are dismal for an organisation that aims to offer a consistent experience to customers. In this context, an efficient, resilient and sustainable supply chain is the need of the hour since it is immune to sudden external changes (Tsipoulanidis and Nanos, 2022). Supply chain is a major business unit that is integrated with other business units and defines operational efficiency, which has called for the incorporation of advanced technologies such as AI and Blockchain. Bruni and Piccarozzi (2022) have stated that Industry 4.0 has launched powerful enablers in the form of innovative solutions that can overcome these challenges. These technologies are aimed at strengthening customer relationships and also identifying the gaps in retail businesses and presenting information through which informed decisions can be made. 
[bookmark: _Toc213771417]2.5 Strategic operational changes in retail 
Operational changes in retail are directed to minimise the cost and ensure efficiency through an effective utilisation of resources. It is considered a primary step to improve business performance and build capabilities to continually serve customers. Adepoju et al.,  (2022) have stated that workflow automation has gained momentum as it helps a business to perform a range of actions, such as real-time data analysis and information flow, data synchronisation for effective decision-making and strategic allocation of resources to reduce cost as well as waste. Changes need to focus on enhancing organisational agility and prioritising high-value tasks that can be coordinated by leveraging workflow automation and other cutting-edge innovations. 
Supply chain integration is critical to ensure operational performance and deliver value-added services to customers. A robust and dynamic supply chain acts as a cornerstone in defining business capabilities and performance, contributing to its efficiency. Several similar organisations operate in various business sectors, resulting in a fiercely competitive market. Strategic changes made through a competent supply chain are essential for optimising the development, production and delivery of the products in retail (Liu et al.,  2021).An uninterrupted supply of products can be materialised through such efforts. 
Operational changes in an organisation are implemented through the employees as they are introduced to new changes in the organisation. Often, employees have a strong aversion to changes as they disrupt the conventional workflow and are also required to learn about a range of technologies (Hubbart, 2023). Digital transformation actions led employees to demonstrate their resistance in some instances. Acceptance of changes can be laden with a fear of an uncertain future and discomfort over a potential loss of control. Such a response on the part of employees can lead to serious repercussions, as it can delay the operational efficiency and also impact the customer services. Nonetheless, it is necessary to focus on addressing the means of resistance through proper communication and collaboration. Gadzali et al., (2023) offered solutions such as organisational restructuring and talent management by Human Resource Management (HRM) to overcome change management barriers.
[bookmark: _Toc213771418]2.6 Technology and digital transformation in retail 
Digital transformation has percolated in several industries, and retail is no exception. A myriad of innovative solutions and technologies are implemented, linked to automation processes, such as IoT, big data and analytics and machine learning. Andrade and Tumelero (2022) think that these technologies have a significant impact on retail businesses, improving their business operations and enhancing their processes. They are critical in aligning strategic, operational and functional areas, strengthening the internal operations and capabilities. AI and Robotics are expected to become an indispensable part of the retail sector, developing efficiency and an ability to focus on an integrated and comprehensive support to customers. As technology has become widely available, indicating the large-scale acceptance of cutting-edge technologies, they are capable of improving perceived usefulness and customer satisfaction (Park et al., 2024). AI chatbots are increasingly used by retail to inform customers, respond to their queries and interact with them for better service delivery. 
The advantages of digital transformation and technology integration have wider implications as they support a retail business in identifying contemporary trends by processing real-time information and offering insights to improve business practices. This enables an organisation to understand customer preferences and develop personalised services that cater to individual customer preferences (Oluoha et al., 2022). An organisation needs to be capable of taking strategic decisions and responding to customers to achieve customer satisfaction and optimised business performance. However, cybersecurity concerns exist as breaches of data can have serious implications on a business (Adesina et al., 2022). A data-driven culture is thoroughly dependent on the accumulated data,which may fail due to system integration or poor quality of data. Data analytics and innovative technology-driven help an organisation to grow and scale higher; nonetheless, it requires strong data governance principles.
[bookmark: _Toc213771419]2.7 Conceptual framework 
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Figure 1: Conceptual framework 
(Source: Developed by the student)
The above mentioned conceptual framework demonstrates the association between independent variable (IV) like strategic operational changes and dependent variable (DV) like customer experience and service quality. The framework illustrates that digital transformation, staff training and supply chain optimisations are crucial facet in strategic operations within retail organisation (Tumelero, 2022) like Curry. These processes can improve service quality and customer satisfaction by raising efficiency and minimal error. As a consequence, improved customer satisfaction drives sales and enhances business performances ((Hubbart, 2023). 
[bookmark: _Toc213771420]2.8 Theoretical frameworks  
[bookmark: _Toc213771421]2.8.1 Strengths and limitations of theoretical frameworks
	Components
	SERVQUAL model
	Kano model
	RBV model

	Aim 
	Improve customer satisfaction through service quality.
	Product features driven consumer satisfaction.
	Internal resources and capabilities of companies providing competitive advantages.

	Theory type
	 Gap based theory (gap in service quality)
	Attribute based theory (product features)
	Resource based theory (internal resources)

	Strengths 
	Simple, practicable and widely acceptable.
	Consumer centric and resource optimisation
	Stresses on long term competitive advantages.

	Limitations 
	Fails to distinguish between different customer’s perception
	Assumes universal approach avoiding personal preferences
	Neglected changes in market trend and external factors.


