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[bookmark: _Toc228430615]CHAPTER 1: INTRODUCTION
[bookmark: _Toc228430616]1.1 Background of the Study
In recent years, the retail industry has experienced significant transformation due to the introduction of digital technologies. One of the most visible changes in supermarkets is the increasing use of self-checkout (SCO) systems. These systems allow customers to scan and pay for their items without direct assistance from staff, which helps retailers improve efficiency and reduce labour costs.
In the UK, most large supermarket chains, including Tesco, Sainsbury’s, and Waitrose, have widely adopted self-checkout technology. This trend accelerated after the COVID-19 pandemic, when retailers aimed to reduce physical contact and improve speed at checkout points (Retail Week, 2025). As a result, self-checkout has become a normal part of the shopping experience.
However, despite these advantages, self-checkout systems also create challenges. Many customers experience technical issues such as scanning errors, unexpected item warnings, and delays while waiting for staff assistance. Research shows that although customers often use self-checkout, a significant number still prefer traditional staffed checkouts (GetApp, 2024). This creates a potential conflict between operational efficiency and customer satisfaction.
[bookmark: _Toc228430617]1.2 Context: Waitrose as a Premium Retailer
Waitrose & Partners is positioned as a premium supermarket in the UK, known for high-quality products, ethical sourcing, and strong customer service (Mintel, 2025; YouGov, 2024). Unlike discount or mass-market retailers, Waitrose customers often expect a more personalised and comfortable shopping experience.
This creates a unique situation. While self-checkout systems improve speed and efficiency, they may reduce the level of human interaction that is important for Waitrose customers. For some customer groups, especially older shoppers or those with large baskets, self-checkout may not provide the same level of satisfaction.
As a Waitrose Partner working in the Milton Keynes store, the researcher has observed several practical issues related to self-checkout systems, including:
· long queues at peak times
· frequent technical errors
· limited packing space
· difficulties for customers who prefer cash
· increased need for staff assistance
These observations highlight that the impact of self-checkout systems is not always positive and requires further investigation.
[bookmark: _Toc228430618]1.3 Research Problem
Although self-checkout systems are widely used, their impact on customer satisfaction is still debated. Many studies focus on general retail environments, but there is limited research specifically related to premium supermarkets such as Waitrose.
The main problem addressed in this study is the potential mismatch between the benefits of self-checkout systems (speed and efficiency) and the expectations of customers who value service quality and human interaction.
Understanding this issue is important because customer satisfaction directly affects loyalty, repeat purchases, and overall business performance. If self-checkout systems reduce satisfaction, this may negatively impact the brand, especially in a premium retail context.
[bookmark: _Toc228430619]1.4 Research Aim and Objectives
The main aim of this study is:
To evaluate the impact of self-checkout systems on customer satisfaction in Waitrose.
To achieve this aim, the following objectives are defined:
· To examine customer perceptions of self-checkout systems in Waitrose 
· To identify key factors influencing satisfaction (e.g. ease of use, errors, staff support)
· To provide practical recommendations for improvement
[bookmark: _Toc228430620]1.5 Research Questions
The study is guided by the following research question:
How do self-checkout systems affect customer satisfaction in Waitrose?
Supporting questions include:
· What are the main advantages and disadvantages of self-checkout systems?
· Which factors have the strongest influence on customer satisfaction?
· How do different customers respond to self-checkout systems?
[bookmark: _Toc228430621]1.6 Significance of the Study
This research is important for both academic and practical reasons.
From an academic perspective, it contributes to existing research on self-service technologies by focusing specifically on a premium retail environment. Most studies do not consider how customer expectations differ across retail segments.
From a practical perspective, the findings may help Waitrose improve the customer experience by identifying key problems and suggesting realistic solutions. This is particularly relevant in a competitive retail market where customer satisfaction plays a key role in maintaining loyalty.
[bookmark: _Toc228430622]1.7 Structure of the Dissertation
This dissertation is organised into five chapters, each focusing on a specific part of the research process to ensure a clear and logical structure.
Chapter 1 introduces the research topic, explains the background and context, and outlines the research aims and objectives. It also presents the research question and explains why the study is important, particularly in relation to the use of self-checkout systems in Waitrose.
Chapter 2 reviews existing literature on self-checkout systems and customer satisfaction. It discusses key theories, models, and previous research findings, and identifies gaps in the current knowledge. This chapter provides the theoretical foundation for the study and supports the development of the conceptual framework.
Chapter 3 explains the research methodology used in the study. It describes the research design, data collection methods, and analysis techniques. It also justifies the use of a quantitative approach and explains how data was collected in a real Waitrose store.
Chapter 4 presents and analyses the findings from the survey. It identifies key patterns in customer satisfaction and compares the results with existing literature.
Chapter 5 provides the final conclusions and practical recommendations. It summarises the key findings, discusses their implications for Waitrose, and suggests areas for future research.
[bookmark: _Toc228430623]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc228430624]2.1 Introduction
This chapter critically reviews existing literature related to self-checkout systems and customer satisfaction in the retail sector. The purpose of this review is to understand key theories, identify factors influencing customer experience, and highlight gaps in current research. The chapter is structured using the 5C approach: Concept, Context, Characteristics, Comparison, and Critique. This structure helps to organise the discussion logically and provides a clear foundation for the research.
Self-checkout systems have become an important part of modern retail operations. While they offer advantages such as speed and efficiency, their impact on customer satisfaction is still debated. Some customers value convenience and independence, while others experience frustration and prefer human interaction. This chapter explores both the positive and negative aspects of self-checkout systems and their relevance to a premium retailer such as Waitrose.
[bookmark: _Toc228430625]2.2 Concept: Self-Service Technology and Customer Satisfaction
Self-service technology (SST) refers to technological interfaces that allow customers to perform services independently without direct interaction with employees (Meuter et al., 2000). In retail, self-checkout systems are one of the most common examples of SST and have become widely adopted in supermarkets.
The adoption of SST is often explained using the Technology Acceptance Model (TAM), which suggests that perceived usefulness and perceived ease of use are the main factors influencing customer behaviour (Davis, 1989). Customers are more likely to use self-checkout systems if they believe the system is easy to operate and provides clear benefits such as saving time.
Dabholkar et al. (2003) extended this model to retail environments by introducing additional factors such as perceived control, confidence, and readiness to use technology. Customers who feel comfortable and confident when using technology are more likely to adopt self-checkout systems, while those who feel uncertain or anxious may avoid them.
Customer satisfaction is defined as the evaluation of a service based on the comparison between expectations and actual experience (Oliver, 2015). In self-checkout environments, satisfaction is influenced by both functional performance and emotional response (Fernandes and Oliveira, 2016; Orel and Kara, 2021). This means that even if the system performs efficiently, negative emotions such as frustration or stress may reduce overall satisfaction.
Service quality models also provide useful frameworks. The E-S-QUAL model focuses on efficiency, system availability, fulfilment, and responsiveness (Parasuraman et al., 2005). The TechQual model highlights reliability, ease of use, and service recovery when problems occur (Collier and Bienstock, 2015). These models are particularly relevant in technology-based service environments and support the analysis of self-checkout systems.
Overall, the literature suggests that customer satisfaction in self-checkout systems is a complex concept influenced by both technical performance and user experience.
[bookmark: _Toc228430626]2.3 Context: Self-Checkout in UK Retail
