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Abstract:

This research aims to investigate the impact of digital transformation on a large retail company, Marks and Spencer (M&S), with a focus on the changes caused by digital initiatives and their impact on consumer engagement and sales. As the retail industry continues to undergo enormous transformations as a result of digital technology, it is critical to comprehend how established companies are adapting to this new digital era and the ramifications for their customers.

The study took a quantitative approach, collecting data from 67 M&S consumers in the UK via an online survey. The research followed the research onion model, which included components such as research philosophy (positivism), research approach (deductive), research strategy (survey), quantitative choices, and cross-sectional time horizon.

Respondents ranged in age and social class, providing a diversified and comprehensive view of client experiences and viewpoints. They were quizzed on their shopping frequency at M&S's physical and online stores, their overall experience using M&S's online platforms, their interaction with M&S's social media profiles, and the extent to which M&S's digital platforms influenced their purchasing decisions.

The study shed light on the consequences of digital transformation on consumer engagement and sales at M&S. The majority of respondents said they buy at M&S's online store frequently and have a positive overall experience with its digital platforms. A sizable proportion of those polled had downloaded and used M&S's mobile app, demonstrating a strong degree of customer involvement with the brand's digital products. Furthermore, the majority of respondents had interacted with M&S's social media profiles, notably Instagram, emphasising the relevance of social media as a digital engagement tool. Notably, the majority of respondents agreed that M&S's digital platforms influenced their decision to shop with them.

The analysis revealed certain areas for improvement, particularly in terms of the online store's usability and the amount of product information accessible. Given the significant amount of customer contact on various channels, the research also highlighted the need for M&S to improve its social media engagement strategy.

The study also included recommendations for M&S. It was recommended that M&S continue to invest in and develop its digital platforms in order to provide a better user experience, advertise its digital platforms more effectively in order to boost their utilisation, and use social media to foster closer ties with customers.

Despite these constraints, this study provides significant information for retail organisations embarking on digital transformation journeys as well as scholars interested in examining the influence of digital transformation on retail brands and customer engagement.
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1. [bookmark: _Toc137846950]Introduction:

The retail industry has seen a substantial transformation as a result of the ongoing digital revolution and the accompanying rapid improvement of technology. Among the most significant developments are a dynamic shift towards e-commerce, widespread usage of mobile applications, and an increasing reliance on social media platforms. Retail brands like the renowned Marks and Spencer are aware of the significance of these digital transitions as a tactic to improve customer engagement and boost sales (Berman & Thelen, 2004).

This study's main objective is to analyse how Marks and Spencer has been affected by the shift to digital technology, with a particular emphasis on such initiatives' effects on consumer engagement and sales (Pantano & Gandini, 2017). The objective is to analyse how well these digital transformation projects in the retail sector are working and whether they have the potential to increase customer engagement and expand income sources (Verhoef et al., 2017).

Identification and evaluation of Marks and Spencer's digital initiatives, as well as assessments of their effectiveness in boosting sales and the opportunities and challenges they present for the retail sector, are among the research goals of this dissertation (Brynjolfsson et al., 2014). In addition, the study seeks to offer advice for upcoming digital initiatives based on study results and industry best practises.

To accomplish these goals, a mixed-methods strategy is used in this work. The foundation of this research is an extensive literature evaluation that includes significant studies, research papers, and industry reports about digital transformation in the retail sector, consumer engagement, and sales growth (Müller-Lankenau et al., 2006). This analysis will help people comprehend Marks and Spencer's digital activities and how they affect customer engagement and sales.

In addition, structured data from a quantitative survey of 60 Marks and Spencer consumers will provide numerical insights into their attitudes, preferences, and behaviours in relation to the projects for digital transformation (Creswell & Clark, 2017). To collect pertinent participant data, the survey will include multiple-choice, Likert scale, and demographic items.

The findings of this study, with a specific emphasis on the Marks & Spencer case, will add to the body of knowledge already available on digital transformation in the retail industry. It attempts to shed light on how well digital transition plans work as well as what they mean for retail businesses (Galliers & Leidner, 2014). The study's findings will help Marks and Spencer develop their digital initiatives, but they will also offer practical advice to other retail companies trying to succeed in the digital world.

The purpose of this dissertation is to evaluate how the digital shift will affect Marks & Spencer, with a focus on the business's digital initiatives and how they will affect customer engagement and sales. This study aims to provide thorough knowledge of the success of digital transformation activities in the retail business by incorporating a mixed-methods approach that includes a literature review and a quantitative survey (Yin, 2017). The results will not only guide Marks & Spencer's future digital plans but also other retail brands looking to strengthen their digital presence and boost their financial success in the constantly changing retail environment.

1.1. [bookmark: _Toc137846951]Background:

Thanks to the rapid advancement of digital technologies, the retail industry's landscape has undergone a revolution in recent years (Pantano et al., 2020). Consumers now have unmatched convenience, a wide range of options, and personalised experiences thanks to digital platforms and channels. Retailers must respond to this digital evolution by embracing digital transformation in order to meet shifting consumer expectations and maintain their market share (Pappas et al., 2020).

The iconic retail business of Marks and Spencer, which has a long history, is an excellent example of this change. Since its founding in 1884, Marks and Spencer has built up a reputation as a trustworthy retailer with unmatched customer service and high-quality goods. Marks and Spencer recognised the necessity of starting a digital transformation journey in order to maintain its relevance and engage with its customer base as consumer trends shifted towards digital platforms (Vazquez et al., 2019).

This study attempts to investigate how the digital transformation has impacted Marks and Spencer, paying particular attention to the company's digital initiatives and how they have impacted customer engagement and sales. An in-depth study of Marks and Spencer's digital transformation path can offer insightful information about the success of their digital initiatives, obstacles they faced, and possibilities they were able to take advantage of.

The implementation of e-commerce platforms, mobile applications, omnichannel integration, personalised marketing strategies, data analytics, and other cutting-edge technology may be part of Marks & Spencer's digital transformation strategy (Verhoef et al., 2019). These projects' main goal is to give customers a seamless, integrated shopping experience that will let them engage with the business across various touchpoints and channels.

It is impossible to stress the importance of examining how digital transformation affects consumer engagement. Customers now have more power and options in their purchasing experiences thanks to the growth of digital channels. A comprehensive grasp of how digital activities impact consumers' relationships with brands is essential given these developing behaviours, preferences, and expectations (Huang and Benyoucef, 2017). It is crucial to assess changes in consumer behaviour, such as trends in online shopping, an increase in reliance on mobile devices, and the effects of personalised marketing strategies.

Additionally, understanding how digital transformation affects sales growth is essential for determining the success and return on investment of digital efforts (Kumar et al., 2020). In this study, the effect of omnichannel integration, personalised marketing methods, and online sales channels on revenue creation and profitability will be looked into. The effectiveness of digital transformation activities in boosting sales growth will be evaluated based on key performance indicators like conversion rates, average order value, and customer lifetime value.

This research project aims to add to the body of knowledge on digital transformation in the retail business by analysing Marks and Spencer's experiences during their digital transformation journey (Pantano et al., 2020). Marks and Spencer, as well as other retail firms hoping to effectively traverse the digital landscape, will receive advice and suggestions from the gleaned insights.

The study's findings emphasise the significance of digital transformation for the retail sector and the need for retailers like Marks and Spencer to adapt to and embrace digital efforts (Pappas et al., 2020). This research study seeks to provide useful insights that can help define future digital strategies, improve customer engagement, and boost sales for Marks & Spencer and other retail brands by analysing the impact of digital transformation on customer engagement and sales growth.

1.2. [bookmark: _Toc137846952]Rationale of the Study:

Understanding the effects of digital transformation on Marks and Spencer, a large retail brand, was the driving force behind this research study. Retail brands must embrace digital transformation to stay competitive in light of the retail landscape's quick change and the growing effect of digital technologies (Kane et al., 2015).

The effectiveness of Marks and Spencer's digital transformation activities, particularly in relation to consumer engagement and revenue growth, is vital information that this study offers. Understanding how digital initiatives impact customer engagement is essential because it helps us spot changes in customer preferences and behaviours (Lemon & Verhoef, 2016).

In order to evaluate the return on investment and the efficiency of digital strategies, it is also critical to evaluate the impact of digital transformation on sales growth (Chaffey, 2015). The findings of this study will add to the body of knowledge on retail's digital transition and offer pointers to other retail firms attempting to navigate the digital world.

Additionally, this study will examine the difficulties and possibilities brought on by the retail industry's digital revolution. Other retail brands can greatly benefit from learning from Marks and Spencer's experiences (Verhoef et al., 2015).

In conclusion, this study aims to close a knowledge gap about Marks and Spencer's exposure to digital transformation. Future initiatives for boosting consumer interaction and revenue in the digital age will be informed by the findings.

1.3. [bookmark: _Toc137846953]Aims:

The objective of this study is to look into the effects of digital transformation on the retail company Marks and Spencer. It expressly seeks to examine the company's digital development plans and the resulting impact on customer interaction and revenue growth. Achieving this goal provides valuable insights on the success of digital transition techniques in the retail industry, providing guidelines for future digital endeavours (Kane et al., 2015; Verhoef et al., 2015).


1.4. [bookmark: _Toc137846954]Objectives:

· Marks and Spencer's digital transformation initiatives over the past few years, with an emphasis on the incorporation of novel technologies, platforms, and methodologies

· Examine the impact of digital transformation on customer interactions with Marks and Spencer, focusing on changes in customer behaviour, preferences, and expectations as a consequence of the company's digital initiatives.

· Examine the challenges and opportunities associated with digital transformation in the retail sector, with a focus on Marks and Spencer's experiences and strategies for overcoming these challenges.

· Provide recommendations for Marks and Spencer's future digital transformation initiatives, based on the findings of the analysis and best practises in the industry, in order to increase consumer engagement and boost sales growth.

1.5. [bookmark: _Toc137846955]Research Questions:

· What digital transformation initiatives have Marks and Spencer used recently?

· How have Marks and Spencer's digital transformation methods influenced customer involvement, including changes in behaviour, preferences, and expectations?
· What challenges did Marks and Spencer face when implementing digital transformation, and how did they overcome them?

· What recommendations may be made for future digital transformation initiatives at Marks and Spencer based on the findings of this study and industry best practises to improve consumer interaction and stimulate sales growth?

By answering these research questions, this investigation hopes to give a comprehensive evaluation of the impact of digital transformation on Marks and Spencer. The findings of this study will improve our understanding of digital transformation in the retail sector and provide useful insights for Marks and Spencer and other retail firms looking to expand their digital initiatives.


1.6. [bookmark: _Toc137846956]Dissertation Outline:

 Chapter 1: Introduction

The dissertation's focus, the effect of digital change on the retail brand Marks and Spencer, is introduced in this chapter. It provides an overview of the study's significance, research questions, and goals and objectives. The chapter also gives a succinct overview of the topic and the justification for the research.

Chapter 2: Literature Review

The second chapter provides a thorough analysis of the body of research on digital transformation in the retail sector. It examines the idea of digital transformation, various digital transformation efforts, and their effects on boosting sales and customer engagement. The chapter covers research on Marks and Spencer's and other retail companies' experiences with implementing digital transformation.

Chapter 3: Methodology

The study's research technique is described in this chapter. It discusses the decision to use a mixed-methods strategy that combines a quantitative survey with a literature study. The chapter also offers a thorough explanation of the survey's methodology, including the sample size, survey layout, and data processing strategies employed.