Table 2: Comparison of selected theoretical frameworks 
(Source: Lanzolla and Markides, 2021)
The comparison table provides a detailed insight to the diverse features of the models that makes them suitable for this study. The SERVQUAL model emphasises service quality, while the RBV model prioritises strategic resource management (Rotar and Kozar, 2017). Besides, the Kano model highlights the importance of product feature that can drive customer satisfaction. 
[bookmark: _Toc213771422]2.8.2 SERVQUAL model
Service quality is considered as an instrumental tool through which any business can assess the level of services offered to customers. However, a gap in the service quality can create customer dissatisfaction. The SERVQUAL model operates in five dimensions, which are tangibility, reliability, responsiveness, assurance and empathy (Shi and Shang, 2020). These dimensions play a significant role in defining customer satisfaction and understanding changed customer behaviour to make relevant modifications. It is appropriate to understand the determinants of customer satisfaction and to take measures accordingly. 
[bookmark: _Toc213771423]2.8.3 Kano model of customer satisfaction 
This model states that a business needs to ensure a combination of basic attributes, performance optimising attributes and exciting attributes that enable seamless customer experience. The attributes can be changed according to customer expectations and requirements (Rotar and Kozar, 2017). This theory can be useful in identifying the operational changes that will bring forth better customer satisfaction. A retail organisation can opt for several strategic changes, like widening omni-channel network.
[bookmark: _Toc213771424]2.8.4 Resource-based View 
This model entails determinants like heterogeneity and inimitability of the resources that cannot be replicated by other businesses in the same sector. It determines the unique propositions that a retail organisation can explore to widen its competitive advantages (Lanzolla and Markides, 2021). It requires a competent allocation and utilisation of resources to expand on business capabilities, which in turn contributes to efficiency and performance. A retailer can focus on developing divergent ideas that are not conventional and have massive potential to secure profitability using this model. 
[bookmark: _Toc213771425]2.9 Literature Gap
Evidently, a vast range of research has been conducted on both customer satisfaction and operational efficiency in determining business performance. However, they have been handled singularly, and their combined impact has not been studied. Both customer satisfaction and operational efficiency can be achieved through strategic changes that will be focused on in this research. It aims to delve deep into the impacts of both in maximising the business performance of an organisation.
[bookmark: _Toc213771426]2.10 Chapter summary 
In conclusion, this chapter has successfully informed the significance of operational efficiency and business performance in achieving customer satisfaction. Several viewpoints have been discussed along with contradictory perspectives to present a comprehensive understanding of the existing literature. Relevant theoretical frameworks have been discussed and a conceptual framework has been developed. The literature gap suggests the knowledge gap that requires further exploration. 
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[bookmark: _Toc213771428]3.1 Chapter introduction 
This chapter explores the different approaches, methods and techniques considered for collection and analysing data. It delves deeper and explains the search strategy along with criteria for selection of relevant sources. Diverse ethical measures and legal obligations followed during the data collection and analysis procedures are explicitly stated with justification in this chapter. 
[bookmark: _Toc213771429]3.2 Research philosophy
Research philosophy is instrumental for conducting research as it supports the process of structuring data collection and analysis. It serves as a set of basic assumptions that guides the design and execution of a research. This study employs an interpretivism philosophy as it allows the researcher to utilise descriptive data for research (Shan, 2022). The main reason for selecting interpretivism is associated with its ability to interpret concepts summarised from collected data.  Positivism research philosophy is not considered for the study as it solely relies on the factual data (Marsonet, 2019). Moreover, pragmatism research philosophy is not prioritised in this study as it stresses on both the usage of quantitative and qualitative data.
[bookmark: _Toc213771430]3.3 Research approach
The choice of research approach mainly relies on the nature of the identified problem that is aimed to be resolved through theoretical and conceptual viewpoints (Gamage, 2025). It mainly entails three types – inductive, deductive and abductive. As per Mitchell and Education (2018), an Inductive approach operates towards development of new theoretical perspectives, whereas deductive approach stresses on examining existing theoretical perspectives. This study has utilised an inductive approach as it attempted to determine customer satisfaction of Currys through changes in strategic operations based on qualitative data. The deductive approach is eliminated from this study as it is used for statistical analysis in conducting research. Abductive approach is not utilised owing to the fact that it raises the potential for developing biases and incorrect outcomes.
[bookmark: _Toc213771431]3.4 Research design
As mentioned by Sileyew (2019) research design act as the blueprint for conducting research, delineates the strategy for addressing research questions through data collection and analysis. Three types of research design are identified that include exploratory, descriptive and explanatory. This study utilised exploratory research designs as it deals with subjective experiences based on secondary qualitative data. The rationale behind opting exploratory design allied to its ability to explore concepts in a subjective manner, and implement evidence in different contexts of study (Gamage, 2025). Descriptive design is excluded from this research study due to the fact that it is particularly used for primary quantitative studies. In addition, explanatory research design is not considered in methodology owing to its exclusive usage in novel research study that is rare in nature.
[bookmark: _Toc213771432]3.5 Research strategy
Research strategy ranges from initial search procedures to filtering and selecting relevant sources for obtaining results. In this context, case study strategy is employed to collect the varied data sources as it searches for the dynamic and complex variables to understand their real-life projections (Hancock et al., 2021). This strategy is pivotal in comprehending the outcomes of strategic operational changes on improved business performance and customer satisfaction. Reliable and authentic electronic databases are explored like Google Scholar, EBSCO host and industrial portals (Sileyew, 2019). Boolean operators comprising “AND”, “OR” and “NOT” are utilised to combine keywords like “customer satisfaction”, “business performance” and “strategic operation”. Relevant sources included in the study based on the application of inclusion and exclusion criteria (Rose et al., 2023).
	Sl No.
	Components
	Inclusion criteria
	Exclusion criteria

