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Abstract 

This study provides a comprehensive analysis of customer retention strategies in the e-commerce 

fashion business in the United Kingdom, focusing on a case study of Primark. With the 

increasing trend of online shopping, customer retention has become a critical factor for the 

success of e-commerce businesses. The research will examine various customer retention 

strategies implemented by Primark; a prominent fashion retailer known for its low-cost clothing. 

By analyzing the company's practices, the study will uncover the factors influencing customer 

loyalty and retention in the highly competitive e-commerce fashion industry. Additionally, the 

research will investigate the effectiveness of Primark's customer retention strategies and identify 

areas for improvement. The findings will contribute to a better understanding of successful 

customer retention strategies in the e-commerce fashion sector and provide valuable insights for 

other businesses operating in a similar market. The paper also investigates the impact of these 

strategies on the company's overall performance and customer satisfaction levels. 

The study utilizes both quantitative data and observation methods to collect and analyze data 

from various sources such as literatures, surveys, and financial records. The findings of the 

research offer valuable insights to e-commerce fashion businesses in the UK on successful 

customer retention strategies. These findings can particularly be beneficial for those aiming to 

improve customer loyalty and sustain long-term profitability in the highly competitive fashion 

industry. 

The research aim of this thesis is anchored on the analysis of Primark’s customer retention 

strategies in e-commerce fashion business in the UK, and the need to validate the following 

research hypothesis: 

Hypothesis 1: Higher levels of customer satisfaction with Primark's online shopping experience 

result in increased customer loyalty and retention in the e-commerce fashion sector in the UK. 

Hypothesis 2: Primark's implementation of personalized product recommendations and targeted 

marketing campaigns positively influences customer retention rates in the e-commerce fashion 

business in the UK. 

Hypothesis 3: The utilization of data analytics and technology-driven strategies by Primark leads 

to improved customer retention rates compared to traditional methods in the e-commerce fashion 

industry in the UK. 
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 CHAPTER ONE:  

  INTRODUCTION 

{1.1}   Background 

In recent years, the e-commerce fashion industry has experienced significant growth and has 

become highly competitive in the UK market. Companies operating in this sector have realized 

the importance of customer retention strategies to maintain a loyal customer base and improve 

their overall profitability. Customer retention refers to the ability of an organization to retain its 

existing customers over a specific period of time (Kumar & Shah, 2004). This is crucial in the e-

commerce fashion industry where attracting new customers can be costly and challenging. 

Primark is one of the leading fashion retailers in the UK, known for its affordable prices and 

trendy clothing and accessories. Despite its popularity and success, Primark faces the challenge 

of retaining customers in the rapidly changing and highly competitive e-commerce fashion 

landscape. Therefore, analyzing Primark's customer retention strategies is essential to understand 

how the company maintains a loyal customer base amidst fierce competition. Personalization and 

customization have been recognized as effective strategies for enhancing customer retention in 

the e-commerce fashion business. According to a study by (Verhoef et al, 2017), personalizing 

the online experience by providing tailored product recommendations and personalized emails 

can significantly impact customer retention. Customer relationship management (CRM) plays a 

crucial role in retaining customers in the e-commerce fashion industry. A study by (Gummerus et 

al, 2017) highlighted the significance of managing customer complaints and feedback to 

maintain customer satisfaction and loyalty. Primark may emphasize effective CRM strategies 

such as active communication, prompt response to queries, and resolution of customer issues to 

enhance customer retention. Loyalty programs and incentives have been widely employed in the 

e-commerce fashion industry to encourage repeat purchases and foster customer loyalty. 

Research by (Lewis, 2004) stressed the importance of loyalty points, exclusive discounts, and 

referral programs as effective strategies for customer retention. Primark can establish and 

optimize loyalty programs to reward their customers, thereby increasing loyalty and subsequent 

repurchase intentions. Customer retention metrics provide insights into the effectiveness of 

customer retention strategies employed by e-commerce fashion businesses. A study by (Reinartz 

and Kumar, 2003) suggested key performance indicators (KPIs) such as customer lifetime value 

(CLV), repeat purchase rate, and churn rate as valuable metrics for assessing customer retention. 

Primark can adopt these metrics to evaluate the impact of their customer retention strategies and 

identify areas for improvement. Customer retention is essential for any e-commerce business, but 

it is particularly important in the fashion industry, where there is a constant influx of new 

products and trends. A study by (Chargebee, 2022) found that the average customer retention 

rate for e-commerce businesses is 26%. However, for fashion retailers, the average customer 

retention rate is only 13%. This means that fashion retailers are losing out on a significant 

amount of potential revenue by not retaining their customers. One company that has made efforts 
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in retaining customers is Primark, a competitive fashion retailer in the UK. Some of these efforts 

are: 

A focus on value: Primark offers its customers high-quality, up-to-date fashion at very 

competitive prices. This helps to ensure that customers continue to shop with the company, even 

when there are new trends and fashions available. 

A recently activated online presence: Primark has in the past few years designed a user-friendly 

website that makes it easy for customers to shop online. The website also offers a variety of 

features that help to promote customer engagement, such as a blog, a loyalty program, and a 

social media presence. 

Good customer service: Primark has a reputation for providing good customer service. This 

includes a 24/7 customer support line, a generous return policy, and a commitment to resolving 

customer complaints quickly and efficiently. These strategies have helped Primark to improve its 

customer retention rate. The study by (Chargebee 2022) found that companies with a customer 

retention rate of 35% or higher are 50% more likely to be profitable than companies with a 

customer retention rate of 26% or lower. The implications of Primark's customer retention 

strategies for other e-commerce fashion retailers are clear. By focusing on value, providing a 

strong online presence, and offering good customer service, fashion retailers can significantly 

improve their customer retention rates and boost their profitability. 

 

{1.2}    Purpose of Research 

The purpose of conducting this research on customer retention strategies in e-commerce fashion 

business, specifically in the UK with a case study of Primark, is to analyze and evaluate the 

effectiveness of different strategies implemented by Primark to retain its customers in the e-

commerce fashion market. The research aims to provide valuable insights into the key factors 

influencing customer retention in this sector, the challenges faced by e-commerce fashion 

businesses in the UK, and the best practices used by Primark to overcome these challenges. 

Additionally, the research intends to identify potential areas of improvement for Primark and 

offer recommendations for enhancing customer retention strategies in this competitive industry. 

 

{1.3}    Research Aim 

The research aim of this thesis is anchored on the analysis of Primark’s customer retention 

strategies in e-commerce fashion business in the UK, and the need to validate the following 

research hypothesis: 
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Hypothesis 1: Higher levels of customer satisfaction with Primark's online shopping experience 

result in increased customer loyalty and retention in the e-commerce fashion sector in the UK. 

Hypothesis 2: Primark's implementation of personalized product recommendations and targeted 

marketing campaigns positively influences customer retention rates in the e-commerce fashion 

business in the UK. 

Hypothesis 3: The utilization of data analytics and technology-driven strategies by Primark leads 

to improved customer retention rates compared to traditional methods in the e-commerce fashion 

industry in the UK. 

 

{1.4}     Research Objective 

Objective 1: The research objective of this thesis is anchored on the need to answer the following 

research questions based on the operations of Primark as a fashion brand in the UK: 

Objective 2: What are the existing customer retention strategies implemented by Primark, a 

prominent e-commerce fashion business in the UK? 

Objective 3: How effective are the customer retention strategies employed by Primark in the e-

commerce fashion industry? 

Objective 4: What are the key factors influencing customer retention in the e-commerce fashion 

business, specifically in the context of Primark in the UK? 

Objective 5: How does Primark measure and evaluate the success of its customer retention 

strategies in the e-commerce fashion sector? 

Objective 6: What are the challenges faced by Primark in implementing customer retention 

strategies in the highly competitive e-commerce fashion market in the UK? 

Objective 7: How does Primark differentiate its customer retention strategies from its 

competitors in the e-commerce fashion industry? 

Objective 8: To what extent do customer satisfaction and loyalty contribute to the success of 

Primark's customer retention strategies in the UK e-commerce fashion market? 

Objective 9: How does Primark utilize technology and data analytics to enhance its customer 

retention strategies in the e-commerce fashion sector? 