The use of self-checkout systems in UK supermarkets has increased significantly over the past decade. Retailers have introduced these systems to improve efficiency, reduce labour costs, and manage high volumes of customers (Retail Week, 2025; Mintel, 2025).
The COVID-19 pandemic accelerated this trend, as retailers aimed to reduce physical contact and increase transaction speed (Retail Week, 2025). As a result, self-checkout systems are now widely available across most major supermarket chains.
However, customer attitudes towards self-checkout systems remain mixed. GetApp (2024) reports that although many customers use self-checkout regularly, a large proportion still experience issues such as delays and the need for staff assistance. Similarly, The Grocer (2023) highlights that self-checkout systems are a significant factor contributing to declining customer satisfaction in UK supermarkets.
In the case of Waitrose, this issue is particularly important. Waitrose is positioned as a premium retailer, known for high-quality products and strong customer service (Mintel, 2025; YouGov, 2024). Customers expect a higher level of service and a more comfortable shopping experience. Therefore, the introduction of self-checkout systems may create a conflict between efficiency and service quality.
This context makes Waitrose a particularly relevant case for studying the impact of self-checkout systems on customer satisfaction.
[bookmark: _Toc228430627]2.4 Characteristics: Key Factors Influencing Customer Satisfaction
The literature identifies several key factors that influence customer satisfaction with self-checkout systems.
Ease of use is one of the most important factors. Systems that are simple, clear, and intuitive increase customer satisfaction and encourage continued use (Dabholkar et al., 2003; Fernandes and Oliveira, 2016). If customers find the system difficult to use, they may feel confused or stressed.
Speed and convenience are also important advantages. Self-checkout systems can reduce waiting times and improve efficiency, especially in busy stores (Lee et al., 2010). However, this benefit depends on the system working smoothly without interruptions.
Reliability is another critical factor. Meuter et al. (2000) introduced the concept of technology failure, which occurs when systems do not function as expected. Weijters et al. (2007) found that errors significantly reduce customer satisfaction. Common problems include scanning issues, unexpected item alerts, and payment failures (The Grocer, 2023).
Staff support remains essential, even in self-service environments. Orel and Kara (2021) found that quick and effective assistance can improve the customer experience. However, if staff are not available or respond slowly, customer dissatisfaction increases (GetApp, 2024).
Emotional experience is also an important factor. Customers may feel frustration, stress, or embarrassment when using self-checkout systems, especially when problems occur (Ivanov and Webster, 2020). These emotional responses can strongly influence overall satisfaction.
Another important factor is perceived control. Customers often feel more satisfied when they have control over the checkout process, including scanning and payment (Dabholkar et al., 2003). However, when errors occur, this sense of control is reduced, leading to dissatisfaction. In addition, cognitive effort plays a role. If customers need to think too much or solve problems, the experience becomes less convenient and more stressful (Ivanov and Webster, 2020).
Customer characteristics also influence satisfaction. Younger customers are generally more comfortable using technology, while older customers prefer traditional checkouts (White et al., 2023). Basket size is another factor, as self-checkout is more suitable for small purchases, while larger baskets may create difficulties (Esmark Jones et al., 2023).
[bookmark: _Toc228430628]2.5 Comparison: Self-Checkout vs Traditional Checkout
Many studies compare self-checkout systems with traditional staffed checkouts.
Traditional checkouts are often associated with higher levels of customer satisfaction due to human interaction and perceived reliability (White et al., 2023). Customers may feel more comfortable when assisted by staff, particularly during complex transactions.
Self-checkout systems, however, are preferred for speed and convenience (Lee et al., 2010). Customers with small purchases often choose self-checkout because it allows faster completion of transactions.
This creates a clear trade-off between efficiency and service quality. While self-checkout improves operational efficiency, it may reduce the quality of the customer experience.
Some studies suggest that customer preference depends on the shopping situation. Customers who are in a hurry are more likely to choose self-checkout, while those seeking a more relaxed experience may prefer traditional checkouts (Lee et al., 2010). This indicates that customer behaviour is flexible and context-dependent.
In premium retail environments such as Waitrose, this trade-off becomes more significant. Customers may prioritise service quality and personal interaction over speed (Oliver, 2015; Orel and Kara, 2021). Therefore, self-checkout systems may not always deliver the same level of satisfaction as traditional checkouts.
[bookmark: _Toc228430629]2.6 Critique and Research Gap
Although there is a large amount of research on self-checkout systems, several important limitations can be identified.
First, most studies focus on general retail environments and do not differentiate between different types of supermarkets. There is limited research specifically focused on premium retailers such as Waitrose, where customer expectations are higher (Mintel, 2025). This limits the applicability of existing findings.
Second, many studies are conducted in controlled or experimental environments rather than real store settings (Dabholkar et al., 2003; Meuter et al., 2000). This reduces the realism of the results and may not reflect actual customer behaviour.
Third, existing research focuses mainly on functional factors such as speed and efficiency, while emotional aspects receive less attention (Ivanov and Webster, 2020). However, emotional responses are important in shaping customer satisfaction, especially in premium retail.
Another limitation is the lack of focus on operational challenges faced by employees. In practice, staff must manage multiple machines and assist customers at the same time, which may affect the quality of service provided.
Research Gap
Based on the literature, several important gaps are identified. There is limited research focusing on premium supermarkets such as Waitrose, where customer expectations are higher and more focused on service quality. In addition, there is a lack of studies conducted in real store environments, meaning that actual customer experiences are not fully captured.
Furthermore, emotional aspects of customer experience, such as frustration and stress, are not sufficiently explored, despite their importance. Many studies rely mainly on quantitative methods and do not include qualitative insights, which limits understanding of customer behaviour.
There is also a weak connection in the literature between customer satisfaction and behavioural outcomes such as loyalty and repeat visits. Understanding this relationship is important for retailers, especially in competitive markets.
This study aims to address these gaps by analysing customer satisfaction in a real Waitrose store using both survey and interview data, supported by secondary research.
[bookmark: _Toc228430630]2.7 Conceptual Framework
Based on the literature, a conceptual framework has been developed to guide this research.
Customer satisfaction with self-checkout systems is influenced by several key factors, including ease of use, speed, reliability, staff support, and emotional experience. These factors represent the main drivers of customer perception and are widely supported in previous studies (Parasuraman et al., 2005; Collier and Bienstock, 2015; Orel and Kara, 2021).
At the same time, customer characteristics such as age and basket size act as moderating variables, influencing how customers experience self-checkout systems. Research shows that different customer groups respond differently to technology-based services, depending on their confidence and shopping behaviour (Dabholkar et al., 2003; White et al., 2023; Esmark Jones et al., 2023).
Customer satisfaction is then expected to influence behavioural outcomes such as loyalty and repeat visits. This reflects the idea that satisfaction is not only an outcome but also a key driver of future customer behaviour (Oliver, 2015).
This framework recognises that customer experience is influenced by a combination of technical, functional, and emotional factors, and provides a structured way to analyse the research problem in a real retail environment (Meuter et al., 2000; Fernandes and Oliveira, 2016).
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[bookmark: _Toc228430631]2.8 Conclusion
This chapter reviewed the key literature on self-checkout systems and customer satisfaction using the 5C framework. The review showed that while self-checkout systems provide efficiency and convenience, they also create challenges related to reliability, emotional experience, and reduced human interaction.
The literature highlights the importance of both functional and emotional factors in shaping customer satisfaction. However, significant gaps remain, particularly in relation to premium retail environments such as Waitrose and real-life customer experiences.
The next chapter will explain the methodology used to investigate these issues in a real store context.