	1.
	Publication year (sources)
	Articles and reports published in 2017 and afterwards
	Sources published prior to 2017

	2.
	Language preferences
	Only simple English language
	Any languages other than English

	3.
	Relevant and reliability
	Credential sources based on strategic operations, customer satisfaction and performance.
	Unknown and irrelevant sources, lacking proper credentials.

	4.
	Specific sector/industry
	UK based retail sector (technology)
	Any other industry except retail.


Table 1: Inclusion and exclusion criteria
(Source: Self-made)
[bookmark: _Toc213771433]3.6 Data collection
Data entails compilation facts and information that is categorised into primary and secondary types of data (Ajayi, 2023). Primary data involves collection of first hand responses, while secondary consists of collecting existing or second hand information from grey literature. Based on the nature of data, it is mainly of two types – quantitative (statistics) and qualitative (descriptive) (Taherdoost, 2022). In this study, the secondary qualitative data collection method is utilised to evaluate the subjective perceptions of Currys customers and organisational performance, following strategic changes. The key reason for opting secondary qualitative data is due to time and resources constraints that minimise the time period of conducting research. About 8 primary sources are selected for conducting this research that encompasses peer reviewed articles, scholarly journals, industrial reports and academic books.
[bookmark: _Toc213771434]3.7 Data analysis
In order to analyse the secondary qualitative sources pertaining to Currys performance and customer satisfaction, the thematic analytical method is prioritised.  Thematic analysis is selected over other methods due to its ability to facilitate abstract summarisation, pattern reconciliation and flexibility (Squires, 2023). It offers detailed insights into complex phenomena like current operational strategies, their effectiveness and key challenges. According to Terry and Hayfield (2021), the thematic analysis mainly entails six stages like familiarity with data, code generation, search themes related to code, refine patterns and develop themes, naming and defining themes and write up. These six stages are utilised to develop the themes based on the secondary qualitative data.
[bookmark: _Toc213771435]3.8 Ethical consideration
Ethical consideration is an imperative component of research study as it promotes academic integrity and prevents possible misconducts. Precise references and citations are utilised throughout the research to acknowledge the previous works of scholars, and avoid academic misconduct (Panjaitan et al., 2024). Secondary qualitative data collected for analysing the impact of changes in strategic operations of Currys are secured through encryption procedure, and only accessed by researcher and supervisor.  This study remained to adhere to the General Data Protection Regulation (GDPR) 2018 norms to strengthen data security and confidentiality. Moreover, authentic sources of information have been used in the research to maintain the transparency and reliability of the research (Sivasubramaniam et al., 2021). Also, in aspect o ethical consideration, it can be stated that ethical approval form was submitted. The approved ethical form was submitted in order to make sure that no ethical misconduct can be seen regarding the present research. 
[bookmark: _Toc213771436]3.9 Chapter summary
This chapter outlined the utilisation of interpretivism philosophy, inductive approach along with case study research design in conducting this study. Inclusion and exclusion criteria are applied to make the search more relevant and specific. About 8 secondary qualitative sources are selected that were subjected to thematic analysis for gaining valuable insights. Research ethics entailed compliance to GDPR 2018 and usage of encryption methods to maintain privacy and security. 
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[bookmark: _Toc213771438]4.1 Chapter introduction 
This chapter is crucial for this research study as it determines the outcomes of the study. It elucidates and described the themes generated from the secondary data collection. It can be stated that four themes have been emerged that are explained in this section. Furthermore, a detailed and comparative discussion supported by existing literature is also presented in this chapter. 
[bookmark: _Toc213771439]4.2 Theme 1: Current operational strategies
An operational strategy is perceived as an organisational plan that deals with managing daily operations, resources and processes to achieve business goals and excellence. However, Otto et al. (2020) stated that one of the key objectives of operational strategies is attaining consumer satisfaction level that reflects in higher sales rate. In this context, Schultz and Paetz (2025) has conducted a mixed method study to determine the impact of current operational strategy like cashier less shopping system on customer benefits and their self-satisfaction in the retail sector.  As mentioned by Guan et al. (2020) cashier less shopping system integrated technologies entailing sensors, computer vision and Artificial Intelligence (AI) to track customer journey. It ranges from selecting items in online or offline platforms to making purchases using self-regulating operations. This study bears resemblance with the current condition of the organisation, Currys in the UK, which struggled to expand its operations in e-commerce sites in the digital age. However, the organisation has implemented few changes, and is seeking more transformation in their current operational strategies. On the contrary, Robertson et al. (2025) have conducted a primary qualitative study to examine the compass of AI implementation to manage change by integrating AI into the retail value chain. AI-enabled services have revolutionised the entire process of strategic retail operations from providing personalised offering to performing manual task in shorter possible time. This study is relevant to Currys as the retail organisation faced issue in responding to customers queries on time (Jones and Comfort, 2019). It has substantially delayed the services and caused dissatisfaction among consumers. Insight from this study aligns with the operational strategies of Currys plc in terms of integrating AI-powered chatbot to instantly address the queries of customers.