Objective 10: What are the potential opportunities for Primark to further improve its customer 

retention strategies in the UK e-commerce fashion market? 
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Objective 11: How does Primark address changing customer preferences and trends in the e-

commerce fashion industry to maintain high customer retention rates? 

 

{1.5}    Research Methodology 

In order to build on existing knowledge of Primark’s customer retention strategies in e-

commerce fashion business in the UK, and successfully address the research aim and objectives, 

this exploratory study will undertake a quantitative research approach. This will include sourcing 

quantitative data from an online survey (created via Qualtrics). In this case, a sample of 

consumers based in the United Kingdom will be asked a set of questions relating to each of the 

main research objectives (for example, consumption habits, customer service methods, attitudes 

towards customer relations, Primark’s after sales service, and motivations to engage in 

continuous patronage and sustainable fashion practices). These results will then be analyzed by 

means of statistical analysis and thematic analysis, respectively. A strategy of inductive 

reasoning will then be applied to establish and formulate theory based on the information 

gathered. Accordingly, this method will be supported by secondary research (in the form of a 

literature review), whereby a number of academic and fashion marketing insights will be used to 

inform the investigation. Conclusively, it is the aim of this quantitative research to explore and 

address customer retention strategies in e-commerce fashion business in the UK using Primark as 

the central point of study, in addition to potential strategies towards addressing the issue. The 

questionnaire will capture how Primark's implementation of personalized product 

recommendations and targeted marketing campaigns have positively influenced customer 

retention rates in the e-commerce fashion business in the UK, find out if higher levels of 

customer satisfaction with Primark's online shopping experience result in increased customer 

loyalty and retention in the e-commerce fashion sector in the UK, and explore if the utilization of 

data analytics and technology-driven strategies by Primark leads to improved customer retention 

rates compared to traditional methods in the e-commerce fashion industry in the UK. 

 

{1.6}     Research Scope 

The scope of this research on customer retention strategies in e-commerce fashion business in the 

UK, with a specific case study of Primark, will encompass the following aspects: 

Analysis of the e-commerce fashion market in the UK: This will involve researching the 

current trends, market size, and growth potential of the e-commerce fashion industry in the UK. 

It will also include understanding the competitive landscape and identifying key players in the 

market. 
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Evaluation of customer retention strategies: This will involve examining various customer 

retention strategies employed by e-commerce fashion businesses in the UK, including loyalty 

programs, personalized marketing, customer service, post-purchase communication, and other 

effective retention tactics. The focus will be on identifying the most successful strategies and 

their impact on customer retention. 

Examination of Primark's customer retention strategies: This research will explore the 

customer retention strategies implemented by Primark in its e-commerce fashion business in the 

UK. It will involve studying their marketing campaigns, loyalty programs, customer service 

initiatives, and other strategies that aim to retain customers and build long-term relationships. 

Assessment of customer perspectives: This research will include gathering feedback from 

Primark's e-commerce fashion customers in the UK to understand their satisfaction levels, 

loyalty, and overall experiences with the brand. This will be done through surveys, interviews, or 

other suitable data collection methods to gain insights into customer preferences, expectations, 

and factors influencing their loyalty. 

Identification of challenges and recommendations: The research will also investigate the 

challenges faced by Primark and other e-commerce fashion businesses in the UK in terms of 

customer retention. It will then provide recommendations and best practices based on the 

findings to help improve Primark's customer retention strategies and enhance its competitiveness 

in the market. 

Note: The scope may be further refined based on the available resources, time constraints, and 

the specific objectives of the research. 

 

{1.7}      Limitation to the Study 

The study of customer retention strategies in the e-commerce fashion business, specifically 

focusing on Primark in the UK, is likely to face several constraints and limitations. These 

limitations should be acknowledged and addressed to ensure the validity and reliability of the 

research findings. Here are some key constraints or limitations that may arise: 

{1.7.1} Limited Generalizability:  

The findings of the case study conducted on Primark may have limited generalizability to other 

e-commerce fashion businesses in the UK or to the broader global context. The strategies and 

factors influencing customer retention can vary significantly across companies, markets, and 

cultural contexts. Therefore, the findings should be interpreted with caution when applied to 

other organizations. 
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{1.7.2} Availability and Accessibility of Data:  

Access to comprehensive and reliable data on Primark's customer retention strategies may be 

restricted. The company might not disclose certain sensitive or proprietary information, which 

could limit the depth of analysis. This research may have to rely on publicly available 

information or data that may not fully capture the intricacies of Primark's strategies. 

{1.7.3} Time Constraints:  

Conducting a thorough analysis of customer retention strategies requires time and resources. 

Researchers might face constraints in terms of data collection, data analysis, and the ability to 

observe long-term effects of strategies. The study's time frame may be limited, restricting the 

analysis to a specific period, which could impact the comprehensiveness of the findings. 

{1.7.4} Subjectivity and Bias:  

The research might involve subjective interpretations and biases, especially in the analysis of 

qualitative data or case study findings. Researchers' personal opinions, prior knowledge, or 

biases could influence the interpretation of results, potentially impacting the objectivity and 

validity of the study. 

{1.7.5} External Factors:  

The effectiveness of customer retention strategies can be influenced by various external factors 

such as economic conditions, market competition, and consumer trends. It may be challenging to 

isolate the impact of Primark's strategies from these external influences. Researchers should 

consider the broader industry landscape and external dynamics that could affect customer 

retention. 

{1.7.6} Ethical Considerations:  

Researchers should ensure compliance with ethical guidelines and protect sensitive information 

during data collection and analysis. Ethical constraints may limit the scope or depth of the study, 

especially when accessing customer data or confidential business information. 

{1.7.7} Limited Scope:  

The study focuses specifically on customer retention strategies in the e-commerce fashion 

business, with a case study of Primark. However, other aspects of Primark's operations or 

industry dynamics, such as supply chain management, pricing strategies, or international 

expansion, are not within the scope of this research. The narrow focus may limit the breadth of 

insights gained. 

To mitigate these constraints and limitations, this research clearly acknowledge them in the study 

and employ appropriate research methodologies, such as triangulation of data sources, rigorous 
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data analysis techniques, and critical interpretation of findings. Additionally, a comparative 

analysis with other e-commerce fashion businesses or a longitudinal study can help provide a 

more comprehensive understanding of customer retention strategies in the UK. 
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CHAPTER TWO: 

LITERATURE REVIEW 

{2.1} Customer Retention 

Customer retention is a critical aspect of business success as it focuses on keeping existing 

customers engaged and satisfied, ultimately contributing to long-term profitability and growth 

(Kumar & Shah, 2004). Customer retention is defined as the ability of an organization to retain 

its existing customers over a specific period (Kumar & Shah, 2004). Customer retention plays a 

vital role in the success of businesses across industries. Maintaining a loyal customer base is 

critical for long-term profitability, as the costs of acquiring new customers often outweigh the 

expenses associated with retaining existing ones. This literature review aims to explore the 

concept of customer retention, its importance, and the strategies employed by organizations to 

retain customers. (Bolton et al, 2018) emphasize the significance of customer retention as a 

driver of financial performance and sustainable competitive advantage. Increased customer 

loyalty not only generates repeat purchases but also leads to positive word-of-mouth 

recommendations, reducing marketing costs. Various academic studies have identified several 

factors that influence customer retention. (Liao, 2012) found that customer satisfaction, 

perceptions of service quality, and trust are key determinants of customer retention. Similarly, 

Zeithaml (2000) highlighted the importance of perceived value in customer retention. 