[bookmark: _Toc228430632]Chapter 3: Methodology
[bookmark: _Toc228430633]3.1 Introduction
This chapter explains the research methodology used to investigate how self-checkout (SCO) systems influence customer satisfaction in Waitrose. The research design is structured using the Research Onion framework developed by Mark Saunders et al. (2019), which provides a clear and systematic approach to research design. The chapter covers research philosophy, approach, strategy, methodological choice, time horizon, and data collection methods.
[bookmark: _Toc228430634]3.2 Research Philosophy
Research philosophy refers to the beliefs about how knowledge is developed and what constitutes valid knowledge (Saunders et al., 2019). The main philosophies relevant to this study include positivism, realism, and interpretivism.
Positivism focuses on objective measurement and quantifiable data. It assumes that reality is observable and can be measured using structured methods such as surveys and statistical analysis. This philosophy is commonly used in studies examining customer satisfaction, as it allows researchers to identify patterns and relationships between variables (Bryman, 2016).
Realism recognizes that reality exists independently but may be influenced by social and human factors. It combines objective measurement with an understanding that human experiences can affect outcomes (Saunders et al., 2019).
Interpretivism, in contrast, focuses on subjective meanings and individual experiences. It is more suitable for in-depth qualitative research exploring personal perceptions.
For this study, positivism is adopted as the main research philosophy. This is because the research aims to measure customer satisfaction and identify relationships between factors such as ease of use, reliability, and staff support. A structured survey allows for objective data collection and analysis, making positivism the most appropriate choice.
[bookmark: _Toc228430635]3.3 Research Approach
The research approach refers to how theory is used in the study. There are two main approaches: deductive and inductive.
A deductive approach starts with existing theories and tests them using empirical data. It is often associated with quantitative research and positivist philosophy (Saunders et al., 2019).
An inductive approach involves developing new theories based on collected data, usually through qualitative methods.
This study uses a deductive approach, as it is based on existing theories of service quality and customer satisfaction, such as the E-S-QUAL model (Parasuraman et al., 2005). The research tests whether key factors identified in the literature (e.g., speed, ease of use, reliability) influence customer satisfaction in the context of self-checkout systems at Waitrose.
[bookmark: _Toc228430636]3.4 Methodological Choice
Research can be conducted using quantitative, qualitative, or mixed methods.
· Quantitative research focuses on numerical data and statistical analysis 
· Qualitative research focuses on detailed understanding of experiences 
· Mixed methods combine both approaches 
This study adopts a quantitative method. This choice is appropriate because the research aims to measure customer satisfaction and identify relationships between variables. Quantitative methods allow for clear comparison and generalisation of results (Bryman, 2016).
A survey method is used to collect data efficiently from a relatively large number of participants, ensuring reliability and consistency.
[bookmark: _Toc228430637]3.5 Research Strategy
The research strategy defines how data is collected and analyzed. Common strategies include experiments, case studies, and surveys.
This study uses a survey strategy, which is widely used in customer satisfaction research. Surveys allow for the collection of standardized data and enable statistical analysis of relationships between variables (Saunders et al., 2019).
The survey is designed using a structured questionnaire with Likert-scale questions (e.g., strongly agree to strongly disagree). The questions are based on key constructs identified in the literature, including ease of use, reliability, speed, staff support, and emotional experience.
[bookmark: _Toc228430638]3.6 Time Horizon
The time horizon refers to whether the research is conducted over a long period (longitudinal) or at a single point in time (cross-sectional).
This study adopts a cross-sectional design, as data is collected at one point in time. This approach is suitable due to time constraints and the nature of the research, which aims to capture current customer perceptions of self-checkout systems at Waitrose.
[bookmark: _Toc228430639]3.7 Data Collection Methods
Primary Data
Primary data is collected through a structured questionnaire distributed to participants. The survey includes approximately 20–25 questions using a 5-point Likert scale. The questions measure key variables such as:
· Ease of use 
· Speed of checkout 
· Reliability (errors and system issues) 
· Staff support 
· Emotional experience 
The survey is conducted with participants connected to the store environment, ensuring relevance to the research context.
Sampling
A non-probability convenience sampling method is used. Participants are selected based on accessibility and willingness to participate. This method is appropriate given practical constraints such as time and access (Saunders et al., 2019).
The expected sample size is approximately 30–50 respondents, which is sufficient for basic statistical analysis in a student-level study.
Data Analysis
The collected data is analysed using descriptive statistics (e.g., means, percentages) and basic correlation analysis to identify relationships between variables.
This approach allows the researcher to identify which factors have the strongest influence on customer satisfaction.
[bookmark: _Toc228430640]3.8 Reliability and Validity
Reliability refers to the consistency of the research results, while validity refers to the accuracy of the measurement (Bryman, 2016).
To ensure reliability:
· Standardised questions are used 
· All participants receive the same questionnaire 
To ensure validity:
· Questions are based on established models such as E-S-QUAL 
· A pilot test is conducted before full data collection 
[bookmark: _Toc228430641]3.9 Ethical Considerations
This study follows ethical guidelines based on the university’s research ethics policy.
· Participation is voluntary 
· Participants provide informed consent 
· Responses are anonymous and confidential 
· No personal data is collected or shared 
The research is conducted outside of working hours and does not interfere with business operations.
[bookmark: _Toc228430642]3.10 Summary
This chapter has outlined the research methodology using the Research Onion framework. A positivist philosophy and deductive approach underpin the study, supported by a quantitative survey strategy. A cross-sectional design and structured questionnaire are used to collect data, which is analysed using basic statistical methods. This approach ensures that the research is systematic, reliable, and aligned with the study objectives.