Chapter 3: Analysis of Data

The research's findings, including those from the survey and the literature review, are presented in Chapter 4. It examines how Marks and Spencer's digital transformation initiatives have affected customer engagement and revenue growth. The chapter also covers Marks and Spencer's experiences with the opportunities and difficulties related to the digital revolution.

Chapter 5: Conclusions and Recommendations

The dissertation's concluding chapter summarises the results and makes suggestions for Marks and Spencer and other retail companies. It explores how the findings add to the body of knowledge on digital transformation in the retail business and considers the study's aims and questions. The chapter makes suggestions for additional areas of study on this subject.





























2. [bookmark: _Toc137846957]Literature review 

2.1. [bookmark: _Toc137846958]Introduction


The process of integrating digital technology across all company areas to improve operations and provide more value to customers is known as "digital transformation," and it is a crucial phenomenon that is revolutionising numerous industries in the twenty-first century. Retail is one industry where this shift has been particularly obvious. Traditional brick-and-mortar businesses have been compelled to use digital technologies to stay competitive in the face of changing consumer behaviours and the explosion in e-commerce.

This analysis of the literature will focus on Marks and Spencer (M&S), a well-known British retail brand, and examine the company's adoption of digital transformation techniques and the ensuing impact on consumer engagement and sales performance. M&S has embraced the digital wave, integrating numerous digital initiatives across its operations in an effort to increase consumer engagement and, as a result, accelerate sales growth. M&S has a long history and a significant market position.

In order to investigate various essential topics, we will delve into the body of scholarly and industry-related literature throughout this literature study. The study will first outline the larger context of the retail industry's digital transformation and explain how and why this revolution is crucial for retail companies right now. A comprehensive explanation of this phenomenon will be provided through the use of theoretical models and empirical investigation.

The study will then concentrate on M&S's unique digital transformation strategies. It will examine many business models that M&S has used, including data-driven customer analytics, individualised marketing, multichannel integration, and customer service advances. Each of these projects will be thoroughly examined to determine their viability and scope for improvement.

The focus of the part that follows will be on how these digital activities affect customer engagement and sales. The review will examine how digital transformation has changed how M&S interacts with its customers and affected their purchase behaviours using pertinent models and empirical investigations.

The evaluation will conclude by summarising the main results and highlighting areas in which more study could advance our knowledge of the retail industry's digital transition. Along the way, it will also point out gaps in the literature and ask whether the theoretical models used adequately reflect the state of the retail industry's digital revolution today.

This literature review's goal is to promote additional study and thought in this field in addition to assimilating existing knowledge. The assessment, which looks at M&S, aims to add to the larger discussion on digital transformation in retail by providing advice for academics, policymakers, and retailers alike.



Identifying Gaps in the Literature:

Retail is one of the industries that has been most deeply touched by the phenomenon of digital transformation. Many studies have looked at this subject from diverse perspectives in an effort to comprehend the dynamics of this shift. Marks & Spencer (M&S), an iconic brand with a lengthy history and a major presence in the UK retail sector, threatens to fall into a notable hole nonetheless.

Digital Transformation Journey of M&S: The first is that there hasn't been any in-depth scholarly research focused on M&S's digital transformation. Numerous studies concentrate on the digital transformation of the retail sector as a whole, frequently adopting a wide perspective that takes into account prevailing trends and tried-and-true tactics. Yet the singular history of M&S, an establishment with a unique cultural and organisational legacy, seems understudied. The strategic choices made by M&S, their particular strategy, the difficulties they faced, and the successes they attained all call for in-depth analysis. Such specialised research can offer vital insights into M&S's journey as well as how other traditional shops may handle their digital transformation.


Examining consumer interaction tactics: A thorough examination of M&S's digital consumer interaction tactics would fill another glaring hole in the body of existing work. These initiatives have been mentioned in a number of studies, but none of them have examined the specifics of their execution, the dynamics of how customers would react to them, how they will affect customers' behaviour, or how they will ultimately affect sales. The field would benefit from a detailed investigation of these tactics, which might result in a more complex comprehension of their significance to M&S's digital journey and their potency in boosting customer engagement and revenue.

Technological Innovations at M&S: The specific technology that M&S has adopted in their transition is a third area that doesn't seem to have received enough attention in the media. M&S's strategy for embracing cutting-edge technology like artificial intelligence (AI), machine learning (ML), and data analytics may offer useful insights as an established store. However, there doesn't seem to be much information available about how these technologies have been incorporated into M&S's operations or their overall effect on customer engagement and sales.

The Cultural Revolution and its Consequences Digital transformation requires a big culture shift within the organisation as well as a shift in technology. It's not just about implementing new technologies; it's also about encouraging staff to embrace a digital attitude and skilfully handling the inevitable opposition to change. The human part of M&S's digital transformation, including how the company handled the cultural shift, guided its staff through it, and overcame the difficulties that arose, has, however, received little attention in the literature to date.

The COVID-19 Pandemic's Function: The effects of the COVID-19 pandemic are last but by no means least. Unquestionably, the global financial crisis has accelerated the move towards online retail and compelled many businesses to revaluate their digital strategies. Although the pandemic's effects on the retail industry as a whole have been extensively discussed, there are significantly fewer studies that specifically address how M&S's digital transformation strategy was impacted and how the company responded to this unanticipated disruption.

Essentially, while the general topic of digital transformation in retail is well covered in the literature currently in existence, there are still a number of gaps when it comes to the particular issue of M&S. For a thorough knowledge of M&S's digital transformation journey, the methods they employed, the obstacles they faced, and the results they obtained, these gaps point to areas that need more in-depth, company-specific research. Our understanding of the digital transformation of the retail industry would be greatly enhanced by further investigation in these areas. Additionally, it would produce insightful data that may direct other retailers on their paths to digital transformation. The necessity for such study is obvious, even while it is acknowledged that access to company-specific information may be restricted for a variety of reasons, including business confidentiality.




2.3. [bookmark: _Toc137846959]Digital Transformation in Retail


Digital transformation refers to the incorporation of digital technology into all aspects of a business, reshaping operations and delivering increased consumer value (Bounfour, 2016). Digital transformation has been recognised as a strategic necessity in the retail industry due to the ever-changing landscape of consumer behaviour and competition.

The increased prevalence of the internet and smartphones has drastically altered the purchasing habits of consumers. E-commerce is progressively complementing or even supplanting traditional brick-and-mortar shopping. According to studies, consumers increasingly rely on online channels for both research and purchases, necessitating an omni-channel retail experience (Verhoef et al., 2015). In this context, Pantano and Viassone (2015) assert that digital transformation in retail is not a choice but a necessity.

The retail industry's digital transformation can take many forms, including online stores, mobile applications, social media marketing, and in-store digital experiences. Recent trends include the application of advanced technologies such as augmented reality, virtual reality, and artificial intelligence to improve the consumer experience (Grewal et al., 2017).
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Figure 1. Digital Transformation in Retail ( torryharris.com)

Moreover, the digital era has elevated the importance of data. (Chen et al., 2012) The use of big data analytics to comprehend consumer behaviour, preferences, and purchasing patterns has become a crucial component of digital transformation strategies in retail. According to Berman and Bell (2011), retailers can no longer rely primarily on intuition or experience; decisions based on data have become crucial.

However, the literature also highlights challenges associated with the digital retail transformation. These include concerns regarding data privacy and security, technological costs, staff training, and customer and employee resistance to change (Rogers, 2016). In addition, Kane et al. (2015) state that the successful implementation of digital transformation requires a customer-centric approach, a culture of innovation, and a willingness to take risks.

The sections that follow will discuss how M&S has navigated its digital transformation journey, with a concentration on the strategies it has implemented and their impact on customer engagement and sales.




2.3.1. [bookmark: _Toc137846960]Customer Engagement and Digital Transformation:

Customer interaction has changed dramatically as a result of the digital transformation, changing the way businesses communicate with their customers. Companies are now utilising digital technologies to offer simplified and personalised experiences as the traditional, standard approach to consumer connections is being abandoned (Kumar et al., 2010).

For instance, Marks and Spencer (M&S) has progressed in this way. To match their services to the changing needs of their clients, M&S has embraced digital solutions (Dennis et al., 2020). The result has been a move towards a more integrated strategy wherein online and offline consumer encounters cooperate to provide the omnichannel experience—a seamless, unified customer journey (Verhoef et al., 2015).

Studies like the one by Rigby (2011), which demonstrate that customers who engage with businesses through a variety of channels frequently prove more loyal and willing to spend, support the success of this strategy. Given their considerable investment in improving mobile services and website design, M&S appears to be on the same page (Brown, 2018).

Optimisation of client engagement in the digital age also depends on data analytics and artificial intelligence (AI). With the use of data, companies can now tailor their interactions to the specific needs and preferences of each individual client (Huang and Rust, 2018). For instance, the collaboration between M&S and Microsoft aims to employ AI to improve the consumer experience (Rogers, 2018).
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Figure 2. Digital Transformation Overview ( www.slideteam.net)
Additionally, customers now have more options to engage with brands and become active consumers thanks to digital platforms. They can now actively contribute to the generation of value by influencing the offering of goods and services (Payne et al., 2008). In order to improve their service, M&S has tapped into this by asking for client input (Dennis et al., 2020).

Digital client involvement does, however, present certain difficulties. Security and data privacy issues are among the most important of them. If addressed improperly, these problems can reduce consumer trust and damage the reputation of the business (Martin et al., 2017). As a result, businesses like M&S must work to strike a balance between customization and privacy as they go through their digital transformation path.

In conclusion, client engagement has been drastically altered by the digital transformation. The emphasis now is on multichannel experiences, data-driven personalization, and customer involvement in value creation. Even though M&S has made positive progress in this area, it would be interesting to research the precise effects of these efforts on their sales and consumer engagement KPIs.

2.3.2. [bookmark: _Toc137846961]Marks and Spencer’s Digital Transformation Journey:

A pillar of British retail, Marks and Spencer (M&S) has been transforming itself digitally in an effort to stay relevant and compete successfully in the increasingly online retail sector. Combining online and offline services, putting more emphasis on consumer connection, and moving towards data-driven decision-making have all been characteristics of this transition.

E-commerce: As part of its journey towards digital transformation, M&S has made a big shift in favour of e-commerce, which is a rapidly spreading trend worldwide. The flexibility to buy whenever and anywhere is essential in a world where consumers are demanding convenience more and more. This change involves more than just setting up an online business; it also entails reimagining the consumer experience by embracing the disruptive power of the digital realm.
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Figure 3. M&S E-Commerce Look book ( www.M&S.com)
Redesigned Online Platform: One of M&S's major initiatives was the redesign of their online platform to make it more intuitive and user-friendly. With concise product descriptions, excellent images, and simple navigation, this digital makeover is intended to mimic the in-store experience. The goal was to provide clients with a smooth buying experience from browsing to checkout so they could easily find what they were looking for.
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Figure 4. M&S Home website ( www.M&S.com)
Personalised Shopping Experiences: M&S has strived to make the online shopping process more tailored, realising that today's consumers are looking for experiences as well as products. The business can now provide customised product recommendations based on each customer's tastes and previous purchases by utilising data analytics and AI. Customers feel appreciated and understood when they receive this level of customization since it gives the purchasing experience a sense of exclusivity.