Relationship marketing is a widely recognized strategy to enhance customer retention. Morgan 

and Hunt (1994) suggest that building strong, trust-based relationships with customers enhances 

loyalty and increases the likelihood of them continuing their patronage. Loyalty programs are 

designed to incentivize repeat purchases and foster customer loyalty. Han, Nunes, and Drèze 

(2010) discuss the effectiveness of different types of loyalty programs, highlighting their impact 

on customer retention and profitability. Tailoring products, services, and marketing messages to 

meet individual customer preferences plays a vital role in customer retention. Verhoef, Kannan, 

and Inman (2015) argue that customer-centric personalization helps create emotional connections 

and enhances customer loyalty. Providing superior service quality and ensuring customer 

satisfaction are critical for customer retention. Rust and Oliver (2000) discuss the link between 

service quality, customer satisfaction, and behavioral intentions, highlighting their impact on 

customer retention. The utilization of technology has revolutionized customer retention 

strategies. Social media platforms, for instance, provide opportunities for organizations to engage 

with customers on a personalized level. Huang and Benyoucef (2015) explore the role of social 

media in customer retention, emphasizing the potential benefits of customer engagement and 

relationship building. Customer retention presents significant advantages for businesses, 

including increased profitability and sustainable competitive advantage. By focusing on factors 

such as customer satisfaction, service quality, personalization, and loyalty programs, 

organizations can enhance their customer retention efforts. Integrating technology-driven 

strategies can also further improve customer engagement and relationship building. As customer 
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retention continues to be a key area of research and practice, understanding and implementing 

effective strategies will remain crucial for businesses seeking long-term success. Several studies 

have highlighted the importance of customer retention as a key driver of business performance. 

For example, Reichheld and Sasser (1990) found that increasing customer retention rates by just 

5% can lead to a profit increase of 25% to 95%. Additionally, maintaining high customer 

retention rates can lower marketing costs and increase customer lifetime value (Reichheld et al, 

2000). Organizations adopt various strategies to enhance customer retention rates. One 

commonly discussed strategy is the implementation of loyalty programs. (Simonson, 2005) argue 

that well-designed loyalty programs can create a sense of belonging and foster emotional 

connections with customers, leading to higher retention rates. These programs typically offer 

rewards, discounts, and exclusive privileges to incentivize continued patronage (Dick & Basu, 

1994). For example, Tesco's Clubcard loyalty program has been successful in increasing 

customer retention rates by offering personalized discounts and rewards based on customers' 

purchasing behavior (Demoulin and Zidda, 2008). Another strategy that organizations employ is 

providing excellent customer service. Several studies have shown a positive relationship between 

customer service quality and customer retention (Heskett et al., 1994; Sivadas & Baker-Prewitt, 

2000). Organizations can achieve this by investing in training programs for their employees to 

enhance their customer service skills (Parasuraman et al., 1988). Additionally, organizations can 

leverage technology platforms, such as chatbots and self-service portals, to provide quick and 

efficient customer support (Henning-Thurau et al., 2020). Building strong relationships with 

customers is also crucial for enhancing customer retention. Relationship marketing focuses on 

creating and maintaining long-term relationships with customers (Berry, 1983). This can be 

achieved through personalized marketing efforts, such as targeted email campaigns and 

customized product recommendations based on customers' preferences and purchase history 

(Verhoef et al., 2015). By understanding and meeting customers' individual needs, organizations 

can build trust and loyalty, leading to higher customer retention rates. Organizations can engage 

in proactive communication and proactive problem-solving to retain customers. Proactive 

communication involves regularly updating customers about product updates, promotions, and 

new offerings (Becker-Olsen et al., 2006). Proactive problem-solving refers to identifying and 

addressing customer issues before they escalate (Kumar et al., 2007). This can be achieved by 

implementing customer feedback systems and monitoring social media channels for customer 

complaints (Hennig-Thurau et al., 2002).  

 

{2.2} E-Commerce Business in the UK 

E-commerce has revolutionized the way businesses operate, allowing them to expand their reach, 

increase efficiency, and cater to the changing consumer demands. This review aims to provide an 

overview of the e-commerce business landscape in the United Kingdom (UK), exploring its 

growth, challenges, opportunities, and the factors contributing to its success. E-commerce has 
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experienced substantial growth in the UK in recent years. The Office for National Statistics 

(ONS, 2020) reported that online sales accounted for 21% of total retail sales in 2019, 

highlighting the significant role of e-commerce in the UK economy. (Coppel, J., 2000) 

emphasize the importance of e-commerce as a vehicle for market expansion and increased 

competitiveness. Understanding consumer behavior is essential for e-commerce businesses. 

(Bigne-Alcaniz et al, 2020) discuss the factors that influence consumer trust in e-commerce, 

including website design, security measures, and social influence. Factors such as convenience, 

price, and product assortment influence consumer buying decisions in the e-commerce context 

(Ukpabi & Karjaluoto, 2017). Effective digital marketing strategies are crucial for the success of 

e-commerce businesses. (Kingsnorth, 2022) highlights the significance of search engine 

optimization (SEO), social media marketing, and content marketing in driving website traffic, 

enhancing customer engagement, and increasing sales. Efficient logistics and supply chain 

management are key to meeting customer expectations in e-commerce. (Fang and Zhang, 2005) 

explore the challenges faced by e-commerce businesses in the UK, including last-mile delivery, 

supply chain integration, and inventory management. The proliferation of smartphones has 

facilitated the growth of mobile commerce in the UK. (Barnes and Krallman, 2019) examines the 

trends, opportunities, and challenges associated with m-commerce, highlighting the need for 

businesses to optimize their websites for mobile devices and provide seamless mobile shopping 

experiences. E-commerce businesses must comply with legal and regulatory frameworks in the 

UK. Tselios, (Prasad Bingi and Khamalah, 2000) discuss the challenges of data protection, 

consumer rights, and intellectual property rights in the context of e-commerce, emphasizing the 

need for businesses to adhere to relevant legislation. E-commerce has transformed the business 

landscape in the UK, offering numerous opportunities for growth, market expansion, and 

customer engagement. Understanding consumer behavior, building trust, employing effective 

digital marketing strategies, and managing logistics and supply chain operations are essential for 

e-commerce success. Additionally, maintaining compliance with legal and regulatory 

frameworks ensures the long-term sustainability and credibility of e-commerce businesses in the 

UK. 

 

{2.3} What Primark Does Compared To Other Brands  

Primark, also known as Penneys in some countries, is an Irish fast-fashion retailer that operates 

internationally. It is famous for its affordable clothing and accessories, targeting fashion-

conscious consumers on a budget. Primark focuses on providing trendy and fashionable items at 

very low prices, making it a popular choice for many shoppers. One of its key strategies is to 

keep costs low by avoiding expensive advertising campaigns and investing more in store 

locations and product sourcing (Primark website, 2023). 

H&M is a Swedish multinational clothing retailer known for its fast-fashion approach as well. 

Like Primark, H&M offers trendy clothing at affordable prices. However, H&M might be 
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perceived as slightly more expensive than Primark, but it also provides a wider range of styles, 

collaborations with designers, and a more robust online shopping experience (H&M website, 

2023). 

NEXT is a UK-based clothing retailer that positions itself slightly differently from Primark and 

H&M. It offers clothing with a focus on higher quality and tends to be pricier than the other two. 

NEXT places a strong emphasis on the design and material quality of its products, appealing to 

customers who are willing to pay more for better craftsmanship (Next website, 2023). 

 

{2.4} Consumer Behavior 

Consumer behavior refers to the study of individuals, groups, or organizations and the processes 

they use to select, secure, use, and dispose of products, services, experiences, or ideas to satisfy 

their needs and desires. Understanding consumer behavior is crucial for businesses as it helps 

them develop effective marketing strategies and deliver products and services that meet 

consumer demands. This discussion will comprehensively explore the topic of consumer 

behavior, drawing upon relevant references in Harvard style. (Engel et al, 1995) provides a 

comprehensive overview of consumer behavior. It covers various topics such as consumer 

motivation, perception, learning, attitude formation, and decision-making processes. The authors 

examine both individual and group influences on consumer behavior, including cultural, social, 

and situational factors. One prominent theoretical perspective in consumer behavior is the 

information-processing approach. According to this perspective, consumers engage in active 

information search and evaluation before making purchase decisions. This approach emphasizes 

how individuals gather and process information to reduce uncertainty and make rational choices 

(Gbadamosi, 2020). For instance, research has shown that consumers tend to compare different 

product options by evaluating attributes such as price, quality, and brand reputation (Ahmed et 

al, 2002). This active processing of information helps consumers make informed decisions and 

avoid potential risks associated with purchasing a product or service. The book also explores 

how marketing strategies can be tailored to effectively target and influence consumer behavior. 

