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[bookmark: _holnn0yhnrpy][bookmark: _Toc234616277]1. Introduction and Business Problem
[bookmark: _nokh5pgfvd55][bookmark: _Toc234616278]1.1 Background
The digital transformation has emerged as a strategic need in the UK retail industry as retailers are using artificial intelligence (AI), omnichannel retailing, mobile applications, self-checkout technologies and e-commerce as a means of enhancing customer interactions and operational effectiveness (Wolniak, Stecuła and Aydın, 2024). British shoppers desire AI-powered shopping assistants by 60%, and 53% anticipate shopping via social media by 2030, indicating that more retailers are prioritising digitally integrated and personalised shopping experiences (DHL Group, 2026). The customer experience has now been identified as a big source of competitive advantage since customer satisfaction, customer loyalty and customer purchasing behaviour directly depend on the customer experience. 
[bookmark: _8o84pxa5lg71][bookmark: _Toc234616279]1.2 Organisational Background
Marks and Spencer (M&S) is considered one of the most successful retailers in the UK with a reported revenue of 17.3 billion during the 2025/26 financial year with a market share of 10.2% of the UK clothing market (Marks & Spencer, 2026). The company has focused on digital transformation as part of its Reinventing M&S strategy, which has been achieved by investing in technology, online retail, personalisation aided by AI, a redesigned Sparks digital loyalty programme, and modernisation of the supply chain. M&S has also integrated Digital, Data and Technology plans in its business to enhance its omnichannel customer experience and efficiency in its operations.
[bookmark: _hvihwfb9du7d][bookmark: _Toc234616280]1.3 Business Problem 
Marks and Spencer (M&S) still has a long way to go to provide a seamless customer experience on both its web-based and brick-and-mortar platforms despite significant investment in digital transformation. The online orders, click-and-collect services and digital payments were disrupted by the 2025 cyberattack, which proves the vulnerability of its omnichannel operations. Since about one-third of M&S clothing and home sales are made online, the ability to have a robust and unified digital customer experience has become a strategic necessity to keep customers satisfied, loyal and competitive (BBC, 2025).
[bookmark: _n5xe6igtb4cu][bookmark: _Toc234616281]1.4 Research Justification
The study is necessary due to the fact that, although M&S invests a lot in digital transformation, there are few studies that have investigated how these efforts have a cumulative effect on customer experience in the UK retail industry. The study, in terms of academics, adds to the literature by discussing digital transformation with a single-case study of M&S based on the latest secondary evidence. In practice, the results can help the management to review digital strategies, enhance the integration of the omnichannel and focus on future investments in technologies to enhance customer satisfaction and business performance.
[bookmark: _sr7if7655ehi][bookmark: _Toc234616282]2. Aim, Objectives and Questions
[bookmark: _dkm77zeobx5m][bookmark: _Toc234616283]2.1 Aim
The research aims to explore how digital transformation has the potential to improve customer experience at Marks & Spencer UK by conducting qualitative research using secondary data.
[bookmark: _22jm61w1rq4l][bookmark: _Toc234616284]2.2 Objectives
· To investigate digital transformation projects in Marks and Spencer UK
· To examine how digital transformation can help improve customer experience
· To determine issues that impact digital transformation at M&S
· To prescribe a way of enhancing customer experience by tackling digital transformation
[bookmark: _dmtvxqnnqgso][bookmark: _Toc234616285]2.3 Questions
· Which digital transformation initiatives have been adopted at M&S?
· What does digital transformation do to improve customer experience at M&S?
· What issues does digital transformation in M&S have?
· How can M&S enhance customer experience by changing its digital transformation?
[bookmark: _ru5h1qxcu8bp][bookmark: _Toc234616286]3. Critical Literature Review 
[bookmark: _50ngl129p418][bookmark: _Toc234616287]3.1 Digital Transformation in Retail 
Digital transformation in retail is the process of deploying digital technology in the business activities to enhance the business processes, customer experiences and organisational performance (Kao et al., 2022). It has graduated to using simple e-commerce platforms to sophisticated technologies like artificial intelligence (AI), data analytics, mobile apps and omnichannel retailing that facilitate a smooth shopping process. Omnichannel customer experience (OCX) is the assessment of customer experiences of the retailer through its omnichannel, which underscores the significance of the inclusion of digital and physical contacts with customers (Rahman et al., 2022). 
