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[bookmark: _Toc235821582]Chapter 1: Introduction
[bookmark: _Toc235821583]1.1 Background and Rationale
Digital transformation (DT) has transformed the global retail landscape, by embedding technologies like Artificial Intelligence (AI), Big Data Analytics, Cloud Computing, Mobile Commerce, IoT and automation into organisational processes, customer interactions and business models. DT is not only about adopting technology, but also about a complete transformation of the organisation that improves its innovation, efficiency and customer focus (Leão and da Silva, 2021). In one of the most advanced e-commerce markets in the world, the UK, the COVID-19 pandemic has spurred retailers to accelerate digital adoption and implement various strategies, such as investing in omnichannel platforms, AI-driven personalisation and automated fulfilment and digital payment systems, to boost competitiveness. The recent studies indicate that these technologies offer a better experience to customers by making them more convenient, responsive and personal. Therefore, these technologies can help to increase the satisfaction level of customers as well as competitive advantage. But much of the literature focuses on each of these relationships individually with little fully-integrated evidence for the UK e-commerce sector. Hence, this secondary study critically synthesises recent literature to assess the simultaneous effect of digital transformation on customer satisfaction and sustainable competitive advantage.







[bookmark: _Toc235821584]1.2 Research Aim
Critically examine the relevance of digital transformation in enhancing competitive advantage and customers' satisfaction in UK's e-commerce industry using secondary research.
[bookmark: _Toc235821585]1.3 Research Objectives
1. Examine the practice of digital transformation in e-commerce in the UK.
2. Assess the impact of digital transformation on customer satisfaction.
3. Explain how customer satisfaction relates to competitive advantage.
4. Identify research gaps and offer recommendations for future approaches to digital transformation in UK e-commerce organisations.
[bookmark: _Toc235821586]1.4 Research Questions
Primary Research Question:
What is the impact of digital transformation on customer satisfaction and competitive advantage in the e-commerce sector of the UK?
Sub-questions
1. What are some common trends in digital transformation for e-commerce in the UK?
2. What are the impacts of digital technologies on customer satisfaction?
3. What is the customer satisfaction's role in achieving sustainable competitive advantage?
4. What are the research gaps from current literature?



[bookmark: _Toc235821587]1.5 Problem Statement
UK e-commerce organisations consider digital transformation to be a strategic priority. Organisations are still facing difficulties converting the technological investments into lasting customer satisfaction and competitive edge, despite the huge investment in AI, digital platforms, automation and analytics.
There is a lack of integration between the two dimensions of technological adoption and customer experience and limited research has focussed on both aspects in the UK e-commerce context. Moreover, a number of empirical studies focus on the level of the individual company and not on industry evidence. Thus, it is required to conduct a detailed secondary analysis to bring together key findings of recent research and gain a comprehensive insight into the contribution of digital transformation for the customer and competitive advantage within the UK e-commerce industry.













