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[bookmark: _Toc860425095]1. Introduction
The retail industry has experienced significant transformation over the past three decades as a result of rapid technological advancements and changing consumer expectations. The emergence of the internet in the 1990s revolutionized traditional retailing by introducing e-commerce platforms that enabled consumers to browse and purchase products online. Since then, digital technologies such as mobile applications, artificial intelligence (AI), big data analytics, cloud computing, social media platforms, and omnichannel retail systems have continued to reshape how businesses operate and how customers interact with brands (Verhoef et al., 2019).
Digital transformation has become a strategic priority for retailers seeking to remain competitive in an increasingly technology-driven marketplace. Modern consumers expect seamless, personalized, and convenient shopping experiences across multiple channels. As a result, retailers are investing heavily in digital technologies to improve operational efficiency, enhance customer experiences, and strengthen customer relationships. Technologies such as AI-powered recommendation systems, mobile shopping applications, loyalty programs, and social media engagement tools enable organizations to gather valuable customer data and deliver personalized services that meet evolving consumer demands.
Customer engagement has emerged as a critical concept within contemporary marketing and retail management. Brodie et al. (2013) define customer engagement as the cognitive, emotional, and behavioral investment that customers make in their interactions with a brand. Highly engaged customers are more likely to demonstrate brand loyalty, make repeat purchases, recommend products to others, and contribute positively to organizational performance. Consequently, improving customer engagement has become a key objective for retailers aiming to achieve sustainable competitive advantage.
Digital technologies play an important role in enhancing customer engagement by enabling real-time communication, personalized interactions, and integrated shopping experiences. Through digital channels, businesses can better understand customer preferences, anticipate consumer needs, and build stronger long-term relationships. The growing significance of customer engagement in digital environments has prompted researchers and practitioners to explore the relationship between technological innovation and consumer behavior.
Marks & Spencer (M&S) provides an ideal case study for examining the impact of digital technologies on customer engagement. Founded in 1884 by Michael Marks in Leeds, M&S is one of the United Kingdom’s most recognized retail brands, offering clothing, food, home products, and financial services. Throughout its long history, the company has built a strong reputation for quality, trust, and customer service. However, like many traditional retailers, M&S faces increasing pressure from digitally advanced competitors and changing consumer shopping habits.
To address these challenges, M&S has invested substantially in digital transformation initiatives. These include the development of mobile applications, enhancement of e-commerce platforms, implementation of AI-driven personalization tools, and the relaunch of its Sparks loyalty program. Such initiatives are designed to improve customer engagement, increase customer loyalty, and strengthen overall business performance. This study therefore investigates how these digital technologies influence customer engagement within the context of M&S and identifies opportunities for further improvement.
[bookmark: _Toc1492860511]2. Problem Statement, Aim and Objectives
[bookmark: _Toc1134410491]2.1. Problem Statement
Despite significant investments in digital technologies, M&S continues to face challenges in maximizing customer engagement and competing effectively in an increasingly digital retail environment. Competitors such as Next, Aldi, Lidl, Asda, Ocado, and international retailers such as Reliance Retail have successfully leveraged digital technologies to deliver seamless omnichannel experiences, personalized services, and enhanced customer convenience.
While M&S has introduced several digital initiatives, questions remain regarding their effectiveness in driving customer engagement and loyalty. Customer expectations continue to evolve rapidly, and retailers must continuously adapt their technological capabilities to remain relevant. Therefore, there is a need to evaluate how effectively M&S utilizes digital technologies to engage customers and identify best practices that can be adopted from industry leaders (Verhoef et al., 2019; Moliner-Tena & Tortosa-Edo, 2026; Zhang, 2024).
[bookmark: _Toc1249294494]2.2. Aim
The aim of this study is to examine the impact of digital technologies on customer engagement within the UK retail industry using Marks & Spencer as a case study.
[bookmark: _Toc2037269600]2.3. Objectives
The study seeks to achieve the following objectives:
1. To evaluate the digital technologies and customer engagement initiatives currently implemented by M&S.
2. To examine customer perceptions and responses toward M&S’s digital transformation efforts.
3. To analyze the impact of digital technologies on customer engagement indicators such as loyalty, interaction levels, and purchase behavior.
4. To benchmark M&S against key retail competitors using secondary data sources.
5. To provide recommendations for improving customer engagement through enhanced use of digital technologies.
These objectives provide the foundation for the literature review, methodology, and analytical framework employed throughout the study.
[bookmark: _Toc160437292]3. Company Description
Marks & Spencer is a multinational retailer headquartered in the United Kingdom. Established in 1884, the company has evolved from a small market stall business into one of Britain's most recognized retail organizations. M&S operates across three major product categories: clothing, home products, and food. The company serves millions of customers annually through a network of more than 1,000 stores and a rapidly expanding online platform.