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Figure 1: OCX 
(Source: Rahman et al., 2022)
On the same note, the use of in-store technology has been the order of the day in order to improve the retail experience (Grewal et al., 2023). Nonetheless, as much as digital transformation enhances customer satisfaction, efficiency in operations and competitive advantage, it is also associated with such challenges as high implementation costs, cybersecurity concerns, integration of technologies and resistance to new technology by customers.
[bookmark: _n8uu799fkwuu][bookmark: _Toc234616288]3.2 Customer Experience
Customer experience (CX) is the total experience and reactions that customers have had because of interactions with a retailer during the customer journey, which includes the pre-purchase, purchase and post-purchase phases (Hermes and Riedl, 2021). Customers in the context of omnichannel retailing should experience a seamless and consistent experience both on the online and offline touchpoints. 
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Figure 2: Customer Experience
(Source: Totara, 2026)
The significance of customer experience has been a major strategic focus of service research and management as it plays a major role in creating a competitive advantage (Gahler, Klein and Paul, 2023). Likewise, omnichannel customer experience (OCX) is customer evaluations of their experiences across the retailer's omnichannel. Customer Experience Management (CEM) framework recommends organisations to balance all their customer touchpoints in order to maximise customer satisfaction, foster customer loyalty and build strong customer relationships in the long term (Dzreke, 2025). A good customer experience management hence leads to enhanced customer retention, enhanced brand perception and sustainable performance.
[bookmark: _1c54fwu50jih][bookmark: _Toc234616289]3.3 Digital Technologies Improving Customer Experience
The use of digital technologies has largely changed consumer experience as retailers can now provide more personalised, seamless and faster services. Artificial intelligence (AI) is used to support personalised recommendations and chatbots, whereas big data analytics is used to help retailers comprehend customer preferences and buying behaviour (Rane, 2023). Mobile applications, self-service technologies and omnichannel retailing are also convenient as they blend the online and offline shopping experience. The cross-channel integration also has an effect on customer experiences and it also leads to changes in perception and behavioural intention. The omnichannel customer experience is enhanced by AI systems using personalisation, consistency and flexibility (Nguyen and Mogaji, 2023). But, to ensure successful implementation, there is a need to have a good technology integration in place, strong data management and customer trust to optimise satisfaction, loyalty and long-term competitive advantage.
[bookmark: _57hjm3qvxazm][bookmark: _Toc234616290]3.4 Relevant Theories and Models 
Technology Acceptance Model (TAM)
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Figure 3: TAM
(Source: Marikyan and Papagiannidis, 2026)
Technology Acceptance Model (TAM) is a model that explains that users will be more likely to adopt the technology when they find it useful and easy to use. The model is popularly used to comprehend customer adoption of digital technologies like mobile applications, AI-based services and self-service systems. TAM has been identified as having long-term ramifications on management research ( Musa et al., 2024). Thus, TAM offers a suitable model to examine the impact of the digital initiatives of M&S on the adoption of digital retail services by customers.
The Resource-Based View (RBV)
[image: ]
Figure 4: RBV
(Source: Jurevicius, 2026)
The Resource-Based View (RBV) implies that sustainable competitive advantage is gained by organisations through valuable and hard-to-copy resources, such as digital capabilities (Liang and Tian, 2024). Digital resources can be used to establish a competitive advantage and maintain it. Therefore, RBV backs up this research by describing how the company's investments in online technologies, data potential and omnichannel systems can empower customer experience and enhance the long-term business performance of M&S.
[bookmark: _ghkixb96msu0][bookmark: _Toc234616291]3.5 Literature Gap
The available research tends to discuss the topic of digital transformation and the use of technology in the retail industry on a broad level, with little emphasis given to Marks and Spencer. Moreover, there is a paucity of studies that synthesise publicly available organisational and industry evidence to measure the effect of digital transformation on customer experience in M&S; thus, this study fills this gap by a qualitative case study using secondary data and thematic analysis to offer insights that are specific to the context.
[bookmark: _pbjroo2efpnp][bookmark: _Toc234616292]4. Research Methodology 
[bookmark: _onydvoqpbdd][bookmark: _Toc234616293]4.1 Research Philosophy
The research philosophy used in this study is the interpretivist approach since it aims at comprehending the impact of digital transformation on customer experience using the interpretation of already published evidence as opposed to measuring it objectively (Sarfraz, Kurdi and Rafiq, 2025). Interpretivism is suitable in culling out meanings, organisational practices and customer-related insights as manifested in the company reports, academic literature and industry publications. The philosophy helps to get a better idea of how digital initiatives are characterised, used and perceived in the context of Marks and Spencer (M&S).