Three types of cashier less systems consisting of mobile apps, self-checkouts and facial recognition are explored, and their impact on customer satisfaction and performance are identified. Schultz and Paetz (2025) showcased a positive relationship in their findings, indicating transformation in strategic operations elevated customer satisfaction. It has been evident that performance expectancy, customer empowerment, customer experience and effort expectancy positively influenced the self-service satisfaction of shoppers or customers. It also demonstrated an elevated level of willingness to use cashier less systems that appear convenient and effective to them. However, in some stances concern regarding data privacy imposed a negative impact on the customer perception and business performance (Schultz and Paetz, 2025). Results obtained from this study can enhance the in-store strategic activities and enhance the efficacy of underperforming stores. It is quintessential to maintain balance between operations in physical stores and retail activities in e-commerce or digital platforms (Sharma et al., 2023). Findings of Robertson et al. (2025) qualitative study suggested implementation of AI implementation compass to overcome barriers and challenges in retail operations. It has been witnessed that the AI implementation compass intertwined three layers including foundation factors, organisational dimensions and external enablers. According to Springael and Beks (2025), external enablers stress on infrastructure, innovation, integration and insights, while organisational dimensions entail technology, task, structure and people. The internal layer of foundation factor that emphasises planning, performance and productivity focuses on purpose, process and problem. Acquisition of these strategic changes can enable Currys to optimise its sales of technological tools and equipment by aligning the products to customers’ requirements. It can generate a positive impression on the engagement and satisfaction level of consumers.  
[bookmark: _Toc213771440]4.3 Theme 2: Key operational challenges
Barriers and challenges are an integral part of strategic operations that appear in different forms throughout an organisation. Shenkar et al. (2021) commented that the type of challenges likely to be encountered by a business is strongly based upon the nature of operations, practiced by the business. It can be stated that key operational challenges experienced by Currys involved generation of electronic wastes and cost barriers in processing this waste management. Cole et al. (2019) attempted to assess the effect of the Waste Electrical and Electronic Equipment (WEEE) directive on the electronic retail companies in the UK through 30 semi structured interviews. Rapid technological development coupled with elevated production of electrical equipment have led to a large amount of discarded electrical and electronic equipment (EEE) (de Oliveira Neto et al., 2023). It can be stated that WEEE is identified as one of the fastest growing waste streams in the UK, which posed several hurdles for organisations like Currys. On the other hand, Foroudi et al. (2018) developed an explanatory research to investigate the impacts of smart technology on customer experience and dynamics in retail settings, the UK. Prompt proliferation and application of smart technology in the retail sector have raised the events of data breaches, identity theft and cyber threats. It has subjected Currys to severe challenges as changes in strategic operations can elevate the risk of invasion to confidential data. Perera et al. (2022) stated that smart technology utilisation with weakened security measures not only causes reputational damages, but also influences the customer behaviour in a negative manner. Besides, employee resistance also emerged as a key operational barrier in implementing strategic changes like AI implementation and virtual operations. It restricted businesses like Currys from utilising the full competency of their workforce.
Global e-waste comprises a diverse range of electronic products, encompassing increased levels of embodied carbon (Noor, 2025). It mainly resulted from resource extraction, production and transportation processes. It has impacted the environment to a great extent, and subjected electronic retail organisations like Currys to legal complications. Cole et al. (2019) elucidated in their findings that reuse or recycle occurred for a limited number and types of electrical products in a small scale. Besides, legislation prompted innovation in recycling and resource recovery in practice, however recovery of raw materials and remnants was neglected. In contrast, Foroudi et al. (2018) demonstrated that strategic changes to technology adoption raises consumer engagement, however do not influence their behaviour. It is mainly due to existing threats that haunted customers making online purchases. Further, results also indicated that customers embraced innovative application of smart technologies in a retail setting. It involved customised options, user friendly interface and convenient payment options that are secured and possess robust security measures (Ahmed et al., 2021). Collective range of these strategic operations have imparted a positive impact on the experience, satisfaction and dynamics of customers. It has been found that the waste hierarchy is a crucial part of European Union (EU) waste strategy, and advancing to the higher levels of waste hierarchy is imperative to achieve sustainable waste management (Cole et al., 2019). It can aid organisations like Currys to overcome the current challenges of improper management of electrical wastes, and boost performance by adopting sustainable practices. Electrical, electronic equipment wastes along with data breaches and cyber threats associated with e-commerce operations and transactions posed challenges for Currys in the UK. 
[bookmark: _Toc213771441]4.4 Theme 3 – Impact of strategic operational changes in Curry’s through VR/AR
The article highlights that the UK’s electrical and telecommunications retailer and service provider Currys,  embraces digital initiatives in its warehouses, such as robotic exosuits, that helps to prevent staff injuries as well as improves operational efficiency during peak hours (Hess et al., 2024). These innovations, as suggested by the article, demonstrated the commitment of the UK retailer towards improving employee wellbeing while making operations more streamlined. More broadly speaking, the human enhancement technologies such as the AI-driven interfaces and smart glasses, indicate opportunities for faster order fulfilment and customer services (Gilbert, 2022). However, the research by Hess et al., (2024), also pinpoints that while such tools increase the perceptions of “superhuman” efficiency on one hand, they also risk making employees appear less human, reducing the elements of competence and warmth. For the retailer Curry’s this creates a dual challenge: balancing between authentic and customer-centred services and operational gains. 