(Solomon, 2019) delves into the study of consumer behavior by considering the psychological, 

social, and cultural aspects that influence consumer decision-making. The author explores how 

consumers make purchasing decisions based on their individual needs, personality traits, and 

perception of self. The book also discusses the impact of social influences, such as family, 

reference groups, and culture, on consumer behavior. Additionally, it examines the post-purchase 

experience and consumer satisfaction. Another important theoretical perspective in consumer 

behavior is the social and cultural influence approach. This perspective highlights the impact of 

social factors and cultural norms on individuals' buying behavior. Social influence refers to the 

impact of other people on an individual's attitudes, opinions, and behaviors (Wood, 2020). For 

instance, research has shown how social networks and online reviews shape consumers' 

perceptions and influence their purchasing decisions (Schivinski and Dabrowski, 2016). Cultural 
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influence, on the other hand, focuses on how cultural values and traditions shape consumers' 

preferences and behaviors (Hofstede, 1980). For example, consumers from collectivist cultures 

may prioritize the opinions of family and friends when making purchasing decisions. 

Additionally, the emotional perspective of consumer behavior considers the role of emotions in 

influencing consumers' choices. Emotional responses are integral to the consumer decision-

making process, as feelings can guide and override rational considerations (Fenton‐O'Creevy et 

al, 2011). For instance, research has shown that positive emotions, such as happiness or 

excitement, can enhance consumers' desire for products or services (Kwortnik Jr and Ross Jr, 

2007). On the other hand, negative emotions, such as fear or anger, can lead to avoidance of 

specific brands or products (Khatoon and Rehman, 2021). Marketers often tap into consumers' 

emotions through advertising and branding strategies to create meaningful connections and drive 

purchasing decisions. (Kotler et al, 2021) provide an extensive analysis of marketing principles, 

including consumer behavior. The book explores consumer decision-making processes, 

including problem recognition, information search, alternative evaluation, and post-purchase 

behavior. It emphasizes the importance of understanding consumer needs and wants, segmenting 

markets, and developing marketing strategies that align with consumer behavior. The authors 

also discuss the impact of digital and social media on consumer behavior in the modern 

marketing landscape. (Schiffman and Kanuk 1951) book provides an in-depth examination of 

consumer behavior, covering both theoretical concepts and practical applications. The authors 

explore various factors that influence consumer behavior, including cultural, social, personal, 

and psychological influences. They also discuss the impact of marketing strategies, advertising, 

and branding on consumer decision-making. The book incorporates case studies and real-world 

examples to illustrate key concepts and theories. (Belk, 2013) article focuses on the concept of 

the extended self in the context of the digital world. It discusses how individuals use digital 

platforms, such as social media, to construct and express their identities. The article explores the 

impact of online shopping, personalized marketing, and virtual communities on consumer 

behavior. It highlights the interplay between consumers' online and offline identities and the 

implications for marketers. 

One prominent theoretical framework used in consumer behavior research is the Theory of 

Planned Behavior (TPB) developed by (Ajzen, 1991). TPB proposes that an individual's 

behavior is driven by their attitude towards the behavior, subjective norms, and perceived 

behavioral control. Attitude represents the individual's evaluation of the behavior, subjective 

norms denote the social pressure to perform or not perform the behavior, and perceived 

behavioral control refers to the individual's perceived level of control over the behavior. 

Another relevant framework is the Stimulus-Organism-Response (SOR) model introduced by 

(Mehrabian and Russell, 1974). This model suggests that consumers' responses to external 

stimuli are influenced by internal psychological processes. The stimulus represents marketing 

efforts, social or environmental factors, and their impact on consumers. The organism refers to 

the psychological and physiological characteristics of an individual, including personality, 
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emotions, and attitudes. Finally, the response represents the consumer's behavioral and cognitive 

reactions. 

 

{2.5} The Relationship between Customer Retention and E-commerce Fashion 

Business in the UK 

Customer retention is crucial for the long-term success of e-commerce fashion businesses in the 

United Kingdom (UK). This literature review aims to provide a comprehensive overview of the 

relationship between customer retention and e-commerce fashion businesses in the UK, 

exploring the factors influencing customer retention, the strategies employed by businesses, and 

the impact of customer retention on business performance. Customer retention plays a vital role 

in driving growth and profitability in e-commerce fashion businesses. Research by Verhoef et al. 

(2017) highlights that retaining existing customers is more cost-effective than acquiring new 

customers. Furthermore, customer retention is associated with increased customer lifetime value 

and positive word-of-mouth referrals (Lee et al, 2006). Various factors influence customer 

retention in the e-commerce fashion sector. Personalization and customization of products and 

services play a significant role in enhancing customer loyalty (Chen, 2018). Additionally, 

customer satisfaction, trust, and perceived value positively affect customer retention in e-

commerce fashion businesses (Chan and Lam, 2004). E-commerce fashion businesses employ 

several strategies to improve customer retention. (Becker et al, 2018) highlight the importance of 

implementing loyalty programs, personalized marketing communication, and effective customer 

relationship management (CRM) systems. Social media engagement and influencer marketing 

also play a significant role in engaging and retaining customers in the e-commerce fashion sector 

(Ahmad et al, 2020). Advancements in technology have transformed customer retention 

strategies in the e-commerce fashion industry. AI-based recommendation systems and virtual try-

on technologies provide personalized and immersive shopping experiences, contributing to 

higher customer retention rates (Mugharbil, 2016). Additionally, leveraging data analytics and 

machine learning helps businesses identify customer preferences and behavior patterns for 

effective retention strategies (Li, 2020). Customer retention has a direct impact on the financial 

performance of e-commerce fashion businesses. Studies have found a positive correlation 

between customer retention and revenue growth (Lin and Wang, 2022). Repeat purchases and 

increased customer loyalty result in higher customer lifetime value and profitability (Reinartz & 

Kumar, 2018). Customer retention plays a pivotal role in the success of e-commerce fashion 

businesses in the UK. By focusing on personalization, customer satisfaction, and trust, 

businesses can effectively retain customers and foster loyalty. Strategies such as loyalty 

programs, personalized marketing, and technology-driven solutions contribute to higher 

customer retention rates. Ultimately, customer retention positively impacts business 

performance, leading to increased revenue and profitability. 
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{2.6} Customer Retention in the E-commerce Fashion Industry in the UK 

after the COVID-19 Pandemic 

The COVID-19 pandemic has significantly impacted various industries worldwide, with the 

fashion industry being particularly affected. In the UK, the closure of physical retail stores and 

restrictions on movement prompted a notable shift towards online shopping. This shift raises 

important questions concerning customer retention in the e-commerce fashion industry. This 

paper aims to explore customer retention strategies adopted by fashion retailers in the UK, 

particularly in the post-pandemic era, and analyze their effectiveness. Effective personalization 

plays a crucial role in customer retention in e-commerce. By providing tailored 

recommendations based on customer browsing history and purchase behavior, fashion retailers 

can enhance customer engagement and loyalty. This strategy enables retailers to create a more 

personalized shopping experience, fostering stronger customer relationships (Ghose & Han, 

2014). Post-pandemic, customer expectations have evolved. Fashion retailers need to focus on 

providing a seamless and engaging online experience to retain their customer base (Halibas et al, 

2023). Elements such as user-friendly website designs, smooth navigation, interactive features, 

and responsive customer service can significantly impact customer satisfaction and loyalty. 

Loyalty reward programs have proven effective in customer retention in the e-commerce fashion 

industry. By offering discounts, exclusive promotions, and personalized perks to loyal 

customers, fashion retailers can incentivize repeat purchases and foster a sense of importance 

(Javed and Wu, 2020). Social media platforms have become vital tools for customer engagement 

and retention in the fashion industry. By building a strong social media presence and partnering 

with influential fashion bloggers and celebrities, retailers can enhance brand awareness, attract 

new customers, and retain their existing customer base (Meek et al, 2019). Customer retention in 

the e-commerce fashion industry in the UK has been a critical concern, especially in the 

aftermath of the COVID-19 pandemic. The pandemic has significantly impacted the fashion 

industry, forcing many physical retail stores to close temporarily or permanently. As a result, e-

commerce has become an essential channel for fashion retailers to reach their customers and 

maintain their business. One crucial aspect of customer retention in the e-commerce fashion 

industry is building strong relationships with customers. According to research by Verhoef et al. 