The retail sector has experienced significant disruption due to the rise of digital technologies and changing consumer preferences. In response, M&S has undertaken substantial digital transformation initiatives to enhance customer experiences and maintain competitiveness.
[bookmark: _Toc1704643390]3.1. Digital Technologies Implemented by M&S
Mobile Applications
The M&S mobile application provides customers with personalized shopping experiences, digital loyalty cards, order tracking facilities, and customized product recommendations. The app also allows customers to access exclusive offers and manage their purchases conveniently.
E-commerce and Omnichannel Services
M&S has expanded its online retail capabilities through its e-commerce platform, enabling customers to browse products, place orders, and arrange deliveries. Omnichannel services such as Click & Collect, store locator tools, and integrated returns systems ensure a seamless shopping experience across physical and digital channels.
Artificial Intelligence and Data Analytics
The company utilizes AI and data analytics to forecast demand, optimize inventory management, personalize marketing campaigns, and improve decision-making processes. Data-driven insights enable M&S to better understand customer behavior and tailor services accordingly.
Digital Marketing and Social Media
M&S actively engages customers through social media platforms, email marketing campaigns, influencer collaborations, and targeted digital advertising. These initiatives enhance brand visibility and facilitate direct communication with consumers.
This study evaluates the effectiveness of these technologies in enhancing customer engagement and compares M&S’s performance with industry competitors.
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The literature review examines existing academic and industry research relating to digital technologies and customer engagement in retail environments.
Digital Technologies in Retail
Digital technologies have transformed retail operations by enabling automation, personalization, and enhanced customer experiences. Technologies such as AI, machine learning, cloud computing, Internet of Things (IoT), and big data analytics allow retailers to collect and analyze customer information, resulting in more effective decision-making and service delivery.
Customer Engagement in Retail
Customer engagement represents a multidimensional concept involving emotional, cognitive, and behavioral interactions between customers and brands. Research suggests that engaged customers are more likely to exhibit loyalty, advocacy, and long-term commitment. Effective engagement strategies contribute to customer retention and increased profitability.
Impact of Digital Technologies on Customer Engagement
Studies indicate that digital technologies positively influence customer engagement by providing convenience, personalization, and accessibility. AI-driven recommendation systems, mobile applications, and interactive digital platforms encourage greater customer participation and satisfaction (Kumar et al., 2023).
Omnichannel Strategy and Customer Experience
Omnichannel retailing integrates online and offline channels to create a consistent customer experience. Hamouda (2021) argues that effective channel integration improves customer satisfaction and engagement by reducing friction throughout the purchasing journey.
Retail Performance Benchmarks
Benchmarking against industry leaders enables organizations to identify best practices and performance gaps. Competitors such as Next and Ocado demonstrate how advanced digital infrastructures can contribute to improved customer experiences and business outcomes.
Overall, the literature highlights that successful digital transformation enhances customer engagement through improved convenience, personalization, and service quality. These findings provide the theoretical foundation for evaluating M&S’s digital initiatives.
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Research Approach
This study adopts a secondary research approach, utilizing both quantitative and qualitative data sources. Secondary research is appropriate because extensive information regarding M&S, customer engagement, and digital technologies is available through publicly accessible sources.
Research Design
A descriptive and analytical case study design will be employed. The case study approach enables an in-depth examination of M&S’s digital transformation initiatives and their impact on customer engagement.
Data Sources
The study will utilize data from multiple sources, including:
· M&S annual reports and investor presentations
· Sustainability reports and company press releases
· Industry reports from Deloitte, McKinsey, PwC, Statista, and Kantar
· Peer-reviewed academic journals and books
· Customer reviews and social media platforms such as Trustpilot, Facebook, Instagram, and X (Twitter)
Data Analysis Techniques
Quantitative analysis will examine engagement metrics such as loyalty program participation, mobile app adoption, website traffic, and online purchase frequency.
Qualitative analysis will involve thematic analysis of customer reviews and social media comments to identify recurring themes, perceptions, and engagement drivers.
Analytical Framework
The study adopts the following framework:
[image: ]
This framework facilitates the examination of how technological inputs influence customer interactions and organizational results.
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The UK retail industry has experienced rapid digitalization, with online channels accounting for a substantial proportion of retail sales. Consumers increasingly prefer digital shopping options due to convenience, accessibility, and personalized experiences.
Competitor Benchmarking
M&S will be compared with several competitors:
· Next UK: A leading fashion retailer recognized for strong online performance and digital innovation.
· Aldi and Lidl: Grocery retailers known for customer-focused value propositions and efficient loyalty initiatives.
· Asda and Ocado: Retailers with advanced e-commerce and logistics infrastructures.
· Reliance Retail: An international benchmark demonstrating successful integration of physical and digital retail operations.