The company presents staff training and development as a major strength within its operations, positioning itself as a driver of both business performance and employee growth. The retailer uses the Myle Learning platform, which is an online hub designed to improve skills and knowledge through structured modules, for the employees to access flexibly. Such approaches ensure that employees feel not only confident in product expertise, but are also able to deliver reliable and informed services to customers. As Coughlan (2024), emphasises that alongside general training the company also offers apprenticeship programs, thus enabling a blended model of formal education and workplace practices. Alongside real-world experiences, the apprentices gain structured learning that allows them to build technical proficiency as well as develop transferable skills such as communication, teamwork and problem-solving. Employees are thus equipped with a broader “toolkit of skills”, which extends beyond immediate retail roles, making them ready for long-term career progression across industries. Page et al., (2020), further argues that integrating practical experience with academic learning, apprenticeships addresses a wider skills gap within the labour market, therefore supporting higher levels of retention and performance. It can thus be said that Curry's overall approach to employee training and well-being indicates a balanced investment in hands-on-expertise, digital learning and sustainable workforce development. 

Following an omnichannel strategy, streamlined delivery partnerships and application of advanced digital tools, Currys has strengthened its supply chain processes and also improved its services. Furthermore, the company has also partnered with Mindtree, to implement innovative Salesforce and Mulesoft technologies, for delivering a seamless and personalised shopping journey across different markets (Mindtree, 2022). This integration has helped the retailer become more data-oriented, therefore deepening customer insights and encouraging stronger engagement. Simplifying the shopping process and tailoring services, not only helped the retailer Currys improve customer satisfaction but also support long-term loyalty. Farnfield (2024), mentions that in 2022, the aftersales transformation project undertaken by Currys in collaboration with BearingPoint, has helped identify clear opportunities for the company to minimise the aftersales operating costs and improve the services delivered. In addition, this project also helped increase the utilisation of their installation crews and in-house delivery. 

Curry’s being a major retailer has explored virtual reality (VR) and AR (augmented reality) for enhancing the customer experiences and this has brought operational efficiency. AR guided shopping assistance has enabled the customers to access the product details through in store-headsets and smartphones. Virtual product demonstration has enabled wider scopes for the customers to visualize the ways laptops, appliances or TVs could appear after taking at their homes. Ai powered self-checkouts like Tesco can bring better outcomes. Overhead cameras can be used for monitoring or scanning behaviours, it reduces unintentional non-screening errors and theft issues (Dampage et al., 2021). Also, based on operational improvements, Curry’s can enhance the process of preventing various losses. In addition, proper focus has been given in the aspect of reducing staff related costs and this has also improved the transaction speed related to Curry’s. With this, real-time monitoring has become very easier. Curry’s has embraced both innovation and automation, which can further create better scopes to improve the operational efficiencies. The above mentioned technologies have provided convenience and thus, better customer trust can be seen. On the other hand, privacy concerns are witnessed, which needs to be managed in the coming years. It is analysed that AI-powered monitoring has been considered invasive and this has been proved beneficial for the customers. With this, often it is also seen that misuse of behavioural or facial data has created wider challenges for Curry’s. In this context, it is very important to reduce these issues. 