(2017), customer relationships play a significant role in increasing customer loyalty and 

retention. To achieve this, fashion retailers need to provide personalized experiences, engage 

with customers through various channels, and create a sense of community. Personalization is 

crucial in the e-commerce fashion industry as it allows retailers to deliver tailored experiences 

based on individual customer preferences. By leveraging customer data and using technologies 

such as machine learning, retailers can recommend personalized product suggestions, send 

targeted promotions, and create customized marketing campaigns. This level of personalization 

enhances the overall customer experience, which can contribute to higher customer retention 

rates. Engagement is another critical factor in customer retention. By utilizing multiple channels 

such as email, social media, and mobile apps, fashion retailers can keep customers engaged and 

informed about new products, exclusive offers, and upcoming events. According to research by 
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(Chen and Xie, 2008), customer engagement positively influences customer loyalty. Regular 

communication and engagement through different channels help to foster brand loyalty and keep 

customers connected to the brand. Creating a sense of community is also important for customer 

retention in the e-commerce fashion industry. Brands that foster a sense of belonging and 

community among their customers tend to have higher customer retention rates. This can be 

achieved through social media platforms, online forums, or even hosting virtual events where 

customers can interact with each other and share their experiences. A study by Pansari and 

Kumar (2017) emphasized the significance of community in building customer loyalty. 

Moreover, excellent customer service remains crucial in the e-commerce fashion industry. 

Timely responses to customer inquiries, addressing complaints effectively, and providing hassle-

free return policies can significantly impact customer satisfaction and retention. According to a 

study by Keiningham et al. (2020), high-quality customer service is linked to higher customer 

retention rates in e-commerce. 

 

{2.7} Customer Retention Strategies 

It is an essential aspect of maintaining a loyal customer base and driving long-term profitability. 

Numerous strategies can be employed to enhance customer retention, and here are some 

commonly used approaches: 

{2.7.1} Personalized Communication:  

Engaging with customers on a personal level can foster a sense of connection and loyalty. This 

includes personalized emails, targeted offers, and relevant product recommendations. By 

leveraging customer data and segmentation, businesses can tailor their communications to meet 

individual customer needs (Fournier & Lee, 2009). 

{2.7.2} Loyalty Programs:  

Implementing loyalty programs can incentivize customers to continue purchasing from a 

particular business. These programs often involve offering rewards, discounts, exclusive access, 

or points that customers can accumulate and redeem for future benefits (Reinartz & Kumar, 

2003). 

{2.7.3}Exceptional Customer Service:  

Providing exceptional customer service can significantly impact customer retention. This 

involves promptly addressing customer concerns, being responsive to inquiries, and offering 

post-purchase support. A positive customer service experience can enhance customer satisfaction 

and loyalty (Heskett et al., 1994). 

{2.7.4} Continuous Value Delivery:  
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Ensuring that customers perceive ongoing value in a product or service is crucial for retention. 

This can be achieved by regularly enhancing product features, providing regular updates, and 

offering additional services that align with customer needs and preferences (Rust et al., 2000). 

{2.7.5} Building Customer Relationships:  

Establishing strong relationships with customers can foster loyalty. This can be accomplished 

through personalized interactions, proactive engagement, and maintaining a customer-centric 

approach. Building rapport and trust with customers can significantly impact their decision to 

continue doing business with a company (Morgan & Hunt, 1994). These strategies can be 

tailored and combined based on the specific industry, target audience, and business objectives. 

Additionally, leveraging customer feedback, conducting satisfaction surveys, and analyzing 

customer data can further inform and optimize these retention strategies. 

Responding promptly to customer concerns and providing effective solutions can enhance 

customer satisfaction and increase retention rates. The thriving e-commerce sector has 

significantly reshaped consumer behavior within the fashion industry. In this review, we explore 

the relationship between customer retention and e-commerce fashion businesses in the UK. 

Understanding this relationship is crucial for fashion retailers seeking to enhance their long-term 

success and competitive advantage. In the digital era, e-commerce platforms have become 

essential for fashion businesses to attract and retain customers (Wang et al, 2016). Several 

factors influence customer retention in e-commerce fashion businesses in the UK. Research 

suggests that customer satisfaction, trust, product quality, website usability, and customer service 

are pivotal factors affecting customer retention (Wang et al., 2018; Wahyuni et al., 2020). 

Additionally, personalized experiences, social media engagement, and brand image are also 

influential drivers (Blasco-Arcas et al, 2016). Customer retention has numerous benefits for e-

commerce fashion businesses in the UK. Higher customer retention rates lead to reduced 

marketing costs, increased customer lifetime value, and positive word-of-mouth 

recommendations (Wang et al, 2016). Moreover, loyal customers tend to spend more, contribute 

to the brand's reputation, and act as brand advocates (Kumar and Reinartz, 2016). Despite the 

advantages, e-commerce fashion businesses in the UK face unique challenges in retaining 

customers. High competition, rapidly changing consumer trends, price sensitivity, and lack of 

physical interaction pose significant challenges to customer retention (Rai and Srivastava, 2012). 

Various strategies can be employed to enhance customer retention in e-commerce fashion 

businesses. Personalization through data analytics, loyalty programs, superior customer service, 

and omnichannel integration are effective approaches (Shi et al, 2020). Technological 

advancements have revolutionized customer retention in e-commerce fashion businesses in the 

UK. Chatbots, virtual reality (VR), augmented reality (AR), and artificial intelligence (AI) 

contribute to personalized experiences, enhance website usability, and improve customer 

satisfaction (Mnyakin, 2020). Several case studies have explored customer retention strategies in 

the e-commerce fashion business sector in the UK. For instance, ASOS, a leading online fashion 

retailer, focuses on customer engagement through social media, personalized recommendations, 
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and hassle-free returns to retain customers (Merritt and Zhao, 2020). Another case study 

examines the success of Boohoo, which leverages fast fashion and targeted marketing to enhance 

customer retention ( Hatley, 2021). 

 

{2.8} Elements of Customer Behavior for Customer Retention 

{2.8.1} Psychological Influences: 

Psychological influences focus on individual characteristics that affect customer behavior. These 

factors can include perception, motivation, learning, attitudes, and personality. According to 

Kotler and Keller (2016), perception is crucial as customers' interpretation of a product or service 

plays a vital role in their decision-making process. Brands need to manage customers' 

perceptions and ensure they are aligned with their offering. Motivation is another essential 

psychological influence. Customers' motivation to retain or continue using a particular product or 

service can be intrinsic, such as self-achievement or personal satisfaction, or extrinsic, such as 

rewards and recognition (Kotler and Keller, 2016). Understanding customers' motivations can 

help companies tailor their retention strategies accordingly. Attitudes and beliefs also impact 

customer behavior. According to (Schiffman and Wisenblit, 2015), customer retention can be 

influenced by positive or negative attitudes formed towards a brand. Effective customer 

relationship management (CRM) programs can help alter customers' negative attitudes and 

enhance their loyalty towards the brand. 

{2.8.2} Sociological Influences: 

Sociological influences highlight the impact of social groups, family, culture, and reference 

groups on customer behavior. Family and social relationships can significantly influence 

customer retention. According to (Sahay and Sharma, 2010), family members' positive 

experiences with a brand can enhance emotional attachment and loyalty to the brand, leading to 

repeat purchases and long-term customer retention. Reference groups are another important 

sociological influence. Customers tend to seek advice from reference groups, such as friends, 

colleagues, or online communities, to make informed decisions (Solomon, 2013). Positive word-

of-mouth from these groups can significantly contribute to customer retention. 

{2.8.3} Personal Influences: 

Personal factors, such as age, gender, occupation, lifestyle, and economic status, can also impact 

customer behavior and, consequently, retention. For example, research by (Jeong, 2022 ) found 

that younger customers are more likely to switch brands, while older customers are more likely 

to stay loyal. Additionally, economic factors, such as income levels and price sensitivity, 

influence customer behavior. Companies need to consider customers' financial situations and 

tailor their retention strategies accordingly (Kotler and Keller, 2016). 
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{2.8.4} Environmental Influences: 

Environmental influences refer to the broader context in which the customer operates. These 

factors include cultural, social, technological, and economic forces. Cultural forces, such as 

values, beliefs, and customs, influence customer retention as customers tend to be loyal to brands 

that align with their cultural preferences. Technological advancements are another environmental 

influence. As technology evolves, customers have access to various channels and platforms, 

making it essential for companies to adopt omni-channel strategies to retain customers (Bennett  

and El Azhari, 2015). 