Enhanced Mobile Experience: M&S realised the need to adapt their e-commerce platform for mobile devices in a world where smartphones have essentially become a necessity. Customers can now purchase while on the go with M&S thanks to features like mobile-friendly layouts and simple mobile payment options, which further enhance the convenience of their shopping experience.
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Figure 5. M&S Mobile App ( www.M&S.com)

Click-and-Collect and Home Delivery: To further increase customer convenience, M&S has also introduced "Click and Collect" services along with effective home delivery choices. These services give clients the freedom to select how they want to get their products, whether that be by having them delivered right to their house or picking them up at a convenient time from a local store.
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Figure 6. M&S Click and collect ( retailtechinnovationhub.com)


Building an E-commerce Ecosystem: M&S wants to create a full e-commerce ecosystem in addition to just selling goods. This involves providing thorough customer assistance, permitting simple returns and exchanges, and interacting with clients by promptly informing them of deals, specials, and the arrival of new products.

For M&S, embracing e-commerce is more than simply a business strategy; it's also a journey towards developing a customer-centric shopping environment that combines the timeless allure of conventional retail with the practicality of digital commerce. This strategic move demonstrates the company's dedication to adapting to the changing needs of its clients and being relevant in a cutthroat market environment.
Omnichannel Strategy: M&S has acknowledged the critical function that an integrated omnichannel retail strategy plays in the digital world, following in the successful footsteps of multinational behemoths like Walmart and Zara. M&S has developed a holistic strategy, prioritising the seamless integration of both worlds as opposed to seeing online and offline channels as separate silos. This tactical choice gives clients the freedom to quickly switch between platforms as needed, improving their entire purchasing experience.

Electronic Kiosks and Order Points in Stores M&S has deftly placed digital order points throughout their real locations, further demonstrating their dedication to fusing the physical and digital purchasing experiences. The in-store kiosk allows customers to quickly place orders for items they can't locate in the store. These computerised kiosks provide customers with the choice of having the item delivered to their home or picked up from the store later. This deft blending of physical and digital commerce provides a flexible response to inventory constraints, guaranteeing that client demands are effectively satisfied.

Digital Payment Solutions: Following other market leaders, M&S has realised the importance of a simple, hassle-free checkout process for ensuring consumer happiness. M&S has introduced streamlined digital payment methods, such as contactless payments and mobile payment solutions, to address this. No matter if they are making their purchases in person or online, these initiatives allow customers to do so quickly and safely.

Mobile Engagement: M&S has included features like mobile e-receipts and a mobile-friendly website because it recognises the crucial role that smartphones play in modern consumer lifestyles. These improvements make it easier for customers to buy when they're on the go and support the brand's commitment to sustainability by minimising paper waste.

Although M&S has already made admirable strides in developing and putting into practise its omnichannel strategy, there is still room for expansion. To improve the omnichannel experience, the organisation might think about integrating cutting-edge technology like augmented reality (AR) or virtual reality (VR). These interactive, immersive technologies may help to reshape the retail industry and bring in a period of innovation.
Data-driven personalization: M&S's transformation process is similar to Nike's focus on this concept. To better understand client preferences and behaviours, the company has turned to analytics and artificial intelligence. For instance, M&S and Microsoft collaborated to build an AI-based customer support system that offers individualised recommendations based on client data (Vinodrai, 2019). In a manner similar to Zara's attempts to digitally streamline supply chain procedures, M&S has also employed data to optimise their inventories (M&S Press Release, 2020).






[bookmark: _Toc137846962]2.3.3. Challenges and Future Directions:

Similar to any significant transition, M&S's digital transformation journey has come across a number of roadblocks and also presents a landscape of opportunities that call for cautious navigation for future growth.

Dealing with legacy systems and conventional business practises is one of the main issues M&S is currently facing. This reflects a widespread issue in many digital transformation initiatives, wherein antiquated business practises conflict with the demand for flexibility and innovation (Dwivedi et al., 2019). Driving cultural change within the organisation to promote a digital attitude is another barrier. It can be challenging to get staff members to adopt new technology and approaches; this task calls for strong leadership and effective communication.

Client digital literacy: The diversity of their client base, particularly in terms of digital literacy, presents another problem for M&S. It's important for M&S to meet the many requirements and expectations of its customers, not all of whom feel at ease using digital platforms. To make it easier for clients who aren't as tech-savvy to use digital services, user-friendly design must be prioritised.

Data Security and Privacy: As data and digital platforms are used more often, there is a greater chance of data breaches and privacy issues. To protect client information, M&S must make sure that strict security protocols are in place. Customer trust is essential, and any data security breach could significantly damage the brand's reputation (Dey et al., 2020).

Competition and Changing Consumer Behaviour: New competitors are entering the retail market, and those that are already there are continually innovating. This has made the industry more competitive. With many consumers now preferring to shop online, the COVID-19 pandemic has also expedited changes in consumer behaviour (Dennis et al., 2020). M&S needs to continuously modify its digital strategy in order to keep ahead of these changes.
M&S has a number of opportunities for development and innovation in the future.

The Internet of Things (IoT), augmented reality (AR), and virtual reality (VR) are a few examples of sophisticated technologies that M&S may want to investigate. These might improve the customer experience by providing personalised product recommendations, smart fitting rooms, and interactive shopping experiences (Pantano, Rese, & Baier, 2020).


Artificial intelligence and machine learning: AI and ML could be applied to boost customer service, forecast demand, and personalise the supply chain. In order to inform business strategy, these technologies could also be leveraged to gain insights from client data.

Sustainability and ethical issues are important to take into account, and M&S might use digital technologies to encourage transparency and sustainability in their business practises. This could entail tracking the origin of products, fostering moral behaviour, and lowering waste through improved inventory management.
Conclusion: Despite the fact that M&S has made tremendous progress in its digital transformation path, there are still many obstacles to be cleared and growth opportunities to seize. Other retail behemoths' experiences can teach us important lessons and suggest successful tactics for navigating the changing digital environment.

Finally, M&S's journey towards digital transformation demonstrates a purposeful attempt to adjust to the changing retail scene. There is still a lot of room for development and innovation, even if the company has made progress in areas like data-driven personalization, omnichannel retailing, and e-commerce. The experiences of other retail behemoths like Walmart, Nike, Zara, and Starbucks provide priceless insights and possible road maps for success as M&S continues its digital transformation.



[bookmark: _Toc137846963]2.4. Theoretical Framework:

We will consider a multi-dimensional theoretical framework that integrates the IDIC Model (Peppers & Rogers, 2004), the Customer Relationship Management (CRM) Model (Payne & Frow, 2005), the Customer Engagement Model (Brodie et al., 2011), and the Technology Acceptance Model (TAM) (Davis, 1989) to understand the impact of the digital transformation on Marks & Spencer (M&S).


[bookmark: _Toc137846964]2.4.1 IDIC Model (Identification, Differentiation, Interaction, Customization):

The IDIC model, which Peppers and Rogers created in 2004, offers a thorough approach for comprehending and serving clients in the current digital world. This model emphasises how crucial it is to treat every customer as an individual, communicate with them effectively, and customise their experience. Let's examine each feature of this model in more detail:

Identification: The first phase in the IDIC paradigm, identification, is comparable to expressing a friendly welcome to a friend at a social event. It involves treating every client with respect, comprehending their unique tastes, and respecting their preferences (Peppers & Rogers, 2004). A company like Marks & Spencer now has a tonne of options for identification because of the digital age. Through the use of digital platforms, they gather and analyse client data to gain insights into their purchasing patterns, requirements, and preferences. This stage is essential because it sets the way for a more individualised customer approach that makes each client feel seen and appreciated (Kumar & Reinartz, 2012).

Differentiation: During the differentiation stage, brands acknowledge each customer's individuality. They realise that every consumer has a unique value to offer and needs a distinctive approach to engagement (Peppers & Rogers, 2004). It's comparable to a bespoke tailor making suits; each one is made specifically to the size, style, and preferences of the buyer. In order to segment customers based on their unique demands and potential value to the business, Marks & Spencer relies heavily on technology like artificial intelligence and data analytics (Kumar & Reinartz, 2012).
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Figure 6. IDIC model ( slideteam.com)

With the advent of the digital age, customer interaction has expanded beyond the confines of the typical retail setting. Through a variety of digital channels, including the company website, social media, emails, and mobile applications, brands may now interact with their target audiences. Marks & Spencer supports this multi-touchpoint strategy, utilising these platforms to listen to their consumers, receive feedback, and enhance their services in addition to sharing product information and promotional content.

Customization: The fourth and last phase is making each customer's experience and offer unique (Peppers & Rogers, 2004). Imagine getting a gift that is exactly your style; this is the level of personalization that customization seeks to provide for a customer. Depending on a customer's past purchases and preferences, M&S may implement personalised product recommendations, targeted promotions, or even change the look and feel of their website or mobile app to better suit the user's tastes (Chaffey & Ellis-Chadwick, 2019).

In order to better understand and service their customers in the digital environment, Marks & Spencer uses the IDIC model, with the ultimate goal of increasing customer satisfaction, engagement, and sales.


2.4.1.1 Advantages and Disadvantages of IDIC Model:

When used in a digital transformation scenario like Marks and Spencer, the Peppers and Rogers-created IDIC model (identification, differentiation, interaction, and customization) can provide insightful data. Let's talk about its benefits and drawbacks.



Advantages:

Customer-Centric: By putting the customer at the heart of company strategy, the IDIC model aids organisations like Marks and Spencer in effectively understanding and responding to their customers' wants and behaviours.

Enhanced Customer Relationships: The IDIC model assists in developing solid, long-term connections with customers by focusing on recognising customer needs, differentiating customers, communicating with them effectively, and tailoring the offering to suit their needs.

Improved Business Decisions: The IDIC model enables firms to make better educated, data-driven decisions by focusing on customer data.

Increased Relevance: Customers now expect personalised experiences in the age of digital transformation. Customization is a key component of the IDIC model, which lets companies like Marks and Spencer create highly relevant experiences that increase customer pleasure and loyalty.

Disadvantages:

Implementation Obstacles: Due to the IDIC model's comprehensiveness, implementation can be difficult. It necessitates extensive data gathering and analysis, sophisticated technology, and organisational change, all of which might be challenging for some firms.

Privacy Issues: Businesses must collect and analyse a lot of customer data in order to operate the IDIC model properly. Businesses must take care to uphold privacy rules and appropriately use data in order to avoid raising privacy concerns as a result.

High Costs: Putting the IDIC paradigm into practise can be pricey. It necessitates investments in data analysis tools and technology, as well as possibly major adjustments to company procedures.

Time-consuming: Compiling, examining, and utilising client data to distinguish and customise products can be a time-consuming procedure. Businesses must make sure they have the time and resources to complete the task.

It's crucial to remember that, despite the IDIC model's potential drawbacks, they are manageable with careful planning and implementation. Furthermore, in many situations, the advantages of a customer-centric strategy might outweigh the drawbacks. Before deciding to use this or any other model, each organisation must take into account its own context and capabilities.


[bookmark: _Toc137846965]2.4.2. Customer Engagement Model:

It is possible to model customer engagement in the digital age from a number of angles. The 4Cs model put forth by Pansari and Kumar (2017) is one of the best-known models. In the context of digital transformation, this model represents four key factors that can be used to assess consumer engagement, including:

Connection: This shows how emotionally or psychologically attached the buyer is to the brand. It takes into account how well the company engages with customers personally and communicates with them, partly made possible by digital platforms and activities.