Transparent communication needs to be maintained throughout. This is very effective for consumer confidence and maintaining better reputation of brands. Curry’s must focus on maintaining proper customer comforts and better security efficiency. Based on Data protection, Curry’s need to ensure that transparent processing and secured storage systems can be created. Curry’s can be proved effective in aspect of GDRP (General Data Protection Rules). Curry’s also need to justify the use of data and this is considered very essential in order to prevent theft and enhance the overall quality of services. Considering the implementation, it can be analysed that better strategic impacts can be witnessed on Curry’s. Better customer experiences, positive brand image and proper compliance and governance is maintained throughout. This has resulted in positive impacts on Curry’s and strategic management can help Curry’s to create positive experiences of customers and this is effective for maintaining string relationships with the customers (Kumar et al., 2023). 
[bookmark: _Toc213771442]4.5 Theme 4 - Pathways for sustainable operational improvements
A central pillar of Currys’ operations is sustainability, for which the retailer has adopted a multi-pronged strategy, involving energy management, emissions reduction across transportation, circular economy practices and clear commitments to climate targets. One major area where the company is emphasising is circular economy models (Saenz et al., 2022).  In order to extend the life of electronic products and reduce wastes, the retailer operates trade-in-programs, recycling initiatives and repair services. The company has been collecting nearly 750,000 tonnes of unwanted tech in the UK and Ireland, since 2011(Currys, 2025).  This includes 1.3 million redundant units in the current year that have been either recycled, refurbished or used for parts. As mentioned by Allmann (2022), the “Cash for Trash”initiative adopted by Currys, guarantees a minimum store credit for the old electronics dropped in store, or collected with newer product delivery. Last year, the company also repaired 1.4 million items and also collected 8.1 million e-waste products for reuse or recycling. In terms of energy and emissions, Currys has made a commitment of achieving by 2040, net zero emissions. Its interim targets are minimising the GHG emissions by 50% by the financial year 2029/30. The Science Based Targets initiative (SBTi), has approved this approach of Currys, thus ensuring alignment with the Paris Agreement Standards. 
As compared to the 2019/20 baseline, the company has witnessed a 52% reduction in 2023/2024, due to the sustainability initiatives undertaken (Currys, 2025).  In addition, Currys’ sustainable business strategy also includes improvement in energy management across its facilities as well as reduction of waste in operations. Through its “Long Live Your Tech” platform, the company has focused on using resources more efficiently. The company also is investing in efforts to minimise its operational greenhouse gas emissions, including the resources and energy that are used in business activities. Currys’ credibility is further strengthened by its transparent disclosure, like its alignment with frameworks such as the TCFD (Taskforce on Climate-Related Financial Disclosure). 
The sustainability initiatives of the retailer are integrated into its performance metrics, for instance, reductions in scope 1 & 2 emissions are part of the company’s colleague bonus scorecard. When thinking of the impact these improvements brought by the company have served both environmental and business goals, that has helped further reduce energy and costs, capturing value from spare parts and refurbished items, gaining more customer loyalty by offering repair options and finally improving brand reputation.  In the opinion of Elzinga et al., (2020), the circular business model and trade-in-initiatives has helped Currys meet rising consumer demand for sustainable and ethical consumption. For instance, over 65,000 products were traded in Ireland and UK, in recent years under the trade-in-scheme. Therefore, it can be said that sustainability operational improvements of Currys are broad, including strong emission-reduction targets with third-party validation, circularity, clean energy and resource use across its operations and embedding sustainability in both metrics and strategy. All these make the sustainable approaches of Curry’s beyond symbolic, moving towards operational practices that align environmental stewardship with business capability. 
[bookmark: _Toc213771443]4.6 Discussion
Analysis and subsequent comparison of the secondary qualitative data have showcased multiple outcomes of strategic operational transformation on Currys performance and customer satisfaction. It is best comprehended when evaluated against evidence presented in literature. Analysis of the current operational strategies that are integrated or about to implement highlighted the positive contribution of cashier less shopping system on customer accessibility and satisfaction. Interpretation of the qualitative results recognised three types of cashier less system, including mobile app, face recognition and self-checkout kiosks. This claim is partially backed by the existing evidence stating that workflow automation has enhanced business capacities in terms of real time data analysis, strategic resource allocation and effective decision making (Adepoju et al., 2022). Further analysis of data indicated the technological advancement in the form of secured and faster transaction medium can optimise the e-commerce strategic operations. It is capable of addressing the varied needs of modern customers and ensure optimal quality of experience that reflect in improved satisfaction level. This finding is supported by the statement of Park et al. (2024), who commented that digital technologies exhibited cutting edge technologies, which in turn enhanced perceived usefulness and consumer satisfaction. 
When discussing about the strategic operational changes in the core functions of Currys, qualitative data indicated the acquisition of Artificial Intelligence (AI) powered services. It takes into consideration the aspect of AI-enabled chatbot in designing customer service support for online consumers. It can significantly enhance the satisfaction level of customer by providing instant and fast response to queries. One of the key benefits of AI powered chatbot is the availability of 247 services for the different types of customers. This secondary claim is strongly supported by the previously reviewed literature that shifted the attention towards the numerous benefits of the AI applications in retail operations (Hubbart, 2023). Analysis of the qualitative findings stressed on the integration and subsequent usage of AI implementation compass that can guide retail organisations like Currys to implement AI in a systematic and convenient manner. However, existing literature could not enlighten about recent advancement that leads to limited evidence to strengthen the usage of AI implementation compass.