[bookmark: _xvpk7knwsaho][bookmark: _Toc234616294]4.2 Research Approach
The research method that will be applied is an inductive research method due to the fact that the study will be developed to come up with themes based on the available secondary evidence rather than to test the pre-established hypotheses. An inductive approach enables the patterns and insights to be developed intuitively during the process of reviewing qualitative data (Laari, 2025). This method is suitable since the study examines the role of digital transformation in customer experience, based on reported organisational experiences.
[bookmark: _77a52ye0kkbh][bookmark: _Toc234616295]4.3 Research Design
The study will be qualitative and will only involve Marks and Spencer UK in the case study. A case study helps conduct detailed research of the digital transformation in a real organisational setting. It enables a thorough comprehension of the digital initiatives of M&S, customer experience strategies and operational issues, which is why it is appropriate to answer the research purpose.
[bookmark: _cw1cpbxyt28f][bookmark: _Toc234616296]4.4 Data Collection
The research will be based on secondary sources only of credible information that is publicly available. They are M&S Annual Reports, Sustainability Reports, Investor Presentations, the official company site, industry reports released by peer-reviewed academic journals, trade media in the retail business and reliable news media. The secondary data is suitable as it gives complete, up-to-date, and affordable data and allows analysing organisational strategies without having to access primary participants (Bernardi et al., 2023).
[bookmark: _2sp8wanltz26][bookmark: _Toc234616297]4.5 Data Analysis
Thematic analysis will be used to analyse data in accordance with the six steps of Braun and Clarke: familiarisation with the data, coding, generating themes, reviewing themes, defining and naming themes and producing the final report (Ahmed et al., 2025). Such an approach is suitable as it will allow the systematic recognition and interpretation of recurrent patterns between a wide range of qualitative secondary sources, which will be insightful in the context of digital transformation and customer experience.
[bookmark: _i6zqhdhskojk][bookmark: _Toc234616298]4.6 Sampling Strategy
Purposive sampling will be used to identify pertinent secondary sources in the research (Tajik, Golzar and Noor, 2024). Peer-reviewed journal articles published in the past 2-6 years, official M&S publications, and quality industry reports are also used as inclusion criteria. The sources that are not credible, relevant or have enough evidence will be omitted to keep the quality and relevance of the analysis.
[bookmark: _4vsquqixtgb4][bookmark: _Toc234616299]4.7 Reliability and Validity
Triangulation of data will be used to increase reliability and validity in the use of data, where two or more sources of academic, organisational and industry data will be utilised to confirm findings. Peer-reviewed literature and official company documents will be used as a priority in order to enhance credibility. Dependability will be enhanced with a transparent search and analysis process. Nevertheless, because secondary data can be used, this could restrict access to up-to-date customer perceptions and internal organisational data.
[bookmark: _ao7fyx6bnf1n][bookmark: _Toc234616300]4.8 Research Ethics
Only publicly available information will be used in the study, and ethical principles of research will be adhered to. To prevent plagiarism and give the original authors credit, all sources will be properly referenced in Harvard style (Weerawardane and Byrne, 2021). Any copyright considerations will be adhered to and interpretation of findings will be done in a fair manner in order to maintain honesty, transparency and academic integrity in the research process.
[bookmark: _4rteppi3cqm2][bookmark: _Toc234616301]5. Business Relevance and Practical Implications
This research will provide Marks and Spencer (M&S) with both strategic and operational knowledge that will prove highly beneficial. The research will be strategic in helping the company identify the effectiveness of its digital transformation initiatives in boosting its omnichannel integration, its digital customer relationship, customer satisfaction and customer loyalty, and its decision-making regarding digital investment. Such real-life lessons about the potential influence of digital technologies on customer experience could serve managers with the purpose of concentrating future innovation and maintaining a competitive advantage in the UK retail sector.
In terms of operations, the results can be used to determine how to enhance the functionality of mobile applications, use artificial intelligence in personalised services, enhance usability and navigation on websites, and create more efficient personalised marketing strategies. This kind of improvement would be utilised in a more integrated and seamless customer experience on and off-line. On the academic side, the study will add to the existing body of literature on digital transformation in UK retail by offering a qualitative case study of Marks and Spencer based on the secondary evidence in the recent past.
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