{2.8.5} Situational Influences: 

Situational influences refer to factors specific to a particular purchase or usage occasion that 

affect customer behavior. These factors include time constraints, physical surroundings, and the 

purpose of the purchase (Solomon, 2013). For example, customers may have different retention 

behaviors when purchasing a product for personal use compared to a gift for someone else. 

 

{2.9} Benchmarking in Customer Retention 

Benchmarking, as a strategic management tool, plays a crucial role in helping organizations 

compare their performance against industry leaders and identify areas for improvement in 

customer retention. This essay aims to discuss the concept of benchmarking in customer 

retention and its importance, supported with relevant references in Harvard style. Customer 

retention refers to the ability of an organization to retain its existing customers over a specific 

period. It involves the development and implementation of strategies to enhance loyalty, reduce 

customer churn, and increase the lifetime value of customers (Blut et al., 2018). Benchmarking, 

on the other hand, involves the systematic process of measuring an organization's performance 

against its competitors or industry leaders (Camp, 1989). Benchmarking is a valuable tool for 

organizations aiming to improve their customer retention strategies. By comparing their 

performance metrics - such as customer satisfaction, loyalty, repeat purchase rate, and customer 

churn rate - with industry benchmarks, organizations can identify best practices and areas of 

improvement (Baashar et al, 2020). This process helps in setting realistic goals, formulating 

effective strategies, and allocating resources efficiently to enhance customer retention efforts 

(Casadesus-Masanell & Ricart, 2010). One significant benefit of benchmarking is the 

identification of industry and market standards. By analyzing industry leaders' practices, 

organizations can gain insights into successful retention strategies and identify potential gaps in 

their own performance (Roberts et al, 2003). 

For example, a study by Gupta and Zeithaml (2006) found that benchmarking customer 

satisfaction and loyalty metrics against industry leaders revealed areas where an organization 

was underperforming, thus enabling it to devise targeted improvement initiatives. Additionally, 



28 
 

benchmarking facilitates learning and knowledge sharing among organizations within the same 

industry. Collaboration and knowledge transfer occur when organizations study and adopt best 

practices from industry leaders (Wernerfelt, 1984). According to a study by (Yasin, 2002), 

benchmarking practices in customer retention led to knowledge transfer between organizations, 

resulting in the adoption of successful strategies and the development of innovative approaches 

to enhance customer retention. Benchmarking in customer retention also provides a basis for 

setting performance targets. By comparing their performance against industry benchmarks, 

organizations can establish realistic and achievable goals for customer satisfaction, retention 

rates, and customer lifetime value (Zhang, 2011). A study by (Doyle, 2001) emphasized the 

significance of benchmarking in setting clear objectives and tracking progress in customer 

retention initiatives, enabling organizations to continually improve their performance. 

 

{2.10} Theoretical Framework 

{2.10.1} Relationship Marketing Theory: 

Relationship Marketing Theory focuses on building and maintaining long-term customer 

relationships (Gronroos, C., 1990). The theory emphasizes the importance of customer retention 

and loyalty through personalized interactions and continuous communication. In the context of e-

commerce fashion business, Primark could adopt relationship marketing techniques such as 

personalized email marketing, loyalty programs, and customer segmentation based on purchasing 

patterns and preferences. This theory suggests that providing a personalized and memorable 

experience to customers can enhance their loyalty and ultimately contribute to retaining them. 

(Gronroos, 1990) suggests that personalized interactions and communication are key to building 

and maintaining customer relationships. Factors such as targeted email marketing campaigns, 

personalized recommendations based on purchase history, and tailored promotions can enhance 

customer retention in the e-commerce fashion industry (Gronroos, 1990). By offering loyalty 

programs that provide rewards, discounts, or exclusive access to events, Primark can incentivize 

customers to stay loyal to their brand and make repeat purchases (Gronroos, 1990). 

{2.10.2} Technology Acceptance Model (TAM): 

The Technology Acceptance Model examines how customers adopt and accept new technologies 

(Davis, 1989). In the case of e-commerce fashion businesses, the TAM can be relevant in 

understanding customers' intention to use and keep using an online platform. Primark needs to 

ensure that its e-commerce platform is user-friendly, visually appealing, and offers seamless 

navigation and purchasing experiences. By aligning the TAM principles, such as perceived 

usefulness and ease of use, Primark can increase customer satisfaction, leading to higher 

retention rates. Davis (1989) argues that the perceived ease of use of a technology significantly 

influences customer acceptance. A well-designed, intuitive, and visually appealing e-commerce 

platform that offers seamless navigation and checkout processes can increase customer 
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satisfaction and retention. Primark should focus on ensuring that their website is optimized for 

mobile devices, as a growing number of customers prefer to shop via their smartphones (Davis, 

1989). Building trust is crucial in the e-commerce fashion business. Providing secure payment 

options and prominently displaying security certifications on the website can alleviate customer 

concerns regarding online transactions and encourage them to use Primark's e-commerce 

platform (Davis, 1989). 

{2.10.3} Expectation-Confirmation Model (ECM): 

The Expectation-Confirmation Model explains customer satisfaction and retention by examining 

whether customers' expectations are met or exceeded after engaging in a purchase or service 

(Oliver, 1980). In the e-commerce fashion business, it is crucial for Primark to manage 

customers' pre-purchase expectations accurately through clear product descriptions, images, and 

user reviews. Moreover, Primark can focus on offering exceptional customer service, on-time 

delivery, hassle-free return policies, and personalized recommendations to meet or exceed 

customers' post-purchase expectations. Aligning with the ECM can enhance customer 

satisfaction, lead to positive confirmation of expectations, and create customer loyalty. Oliver 

(1980) emphasizes that meeting customers' expectations starts with providing accurate and 

detailed product descriptions and high-quality images. Primark should ensure that their online 

platform displays product information, such as materials used, sizing options, and color 

variations in a clear and concise manner. Additionally, incorporating customer-generated photos 

or reviews can provide additional confirmation of product quality (Oliver, 1980). Resolving 

customer queries promptly and providing hassle-free returns and exchanges contribute to 

customer satisfaction and meeting expectations. Primark can invest in improving customer 

service by offering live chat support, clear communication channels, and proactive resolution of 

issues (Oliver, 1980).  

{2.11}Critique of the Theoretical Frameworks 

The relationship marketing theory is an important concept in the field of marketing, focusing on 

building and maintaining long-term relationships with customers. This theory emphasizes the 

importance of developing strong relationships with customers, as it can lead to customer loyalty, 

increased customer satisfaction, and repeated purchases. However, while the relationship 

marketing theory has garnered significant attention and support, it is not without its critiques. 

One critique of the relationship marketing theory is its overemphasis on customer relationships at 

the expense of other important marketing factors. According to Gronroos (1997), the relationship 

marketing theory places too much emphasis on customer relationships and fails to consider other 

crucial aspects such as product quality and price. This can be problematic, as customers might 

prioritize other factors, such as price, over relationship-building efforts. Moreover, some scholars 

argue that the relationship marketing theory overly simplifies the dynamics of customer 

relationships. (Fournier, 1998) suggests that relationships are complex and cannot be reduced to 

a simple framework. She argues that the theory's focus on the loyal customer base fails to 
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account for the reality that individuals often have multiple relationships with various brands and 

products. (Gummesson, 2002) highlights that the theory may be more suited for service 

industries, where interactions with customers are more frequent and personalized, compared to 

industries with lower customer interactions, such as manufacturing. This presents a challenge for 

its universal applicability in all marketing contexts. 

One critique of the Technology Acceptance Model is its limited focus on user perceptions and 

attitudes, neglecting other important factors that influence technology acceptance. (Venkatesh 

and Davis, 2000) argue that TAM does not fully account for social influence, facilitating 

conditions, and individual characteristics, which can significantly impact technology acceptance. 