Based on the interpretation of qualitative findings, several barriers allied to changes in operational strategies are identified in technological retailers like Currys. It ranges from workforce incompetency and reduced e-commerce operations to inefficient communication and inadequate technological infrastructure. However, production of electrical, electronic equipment (EEE) wastes in a consistent manner with traditional waste management practices posed serious challenge to Currys. In terms of comparing with the existing literature, it has been evident that generation of wastes in retail is explained in generalised manner in terms of vulnerabilities related to global supply chain (Tsipoulanidis and Nanos, 2022). However, literature regarding specific disposal of electrical wastes to attend sustainability in strategic operations are not presented. Development of electrical wastes impacted business performance in varied ways. It has triggered reputational damage, highlighted gaps in Corporate Social Responsibility (CSR) and lowered the sales and revenue generation. It is mainly due to the fact that customers supporting sustainable practices shifted from Currys electronic products to other sustainable brands. It is well backed up by the evidence reviewed in literature that stressed on the purchasing behaviour of customers that is persuaded by the sustainable nature and approaches of businesses (Roy et al., 2021). As the discussion progresses, it has been witnessed that consideration of smart technologies inducing changes in strategic operations also contribute to cyber threats. This claim is contradicted by the statement of Liu et al. (2021), depicting that strategic alterations made through competent supply chains are imperative for optimising production, delivery and development of electrical products. 
Transaction made in online platforms like e-commerce sites and sharing of confidential information during purchase with less secured applications subjected customers to data breaches and privacy invasion. This qualitative findings are further sustained and backed by the literature as Bruni and Piccarozzi (2022) commented that Industry 4.0 introduced innovative business solutions along with new form of threats and vulnerabilities. Furthermore, literary evidence also suggested strict adherence to the appropriate legislations like the General Data Protection Regulation 2018 in the UK (Adesina et al., 2022). It can safeguard retail organisations like Currys to strengthen their security, and maintain customer privacy that determines their satisfaction level. 
The findings analysed in the above section has revealed that Currys has implemented different strategic operational changes, mainly the digital transformation initiatives, improved staff training programs and apprenticeships, as well as supply chain optimisation. Each of these initiatives has generated tangible benefits for Currys’ business performance and service quality, even though the outcomes have also revealed trade-offs and complexities. Digital initiatives like the robotic exosuits in warehouses along with broader use of data-driven technologies have been quite instrumental in improving efficiency and employee safety. Application of these tools has been proven useful in reducing workplace injuries, streamlining order fulfilment especially during the peak business hours. Judging from the customer viewpoint, the digital transformation has allowed more personalised services through the use of advanced customer relationship platforms, such as Mulesoft and Salesforce, ultimately facilitating convenient omnichannel interactions. However, it has also been indicated by the research that while technology enhances the perception of operational efficiency, it also simultaneously the perceptions of employee warmth and competence. This presents a further challenge for Currys to ensure that both use of digital tools and automation compliments the human element in the company and not replaces them, thus maintaining customer loyalty and trust.  
Staff training has been emphasised as another pillar of Currys’ operational success. The employee learning platform used by the company has provided structured digital training sessions, whereas the product-focused centres have helped the staff with hand-on, practical learning experiences, especially when handling complex appliances. Further the apprenticeships complemented this with a blended approach of workplace practice and formal education, building transferable skills such as teamwork, communication and problem-solving. All of these initiatives have not only helped improve the immediate customer service quality but has also created a pipeline of skilled and adaptable employees, capable of supporting business’ long-term growth. However, there remains a risk of over-reliance on digital learning modules, that can fail to fully capture the experiential aspects of customer services. Besides, the staff training started being strong, its long-term effectiveness depends on striking a balance between immersive learning experiences and digital flexibility. Next, supply chain optimisation has been another significant move taken by Currys to improve the business’ service quality. Leveraging Mulesoft and Salesforce has allowed Currys to improve data integration, enhance business efficiency as well as customer engagement across markets. By adopting optimised delivery networks and a consistent business architecture model, the UK retailer Currys has been able to minimise variation in performance and enhance utilisation of delivery partners. However, the critical issue here lies in execution; while the data-driven tools and frameworks offer insights, the actual success depends on structural and cultural shifts inside the organisation, breaking down silos. Currys without embedding these changes across all the business levels, efficacy gains can risk being temporary. Overall, it can be said that Currys’ strategic operational changes have delivered robust outcomes in customer engagement, business efficiency and employee development. Besides, they have also highlighted the significance of balancing human-centred services with technological innovation, and also ensuring that cultural change aids structural optimisation. 
The sustainability agenda of Currys indicates a more future-oriented dimension of operational improvements. By offering repair, recycling and trade-in schemes, the retailer has shown how it has embedded the principles of circular economy. It has further invested in green transport technologies, as well as facilitated efficiency. When critically examined, these initiatives bring out both benefits and challenges.  One of the most impactful sustainability strategies adopted by Currys has been its use of a circular business model. Repair services, trade-in programs and recycling initiatives not only helped the retailer minimise operational wastes, but also boost customer loyalty by encouraging the consumers for repost purchases in Currys. This resulted in both commercial and environmental value, positioning Currys as a responsible retailer. Nevertheless, the scale of business waste globally recommends that even strong programs can partially address the sustainability problems. For instance, the consumer willingness to participate in trade-in-schemes or recycling programs often depends on financial incentives, while managing reverse logistics at scale is also costly. Therefore, it can be stated that despite Currys’ initiatives being commendable, they should be continuously innovated and expanded to make a systematic impact.