Cognition: This has to do with how the customer views and comprehends the brand. Initiatives for digital transformation have a tremendous impact on how customers think, affecting how they perceive and value the business.

Contribution: This shows how actively involved the customer is with the brand. Digital initiatives offer a variety of types of involvement, including online shopping, posting reviews, sharing on social media, etc.

Co-creation: This illustrates how customers and brands actively work together to create value. In the digital age, where consumers are frequently active in co-creating goods, services, or content, this is especially pertinent.

This four-factor approach offers a thorough framework for examining how Marks and Spencer's digital transformation activities have affected various facets of customer involvement. This study can pinpoint the precise influence of digital activities on consumer engagement and how these influences further affect Marks & Spencer's sales growth by looking at these parameters.

2.4.2.1 Advantages:

Increased Loyalty: Because engaged customers form an emotional bond with the brand, they often show higher loyalty. As a result, it frequently encourages repeat business and increases client lifetime value (Vivek, Beatty, & Morgan, 2012).

Positive Word-of-Mouth: According to Kumar, Aksoy, Donkers, Venkatesan, Wiesel, and Tillmanns (2010), highly engaged customers are more inclined to promote the business, offer positive evaluations, and influence others. This results in the acquisition of new customers.

Customer insight: Active consumers frequently offer insightful commentary that can be used to enhance goods, services, and the entire customer experience (Brodie, Hollebeek, Juric, & Ilic, 2011).

Resilience to Market Adjustments: According to Brodie et al. (2011), engaged customers are less sensitive to pricing adjustments and more inclined to continue with the brand through market turbulence.

2.4.2.2 Disadvantages:

Resource-intensive: It takes a lot of time, money, and staff to develop and sustain a high degree of consumer engagement. The resources required to invest in consumer interaction strategies are not always available to firms (Hollebeek, Glynn, & Brodie, 2014).

High Expectations: Customers who are engaged frequently have higher expectations. Customers may get dissatisfied, and a brand's reputation may suffer if it doesn't live up to these expectations (Pansari & Kumar, 2017).

Negative feedback risk: Customers that are actively engaged are more inclined to express their opinions, both positive and negative. Potential customers' impressions can be impacted by unfavourable comments or reviews, which can also harm a brand's reputation (Pansari & Kumar, 2017).

Customer involvement can be challenging to accurately estimate and monitor, unlike standard metrics. As a result, determining the return on investment of consumer interaction activities may be difficult (Hollebeek et al., 2014).

[bookmark: _Toc137846966]2.4.3. CRM Model (Customer Relationship Management):

According to Payne and Frow (2005), the customer relationship management (CRM) model serves as a strategic road map for companies looking to improve their customer connections, particularly in the digital environment. It emphasises how crucial it is to manage client interactions and experiences across a variety of touchpoints in order to foster customer loyalty and corporate expansion. Here is a look at each of its parts from a human perspective.
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Figure 7. CRM model ( https://www.vecteezy.com/.com)


Building Strategic Customer Relationships: Building strategic customer relationships is the first stage in the CRM model. For Marks & Spencer, this entails choosing which clients to pursue and how to maintain these connections. Customer data is being used to develop more specialised and efficient marketing strategies in the digital age, making this process more and more data-driven (Sigala, 2018).

Value Creation: In the second stage, known as value creation, the goal is to plan and provide a customer experience that benefits both the client and the company. For M&S, this might entail designing an intuitive omnichannel shopping experience that enables customers to shop whenever and wherever they want while also allowing M&S to gather priceless customer information (Payne & Frow, 2005).

Multichannel Integration: Multichannel integration is the third stage of the CRM model. Assuring a consistent consumer experience across all touchpoints, including in-store encounters and digital platforms like the M&S website and social media channels, is the goal here. Customers are more likely to continue interacting with a business when they have a consistent, integrated experience (Neslin & Shankar, 2009).

Performance Evaluation: The last step is performance evaluation. To make sure CRM projects are producing the anticipated results, this entails monitoring and assessing their efficacy. This can entail monitoring data for M&S's digital platforms like conversion rates, customer lifetime value, and customer retention rates (Payne & Frow, 2005).

For Marks & Spencer, the CRM model offers a reliable foundation for navigating the challenges of client relationship management in the digital age. Using a systematic approach to relationship building, value creation, channel integration, and ongoing performance evaluation, M&S can improve customer engagement, foster loyalty, and spur sales development.

2.4.3.1. Advantages and Disadvantages of CRM model 

For managing a company's relationships with present and potential clients, many businesses use the customer relationship management (CRM) model. It entails analysing customer data to better understand their interactions with a firm, putting an emphasis on client retention, and eventually boosting sales. The benefits and drawbacks of the CRM approach in the context of Marks & Spencer's digital transformation can be summarised as follows:

Advantages:

Deeper Understanding of Customer Behaviours and Preferences: CRM solutions enable businesses like Marks & Spencer to gather and analyse customer data.

Improved Customer Service: CRM systems can improve the standard of customer service by centralising client contacts, which in turn increases customer happiness and loyalty.

Productivity gains: CRM solutions can automate repetitive operations and optimise workflows, enhancing productivity and allowing personnel to concentrate on more challenging tasks.

Sales and marketing may be more effectively targeted and executed with the help of CRM systems, which can boost sales and conversion rates.

Disadvantages:

Implementation difficulties: Setting up a CRM system can be difficult and time-consuming. It also requires a considerable investment in technology and may interfere with regular business activities.

Problems with Data Quality: CRM systems are only as effective as the data they have. The efficiency of the CRM system may be hindered by erroneous or incomplete customer data.

Privacy Concerns :Large-scale collection and storage of customer data can raise privacy concerns. Businesses must adhere to laws governing data privacy and use customer information appropriately.

Training: Staff members must receive training in order to use a CRM system efficiently. This can require more time and money.

In conclusion Despite the fact that the CRM model has a lot of potential advantages, it's crucial for organisations to carefully analyse any disadvantages and make sure they have the tools and resources necessary to adopt and run a CRM system successfully.


2.5. [bookmark: _Toc137846967]Analysing and Comparing the Customer Engagement Model and the CRM Model:

Any business' success depends on its ability to comprehend the requirements, expectations, and behaviours of its customers. The Customer Relationship Management (CRM) Model and the Customer Engagement Model are crucial theoretical frameworks in this situation. They offer different but complementary perspectives on the subtleties of handling client interactions. This analysis seeks to break down these models by showing their advantages, disadvantages, and contrasting characteristics.




[bookmark: _Toc137846968]2.5.1 The Customer Engagement Model:

The Customer Engagement Model, which was first put forth by Brodie et al. in 2011, gives a tridimensionality perspective on customer engagement that takes into account cognitive, emotional, and behavioural factors.

Cognitive engagement centres on mental processing, including client awareness and brand comprehension. While behavioural engagement includes customer activities like purchases, suggestions, or online interactions, emotional engagement concentrates on the affective connection people have towards a company.

The comprehensive approach of this strategy, which acknowledges the multifaceted nature of consumer connection, is one of its strong points. It demonstrates how genuine involvement captures customers' minds, hearts, and actions and goes beyond simple transactions.

It is not without its restrictions, though. The model can be a little abstract, which makes it difficult to operationalize in actual use. In addition, although the model admits the existence of three engagement dimensions, it makes no mention of how these dimensions interact with or influence one another (Brodie et al., 2011; Hollebeek, 2011).


[bookmark: _Toc137846969]2.5.2. CRM (Customer Relationship Management) Model:

The CRM model, on the other hand, is founded on the notion of controlling customer interactions in order to develop lasting relationships. It involves five phases, according to Payne and Frow (2005): strategy development, value generation, multichannel integration, performance evaluation, and information management.

The model's strategic direction is its main strength. It emphasises that a systematic approach is necessary for efficient CRM, combining customer data with tactical decision-making to provide individualised, value-adding interactions. In line with the omnichannel retail environment of today, it also emphasises the significance of multichannel integration (Payne & Frow, 2005).

However, the CRM model's flaw is that it focuses on management-led processes and may ignore customer-initiated activities and interactions. The model frequently neglects to take into consideration the emotional and cognitive components that the Customer Engagement Model emphasises and instead largely focuses on the "relationship" from a transactional perspective (Nguyen, Sherif, & Newby, 2007).




[bookmark: _Toc137846970]2.5.3. Comparing the Models:

Both approaches, despite their variations, provide insightful management of and knowledge of client interactions. The customer involvement model excels at recognising the all-encompassing nature of customer involvement by taking into account cognitive, emotional, and behavioural elements. In contrast, the CRM model excels at managing customer connections through a systematic, process-driven approach.

It is possible to see these models as complementing rather than conflicting. The emotional and cognitive components of the customer engagement model might be combined with the strategic, value-creating focus of the CRM model in a holistic customer relationship strategy to provide a more thorough knowledge of customer interactions.

In essence, organisations like Marks & Spencer looking to increase customer engagement and loyalty in the digital world may find that combining the insights from both models is the most effective strategy.

[bookmark: _Toc137846971]2.5.4.Similarities and differences of   Customer Engagement Model and the CRM Model


Similarities

Both models place a strong emphasis on the importance of the client and the necessity of comprehending their requirements and preferences.

Customer-centeredness: Both models strive to comprehend and satisfy customers' requirements and wishes. They think that giving customers value will increase their satisfaction and loyalty.

Data Utilisation: Both models rely on gathering and analysing customer data to guide strategy and decision-making.

The ultimate objective of both approaches is to boost firm profitability by developing stronger client relationships.

Differences

The overarching goal is the same, but the methods and approach are very different.

Engagement vs. management: The customer engagement model places a strong emphasis on the constant and active involvement of customers, frequently via social media or interactive events. The CRM model, on the other hand, focuses more on managing client connections, generally through targeted marketing and better customer support.

Focus Area: While customer engagement also covers customer engagement, interaction, and community development, CRM is primarily concentrated on sales, marketing, and service-related components.

Feedback: Encouraging two-way communication, consumer involvement, and feedback is a key component of customer engagement. While CRM can incorporate these elements, it frequently emphasises one-way communication from the business to the customer.


2.6. [bookmark: _Toc137846972]Conclusion

The literature study of Marks & Spencer's experience with digital transformation offers a thorough analysis of the methods, plans, models, and outcomes of this significant corporate change. The main themes cover digital transformation strategies, customer involvement on digital platforms, famous retail instances, Marks and Spencer's particular journey, and the many theoretical models used to comprehend and advance this digital change.

The indisputable influence and importance of digital transformation in the modern retail scene are key messages. With the popularity of e-commerce, social networking, and mobile shopping rising, the move towards digital is more than simply a trend; it represents a fundamental shift in how customers engage with brands. Because of this, merchants must be flexible and innovative, utilising technology to provide effective, client-focused solutions that improve the client experience while ensuring business success.

The digital transformation journey of Marks and Spencer offers a singular case study, illustrating both the advantages and drawbacks of this change. Their adoption of an omnichannel strategy, development of a digital-first mindset, and dedication to e-commerce show a purposeful attempt to adapt and stay relevant in a market that is continuously changing. However, like with any change process, there are still difficulties, such as concerns about data privacy, resource distribution, and the requirement to consistently adapt to rapidly shifting consumer trends and technological improvements.

The study of numerous theoretical models, like the IDIC Model, CRM Model, Customer Engagement Model, and Technology Acceptance Model, highlights the many ways in which these activities can be comprehended and enhanced. Particularly, the comparison of CRM and customer engagement models highlights the distinct advantages and disadvantages of various strategies, implying that an efficient digital transformation plan may call for a customised blend of many models.