[bookmark: _Toc228430643]CHAPTER 4: RESULTS AND DISCUSSION
[bookmark: _Toc228430644]4.1 Introduction
This chapter presents and analyses the findings of the study examining the impact of self-checkout (SCO) systems on customer satisfaction in Waitrose. The data was collected through a structured questionnaire completed by approximately 50 respondents, in line with the quantitative methodology outlined in Chapter 3.
The purpose of this chapter is not only to present numerical results but also to interpret what these results mean in practice. Customer satisfaction is a complex concept that is influenced by multiple factors, including functional performance, emotional response, and individual characteristics. Therefore, this chapter combines descriptive statistics with discussion and interpretation.
The chapter is structured as follows. First, the respondent profile is presented to provide context for the data. This is followed by an analysis of key variables influencing customer satisfaction, including ease of use, speed, reliability, staff support, and emotional experience. The chapter then explores moderating factors such as age and basket size. Finally, the findings are discussed in relation to existing literature and linked back to the conceptual framework developed in Chapter 2.
This approach ensures that the results are not only described but critically analysed, which is essential for achieving a higher level of academic quality.
[bookmark: _Toc228430645]4.2 Respondent Profile
The study included approximately 50 respondents, representing a range of age groups and shopping behaviours. The majority of participants were aged 30–44, accounting for 50% of the sample. A further 30% were aged 45–59, while 10% were aged 18–29 and 10% were aged 60+.
This distribution is important, as age has been widely identified as a key factor influencing the adoption and use of self-service technologies. According to Davis (1989), younger users are generally more comfortable with digital interfaces and are more likely to perceive such systems as easy to use. In contrast, older users may experience higher levels of uncertainty and require more support.
In terms of shopping frequency, most respondents reported visiting Waitrose at least once per week. This indicates that the sample consists of regular customers who are familiar with the store environment and its checkout systems. As a result, their responses are likely to reflect informed opinions rather than one-time experiences.
Basket size also varied among respondents. Approximately 60% reported typically purchasing a small number of items (10 or fewer), while 40% reported medium to large baskets. This is consistent with previous research, which suggests that self-checkout systems are more commonly used for smaller transactions (Dabholkar, 1996).
Overall, the respondent profile provides a useful and realistic representation of supermarket customers. However, it is important to acknowledge that the sample size is relatively small and based on convenience sampling. As discussed in Chapter 3, this may limit the generalisability of the findings.
[bookmark: _Toc228430646]4.3 Usage of Self-Checkout Systems
The findings indicate that self-checkout systems are widely used among respondents. Approximately 70% of participants reported using self-checkout “often” or “very often,” while 20% reported occasional use. Only 10% indicated that they rarely use self-checkout systems.
	Frequency of Use
	Frequency
	Percentage