[bookmark: _Toc235821588]Chapter 2: Literature Review
[bookmark: _Toc235821589]2.1 Introduction
Organisations need to keep up with the rapidly evolving digital market and competitiveness by embracing and adopting digital transformation (DT). Technology like artificial intelligence (AI), cloud computing, big data analytics, machine learning, mobile commerce, the Internet of Things (IoT), blockchain and automation have forever changed the business, customer engagement and value creation of UK e-commerce. DT is not just about digitising processes, but about a fundamental organisational change towards increased innovation, high operational efficiency and competitiveness, provided by organisational capabilities and customer-centric approaches. The chapter critically reviews the recent literature (2020-2026) on the impact of digital transformation on customer satisfaction and competitive advantage and reveals the research gaps.
[bookmark: _Toc235821590]2.2 Theoretical Foundation
The Resource Based View (RBV), Dynamic Capabilities Theory (DCT) and the Technology Acceptance Model (TAM) are all complementary theories that underlie this study.
The Resource-Based View (Barney, 1991) suggests that sustainable competitive advantage is achieved through the utilization of resources that are valuable, rare, inimitable and non-substitutable (VRIN). AI capabilities, customer data, cloud infrastructure and digital platforms are all assets that are strategic resources in the context of digital transformation. But recent research indicates that technology alone is not enough; companies need to bring together leadership, employee skills and innovation along with digital resources to create a sustainable competitive edge. Thus, competitive advantage is not due to the adoption of technology per se, but to the effective integration of technological and organisational resources.
In addition to RBV, Dynamic Capabilities Theory (Teece, Pisano and Shuen, 1997) incorporates the notion that organisations constantly reconfigure resources in environments that are constantly changing. In the UK ecommerce, companies are using AI to make more effective use of services, predictive analytics, automation and omnichannel retailing, increasing their competitiveness through the perception of opportunities, the implementation of innovation and the reorganization of capabilities. The recent evidence indicates that organisations with dynamic capabilities react better to the changes in customers' expectations and technological upheavals than the organisations with traditional business models.
Technology acceptance states that perceived usefulness and ease of use lead to technology adoption (Davis, 1989). TAM was created to explain the acceptance of a technology by an individual, but it is applicable to ecommerce because customers are more likely to use ecommerce platforms that are convenient, secure and easy to use. Recent research shows that digital technologies which affect trust, usability and convenience have a positive impact on customer satisfaction, online buying behaviour and online customer loyalty. RBV, DCT and TAM together offer a complete theoretical framework for the understanding of how digital transformation can lead to customer value and sustainable competitive advantage.
[bookmark: _Toc235821591]2.3 Key Themes and Models
Theme 1: Digital transformation in the UK e-Commerce industry
Digital transformation has dramatically transformed the UK eCommerce industry by incorporating different technologies like artificial intelligence, cloud computing, big data analytics, robotic process automation and digital payment solutions into businesses. According to Leão and da Silva (2021), DT goes beyond technological implementation and it is an organisational restructuring, innovation and strategic renewal. Likewise, recent systematic reviews state that successful digital transformation is as much about organisational readiness, leadership, and constant innovation, as it is about technological investment. But, there is a debate whether technology itself constitutes a competitive advantage. Some focus on digital competencies as the key enabler of performance, others hold that organizational culture, strategic alignment and employee competencies are the keys to effecting digital transformation with measurable results. According to this debate, technology acts as an enabler and not as a stand-alone source of competitive advantage.
Theme 2: Digital transformation and customer satisfaction
Digital transformation has one of the largest consequences to customer satisfaction. By offering personalized recommendations, chatbots, and seamless payment systems, AI-powered tools can enhance service quality, convenience, and customer engagement, as evidenced by these factors. Further contributing to satisfaction is information quality, website usability, transaction security and responsive customer service. But experts also warn of issues with technology complexity, privacy issues and loss of human interaction that could impact customer experiences. These contrasting views suggest that digital transformation is not just about 'digital efficiency' but about a balance of technological innovation and service design that is customer centric.
Theme 3: Competitive Advantage and Digital Transformation 
Digital transformation is the way to increase competitiveness by optimizing processes, innovation, organisation agility, and decision-making through data. AI, cloud computing and predictive analytics provide tools for organisations to streamline their inventory, tailor customer interactions, and make swift decisions in response to market trends. Leão and da Silva (2021) conclude that innovation capability and flexibility of the organisations are the outcomes of a successful digital transformation. However, recent literature states that using digital technologies to achieve a sustainable competitive advantage is difficult to sustain as they are easily imitable. Organisations, however, cannot sustain these; they need to build dynamic capabilities that enable them to continually innovate and strategically adapt.
Theme 4: Customer Satisfaction as a Source of Competitive Advantage
Customer satisfaction is consistently mentioned in recent literature as a mediator between digital transformation and competitiveness. Digital technologies make customer experiences more personal, quicker, more convenient and more effective for customers to purchase and communicate, which leads to higher customer loyalty, more purchases and electronic word-of-mouth. Meta analyses studies also provide evidence that trust and security, along with positive digital experiences, play a major role in customer retention and organisational performance. Even with these findings, few studies have investigated these relationships in tandem in the context of the UK e-commerce sector; most of them have approached these technologies either individually or on a single organisation case study.
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[bookmark: _Toc235821593]2.4 Research Gap
While digital transformation is a topic receiving a great deal of academic focus, some crucial gaps in research have been identified. To begin with, one can see that many studies have been conducted on digital transformation, customer satisfaction, but these studies rarely analyse the combined impact of these two concepts on competitive advantage. Secondly, many of the publications discuss a particular company or an international environment and do not reflect the industry as a whole in the UK e-commerce sector. Third, the majority of the research that has been conducted has been primary research and very few studies have critically synthesised recent research using secondary research. Lastly, the fast-paced development of AI, predictive analytics and omnichannel retailing has given rise to new research landscapes that are underrepresented. This study aims to bridge those gaps by conducting extensive secondary research of the recent literature to build a holistic picture of the impact of the digital transformation on customer satisfaction and competitive advantage in the e-commerce sector in the UK.











[bookmark: _Toc235821594]Chapter 3: Methodology
[bookmark: _Toc235821595]3.1 Research Philosophy
Research philosophy is defined as a system of beliefs regarding the nature of knowledge and reality which underpins the research process (Saunders, Lewis and Thornhill, 2023). The study has an interpretivist research philosophy, which assumes that organisational phenomena are socially constructed and can only be understood by interpreting the meanings, not by finding universal laws (Saunders et al., 2023). For this dissertation, interpretivism is the most suitable philosophical stance because the study is based on literature and not a primary data collection to examine the effect of digital transformation on customer satisfaction and competitive advantage. It allows the researcher to reflectively combine various viewpoints and be aware of how the context of the organisation, maturity of the technology and the market dynamics in the UK e-commerce industry affect the findings.
[bookmark: _Toc235821596]3.2 Research Approach
The research approach is inductive that is building a conceptual understanding by drawing from existing observations and evidence (Saunders et al., 2023). The research does not test specific hypotheses, but rather analyzes current literature to uncover common themes and connections related to digital transformation, customer satisfaction and competitive advantage. This is fitting given that digital transformation is a dynamic concept and can be analysed on the basis of recent developments (2020-2026), without being bound by fixed theoretical parameters.