The detailed analysis of Marks & Spencer's digital transformation path and its direct impact on consumer engagement and sales, however, represents a significant vacuum in the body of previous material. In order to fill this vacuum, further research is needed, especially empirical studies that can offer this field's specifics in more detail.

In conclusion, the retail industry has seen tremendous change as a result of the digital transformation of retail giants like Marks and Spencer. Such brands' ability to innovate, adapt, and engage consumers in the increasingly digital marketplace will probably be key to their future success. This literature review offers a solid foundation for future research and strategic decision-making in this crucial subject by closely examining the initiatives, models, and effects of this transition.


[bookmark: _Toc137846973]3. Research Methodology 

[bookmark: _Toc137846974]3.1 Introduction 

[bookmark: OLE_LINK1]Every study needs a research technique since it serves as a guide for data collection, measurement, and analysis. The 'onion' model, put forth by “Saunders, Lewis, and Thornhill (2007)”, will serve as the basis for this study's design of the research technique. This model provides a structured framework for methodological analysis that, like the layers of an onion, illustrates the numerous steps involved in conducting research, starting with the overarching philosophical principles and working its way down to the specific techniques for gathering and analysing data.
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Figure:8  The research Onion (Saunders, Lewis, and Thornhill (2007))
Determining the research philosophy, or the set of assumptions and beliefs about how knowledge develops, is the first step in the research process. The research methodology, which can be either deductive or inductive, is then chosen. The study strategy, methodological preference (mono-, mixed-, or multi-method), temporal horizon (cross-sectional or longitudinal), and finally the methods and processes for data collection and analysis are covered in the following sections:

The 'onion' model makes sure that every component of the research process is methodically addressed through the use of this methodological framework, offering a thorough and cogent way to respond to the research questions.

[bookmark: _Toc137846975]3.2 Research Philosophy:

One of the key research theories that guides empirical studies is positivism. The choice of a research philosophy substantially impacts the approach to the generation and transmission of knowledge in a study as the top layer of Saunders, Lewis, and Thornhill's (2007) "research onion" model.

According to positivism, knowledge can only be acquired through the observation of facts and phenomena. It makes the claim that reliable knowledge may be acquired from objective reality and is strongly related to the scientific method. To put it another way, positivism is based on the conviction that the universe is autonomous and can be adequately represented by objective facts (Saunders et al., 2007).

In order to facilitate replication and reduce personal bias, positivist researchers frequently use a highly structured technique. This method is distinguished by applying tested theories to test hypotheses. In order to draw reliable and generalizable conclusions, positivism mainly relies on quantifiable data that can be analysed using statistical techniques. In a positivist study, the researcher maintains their impartiality while using techniques to reduce prejudice (Easterby-Smith, Thorpe, & Jackson, 2015).

The rigour of positivism and its capacity to provide exact, statistically significant, and generalizable conclusions are among its main advantages. However, opponents of positivism contend that its emphasis on impersonal objectivity ignores the richness and subjectivity of social settings and human behaviour (Bryman, 2016).

If the objective of this study is to gather factual, quantitative information on the effects of digital transformation on Marks and Spencer, such as through measurements of sales or customer engagement levels, a positivist approach would be appropriate.




[bookmark: _Toc137846976]3.3 Research Approach:

The "research onion' model put forth by Saunders, Lewis, and Thornhill (2007) has a key layer that is the research approach. Inductive or deductive reasoning can be used in this strategy, depending on how the research's logic develops. A hypothesis is created from a theory in a logical way, which then generates a research strategy to test the hypothesis.
An established theory or theories serve as the foundation of the deductive method. Specific expectations for hypotheses are built from these ideas and tested through empirical observation. The name "deductive" refers to this method of reasoning's progression from a general to a specific viewpoint (Bryman, 2016).

Using a deductive strategy entails approaching the research with clear questions that must be resolved or a hypothesis that must be verified. This strategy is really organised. It offers the chance for clarification, allows for replication, and mainly focuses on causation, allowing the researcher to investigate links between variables. Additionally, the logical method seeks objectivity and is in line with positivist ideals (Saunders et al., 2007).

A deductive approach would entail beginning with a theoretical comprehension of digital transformation, consumer interaction, and retail sales performance in the context of assessing the impact of digital transformation on Marks and Spencer. Based on this theoretical knowledge, the researcher would construct hypotheses, such as "A strong digital transformation strategy will positively impact customer engagement and sales performance." Then, using information gathered particularly for this reason, this hypothesis is evaluated.

The deductive approach has many benefits, like clarity, focus, and simplicity, but it also has drawbacks. It frequently assumes that the social world is far more consistent and organised than it actually is, which could oversimplify complicated social issues. Additionally, this method makes the unfounded assumptions that human behaviour is easily quantifiable and that the environment of the study has no bearing on the findings (Bryman, 2016).

Therefore, even though the deductive method offers a rational and exact way to evaluate established hypotheses, researchers must be aware of these potential drawbacks when planning and carrying out their research.


[bookmark: _Toc137846977]3.4 Research Approach:
Research strategy is a crucial layer of the "research onion" model that Saunders, Lewis, and Thornhill (2007) developed. The study questions and objectives, the level of prior knowledge, the time and resource constraints, and the researcher's personal philosophy all have an impact on the research strategy that is ultimately adopted. This approach also determines how the research will be executed.
There are many different kinds of research methodologies, such as experiment, survey, case study, action research, grounded theory, ethnography, and archival research, among others. Each of these approaches has advantages and disadvantages and may be appropriate for various kinds of research questions and goals.

A common and successful research strategy in many disciplines, including business and the social sciences, is the use of surveys. The survey approach is advantageous when examining large populations, especially if the researcher is constrained by time and resource constraints, as noted in the "research onion" model put forth by Saunders, Lewis, and Thornhill (2007).

A structured questionnaire that is given to a sample is frequently used in survey strategies. Data collection with this strategy is very effective and cost-effective, especially when a large population is being studied (Bryman, 2016). Data can be gathered through surveys on a variety of topics, including attitudes, values, beliefs, behaviours, and demographic traits.

The survey method's main benefit is its ability to give a comprehensive picture of a population, which produces results that can be generalised. It makes it possible for the researcher to take a quick picture of the respondents' viewpoints at a specific time, which increases the study's validity and reproducibility.

3.5 Type of Investigations:
A crucial component of the research process is the 'Type of Investigation' component. The "research onion' model put forth by Saunders, Lewis, and Thornhill (2007) places this step normally after the stages of research philosophy, approach, and strategy. This essential stage determines how data will be collected, specifically whether primary, secondary, or a combination of both methods will be used.

Primary research is a technique where researchers proactively collect brand-new, unique data for their investigation. On the other hand, secondary research uses data that has already been obtained for another reason in order to contribute to the solution of the research problem.

The researcher makes a strategic decision regarding the type of study depending on the nature of the research topic, the resources at hand, and the expected research findings. Let's examine these two research types in greater detail.
[bookmark: _Toc137846978]3.5.1 Primary Research

The Benefits of Primary Research:

· Direct Information: Provides unfiltered, first-hand information from the source.
· Customisation: Surveys can be modified to meet specific research objectives.
· Current Data: Recent and up-to-date customer insights are provided by current data.
· Control Over Data Collection Process: The researcher has complete control over the data collection process, ensuring that it is relevant to the research objectives.
· Exclusive Data: The obtained data is only available to the researcher, providing them with a competitive advantage in their research.


Disadvantages of Primary Research:

· Resource-intensive: Requires a large amount of time and money.
· Data Collection Difficulties: It may be challenging to acquire a high response rate or reach the desired demographic.
· Skill Requirements: To avoid biases and assure validity, designing and administering a survey requires certain knowledge.
· Slow Data collecting: Because of the processes of data collecting, collation, and analysis, primary research is often slower than secondary research.

[bookmark: _Toc137846979]3.5.2.Secondary Reperch 

Advantages of Secondary Research:

· Cost and time efficiency: Secondary research is frequently less expensive and faster than primary research.
· Access to a Wide Range of Data: Secondary data sources can provide comprehensive data that primary research may not be able to acquire.
· Long-Term Trends and Analysis: Secondary data can sometimes be analysed over several years.
· Secondary data can be used to validate or question the conclusions of primary research.

Disadvantages of Secondary Research:

· Inadequate Specificity: Secondary data may not perfectly correspond with the research question or aims.
· Concerns about quality and reliability: The quality of secondary data varies, and it may be less reliable than primary data.
· Data Could Be Outdated: The data could be out of date and no longer reflect the current situation or customer thinking.
· Lack of Data Collection Control: Because the data is acquired by others, the researcher has little control over how it was gathered.





[bookmark: _Toc137846980]3.6 Choice 

The research selections represent the researcher's method of data collection and analysis. There are three types of research designs available: mono-method, mixed-method, and multi-method. However, for this study, a mono-method design was chosen, which means that only one data collection methodology and analytic procedure were used—precisely, a quantitative approach via a survey method.

3.6.1. Mono Method 

A mono-method research design employs only one sort of research approach, either qualitative or quantitative. The quantitative survey research method will be used as the sole method in this investigation. This decision reflects the nature of the study question, which calls for quantifiable data to determine the impact of digital transformation projects at Marks and Spencer on customer engagement and sales.

The quantitative mono-method research design is appropriate for assessing the association between two or more variables using a deductive approach. The use of a single approach allows the researcher to concentrate on the numerical data acquired through the survey, resulting in a clear and succinct examination of the research issue.

Regardless of the research strategy chosen, it is critical to recognise that each research strategy has advantages and disadvantages. The mono-method allows for a thorough comprehension of the method of choice and improves consistency in the data analysis process. However, its fundamental disadvantage is that it may not capture the entire complexity of the study problem that a mixed-method or multi-method approach could.


The two main categories of research selections are quantitative and qualitative. Understanding these categories is essential for researchers since their choices affect how they conduct their research and how they gather and evaluate their data.

Quantitative Analysis:

In order to comprehend phenomena, quantitative research collects numerical data and is empirical in nature. It is based in great part on the statistical analysis of information gathered through techniques like surveys, questionnaires, and experiments. It is especially helpful when putting theories or hypotheses to the test.





Quantitative Research Advantages

Objectivity: Because it is based on numerical and statistical data, it is less susceptible to researcher prejudice.
Replicability: Because the data are organised and standardised, the study can be simply replicated.
Scalability: Quantitative research permits many participants, which improves the generalizability of the results.



Quantitative Research Disadvantages

Lack of Depth: It might not explain a phenomenon's full context or underlying causes.
Less Flexibility: The rigid design may not allow for flexibility when collecting data.

3.7. Data collection and Analysis 
[bookmark: _Toc137846981]3.7.1 Sampling
Any research design and technique must include sampling as a core component. It describes the procedure of picking a portion of people from a larger population in order to make observations, gather information, and make judgements that will represent the community as a whole.

The primary objective of sample selection is to get a representative sample of the population. In other words, the sample's characteristics should roughly match those of the entire population. If the sample is representative, researchers can then use the sample data to draw reliable conclusions about the population.

Sampling should not be treated carelessly. The quality of a sample can have a significant impact on the validity and reliability of research findings. To ensure that the sample is as representative of the population under investigation as possible, substantial planning and consideration must be given.
3.7.1.1 Sampling Size 
Choosing the appropriate sample size is an essential component of research design. It depends on the type of analysis to be done, the level of precision desired for the estimates, the types and numbers of comparisons to be made, the number of variables that must be taken into account, and various other factors.