Moreover, some critics argue that TAM overlooks the dynamic nature of technology acceptance. 

(Bagozzi, 2007) suggests that TAM falls short in capturing the influence of changing contextual 

factors and user experiences over time. As technology consistently evolves, users' perceptions 

and attitudes may also change, rendering TAM less comprehensive in explaining technology 

acceptance in dynamic environments. Additionally, TAM has been criticized for its lack of 

cross-cultural validity. Some studies have found that the model's effectiveness in predicting 

technology acceptance may vary across cultures, indicating the need for culture-specific 

adjustments to the model (Venkatesh et al., 2003). 

The Expectation-Confirmation Model (ECM) is a theoretical framework that explains post-

adoption user satisfaction and continued use of technology. According to the model, user 

satisfaction is influenced by the confirmation of expectations developed during the pre-adoption 

stage. While ECM has gained attention in the field of information systems, it is not without 

limitations. One critique of ECM is its focus on confirmation of expectations without adequately 

considering other influential factors. (Limayem et al, 2007) argue that the model fails to 

comprehensively address the impact of other factors, such as system performance, perceived 

usefulness, and social influence, on user satisfaction and continued use of technology. 

Furthermore, ECM may oversimplify the complexities of user satisfaction and continued use. 

(Bhattacherjee, 2001) argues that the model assumes a linear relationship between expectations, 

confirmation, and satisfaction, which may not always hold true. Users' satisfaction and continued 

use can be influenced by multiple factors beyond expectations confirmation, such as system 

adaptability and user experience. Moreover, some scholars have questioned the generalizability 

of ECM across different contexts. 
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CHAPTER THREE 

 RESEARCH  METHODOLOGY 

 

Primary data collection is crucial in the research design of the Analysis of Customer Retention 

Strategies in e-commerce Fashion business in the UK using Primark as a case study because it 

allows the researcher to gather firsthand information specific to the research objectives. In the 

case of analyzing customer retention strategies in the e-commerce fashion business of Primark, 

primary data collection enables researchers to obtain data directly from customer and providing 

valuable insights into the actual practices and perceptions regarding customer retention. 

{3.1} Research Design 

{3.1.1} Survey Design: 

The design of the online survey is clear and easy to understand, with well-defined objectives and 

measurable variables (Dillman et al, 2014). Questions are structured and used appropriate 

response formats (e.g., multiple choice, Likert scale). Care was also taken to avoid biased or 

leading questions that may influence participants' responses. Conducting surveys among 

Primark's existing customers and potential target markets would be beneficial in understanding 

their preferences, attitudes, and satisfaction levels. Surveys can be distributed online or in-store, 

allowing for a large sample size and the ability to collect data efficiently. 

{3.1.2} Participant Recruitment: 

Recruitment strategies should aim for diverse and representative samples to ensure 

generalizability of the findings (Emanuel et al, 2000). Utilizing existing online platforms, social 

media advertisements, or email invitations to targeted populations can facilitate participant 

recruitment. The research provided a clear explanation of the purpose and scope of the study to 

potential participants. 

{3.1.3} Informed Consent: 

Obtaining informed consent is a critical ethical consideration. Participants should be fully 

informed about the purpose, risks, benefits, and confidentiality of their participation (Saeed et al, 

2003). In online surveys, this can be achieved by using an introductory page or consent form that 

explains these aspects before participants proceed to the survey. Participants should have the 

option to withdraw from the survey at any time without negative consequences. 
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{3.1.4} Data Security: 

Ensuring the security and confidentiality of participants' data is crucial. Online survey platforms 

were chosen wisely, ensuring they provide secure data storage and transmission. Anonymization 

and encryption were used as data protection methods. Researcher also clearly communicate how 

participants' data will be stored, used, and protected. 

{3.1.5} Observations:  

Observing customer behavior and experiences, both in-store and online can offer valuable 

insights into the effectiveness of existing customer retention strategies. By observing how 

customers interact with Primark's e-commerce platform, how they navigate the website, and their 

overall satisfaction levels, researchers can better assess the strengths and weaknesses of the 

company's approach. 

{3.2} Data Collection 

Primary data was collected from Primak’s existing and new customers in form of questionnaires, 

other secondary academic sources such as peer-reviewed journals, books, website evaluation, 

and research reports will also be taken into consideration. Industry reports and statistics will be 

obtained from credible sources, such as the Office for National Statistics (ONS) and industry 

associations. 

{3.3} Data Analysis 

{3.3.1} Descriptive Statistics:  

Descriptive statistics provide a summary of the main characteristics of the collected data (Field, 

2013). Measures such as mean, median, mode, standard deviation, and range was computed to 

understand the central tendency, dispersion, and distribution of the data. This method is useful 

when dealing with numerical data, and useful tools in this research is Qualtrics and SPSS. 

{3.3.2} Inferential Statistics:  

Inferential statistics involve making inferences and generalizations from a sample data to a larger 

population (Pallant, 2020). Techniques like hypothesis testing, chi-square tests, t-tests, and 

regression analysis allow researchers to examine relationships, differences, and associations 

between variables. This method is particularly helpful when the aim is to draw conclusions about 

a wider population based on a representative sample, useful tools used in this research are 

Qualtrics and SPSS. 
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{3.4} Sampling 

The study will focus on the relationship between Primark’s customer retention strategies and the 

customers. A purposive sampling technique will be employed to select existing and new 

customers of Primark and industry reports that specifically relate to e-commerce and customer 

retention in the UK fashion business. 

{3.5} Research Philosophy 

This approach will allow for a comprehensive study that incorporates both quantitative and 

qualitative methods, providing a deeper understanding of the topic. 

{3.5.1} Positivism Philosophy: 

Positivism focuses on the objective reality, laws, and principles that govern society. 

For this research, a positivist philosophy will help to achieve the following objectives: 

a) To identify and analyze the customer retention strategies employed by Primark in the UK e-

commerce fashion market. 

b) To evaluate the effectiveness of these strategies in retaining customers. 

The positivist approach will enable the collection of quantitative data, conducting surveys, and 

measurable observations to measure the success and impact of various customer retention 

strategies employed by Primark (Bell et al, 2022). 

{3.5.2} Interpretivism Philosophy: 

Interpretivism emphasizes the subjective interpretation of reality and the importance of 

understanding human behavior through their experiences and perspectives (Suders et al, 2009). 

For this research, adopting an interpretivist philosophy will help achieve the following 

objectives: 

a) To understand customers' perceptions and experiences with Primark's e-commerce fashion 

business. 

b) To explore the reasons behind customer retention or switch decisions. 

An interpretivist approach will enable the collection of quantitative data through online surveys, 

focus groups, and case studies to gain insights into customers' experiences and perspectives 

regarding Primark's e-commerce fashion strategies. 
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{3.6} Ethical Considerations 

This study adhered strictly to ethical considerations by properly referencing and citing all 

sources used. Permission will be sought if any copyrighted material is included in the research. 

In primary data collection, it is essential to obtain informed consent from participants. This 

involves providing clear information about the study's purpose, potential risks and benefits, and 

the participant's rights to withdraw at any time without consequences (British Sociological 

Association, 2017). This survey ensured that participants have a genuine understanding of their 

voluntary participation and the use of their data. Additionally, ethical guidelines require 

anonymity and confidentiality  (AoIR, 2012). This research ensured that participants' personal 

information, including names and contact details, are kept confidential and not shared without 

consent. Pseudonyms and code numbers were used to ensure anonymity when analyzing and 

reporting the data. In terms of secondary data collection, ethical considerations involve 

respecting copyright laws and intellectual property rights (AoIR, 2012) . This research 

appropriately cited and referenced all sources and obtained necessary permissions when using 

copyrighted materials. This research was cautious about using sensitive or confidential 

information from secondary sources, ensuring that it is obtained in an ethical and legal manner. 