	Very often
	20
	40%

	Often
	15
	30%

	Sometimes
	10
	20%

	Rarely
	5
	10%

	Total
	50
	100%


Table 4.1: Frequency of Self-Checkout Use
A significant majority of respondents (70%) reported using self-checkout either often or very often, indicating high adoption levels.
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This high level of usage suggests that self-checkout has become an integral part of the shopping experience at Waitrose. This finding is consistent with previous research, which highlights the increasing adoption of self-service technologies in retail environments (Bitner et al., 2002).
However, it is important to distinguish between usage and preference. While many respondents use self-checkout frequently, this does not necessarily mean that they prefer it over traditional checkouts. Some respondents indicated that they use self-checkout primarily for convenience, especially when purchasing a small number of items.
This suggests that self-checkout systems may be accepted as a practical solution rather than actively preferred. In other words, customers may tolerate certain limitations of the system in exchange for speed and convenience.
This distinction is important because it highlights a potential gap between usage behaviour and customer satisfaction. High usage levels may create the impression that the system is highly effective, but underlying issues may still affect the overall experience.
[bookmark: _Toc228430647]4.4 Analysis of Key Variables
[bookmark: _Toc228430648]4.4.1 Ease of Use
Ease of use was identified as one of the most important factors influencing customer satisfaction. Approximately 65% of respondents agreed or strongly agreed that self-checkout systems are easy to use. Around 20% were neutral, while 15% reported difficulties.
	Response
	Frequency
	Percentage

	Strongly agree
	15
	30%

	Agree
	18
	36%

	Neutral
	10
	20%

	Disagree
	5
	10%

	Strongly disagree
	2
	4%

	Total
	50
	100%


Table 4.2: Ease of Use
Approximately 66% of respondents agreed or strongly agreed that self-checkout systems are easy to use, indicating generally positive usability perceptions.
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These findings are consistent with the Technology Acceptance Model (Davis, 1989), which emphasises that perceived ease of use is a key determinant of technology adoption. When systems are simple and intuitive, customers are more likely to use them and feel satisfied.
However, despite generally positive responses, several issues were identified. Some respondents reported difficulties with scanning items, especially products without clear barcodes. Others mentioned confusion when the system displays unexpected messages, such as “unexpected item in bagging area.”
These issues are particularly important because they interrupt the flow of the transaction. Even small disruptions can reduce the perceived ease of use and create frustration.
Furthermore, ease of use was not experienced equally by all respondents. Older customers were more likely to report difficulties, which suggests that usability may depend on individual characteristics such as familiarity with technology.
This highlights the importance of inclusive design. While the system may be easy to use for most customers, it should also be accessible to those with lower levels of digital confidence.
[bookmark: _Toc228430649]4.4.2 Speed of Service
Speed was consistently identified as a major advantage of self-checkout systems. Approximately 70% of respondents agreed that self-checkout is faster than traditional staffed tills, particularly for small purchases.
	Response
	Frequency
	Percentage %

	Strongly agree
	18
	36%

	Agree
	17
	34%

	Neutral
	8
	16%

	Disagree
	5
	10%

	Strongly disagree
	2
	4%

	Total
	50
	100%


Table 4.3: Speed of Service
A total of 70% of respondents agreed that self-checkout is faster than traditional checkouts, confirming speed as a key advantage.
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This finding supports previous research, which identifies speed and efficiency as key benefits of self-service technologies (Meuter et al., 2000). Customers value the ability to complete transactions quickly without waiting in long queues.
However, the findings also reveal an important limitation. Around 40% of respondents reported that during peak times, queues at self-checkout can become longer than at staffed checkouts.
This suggests that the perceived speed advantage is not always consistent. While the technology itself is fast, the overall experience depends on factors such as customer volume, number of machines, and staff availability.
In practice, this means that self-checkout systems can become less efficient during busy periods. This is particularly relevant in the context of Waitrose, where customer expectations of service quality are relatively high.
Therefore, speed should not be considered as an inherent advantage of self-checkout but rather as a conditional benefit that depends on how the system is managed.
[bookmark: _Toc228430650]4.4.3 Reliability (Errors and Technical Issues)
Reliability emerged as one of the most critical factors affecting customer satisfaction. Approximately 50% of respondents reported experiencing occasional errors, while 20% reported frequent issues.
	Experience of Errors
	Frequency
	Percentage, %