The goal of this study was to collect a sizable amount of data on customer interaction and sales in the wake of Marks & Spencer's digital transformation initiatives. The desired sample size was 75 answers. This goal was established based on a number of considerations, including the anticipated response rate, the desired level of accuracy and confidence, and the resources available for carrying out the study.

However, there were 67 real responses that were gathered. This indicates that the response rate was a little lower than expected. Despite the fact that this could appear to be a setback, it's critical to keep in mind that in research, quality frequently prevails over quantity. The quality and representativeness of the data, rather than the volume of responses, determine the validity and trustworthiness of the research conclusions.

With 67 replies, there are still insightful conclusions that can be drawn regarding how customers feel about Marks & Spencer's digital transformation projects. Even if the sample size falls somewhat short of the intended target, careful data analysis can nevertheless enable a useful interpretation of these results.

A reduced sample size could present a number of issues, one of which is that it might reduce the study's statistical power. Statistical power is the likelihood that a study will find an effect when one is present and can be found. The study is likely to yield a false negative if statistical power is inadequate.

In addition to considering statistical significance, the research can concentrate on effect sizes (the size of differences or correlations) to get around this problem. Additionally, when generalising the research's findings to a larger population, care should be taken.
3.7.1.2 Sampling Type 
A non-probability sampling strategy was used in this study, primarily targeting Marks & Spencer (M&S) customers in the UK who had interacted with the brand's digital transformation activities. This sampling strategy provided immediate access to a relevant and knowledgeable set of 'experts,' essentially M&S consumers from varied socioeconomic backgrounds. The online survey method made it very easy and efficient to target this specific group. However, the possibility of selection bias and the difficulty of extrapolating findings from this group to the larger M&S customer base must be considered.
3.7.1.3 Sampling method
The study used convenience sampling, a non-probability sample strategy in which subjects were chosen based on their accessibility and closeness to the researcher.
The accessible population for this study consisted of Marks & Spencer's targeted customers in the UK who have interacted with the brand's digital transformation initiatives. By quickly and effectively reaching out to these clients, an online survey facilitated the convenience sampling strategy.
When time and resources are scarce, convenience sampling is very useful. It enables scientists to swiftly collect data and generate preliminary insights. It's vital to recognise that this method might not offer a completely representative sample of all M&S customers, which would restrict how broadly the results might be applied.

Despite these drawbacks, the convenience sampling method helped this study by enabling fast data collection from a pertinent group of respondents, offering insightful information about M&S's journey towards digital transformation.

Advantages and Disadvantages of convenience sampling method
	Advantages
	Disadvantages

	Ease of use: convenience sampling is simple and fast to implement, requiring less planning and organisation than more complex sampling techniques (Etikan, Musa, & Al-Ali, 2016).
	Lack of generalizability: Because convenience sampling is not representative of the entire population, bias is a major drawback (Etikan et al., 2016). This restricts the scope for generalising findings.

	Cost-effective: It is generally less expensive because it involves polling participants who are easily accessible.
	Estimates with Low Confidence: Estimates with low confidence may be less dependable than those produced from probability samples.

	
Time saving: As its name suggests, convenience sampling saves time because researchers can collect data from any conveniently available sample.
	Selection Bias: Because the sample was not chosen at random, there is a high risk of selection bias, which may have an impact on the validity of the results.

	Appropriate for Exploratory Studies: Convenience sampling can provide valuable preliminary data for studies that seek to generate initial insights or hypotheses.
	



[bookmark: _Toc137846982]3.7.2 Data Collection Method 
A chosen sample of Marks & Spencer consumers received an online survey, which was the main method of data gathering for this study. The survey was conducted from April 28 to May 8, 2023, and for a wider audience, the Google Form link was shared in numerous WhatsApp and Facebook groups.

The purpose of the study was to gather quantitative information about respondents' interactions and experiences with Marks & Spencer's digital platforms. There were numerous different kinds of questions on the survey:

Frequency-Related Questions: With the use of these inquiries, Marks & Spencer hoped to learn how frequently its customers interacted with both its physical and online stores.

Questions About Navigation: These searches looked into how simple it was to navigate and find products on Marks & Spencer's online platforms.

Questions about Engagement: These questions were aimed to see if respondents had ever interacted with Marks & Spencer's social media profiles.
Satisfaction-Related Questions: This collection of questions aimed at determining respondents' levels of satisfaction with the product information accessible on Marks & Spencer's online store.

These questions' structure and focus laid the groundwork for meaningful data gathering, assisting in a thorough comprehension of Marks & Spencer's digital transformation journey and its effects on customer engagement and sales.

It is important to point out that the actual survey questions, together with their precise style and ordering, are described in detail in the paper's appendix. For a detailed understanding of the data gathering method used in this study, please refer to the appendix.
[bookmark: _Toc137846983]3.7.3 Analysis of Data
Microsoft Excel served as the main instrument for data analysis in this study. For processing and analysing quantitative data, Excel is a well-liked, adaptable, and user-friendly programme.

Excel turned out to be the best tool for the analysis given the type of data that was gathered through the online poll. Excel's tabular layout made it possible to handle and organise data effectively. Sorting, filtering, and statistical analysis were among the many features and operations that provided significant assistance with data analysis.

Following the completion of the survey and the gathering of the replies, the data was sent to Excel for preliminary cleaning and organisation. The responses that were not relevant were all removed, and the remaining information was formatted for analysis.


[bookmark: _Toc137846984]3.7.4 Research Ethics  
In this study on the impact of digital transformation on consumer engagement and sales at Marks and Spencer, the principles of ethical research and the UK Data Protection Act were strictly adhered to. The participants were informed of the purpose of the study, ensuring that their participation was voluntary and that they could opt out at any point. In compliance with the Data Protection Act, no personal identifiers were collected, ensuring the anonymity and confidentiality of participants. The research objectives were communicated to participants in a plain manner, and the findings were reported in an honest manner. Participants' time was respected by keeping the survey brief, and they were thanked for their participation. No modifications or alterations were made to the data, and analysis was conducted objectively in order to preserve data integrity. Following these ethical guidelines and the UK Data Protection Act has guaranteed the research's credibility and ethical standards, yielding valuable insights regarding the effects of Marks and Spencer's digital transformation initiatives.

3. [bookmark: _Toc137846985]Analysis of Data 

[bookmark: _Toc137846986]4.1 Introduction 
The following section of this work is about data analysis. The acquired data from the survey of Marks & Spencer's consumers is carefully examined and evaluated in this phase to produce insightful findings. The survey responses are transformed into interpretable statistics using quantitative methodologies. Microsoft Excel is the key tool for this study because of its efficiency in organising, analysing, and visualising data.

This report examines how digital transformation initiatives affect various aspects of customer interaction and sales. The survey's several characteristics are investigated, including the frequency of shopping at Marks and Spencer's physical and online stores, customer experiences with the online store and mobile app, level of interaction with the brand's social media platforms, and overall satisfaction levels. This report provides a thorough insight into how Marks and Spencer's digital efforts have influenced their customers' purchasing behaviour and sales.

This systematic analysis will reveal the data's important trends, patterns, and linkages, offering insight on the research issue at the centre of this study. The interpretation of these data will next be examined in light of the theoretical frameworks and literature review indicated earlier in this research.

The conclusions of this data study should provide significant insights that will help Marks and Spencer and other retailers optimise their digital transformation initiatives for improved consumer engagement and sales results.
[bookmark: _Toc137846987]4.2 Questionnaire Analysis 
Question 1
	What’s Your age Group 
	Response

	18 – 26
	3

	27 – 42
	17

	43 – 58
	23

	59 – 68
	15

	69 – 77
	9

	77 - above 
	0


[image: ]
Figure:9  Question 1 (chart created by researcher)
Results :The survey results provide a complete summary of the respondents' age groupings. The age group with the greatest number of responders was 43–58, accounting for 34% of all responses. The next most common age group, accounting for 25% of all responses, was 27 to 42. Other age categories, 59–68 and 69–77, accounted for 22% and 13% of all responses, respectively. The 18–26 age group was the least represented, accounting for only 4% of all responses. There were no replies from people aged 77 and up, which was noted.

Discussion : The data reveals that the age ranges of 43–58 and 27–42, which make up the majority of respondents, may be particularly responsive to Marks and Spencer's digital transformation activities. This might be due to a variety of things, such as the increased economic stability of certain demographics, their familiarity with digital platforms, and perhaps even their propensity to purchase more frequently.

The low presence of people in the 18–26 age range, however, has certain ramifications. Marks & Spencer may need to review their digital engagement strategy for this group of consumers given the rising trend of digital literacy and online purchasing preferences among younger consumers (Hsiao et al., 2020).

Additionally, the absence of respondents in the 77+ age group may indicate that elderly consumers are less accustomed to or at ease using digital platforms, such as online purchasing (Oliver, 2020). This might point to a chance for Marks & Spencer to take into account more usable and accessible elements in their digital operations for older clients.
Question 2
	[bookmark: OLE_LINK2][bookmark: OLE_LINK3]What’s Your gender

	Male
	Female
	Male
	Female

	36
	31
	54%
	46%


[image: ]
Figure:10  Question 2 (chart created by researcher)


Results :There is a virtually equal split in the respondents' gender distribution. 54% of poll respondents who identified as men and 46% who identified as women said they were male.
Discussion: The respondents' gender distribution indicates that a variety of audiences are taking advantage of and appreciating Marks and Spencer's digital transformation efforts. The fact that both genders are virtually equally represented suggests that the company's digital platforms are intended to be gender-neutral and appealing to a wide range of customers.

Given that conventional retail buying research frequently finds a female dominance (Dholakia, 1999), the slightly higher participation of male respondents (54%), may be intriguing. This may reflect the change in consumer behaviour brought about by the digital transition and the convenience it provides to all users, regardless of gender.

The close gender distribution nonetheless provides a balanced viewpoint for the study of the survey data, improving the generalizability of the conclusions to Marks & Spencer's consumer base. Further study might examine any gender-based variations in digital buying preferences and experiences, though.
[bookmark: OLE_LINK4]Question 3
	On a scale of 1-5, how frequently do you shop at Marks and Spencer's physical stores?

	Options
	Response
	Percentage

	Rarely 
	Less than once in a year 
	2
	3%

	Occasionally 
	3 to 4 Times a Year 
	4
	6%

	Sometimes 
	5 to 7 Times a Year 
	8
	12%

	Frequently 
	8 to 12 Times a Year
	25
	37%

	Very Frequently 
	More than 12 Times a Year 
	28
	42%



Figure:11  Question 3 (chart created by researcher)
[bookmark: OLE_LINK5]Result: According to the replies gathered, higher-frequency visits to Marks & Spencer's physical stores are represented by a normal distribution.
Only 2 (3%) of the 67 respondents said they rarely (less than once a year) visit Marks and Spencer's physical stores. A somewhat bigger group, 4 respondents (6%), said they occasionally (three to four times a year) make purchases there.

8 responses (12%) indicated the "sometimes" frequency (5–7 times per year). The majority of survey participants, however, fell into the "frequently" (8–12 times per year) and "very frequently" (more than 12 times per year) groups. 28 respondents (42%) and 25 respondents (37%), respectively, said they frequented Marks and Spencer's physical stores frequently.