Strengths of M&S
M&S possesses several competitive advantages, including:
· Strong brand heritage and reputation.
· High levels of customer trust.
· Diverse product portfolio.
· Established Sparks loyalty program.
· Extensive omnichannel presence.
· Commitment to sustainability and ethical sourcing.
Validation of findings will be achieved through triangulation of multiple secondary data sources and comparison with competitor performance indicators.
[bookmark: _Toc138461189]7. Risks
	Risk
	Likelihood
	Impact
	Mitigation

	Low survey response rate
	Medium
	High
	Incentivize participation through small rewards and distribute via multiple channels

	Limited access to M&S internal data
	High
	Medium
	Use publicly available company reports and industry analytics

	Bias in customer responses
	Medium
	Medium
	Ensure anonymity, random sampling, and balanced survey design

	Time constraints
	High
	High
	Develop strict timeline, prioritize critical tasks, and monitor progress weekly


These risks are critical to acknowledge early, as delays or unreliable data could compromise the validity and timeliness of the study (Bryman & Bell, 2017).
[bookmark: _Toc801592449]8. Timeline (Gantt Chart)
	Task
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5

	Literature review
	████
	███
	
	
	

	Proposal drafting
	
	████
	███
	
	

	Survey and interview design
	
	███
	███
	
	

	Data collection
	
	
	███
	███
	

	Data analysis
	
	
	
	████
	

	Final report preparation
	
	
	
	███
	███


[bookmark: _Toc1361155510]9. Conclusion
This study aims to investigate the impact of digital technologies on customer engagement within the UK retail industry using Marks & Spencer as a case study. As digital transformation continues to reshape retail environments, understanding how technology influences customer behavior has become increasingly important. Through the analysis of secondary data and competitor benchmarking, the research will evaluate the effectiveness of M&S’s digital initiatives and identify opportunities for improvement.
The findings are expected to contribute to both academic knowledge and managerial practice by providing insights into how digital technologies can strengthen customer engagement, enhance loyalty, and improve business performance. Furthermore, the study will offer practical recommendations that can assist M&S and other retailers in developing more effective digital engagement strategies within an increasingly competitive marketplace.
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