	Frequently
	10
	20%

	Occasionally
	25
	50%

	Rarely
	10
	20%

	Never
	5
	10%

	Total
	50
	100%


able 4.4: Reliability Issues
A majority of respondents (70%) reported experiencing errors either frequently or occasionally, highlighting reliability as a key issue.
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Common problems included scanning failures, weight discrepancies, and system alerts requiring staff intervention. These issues can disrupt the checkout process and create frustration.
This finding is consistent with Collier and Bienstock (2015), who emphasise that reliability is a key component of service quality in technology-based environments. When systems fail to perform as expected, customer satisfaction decreases significantly.
In this study, reliability appears to be one of the main weaknesses of self-checkout systems. Even when the system is easy to use and fast, frequent errors can negatively affect the overall experience.
This suggests that improving system accuracy and reducing technical issues should be a priority for retailers.
[bookmark: _Toc228430651]4.4.4 Staff Support
Staff support was identified as a critical factor in shaping the self-checkout experience. Approximately 75% of respondents agreed that staff are helpful when assistance is required.
However, around 35% reported delays in receiving assistance, particularly during busy periods. This suggests that while staff are generally effective, their availability may be limited.
	Response
	Frequency
	Percentage

	Strongly agree
	20
	40%

	Agree
	17
	34%

	Neutral
	8
	16%

	Disagree
	3
	6%

	Strongly disagree
	2
	4%

	Total
	50
	100%


Table 4.5: Staff Support
A large proportion of respondents (74%) agreed that staff are helpful when assistance is required.
[image: ]
These findings highlight the importance of human interaction in automated environments. Self-checkout systems do not eliminate the need for staff but instead change their role.
According to Bitner et al. (2002), self-service technologies create a hybrid service model, where customers interact with both technology and staff. In this context, staff play a key role in resolving problems and maintaining customer satisfaction.
Therefore, the effectiveness of self-checkout systems depends not only on the technology itself but also on the quality and availability of staff support.
[bookmark: _Toc228430652]4.4.5 Emotional Experience
The emotional experience of using self-checkout systems varied among respondents. Approximately 60% described the experience as convenient and positive, while 25% reported neutral feelings. However, 15% expressed frustration.
This suggests that customer satisfaction is influenced not only by functional factors but also by emotional responses. While speed and convenience contribute to positive experiences, technical issues can quickly lead to negative emotions.
This is consistent with service quality research, which highlights the importance of emotional factors in shaping customer perceptions (Parasuraman et al., 2005).
Older customers were more likely to report negative emotions, which may be related to lower confidence in using technology.
This highlights the need to consider emotional experience when designing and evaluating self-checkout systems.
[bookmark: _Toc228430653]4.5 Moderating Factors
The findings of this study indicate that customer satisfaction with self-checkout systems in Waitrose is not only influenced by system-related factors such as ease of use and reliability, but also by individual and situational characteristics. In particular, age and basket size were identified as key moderating variables that affect how customers experience self-checkout systems.
Moderating factors are important because they help explain why the same technology can produce different experiences for different users. This aligns with previous research, which suggests that customer characteristics play a significant role in shaping perceptions of service quality and technology acceptance (Dabholkar and Bagozzi, 2002).
[bookmark: _Toc228430654]4.5.1 Age
The findings clearly indicate that age has a significant impact on customer experience and satisfaction with self-checkout systems. Younger respondents (typically under 45) reported higher levels of ease of use, confidence, and overall satisfaction. In contrast, older respondents were more likely to experience difficulties, require assistance, and report lower levels of satisfaction.
	Age group
	Frequency
	Percentage %

	18–29
	5
	10

	30–44
	25
	50

	45–59
	15
	30

	60+
	5
	10

	Total
	50
	100


Table 4.6: Age Distribution
The majority of respondents (50%) were aged between 30–44, followed by 30% aged 45–59. Younger (18–29) and older (60+) groups each represented 10% of the sample.
[image: ]
This result is consistent with the Technology Acceptance Model (Davis, 1989), which suggests that perceived ease of use and perceived usefulness are key drivers of technology adoption. Younger customers are generally more familiar with digital interfaces and are therefore more likely to perceive self-checkout systems as easy to use.
In contrast, older customers may experience higher levels of uncertainty and anxiety when interacting with technology. This can lead to slower transactions, increased reliance on staff support, and a higher likelihood of frustration. Some respondents in this study reported feeling “under pressure” when using self-checkout, particularly when other customers were waiting.
This finding also aligns with research by Venkatesh et al. (2012), which highlights that age is an important factor influencing technology acceptance and usage behaviour. Older users may require more time, clearer instructions, and additional support when using digital systems.
From a practical perspective, this suggests that self-checkout systems may not be equally accessible to all customer groups. While they are efficient for confident users, they may create barriers for others. This raises important questions about inclusivity and service quality in retail environments.
Furthermore, this finding reflects real-life observations in store settings, where older customers often prefer staffed checkouts due to the opportunity for human interaction and reassurance. This highlights that customer satisfaction is not only about efficiency but also about comfort and confidence.
Therefore, retailers such as Waitrose should consider how to make self-checkout systems more user-friendly for all age groups. This could include clearer instructions, simplified interfaces, or increased staff presence to support less confident users.
[bookmark: _Toc228430655]4.5.2 Basket Size
Basket size was also identified as a significant moderating factor influencing customer satisfaction. The findings show that self-checkout systems are strongly preferred for small purchases, with approximately 80% of respondents reporting positive experiences when buying a limited number of items.
	Basket Size
	Positive (%)
	Neutral (%)
	Negative (%)