Discussion: The distribution of shopping frequency shows that Marks and Spencer's physical stores have a sizable consumer base. The considerable percentage of respondents who indicated they visited "frequently" or "very frequently" suggests a high level of customer satisfaction or loyalty, which promotes return trips (Kotler et al., 2009).

However, it is important to note that approximately one in ten survey participants only visits Marks and Spencer's physical locations a few times per year or less. This might be the result of a number of things, such as geographical limitations, a preference for internet shopping, or a preference for other brands or stores, which could be further examined in further research.

In the retail sector, client spending and visit frequency are frequently positively connected (Liu-Thompkins & Tam, 2013). This implies that Marks and Spencer's attempts to keep customers and promote repeat business may be having a favourable effect on their sales performance.
Question 4
	On a scale of 1-5, how frequently do you shop at Marks and Spencer's online store?

	Options
	Response
	Percentage

	Rarely
	Less than once in a year
	5
	7%

	Occasionally
	3 to 4 Times a Year
	7
	10%

	Sometimes
	5 to 7 Times a Year
	13
	19%

	Frequently
	8 to 12 Times a Year
	23
	34%

	Very Frequently
	More than 12 Times a Year
	19
	28%




Figure:12  Question 4 (chart created by researcher

Result: A distribution biased towards higher frequency may be seen in the replies to the question concerning how frequently respondents shop at Marks and Spencer's online store.

5 (7%) of the 67 respondents said they rarely (less than once per year) shop online at Marks and Spencer. 7 respondents (10%) fell into the 'sometimes' category (between 3 and 4 times annually).

13 respondents (19%), a significantly larger number, said they occasionally purchase online at Marks and Spencer (5–7 times per year). The bulk of respondents, meanwhile, belonged to the "frequently" (8–12 times per year) and "very frequently" (more than 12 times per year) categories. In particular, 23 respondents (34%) said they frequently shop at Marks and Spencer online, and 19 respondents (28%) said they do so very frequently.


Discussion: The results indicate a high frequency of online shopping among the respondents, as the majority of them claimed to frequently or very frequently purchase online at Marks & Spencer. This result is consistent with the growing global trend of online shopping, which is motivated by convenience, a broader selection, and the ability to compare prices (Nielsen, 2018).

It's interesting to note that a higher percentage of respondents said they only occasionally or infrequently purchase online compared to how often they do so in physical stores. The digital gap, resistance to internet purchasing, or a preference for the tactile experience of in-person shopping are a few reasons for this discrepancy (Kumar & Sinha, 2014).

A sizable fraction of respondents' high online buying frequency implies that Marks and Spencer's digital transformation approach has been successful in luring and keeping online customers. The COVID-19 pandemic, which has sharply increased global online purchasing patterns, should also be taken into account when analysing the high frequency of online shopping (Statista, 2021).
[bookmark: OLE_LINK6]Question 5

	How would you rate your overall experience using Marks and Spencer's online store?

	Options
	Response
	Percentage

	Extremely Satisfied
	15
	22%

	Very Satisfied
	29
	43%

	Neutral
	14
	21%

	Somewhat Dissatisfied
	7
	10%

	Extremely Dissatisfied
	2
	3%







Figure:13  Question 5 (chart created by researcher)

Result: Most of the 67 respondents gave good reviews of their overall experiences utilising the Marks and Spencer online store.

A total of 29 respondents (43%), the majority, reported being "very satisfied," while 15 respondents (22%) claimed they were "extremely satisfied." The 'neutral' response was given by 14 respondents (or 21% of the total).

A lower percentage of respondents, however, reported a less positive experience. In particular, 2 respondents (3%) and 7 respondents (10%) said they were "extremely dissatisfied" with their Marks and Spencer online shopping experience.

Discussion: According to the survey findings, respondents had an overall favourable opinion of their online shopping experience with Marks and Spencer. This high degree of satisfaction indicates that Marks and Spencer's digital transformation strategy was successful in developing a fun and easy-to-use online shopping experience. This is consistent with the larger body of research demonstrating that user experience, navigability, and simplicity of use are important factors in determining online shopper satisfaction (Hassan et al., 2021).

However, the fact that some respondents voiced dissatisfaction suggests there is opportunity for improvement. Oliver (2010) asserts that a number of factors, such as website design, ease of navigation, product accessibility, and the standard of customer support, can contribute to a negative online buying experience. By addressing these areas of unhappiness, Marks and Spencer may further increase consumer satisfaction and loyalty, even though its attempts to adapt its business online have largely been successful.


The 'neutral' comments imply that even if these customers did not have a bad experience, they might not be entirely satisfied either. These customers may have insightful suggestions for enhancing the online buying experience.

Question 6

Figure:14  Question 6 (chart created by researcher)


Result: Only 10 of the 67 respondents (or roughly 14%) claimed they had never downloaded and used the Marks and Spencer mobile app, while 58 out of the 67 respondents (or roughly 86%) said they had.

Discussion: The results show that the respondents were really engaged with the Marks & Spencer mobile app. This implies that the app is a useful tool for reaching and interacting with users. This development is consistent with broader research that contends that accessibility, personalization, and convenience provided by mobile apps can improve the customer experience (Shankar et al., 2020). 
Even though a sizable majority of respondents have used the app, some of the customer base hasn't. This may be the result of a number of things, such as low app awareness, low app perceived value, or usability problems. To comprehend the causes of this non-use and create tactics to promote higher adoption rates, more research may be helpful (Hsu & Lin, 2016).


	On a scale of 1-10, how easy is it to navigate and find products on Marks and Spencer's online store

	Metrix
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Response 
	2
	0
	3
	3
	4
	12
	21
	21
	1
	0

	Percentage
	3%
	0%
	4%
	4%
	6%
	18%
	31%
	31%
	1%
	0%


[bookmark: OLE_LINK7]Question 7

Figure:15  Question 7 (chart created by researcher)
Result: On a scale of 1 to 10, with 10 being the simplest, the survey participants were asked to rate how simple they found it to browse and find products on the Marks and Spencer online site. The findings revealed an encouraging trend, with the bulk of replies falling between 6 and 8. In particular, 12 respondents (18%) gave a rating of 6, 21 respondents (31%) offered a rating of 7, another 21 respondents (31%) gave a rating of 8, and 21 respondents (31%) gave a rating of 6. With ratings of 5 or lower, a sizeable portion of the respondents, however, also found it more difficult to use the online store.

Discussion: The fact that most respondents considered it quite simple to navigate Marks & Spencer's online store speaks to the effectiveness of the business' user interface design. This is in line with research findings showing that customer satisfaction in online shopping environments significantly depends on navigational simplicity (Flavián, Guinalu, & Gurrea, 2006).

The findings, however, also imply that there is potential for improvement, as a sizeable minority of users gave the navigation's ease a rating of 5 or lower. It is crucial to recognise this factor's impact on customer satisfaction and likelihood to make another purchase (Rose, Clark, Samouel, & Hair, 2012). The user interface and navigation of Marks and Spencer's online store may therefore need to be improved further.
Question 8

Figure:16  Question 8 (chart created by researcher)



Result: On a scale from 1 to 10, participants were asked to rate how satisfied they were with the amount of product information offered on Marks and Spencer's online store. The majority of participants, 23 of them (34%), gave their level of satisfaction an 8 out of 10, while 17 respondents (25%) gave it a 7. This suggests that the majority of buyers are only moderately happy with the information provided about the products. The data also reveals that a tiny subset of respondents—4 each, or 6%—rated their satisfaction as low (at levels 2 and 3).

Discussion: According to Park & Kim (2003), product information is essential in influencing customers' online buying behaviour and decision-making. Marks & Spencer is doing well in this area, as seen by the fact that the majority of respondents are at least moderately satisfied with the amount of product information provided by the company's online store. This is consistent with Kim and Lennon's (2013) study, which found that satisfying online shopping is influenced by well-given product information.

Although there is potential for development, there is a small subset of respondents who are less happy. To give customers additional in-depth information, the business might think about improving the product descriptions or adding more user evaluations and ratings (Huang, Lurie, & Mitra, 2009).


Question 9


Figure:17  Question 9 (chart created by researcher)



Result: The findings from the survey shed light on Marks and Spencer's clients' social media behaviours. Instagram has the highest interaction rate (44%), followed by Facebook (34%), and Twitter (16%), proving the importance of social media networks in the online purchase process. However, it's important to note that 6% of respondents don't use any of Marks and Spencer's social media channels.

Discussion: This information shows how crucial social media is to retail giants like Marks & Spencer. Notably, Instagram's popularity is consistent with patterns that point to both consumers and retail brands finding it appealing. The site has become a virtual shopping area thanks to its visually appealing layout and interactive elements, including shoppable posts, stories, and live videos (Kim & Ko, 2012). The high levels of engagement on Marks and Spencer's Instagram page show that users value the retailer's online presence and probably find its postings interesting, alluring, or both.

Facebook's high degree of interaction is consistent with its standing as a leading social media marketing platform. Facebook's broad reach and sophisticated targeting capabilities, despite the emergence of newer platforms, make it a powerful tool for marketers to interact with their audience (Taylor, Lewin, & Strutton, 2011).

Twitter's text-based style, which is less suitable for presenting products than the visual-centric platforms, may be the cause of its lower engagement. Additionally, Twitter's character limit may require brevity rather than the depth of interaction that buyers want from marketers 
The portion of respondents who do not follow any of Marks and Spencer's social media channels suggests a potential area for development. For the retailer, this group represents a lost opportunity. Developing methods to interact with these customers and identifying hurdles to doing so could have a major positive influence on customer engagement and brand loyalty, according to research (Felix, Rauschnabel, & Hinsch, 2017).

It's crucial to remember that client social media activity doesn't necessarily result in sales. Even though these platforms have the potential to favourably impact consumer choices, consumers still want a simple, seamless digital shopping experience. To keep customers and draw in new ones, Marks and Spencer must continue to prioritise its comprehensive digital transformation activities.
Question 10



Figure:18  Question 10 (chart created by researcher)

Result: The majority of those who took part in the survey (74%) believe that Marks and Spencer's digital platforms, which include the company's online store, mobile app, and social media accounts, have influenced their purchasing choices. In contrast, 26% of respondents claim that these platforms had no influence on their choice to shop at Marks and Spencer.

Discussion: The survey's results are consistent with a growing body of research that highlights the significance of digital platforms in shaping consumer behaviour. The large percentage of respondents (74%) who say that Marks & Spencer's online presence has affected their purchasing choices highlights the success of the business's digital transformation ambitions. This demonstrates how well digital initiatives may raise customer engagement and perhaps even increase sales (Gensler, Völckner, Liu-Thompkins, & Wiertz, 2013).

However, it is noteworthy that 26% of the respondents did not feel these digital media had an influence on them. This may be the result of a number of things, including an individual's preference for in-store shopping, a lack of engagement or personalization on digital platforms, or an ignorance of the brand's online presence. This suggests that Marks and Spencer's digital strategy can yet be improved in order to fully utilise the potential of these platforms and reach a larger client base (Brodie, Ilic, Juric, & Hollebeek, 2013).

[bookmark: _Toc137846988]4.3. Discussion

The survey's results show how the retail sector as a whole is moving towards a more digitalized customer experience. Marks and Spencer's attempts to innovate and adapt in line with this trend, which seem to be resonating with the majority of its customers (Berman & Thelen, 2004), highlight the significance of digital transformation in retail.