Reduction by 11% in CO2 emissions, exhibits operational efficiencies, directly delivers both environmental and cost savings. Another significant area where Currys has demonstrated commitment is facility energy management. The company’s investment in renewable energy procurement for the UK properties and energy efficiency measures across its estate has significantly contributed to reductions in Scope 1 and 2 emissions. The interim emission target of Currys being approved by SBTi, provides an external validation of its credibility and progress. Moreover, by inserting emission metrics into stuff performance scorecards, the company has integrated sustainability even in the employee incentives. By 2040, Curry’s ambition to achieve Net zero places the retailer ahead of many of its competitors and also aligns with its global and national climate goals. Thus when considered together, the strategic operational changes undertaken by Currys, along with its sustainable improvements reveal both tensions and synergy. Supply chain optimisation, digital transformation and staff training primarily aimed at enhancing the retailer’s service quality as well as business results, while the sustainability initiatives focused on long-term social and environmental value. Besides these two are increasingly interconnected. For Currys it is important to make sure that all these improvement initiatives are not achieved in isolation but unified into a coherent strategic framework. 
GDPR can be applied in order to protect the data in a much-secured way. Curry’s being a major retailer has included VR and AR to enhance the experiences of customers. Besides, it can be analysed that technology has brought better scopes through AR shopping assistance, monitoring. It has created both automation and innovation. Thus, the operational efficiency can be seen in aspect of Curry’s. Under data protection law and GDPR, secured storage process and transparent processing can be witnessed in aspect of Curry’s. 
[bookmark: _Toc213771444]4.7 Chapter summary
The chapter findings highlighted that Currys has strategically pursued operational transformation as well as sustainability initiatives to boost performance and customer satisfaction. Improved staff training, digital initiatives and supply chain optimisation improved the operational efficiency, while cyber risk and siloed processes persisted. Simultaneously, the sustainability efforts made by Currys like SBTi-approved Net Zero targets, circular business models and so on, demonstrated credible progress, however, deeper integration across the value chain is needed. Conclusively, it can be said that success lies in balancing innovation with customer trust, aligning operational excellence with environmental responsibility, as well as embedding cultural change. These insights have underscored the significance of future-focused and coherent strategies to sustain Currys’ long-term competitiveness. 
[bookmark: _Toc213771445]Chapter 5: Conclusion
[bookmark: _Toc213771446]5.1 Chapter introduction 
This chapter highlights the concluding statement, and provides an in-depth evaluation of the outcomes against the objectives to determine whether they are addressed or not. It extends further and attempts to provide recommendations that can enhance customer satisfaction and business performance. Besides, limitations of the overall study along with the future scopes are also discussed in this chapter. 
[bookmark: _Toc213771447]5.2 Conclusion
The dissertation has thus critically examined the strategic operational changes adopted by the UK retailer Currys, mainly for boosting operational excellence and customer satisfaction, while also recognising sustainable pathways for long-term competitiveness. Drawing upon the secondary qualitative data, that has been thematically analysed further, the research findings have highlighted that operational strategies within retail must maintain a balance between employee development, technological innovation, customer centric practices and sustainability. Further, the research has also confirmed that Currys adopted a wide range of operational strategies, such as AI-enabled customer support tools and cashierless shopping systems, that significantly helped the company improve efficiency, accessibility and service responsiveness. These digital innovations have refined customer experiences by enabling personalised interactions and simplified transactions. It has also been cautioned by the research findings that increased digitalisation exposes the business to issues such as depersonalisation of services, cybersecurity risks, thus highlighting the need for a good balance between human interaction and automation. Few operational changes were also identified in areas such as waste management, vulnerabilities in digital infrastructure and employee resistance to change. Electronic wastes possess particular reputation as well as legal risks, when considering the rising demand of customers for sustainable practices. Additionally, data breaches have further resulted in consumer skepticism towards digital retailing. The research findings further revealed that the investments which Currys’ made in terms of staff development has helped create a skilled workforce with strong transferable skills, beneficial in supporting both long-term employability and immediate service quality. From the perspective of sustainability, Currys has also demonstrated significant progress through its trade-in, repair and circular economy initiatives. Despite Currys positioning itself as a credible leader in sustainable retailing, challenges mainly remain in scaling these efforts and embedding them completely in the supply chain. Overall, this study concludes that the operational changes that Currys has brought out have been successful in improving customer services, engagement and ultimately business performance. However, the secondary evidence provided also suggests that success relies on perfectly aligning technological innovation with human-centered practices and ensuring flexibility against external risks such as supply chain disruptions and cyber threats. 
[bookmark: _Toc213771448]5.3 Recommendations
On the basis of the research findings, the following recommendations can be proposed:
· The retailer Currys must invest in advanced encryption, real-time monitoring systems and multi-factor authentication, to prevent further risks from data breaches
· Training provided to the staff about cybersecurity awareness must complement the business’ technical measures
· While AI tools and cashier systems help improve efficiency, Currys must also preserve customer trust by ensuring access to human support, especially during complex service interactions. 
· The retailer must expand its recycling, repair and trade-in schemes, by providing stronger financial incentives and easier participation options for the customers. 
· Resistance to use of new technologies can be addressed through participatory training programs, transparent communication and recognition systems, that will reward quicker adaptability. Additionally, the apprenticeship programs must be strengthened to include sustainability skills.
[bookmark: _Toc213771449]5.4 Research Limitations
As the current research has exclusively relied on secondary qualitative sources, this has limited the scope of the study to capture first-hand responses or perspectives from Currys’ employees, managers or customers. Besides, only eight qualitative sources being analysed, this has potentially limited the diversity of insights. However, as the retail sector is currently evolving, the operational strategies that have been discussed might shift quickly due to economic changes or technological disruption. Even though sustainability was considered, the study has primarily analysed disco; sires and corporate strategies, in place of independent environmental audits, and this may lead to bias when reporting progress.  
[bookmark: _Toc213771450]5.5 Future Scope
As per the limitations of this study, there are different avenues that can be explored in the future by the researcher. Firstly, a primary data collection method can be followed where surveys or interviews can be held to gain first-hand responses of Currys’ employees and customers. This will offer a deeper insight into lived experiences of operational changes. Next a comparative study could be followed considering other retailers like Argos and Amazon, to benchmark Currys’ current practices and highlight the shortfalls better. Additionally, adapting a quantitative approach will also enable the future researchers to statistically analyse the impact of digital transformation, sustainability initiatives and staff training on measurable outcomes such as loyalty, customer satisfaction and financial performances. Furthermore, emerging technologies such as AI-driven predictive analytics,  blockchain for supply chain transparency and robotics in logistics, offer promising areas to look into, when it comes to retail operations. 
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