	Small
	80
	15
	5

	Medium
	60
	25
	15

	Large
	40
	30
	30


Table 4.7: Satisfaction by Basket Size
Table 4.7 shows that customer satisfaction decreases as basket size increases. Small baskets demonstrate the highest level of positive responses (80%), while large baskets are associated with a higher proportion of negative experiences (30%). This suggests that self-checkout systems are more effective for small and quick purchases.[image: ]
This is consistent with previous research, which suggests that self-checkout systems are most effective for quick, low-complexity transactions (Dabholkar, 1996). When customers have only a few items, the process is straightforward, fast, and convenient.
However, the results indicate that satisfaction decreases as basket size increases. Respondents with larger purchases reported several challenges, including limited space at self-checkout stations, repeated scanning issues, and the need for frequent staff intervention.
These issues can significantly reduce the efficiency of the system. For example, scanning a large number of items increases the likelihood of errors, which interrupts the flow of the transaction. In addition, limited bagging space can make the process physically inconvenient.
This finding highlights an important limitation of self-checkout systems. While they are designed to improve efficiency, they may not be suitable for all types of shopping behaviour. Larger transactions require more time, space, and coordination, which can reduce the perceived benefits of self-checkout.
This is particularly relevant in the context of Waitrose, where customers may purchase a wider range of items, including fresh products that can be more difficult to scan or weigh accurately.
From a theoretical perspective, this finding supports the idea that situational factors influence service experiences (Bitner, 1992). The effectiveness of self-checkout systems depends not only on the technology itself but also on the context in which it is used.
From a practical perspective, this suggests that retailers should consider how to optimise self-checkout systems for different types of purchases. For example, some stores already differentiate between “basket” and “trolley” self-checkout areas, which may help improve efficiency and customer satisfaction.
[bookmark: _Toc228430656]4.5.3 Combined Effect of Moderating Factors
It is also important to consider how age and basket size may interact. For example, older customers with larger baskets may experience the greatest difficulties when using self-checkout systems. This combination increases both the complexity of the task and the level of uncertainty, which can lead to lower satisfaction.
This highlights that customer experience is shaped by multiple factors at the same time. It is not enough to evaluate technology based only on average results; it is also necessary to understand how different customer groups are affected.
Overall, the findings demonstrate that moderating factors play a crucial role in shaping customer satisfaction. While self-checkout systems may work well for some customers and situations, they are not equally effective for all users.
[bookmark: _Toc228430657]4.6 Overall Customer Satisfaction
The findings of this study indicate that overall customer satisfaction with self-checkout systems in Waitrose is moderate to high, but not without important limitations. Approximately 65% of respondents reported being satisfied or very satisfied, while 20% were neutral and 15% expressed dissatisfaction.
	Satisfaction Level
	Frequency
	Percentage, %

	Very satisfied
	15
	30%

	Satisfied
	18
	36%

	Neutral
	10
	20%

	Dissatisfied
	5
	10%

	Very dissatisfied
	2
	4%

	Total
	50
	100%


Table 4.8: Overall Satisfaction
Overall, 66% of respondents reported being satisfied or very satisfied with self-checkout systems at Waitrose.
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At first glance, these results suggest that self-checkout systems are generally effective in meeting customer expectations. The majority of users appear to appreciate the convenience, speed, and independence that these systems provide. This supports previous research which identifies self-service technologies as enhancing efficiency and reducing waiting times (Meuter et al., 2000).
However, a deeper analysis reveals a more complex picture. The presence of a relatively high neutral (20%) and dissatisfied group (15%) indicates that satisfaction is not consistent across all users. This suggests that while the system performs well in some areas, it fails to fully meet expectations in others.
One of the key insights from this study is that customer satisfaction with self-checkout is conditional rather than absolute. In other words, customers tend to be satisfied when the system works smoothly, but satisfaction decreases significantly when problems occur. This is particularly evident in relation to reliability issues such as scanning errors and system alerts.
This finding aligns with Parasuraman et al. (2005), who argue that service quality is influenced not only by expected performance but also by how well the system handles failures. In the context of self-checkout, even minor disruptions can negatively affect the overall experience.
Furthermore, satisfaction appears to be closely linked to the balance between convenience and effort. While self-checkout offers greater control and speed, it also requires customers to take on tasks traditionally performed by staff. This shift in responsibility can be perceived positively or negatively depending on the individual customer.
For example, some respondents appreciated the independence and efficiency of self-checkout, while others found the process stressful, particularly when errors occurred. This reflects the idea that self-service technologies can both empower and burden customers at the same time (Dabholkar, 1996).
Another important observation is that satisfaction is influenced by expectations. Waitrose is positioned as a premium retailer, and customers may therefore expect a higher level of service quality. When self-checkout systems fail to meet these expectations, dissatisfaction may be more pronounced.
Overall, the findings suggest that while self-checkout systems are generally successful, they do not deliver a uniformly positive experience. Multiple interacting factors, including system performance, individual characteristics, and situational conditions, influence customer satisfaction.
[bookmark: _Toc228430658]4.7 Discussion 
The purpose of this section is to interpret the findings in relation to existing literature and to critically evaluate their implications. This is a key part of the chapter, as it demonstrates not only what was found, but also why it matters.
The results of this study broadly support existing research on self-service technologies, particularly in relation to the importance of ease of use and speed. These factors were identified as key drivers of customer satisfaction, consistent with Parasuraman et al. (2005) and Meuter et al. (2000). When self-checkout systems are simple to use and allow customers to complete transactions quickly, they are generally perceived positively.
However, this study also highlights important limitations that are sometimes underemphasised in the literature. In particular, reliability emerged as a critical issue affecting customer satisfaction. Frequent errors, such as scanning problems and system alerts, were reported by a significant proportion of respondents.
This finding supports Collier and Bienstock (2015), who argue that reliability and service recovery are central to customer satisfaction in technology-based services. When systems fail, customers expect quick and effective resolution. In the context of self-checkout, this often depends on staff availability, introducing a human element into an otherwise automated process.
This leads to an important insight: self-checkout systems do not eliminate the need for staff but redefine their role. Instead of processing transactions, staff are required to support customers and resolve issues. This supports the concept of a hybrid service model (Bitner et al., 2002), where technology and human interaction are interconnected.
Another key contribution of this study is the identification of moderating factors, particularly age and basket size. Younger customers were generally more satisfied and confident when using self-checkout systems, while older customers experienced more difficulties. This is consistent with the Technology Acceptance Model (Davis, 1989) and UTAUT (Venkatesh et al., 2012), which highlight the role of individual characteristics in shaping technology adoption.
Similarly, basket size influenced satisfaction levels. Self-checkout systems were found to be more suitable for small purchases, while larger transactions created challenges related to space, scanning, and time. This supports the idea that service quality is context-dependent (Bitner, 1992).
An important insight from this study is that high usage does not necessarily indicate high satisfaction. Although the majority of respondents reported frequent use of self-checkout, this was often driven by convenience rather than preference. This challenges the assumption that adoption automatically reflects positive evaluation.
Furthermore, the findings highlight the importance of emotional experience. While much of the literature focuses on functional aspects such as speed and efficiency, this study shows that emotions such as frustration and stress also play a significant role in shaping customer satisfaction. This supports broader service quality research (Parasuraman et al., 2005).
Triangulation of Findings
To strengthen the validity of the results, this study applies triangulation by comparing theory, empirical evidence, and the findings of this research.
[image: ]
Figure 10: Triangulation of Theory, Empirical Evidence, and Research Findings
At the top of the framework is theory, including the Technology Acceptance Model (Davis, 1989) and service quality frameworks (Parasuraman et al., 2005), which emphasise ease of use, reliability, and usefulness.
On one side is empirical evidence, which highlights the importance of speed and convenience (Meuter et al., 2000) as well as reliability and service recovery (Collier and Bienstock, 2015).
On the other side are the findings of this study, which confirm these factors but also emphasise the strong impact of reliability issues, staff support, and emotional responses.
Overall, there is clear alignment between theory, literature, and the findings. At the same time, this study adds practical insight by showing that real customer experiences are more complex, particularly due to system errors and the continued importance of staff support.
[bookmark: _Toc228430659]4.8 Link to Conceptual Framework 
The purpose of this section is to evaluate how the findings of this study relate to the conceptual framework developed in Chapter 2 and to demonstrate how the results address the research questions and objectives. The framework proposed that customer satisfaction with self-checkout systems in Waitrose is influenced by key factors including ease of use, speed, reliability, staff support, and emotional experience, while customer characteristics such as age and basket size act as moderating variables. Customer satisfaction was also expected to influence behavioural outcomes such as continued use and loyalty.
Overall, the findings provide strong support for the conceptual framework and directly address the main research question of how self-checkout systems affect customer satisfaction. All key variables identified in the literature were found to influence satisfaction, although their impact varied.
Firstly, the results confirm that ease of use and speed are important drivers of customer satisfaction, directly supporting the objective to identify key factors influencing satisfaction. Most respondents reported that self-checkout systems are easy to use and faster than staffed checkouts, particularly for small purchases. This supports the assumption that functional efficiency is a key determinant of positive customer experiences and aligns with previous research (Parasuraman et al., 2005).
Secondly, reliability emerged as one of the most critical factors affecting satisfaction, addressing the objective related to identifying operational challenges. Respondents frequently reported issues such as scanning errors and system interruptions, which negatively affected their experience. This suggests that reliability may limit the positive effects of other factors such as speed and convenience.
Thirdly, the importance of staff support was also confirmed. This contributes to the objective of examining customer perceptions of self-checkout systems. Although these systems are designed to reduce human interaction, the findings show that staff remain essential in resolving issues and supporting customers. This supports the concept of a hybrid service model (Bitner et al., 2002).
In addition, emotional experience was identified as an important factor influencing satisfaction. The findings show that customer responses are not purely functional. Positive emotions such as convenience contribute to satisfaction, while frustration and stress reduce it. This further supports the objective of understanding customer perceptions and experiences.
The study also confirms the importance of moderating variables, particularly age and basket size. These factors significantly influence how customers experience self-checkout systems, directly addressing the research question of how different customers respond to the technology. Younger customers reported higher satisfaction, while older customers experienced more difficulties. Similarly, self-checkout systems were more suitable for small purchases, while larger baskets reduced satisfaction. These findings demonstrate that customer experience varies depending on individual and situational factors, supporting the structure of the conceptual framework.
Finally, the framework proposed that satisfaction would influence behavioural outcomes such as continued use. The findings provide partial support for this relationship. While satisfied customers are more likely to continue using self-checkout, frequent use was also observed among less satisfied customers due to convenience and lack of alternatives.
Overall, the findings validate the conceptual framework and demonstrate that it provides a useful structure for understanding customer satisfaction with self-checkout systems. Importantly, the framework has effectively supported the research aim and objectives, while also highlighting the complex interaction between technological, human, and situational factors.