The data demonstrates the significance of a smooth omni-channel experience by showing that a sizeable fraction of respondents connect with Marks and Spencer through both their physical locations and online platforms. According to Verhoef, Kannan, and Inman's (2015) research, this combination of online and offline interactions can significantly increase consumer engagement and boost revenues.

It's interesting to note that the respondents preferred the Marks & Spencer mobile app, with the majority of them having downloaded and used the app. According to Grewal, Roggeveen, and Nordfält (2017), consumers are increasingly relying on mobile technology throughout their shopping trips, which is consistent with their preference for mobile contact.

The survey also revealed information about Marks and Spencer's online platforms' usability, which is crucial for retaining online users' interest and satisfaction (Rose, Hair, & Clark, 2011). The majority of consumers are pleased with the quality of product information offered, and they generally find it simple to navigate and find products on the online site.

High levels of engagement on Marks and Spencer's social media platforms further demonstrate the success of their social media strategy in connecting with consumers and perhaps influencing their purchase behaviour. The business might improve its presence on Twitter, where interaction is noticeably lower.

Despite the positives, a sizeable portion of respondents said the brand's digital platforms had no impact on them, and some said their experiences with the online store were indifferent or even bad. These are areas where Marks and Spencer has the chance to enhance the digital consumer experience and fully utilise the capabilities of its digital platforms.


[bookmark: _Toc137846989]5. Conclusion and Recommendation:

[bookmark: _Toc137846990]5.1. Conclusion 

The challenging environment of digital change in the retail industry has been thoroughly explored as part of this research. The report examined the company's digital transformation initiatives, using Marks and Spencer (M&S) as a case study. The goal of the study was to comprehend how these initiatives affected two very important factors: customer engagement and sales performance.

The literature review supported the significance of digital technology in the contemporary retail environment. It highlighted how digital tools have reshaped retail operations, from mobile technologies that improve the in-store experience to e-commerce platforms that increase reach and accessibility (Brynjolfsson & McAfee, 2014). It was emphasised that businesses like M&S, which have carefully navigated the process of digital transformation, have had significant benefits, including improved consumer engagement and revenues (Chaffey, 2015).

Now let's talk about the application. The primary research that was done supported these literary-based ideas. Through an online survey of M&S customers, the study discovered that the brand's digital platforms had a considerable impact on consumers' shopping behaviours. The significance of digital transformation in retail for enhancing consumer engagement and sales was reinforced by this conclusion, which was consistent with the inferences made from the literature (Verhoef et al., 2015).

However, the poll also identified certain areas where M&S could improve. Despite the fact that the brand's digital platforms were generally well-liked, several respondents pointed out ways that the business could improve its online user interface and general consumer experience. This finding emphasises the need for ongoing analysis and improvement of digital strategy to satisfy changing client expectations and needs.

Additionally, the statistics emphasised the complexity of digital change and the ways in which it affects and modifies consumer preferences and behaviours. The intricate issues that firms face in the digital era are highlighted by this intricacy. It emphasises the necessity of a thorough strategy for digital transformation that takes all relevant factors into account.

In summary, this study has given a thorough explanation of how digital technologies have the potential to revolutionise the retail industry. A successful digital transformation plan can result in increased consumer engagement and higher sales performance, as shown by the case study of M&S.

It has also been demonstrated that digital transformation is a continuous process rather than a one-time event. According to Pantano et al. (2020), it necessitates ongoing innovation and adaptation to shifting consumer tastes and technical improvements. The study has emphasised that completing this journey successfully can guarantee long-term competitive advantage and progress in the fast-paced digital age.

[bookmark: _Toc137846991]5.2. Recommendations:

The findings of the study and the knowledge gained give a thorough grasp of how digital transformation projects affect M&S. In light of this, the following suggestions are made for further streamlining the digital transformation process at M&S in particular and in the retail industry in general:

· In-depth Analysis and Monitoring of Online Platforms: M&S must routinely assess the functionality and user-friendliness of their digital interfaces given the critical role that online platforms play in determining the consumer experience. This involves analysing how people interact with the platform as well as website traffic or purchases. It is important to institutionalise the regular gathering and evaluation of user feedback since it offers clear insights into customers' experiences and can point out potential areas for development.

· Strong Data Analytics: The application of advanced data analytics can give M&S a deeper comprehension of consumer behaviours. This entails recognising patterns in consumer behaviour, comprehending the appeal of various goods, and spotting upcoming trends. Making strategic decisions about product placement, marketing tactics, and inventory control can be aided by this information.

· Enhancing the Mobile Experience: According to the survey results, a sizable percentage of customers engage with M&S via their mobile app. This implies the value of making investments in the mobile platform to increase its usability and features. To offer a seamless and enhanced purchasing experience through their mobile application, M&S should think about utilising cutting-edge technology like AI and AR.

· Personalization of Services: Among digital clients, personalization is no longer a luxury but rather a given. M&S should make an effort to offer services that are personalised depending on the tastes and conduct of certain clients. This can include individualised marketing strategies, individualised product suggestions, and special offers catered to particular customer groups.

· Increasing Social Media Engagement: According to the report, M&S has a sizable following on Instagram. M&S should concentrate on producing interactive and captivating content if they want to increase client engagement. This can include customer testimonials, live Q&A sessions, product tales, online contests, and marketing initiatives.

· Enhancing Information Transparency: A sizable portion of poll respondents said M&S could make product information more accessible and readily available. Customers' capacity to make wise judgements can be improved, which would increase their trust in and contentment with the brand.

· Staff Training and Development: As digital technologies advance, it is essential that M&S fund initiatives for its staff members' ongoing education and training. By keeping workers up-to-date on the most recent digital trends and technology, staff will be better able to serve consumers and make good use of these tools.

In conclusion, it should be emphasised that digital transformation is a journey rather than a one-time event. Businesses like M&S must be agile and adaptive in order to keep up with changes in technology, consumer behaviour, and market conditions. The cornerstones of M&S's digital transformation approach should be ongoing learning, innovation, and customer centricity. M&S will keep a competitive edge in the increasingly digital and international retail environment by taking a proactive and adaptable approach to digital transformation.


[bookmark: _Toc137846992]5.3 Limitations:

While this study attempted to give a comprehensive assessment of the influence of digital transformation on Marks & Spencer's customer engagement and sales, there are certain constraints to consider:

· Limitations in Sampling: The research sample was primarily made up of Marks & Spencer customers in the United Kingdom. Because of differences in buying habits, cultural norms, and degrees of acceptability of digital technology, the findings may not be applicable to M&S customers in other countries.

· Constraints of Survey Data: The study relied mainly on self-reported survey data. Because participants may not always provide accurate or true responses, this strategy may introduce response bias. Furthermore, the respondents' knowledge and interpretation of the questions may have altered the quality of their responses.

· Non-Probability Sampling: This study used convenience sampling, a non-probability sampling technique, which may restrict the findings' generalizability. The sample may not accurately represent all segments of M&S's customer base, resulting in potential bias.

· Cross-sectional Study Design: The study used a cross-sectional study design, which captures a snapshot at a certain point in time. This may not account for changes in customer behaviour and attitudes over time, as well as the shifting nature of digital technologies and platforms.

· Exclusion of Qualitative Data: Because the study concentrated on quantitative data, it may not have captured the in-depth thoughts, experiences, and nuanced viewpoints of customers that may have been obtained using qualitative methods like interviews or focus groups.

The study's scope is limited to the customers' point of view. The perspectives and experiences of M&S personnel who develop and manage digital initiatives, which may provide a comprehensive insight into the digital transformation process, were not included.

Future research could aim to address these constraints by using a mixed-methods approach, collecting both quantitative and qualitative data, broadening the geographical scope of the study, and incorporating the perspectives of various stakeholders, such as employees, management, and even industry experts.

[bookmark: _Toc137846993]6. Further Research 

The new study clarifies a number of facets of Marks and Spencer's digital transformation, but it also opens doors for more investigation and study in this area:

· Geographical Expansion: Future studies might cover additional areas where Marks and Spencer operates. Understanding how the effects of M&S's digital transformation initiatives may differ in various cultures and geographical areas can help.

· Longitudinal Study: A longitudinal study could offer more in-depth knowledge about how customer attitudes and behaviours change over time in response to digital transformation activities.

· Employee Perspective: By including the viewpoints of staff members and management at Marks and Spencer, it may be possible to gain a more thorough insight into the digital transformation process, its difficulties, and how it has affected the internal dynamics of the company.

· Qualitative Research: To acquire a more nuanced picture of customer experiences and impressions of Marks & Spencer's digital platforms, future research may include qualitative techniques like in-depth interviews or focus groups.

· Impact of Unique Digital Initiatives: It might be useful to look into how particular digital initiatives, such as augmented reality in online shopping or the usage of artificial intelligence in customer support, affect consumer engagement and sales.

· Comparison Study: Comparing Marks & Spencer's digital transformation initiatives with those of other retail firms may shed light on the most effective methods and plans for this process in the retail industry.

A future study could considerably advance our understanding of the retail industry's digital transformation by examining these areas and offering helpful advice to retailers as they travel the digital path.
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1. On a scale of 1-5, how frequently do you shop at Marks and Spencer's physical stores?


Rarely 	Occasionally 	Sometimes 	Frequently 	Very Frequently 	2	4	8	25	28	


On a scale of 1-5, how frequently do you shop at Marks and Spencer's online store?


1	2	3	4	5	5	7	13	23	19	


 How would you rate your overall experience using Marks and Spencer's online store?

Extremely Satisfied	Very Satisfied 	Neutral 	Somewhat Dissatisfied 	Extremely Dissatisfied 	15	29	14	7	2	Extremely Satisfied	Very Satisfied 	Neutral 	Somewhat Dissatisfied 	Extremely Dissatisfied 	0.22388059701492538	0.43283582089552236	0.20895522388059701	0.1044776119402985	2.9850746268656716E-2	




Have you ever downloaded and used Marks and Spencer's mobile app?


YES	NO	58	10	

On a scale of 1-10, how easy is it to navigate and find products on Marks and Spencer's online store

1	2	3	4	5	6	7	8	9	10	2	0	3	3	4	12	21	21	1	0	1	2	3	4	5	6	7	8	9	10	2.9850746268656716E-2	0	4.4776119402985072E-2	4.4776119402985072E-2	5.9701492537313432E-2	0.17910447761194029	0.31343283582089554	0.31343283582089554	1.4925373134328358E-2	0	




On a scale of 1-10, how satisfied are you with the level of product information available on Marks and Spencer's online store?

1	2	3	4	5	6	7	8	9	10	0	4	4	3	4	9	17	23	3	0	1	2	3	4	5	6	7	8	9	10	0	5.9701492537313432E-2	5.9701492537313432E-2	4.4776119402985072E-2	5.9701492537313432E-2	0.13432835820895522	0.2537313432835821	0.34328358208955223	4.4776119402985072E-2	0	





Have you ever engaged with Marks and Spencer's social media accounts (e.g. Facebook, Twitter, Instagram)?


Facebook	Twitter	Instagram	Not following	45	21	59	8	

 Would you say that Marks and Spencer's digital platforms (online store, mobile app, social media accounts) have influenced your decision to shop with them? (Yes/No)


YES	NO	50	17	

65
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CRM Value Stream Model to Boost Customer Loyalty

This slide provides information regarding the CAM value stream which is essential in boosting customer loyalty in four stages of CRM implementation such as identify, differentiate, interact and customize.
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