[bookmark: _Toc235821597]3.3 Research Method
The research design for this dissertation is integrative qualitative secondary research, which will critically synthesise the existing academic and industry evidence on the relationship between digital transformation, customer satisfaction and competitive advantage in the UK e-commerce sector. Secondary research is suitable as the study is not intended to collect primary data but to review the existing knowledge, find patterns and gain a holistic conceptual understanding.
The relevant literature will be retrieved from recognised academic databases such as Scopus, Web of Science, ScienceDirect, Emerald Insight, SpringerLink, Taylor & Francis Online, Wiley Online Library, SAGE Journals and Google Scholar. The search strategy will combine the following key words: digital transformation, digital innovation, artificial intelligence, customer satisfaction, customer experience, competitive advantage and e-commerce. Boolean operators will be used to increase the accuracy of database searches.
Only journal articles (peer-reviewed) and academic books with a focus on English-language texts have been included, and the primary search period is from 2020 to 2026, as well as systematic reviews and authoritative industry reports. Where necessary, seminal theoretical works such as Barney (1991), Davis (1989) and Teece et al. (1997) will also be included. Blogs, opinion articles, and non-academic publications will not be included, unless they are related to digital transformation, e-commerce, customer satisfaction or competitive advantage.
Thematic analysis will be used to analyse the collected evidence, following the six stages outlined by Braun and Clarke (2022). A hybrid coding strategy will be used, which involves deductive themes based on the research objectives, and inductive identification of emerging themes from the literature. Four main themes will be examined: practices of digital transformation, customer satisfaction results, development of competitive advantage, and the connection between these themes.
Industry reports and company publications will be used only to provide supplementary contextual evidence which supports findings from academic literature.
[bookmark: _Toc235821598]3.4 Ethical Considerations
No human subjects are involved in the study, but ethical considerations are still important. The research has been conducted in a manner which upholds ethical standards as defined by the University of Wales Trinity Saint David (UWTSD) and includes only publicly available information, accurate referencing according to the UWTSD Harvard (Cite Them Right) guidelines, no plagiarism or data manipulation and appropriate identification of original thinking from published work. Formal ethical approval does not normally apply as the study is based on secondary data only.
[bookmark: _Toc235821599]3.5 Feasibility
The study is extremely feasible because there is a lot of recent literature on digital transformation and ecommerce. Comprehensive analysis is possible using adequate sources in institutional academic databases. Additionally, participants are not recruited and primary data is not collected, which limits time and costs, and allows the research to be conducted within the proposed time frame.
[bookmark: _Toc235821600]3.6 Expected Findings
The study will prove that digital transformation has a positive impact on customer satisfaction in the areas of personalisation, service quality and website usability, customer engagement and operational efficiency and omnichannel integration. Also, it expects that the improvement of customer satisfaction will lead to sustainable competitive advantage in terms of customer loyalty and organisational performance. Further, organisational skills like Digital Leadership, Innovation and Data-driven decision making will likely become important enablers of a successful Digital Transformation. An integrated conceptual framework explaining these relationships is anticipated.
[bookmark: _Toc235821601]3.7 Limitations
There are some limitations on this study. One is that by using secondary data, it is not possible to develop new empirical evidence. Second, existing literature is the basis of the findings and is thus influenced by its quality and scope. Thirdly, the analysis was conducted on the UK e-commerce sector, which may not be representative for other sectors or nations. Lastly, digital transformation is a constantly changing landscape so emerging technologies might not be represented. These limitations aside, the study is a very complete synthesis of current knowledge and a proposal for the directions of future research.
[bookmark: _Toc235821602]3.8 Research Timeline and Gantt Chart
Research Period: 1 August 2026 – 30 August 2026
	Activities
	Week 1 (1–7 Aug)
	Week 2 (8–14 Aug)
	Week 3 (15–21 Aug)
	Week 4 (22–30 Aug)

	Topic confirmation
	✓
	
	
	

	Literature search
	✓
	
	
	

	Literature review writing
	✓
	
	
	

	Methodology writing
	
	✓
	
	

	Data synthesis & analysis
	
	✓
	✓
	

	Draft conclusion
	
	
	✓
	✓

	Proofreading & editing
	
	
	
	✓

	Final submission
	
	
	
	✓




[bookmark: _Toc235821603]Conclusion
The effect of digital transformation on customer satisfaction and competitive advantage in the e-commerce sector in UK has been systematically investigated through a secondary research approach as proposed. The study is conducted based on the Resource-Based View, Dynamic Capabilities Theory and Technology Acceptance Model and aims to integrate the latest scientific evidence to understand how digital technologies can offer customer value and organisational competitiveness. For critically reviewing the literature, an interpretivist philosophy and inductive approach along with qualitative thematic analysis is adequate. It is hoped that the results of the research will enrich the knowledge of academics by grouping and synthesizing the existing evidence to help create a conceptual understanding and will provide practical information for ecommerce managers aiming to increase customer satisfaction and gain a sustainable competitive advantage in a rapidly diminishing world.
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