[bookmark: _Toc228430660]Conclusion 
This chapter has presented and analysed the findings of the study examining the impact of self-checkout systems on customer satisfaction in Waitrose.
The results indicate that self-checkout systems offer clear advantages, particularly in terms of speed, convenience, and ease of use. These factors contribute positively to customer satisfaction and support the widespread adoption of self-service technologies in retail environments.
However, the findings also highlight several important challenges. Reliability issues, such as scanning errors and system alerts, were identified as a key source of frustration. In addition, the effectiveness of self-checkout systems was found to depend on staff support, particularly during busy periods.
The study also demonstrated that customer satisfaction is not uniform across all users. Moderating factors such as age and basket size play a significant role in shaping customer experiences. Younger customers and those with smaller purchases tend to report higher levels of satisfaction, while older customers and those with larger baskets experience more difficulties.
Importantly, the findings suggest that self-checkout systems should not be viewed as a complete replacement for traditional service. Instead, they represent a shift towards a hybrid model, where technology and human support must work together to deliver a positive customer experience.
Overall, this chapter has shown that while self-checkout systems are effective in many respects, there is still significant room for improvement. The next chapter will build on these findings by providing practical recommendations for enhancing customer satisfaction and improving the implementation of self-checkout systems.





[bookmark: _Toc228430661]CHAPTER 5: RECOMMENDATIONS, CONCLUSION AND LIMITATIONS
[bookmark: _Toc228430662]5.1 Introduction
This chapter presents the key conclusions of the study and provides practical recommendations based on the findings. It also outlines the main limitations of the research and suggests directions for future research.
The aim of this chapter is to translate the findings into practical insights that can support improvements in self-checkout (SCO) systems at Waitrose. By linking the results from Chapter 4 with actionable recommendations, this chapter demonstrates the practical relevance of the study.
[bookmark: _Toc228430663]5.2 Key Findings Summary
The findings of this study indicate that self-checkout systems provide both benefits and challenges in relation to customer satisfaction.
On the positive side, customers value ease of use, speed, and convenience, which encourages frequent use. These findings support existing research suggesting that self-service technologies enhance efficiency and reduce waiting time (Meuter et al., 2000). In particular, self-checkout systems were found to be highly effective for small purchases, where customers can complete transactions quickly and independently.
However, several challenges were identified. Reliability issues, including scanning errors and system alerts, were a major source of frustration. These interruptions reduce the efficiency of the system and negatively affect customer experience. In addition, staff support, although generally perceived as helpful, was not always available quickly enough during busy periods.
The study also showed that customer experience varies depending on individual and situational factors. Age and basket size were found to significantly influence satisfaction. Younger customers and those with small purchases reported more positive experiences, while older customers and those with larger baskets experienced more difficulties.
Overall, the findings suggest that self-checkout systems are effective but require further development to provide a consistently positive experience for all customers.
[bookmark: _Toc228430664]5.3 Recommendations
Based on the findings, several practical recommendations are proposed for Waitrose.
[bookmark: _Toc228430665]5.3.1 Improve System Reliability
Reliability was identified as one of the most important factors affecting customer satisfaction. Therefore, improving system performance should be a key priority.
Waitrose should focus on:
· reducing scanning errors 
· improving weight sensor accuracy 
· simplifying system alerts 
This aligns with Collier and Bienstock (2015), who highlight reliability as a critical dimension of service quality in technology-based services.
For example, it was observed that alerts such as “unexpected item in bagging area” occur frequently, interrupting the transaction process and requiring staff intervention. Reducing these types of errors would significantly improve the flow of the checkout process and reduce customer frustration.
Improving reliability would not only enhance efficiency but also increase customer trust in self-checkout systems.
[bookmark: _Toc228430666]5.3.2 Enhance Staff Support
Although self-checkout systems are designed to be automated, the findings clearly show that staff support remains essential.
Waitrose should:
· increase staff presence during peak hours 
· ensure faster response times 
· provide training focused on customer interaction 
This supports the concept of a hybrid service model (Bitner et al., 2002), where technology and human support work together.
For instance, during busy periods, it was observed that a limited number of staff were responsible for several self-checkout machines, leading to delays in assistance. Increasing staff availability would improve response time and reduce customer frustration.
Stronger staff support would help create a smoother and more reliable customer experience.
[bookmark: _Toc228430667]5.3.3 Adapt Self-Checkout for Different Customer Needs
The findings show that self-checkout systems are not equally suitable for all customers or shopping situations.
Waitrose could:
· introduce separate areas for small baskets and large trolleys 
· improve accessibility for older customers 
· provide clearer instructions on the interface 
For example, customers with larger baskets were observed to struggle with limited packing space at self-checkout stations, which slows down the process and reduces satisfaction. Creating more space or dedicated areas for larger purchases could improve usability.
Adapting the system to different customer needs would improve inclusivity and overall satisfaction.
[bookmark: _Toc228430668]5.3.4 Improve Emotional Experience
The study highlights that emotional responses play an important role in customer satisfaction.
Waitrose could improve the emotional experience by:
· simplifying the user interface 
· reducing repetitive system alerts 
· making the process more intuitive 
For instance, repeated system prompts and alerts can create a sense of pressure, especially when customers feel they are being watched or delaying others. Reducing unnecessary interruptions would help create a more comfortable and less stressful experience.
This aligns with Parasuraman et al. (2005), who emphasise the importance of emotional as well as functional aspects of service quality.
[bookmark: _Toc228430669]5.3.5 Monitor Customer Feedback
Finally, Waitrose should continuously monitor customer feedback on self-checkout systems.
This could include:
· short in-store surveys 
· digital feedback tools 
· analysis of customer complaints 
Continuous feedback would allow the company to identify issues early and make ongoing improvements. This proactive approach can help maintain high service quality.
[bookmark: _Toc228430670]5.4 Conclusion
This study has examined the impact of self-checkout systems on customer satisfaction at Waitrose.
The findings demonstrate that self-checkout systems offer clear advantages, particularly in terms of speed, convenience, and ease of use. These factors contribute to their widespread adoption.
However, the study also highlights several limitations. Reliability issues, staff availability, and differences between customer groups all affect satisfaction. These findings suggest that self-checkout systems are not yet fully optimised.
The results indicate that self-checkout systems should not be viewed as a complete replacement for traditional service. Instead, they represent a shift towards a hybrid model, where technology and human support must work together.
Overall, customer satisfaction is influenced by a combination of technical performance, human interaction, and individual characteristics. Improving these areas is essential for enhancing the effectiveness of self-checkout systems.
[bookmark: _Toc228430671]5.5 Limitations of the Research
This study has several limitations that should be acknowledged.
Firstly, the sample size was relatively small (approximately 50 respondents), which limits the generalisability of the findings.
Secondly, the use of convenience sampling means that participants were not randomly selected, which may introduce bias.
Thirdly, the study focused on a single organisation, Waitrose, meaning that the findings may not be applicable to other retail contexts.
In addition, the research relied mainly on quantitative data, which limits the depth of understanding of customer experiences.
[bookmark: _Toc228430672]5.6 Future Research
Future research could expand this study by:
· increasing the sample size 
· using qualitative methods such as interviews 
· comparing multiple retailers 
· exploring long-term customer behaviour 
These approaches would provide a deeper understanding of customer satisfaction.
[bookmark: _Toc228430673]5.7 Chapter Summary
This chapter has presented the key conclusions, recommendations, and limitations of the study. It has been shown that self-checkout systems at Waitrose offer clear benefits but also present challenges that affect customer satisfaction.
The recommendations highlight the importance of improving system reliability, enhancing staff support, and adapting services to different customer needs. Real-life observations further support the need for practical improvements in system design and operation.
Overall, this chapter demonstrates how the findings of the study can be applied in practice, providing a strong conclusion to the research and a foundation for future improvements.


[bookmark: _Toc228430674]Reflective Essay (Gibbs’ Reflective Cycle)
1. Description
This reflective essay uses Gibbs’ Reflective Cycle (Gibbs, 1988) to evaluate the process of conducting this research project. The study focused on analysing the impact of self-checkout (SCO) systems on customer satisfaction at Waitrose. The research involved designing a questionnaire, collecting data from approximately 50 respondents, and analysing the results using a structured approach. It also required the application of academic theories related to service quality and technology acceptance.
2. Feelings
At the beginning of the project, I felt uncertain about how to structure the research and whether I would be able to collect sufficient data. As a student, I found it challenging to balance academic requirements with practical constraints, particularly when designing the questionnaire and approaching participants.
However, as the research progressed, I became more confident in my ability to conduct academic research. Collecting real data in a retail environment helped me feel more engaged and motivated. At the same time, I experienced some stress when analysing the results and ensuring that the findings were presented clearly and accurately.
3. Evaluation
Overall, the research process was both positive and challenging. A key strength of the study was the use of real-life data, which made the findings more relevant and practical. The topic was closely related to my working environment, which helped me better understand the operational aspects of self-checkout systems.
However, there were also limitations. The sample size was relatively small, and the use of convenience sampling may have affected the reliability of the results. In addition, I found it difficult at times to link theory with practice, particularly when applying academic models to real-world observations.
4. Analysis
This experience helped me develop a deeper understanding of research methodology and the importance of critical thinking. Reflection is recognised as an important part of learning, as it allows individuals to critically evaluate their experiences and improve future performance (Kolb, 1984).
I learned that collecting data is only one part of the research process; interpreting the data and linking it to theory is equally important. Using models such as the Technology Acceptance Model helped explain why factors like ease of use and reliability influence customer satisfaction. At the same time, real-life observations showed that customer experiences are often more complex than theoretical models suggest.
This highlights the importance of combining theory with practical insight, which was achieved through the use of triangulation in this study.
5. Conclusion
In conclusion, this research project has improved my understanding of both academic research and real-world business operations. I have developed skills in data collection, analysis, and academic writing.
Although there were challenges, particularly related to sample size and time constraints, the overall experience was valuable and has increased my confidence in conducting independent research.
6. Action Plan
In future research, I would aim to improve my methodology by increasing the sample size and using a wider range of data collection methods, such as interviews. I would also allocate more time for planning and data analysis to reduce pressure at later stages of the project.
Additionally, I would focus on strengthening the connection between theory and practice by engaging more critically with academic literature. These improvements would help enhance the quality and reliability of future research.
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Figure 1: Conceptual framework