 

{3.7} Limitations 

The study of customer retention strategies in the e-commerce fashion business, specifically 

focusing on Primark in the UK, is likely to face several constraints and limitations. These 

limitations should be acknowledged and addressed to ensure the validity and reliability of the 

research findings. Here are some key constraints or limitations that may arise: Limited 

generalizability, accessibility and availability of data, time constraint, subjectivity and bias, 

ethical considerations, and limited scope. To mitigate these constraints and limitations, this 

research clearly acknowledge them in the study and employ appropriate research methodologies, 

such as triangulation of data sources, rigorous data analysis techniques, and critical interpretation 

of findings. Additionally, a comparative analysis with other e-commerce fashion businesses or a 

longitudinal study can help provide a more comprehensive understanding of customer retention 

strategies in the UK. 
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CHAPTER FOUR 

4.0 Analysis and Discussions 

 

Table 1. Case processing summary 

 

Cronbach analysis reveals the case-processing summary of the survey responses to determine the 

reliability of the survey as seen in Table 1. The item statistics is presented in the appendices 

category of this research. 

Demographic Questions 

Table 2. Percentage Distribution Based on Gender 

 

Using percentage, the online survey through our distribution of questionnaires recorded gender 

proportions as indicated in Table 2. The survey recorded a total number of 88 respondents, 
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36.4% of which were male respondents, 58.0% were female, 3.4% non-binary, and 2.3% other 

respondents that preferred not to disclose their gender identity. 

Table 3. Percentage Distribution Based on Age 

 

The age distribution of respondents in Table 3 indicates that 9.1% of the survey population are 

within the age range of 18-25, 51.1% of the survey population are within the age range of 26-35, 

30.7% of the survey population are within the age range of 36-45, while 9.1% of the survey 

population are 45 years and above. 

Table 4. Percentage Distribution Based on Nationality 

 

Using percentage, 28.4% of the survey population are of the English origin, 5.7% are Welsh, 

9.1% are Scottish, and 56.8% of the survey population are from other nationalities but are 

resident within the UK. 

Table 5. Percentage Distribution Based on Shopping on Primark’s Online Store 

 

By percentage 79.5% of the survey population indicated that they have had at one time or the 

other shopped on Primark’s online store. 20.5% indicated that they have not. However, the target 

population on which this research is based is directly related to that survey population that 

indicated that they have shopped on Primark’s online store as shown in table 5. 

Table 6. Percentage Distribution based on how Often Respondents shop on Primark’s 

Online Store 
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Table 7. Cronbach Analysis implementation 

 

Still on reliability testing, Table 7 shows Cronbach Analysis implementation of the survey 

population and responses. A detailed statistical analysis is represented in the Appendices 

category of this research. 

Table 8. Cronbach Analysis Utilization 
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Table 8 above shows data utilization with Cronbach. The item statistics is displayed in the 

appendices section of this research. 

Table 9. Percentage Distribution of Respondents Based on Customer Satisfaction 

 

Source: SPSS Data 
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From the information in Table 9, 44.3% of the respondents agree to being satisfied with the 

overall online shopping experience at Primark. The implication of this information is that a good 

percentage of customers are familiar with Primark’s e-commerce presence and have engaged 

with the website navigation and online purchases. 

Table 10. Percentage Distribution of Respondents Based on Customer Satisfaction 

 

From the data presented in Table 10, a total of 42.1% of the respondents showed strong signs of 

referral and agreed to the possibility of recommending Primark’s online store to others. 

Table 11. Percentage Distribution of Respondents Based on Primark’s Products 

Availability 

 

On customer satisfaction, Table 11 shows that 51.1% of respondents experience a reasonable 

percentage of satisfaction with Primark’s range of products available on its online platform. 

Other Tables that reveal customer satisfaction with Primark’s e-commerce fashion business are 

included in the Appendices of this research. 
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Table 12. Percentage Distribution of Respondents Based on Primark’s Website 

 

Using the information in Table 12, respondents expressed how they perceive Primark’s website 

usability in terms of friendliness and navigation. While 38.3% of the respondent agreed to being 

satisfied with Primark’s website usability, 27.2% of respondents disagreed with satisfaction of 

Primark website user-friendliness and navigation, and 13.6% neither agreed nor disagreed. Other 

percentage distribution in relation to customer satisfaction can be found in the Appendices of this 

research. 

Table 13. Percentage Distribution of Respondents Based on Product Recommendations and 

Targeted Campaigns 
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Table 13 Shows responses on customers’ continuous patronage after receiving personalized 

product recommendations and targeted marketing campaigns. 45.2% of the respondents agree to 

the likelihood of continuous shopping after Primark’s implementation of personalized product 

recommendations, 29.6% have noticed improvements in their shopping experience with Primark 

since the implementation of personalized product recommendations. 43.2% agreed that 

Primark’s targeted marketing campaigns are relevant to their fashion preferences, 54.5% of the 

respondents are likely to make a purchase based on targeted marketing campaigns from Primark, 

and 42.1% of the respondents are satisfied with Primark’s implementation of personalized 

product recommendations and targeted marketing campaigns. Other percentage distribution 

based on Primark’s implementation of personalized product recommendation and targeted 

marketing campaigns are presented in the Appendices of this research. 

Table 14. Percentage Distribution of Respondents Based on Utilization of Data Analytics 

and Technology-driven Strategies 
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Table 14 shows the percentage distribution of respondents based on how they feel about 

Primark’s utilization of data analytics and technology-driven strategies to satisfy customer 

demands and improve customer retention. From the information in Table 14, 17% of the 

respondents do not have any awareness of Primark’s utilization of data analytics and technology-

driven strategies, 23% do not have a very good awareness of Primark’s utilization of technology-

driven strategies. 70.4% of the respondents confirm that data analytics and technology-driven 

strategies can lead to improved customer retention rates in the UK e-commerce fashion industry. 

77.1% of the respondents confirmed that they would continue shopping with a brand that uses 

data analytics and technology-driven strategies. 73.9% of the respondents expressed how 

important it is for an e-commerce fashion brand to utilize data analytics and technology-driven 

strategies to improve customer retention rates. However, a good percentage of the respondents 

are not sure if they have experienced better customer retention rates with Primark compared to 

other e-commerce fashion brands. Other Tables of percentage distribution based on Primark’s 

implementation of data analytics and technology-driven strategies are presented in the 

Appendices of this research. 

{4.1} Findings and Observations 

The Inter-item Correlation Matrix presented in the Appendices of this research shows that a 

reasonable level of relationship exists between Customer Satisfaction, Customer retention and 

Primark’s implementation of data analytics and technology-driven strategies in the e-commerce 
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fashion industry. The modern day is characterized with innovations and technology have 

converted the world into a global village, it is in this regard that customers would readily prefer 

to get inclined with new trends in innovation and technology in their purchase decision making.  

However, respondents’ text responses to the issues or difficulties they experienced while 

shopping on Primark’s website is provided in the Appendices of this research. The respondents 

during the online survey were provided an opportunity through text input to express any issue or 

difficulty they encountered while shopping on Primark’s website. Some respondents were very 

particular about the checkout options on Primark’s website; Primark’s website for online 

purchase is not well equipped to provide checkout options after adding products to cart and 

making payments. Other respondents also expressed worries over the inability of Primark to 

render deliver service, many respondents added that after adding products to cart and making 

payments, they would still need to go to the offline store (Physical Store) to pick up the orders 

they made online. Other respondents observed that Primark’s landing page is not easy to 

navigate and lacks visual appeal. 

{4.2} Primark’s Customer Retention Strategies in E-commerce Fashion 

Business 

Primark is a well-known fashion retailer that has gained popularity for its affordable clothing and 

fast-fashion business model. However, the company has been slow in adopting e-commerce 

strategies compared to its competitors.  

Late adoption of online retail: Primark has been criticized for its late entry into the e-commerce 

market. While competitors like Zara, Decathlon, and H&M have successfully established online 

platforms, Primark only recently launched its first e-commerce website in 2020. This has 

resulted in missed opportunities to capitalize on the growing trend of online shopping. 

{4.2.1} Focus on in-store experience:  

Primark has traditionally prioritized the in-store experience, offering a wide range of products at 

low prices in large physical stores, the company believes this strategy differentiates them from 

online retailers. However, the rise of online shopping and changes in consumer behavior have led 

to a decline in foot traffic at physical stores. 

{4.2.2} Digitizing customer engagement: To adapt to changing consumer habits, Primark has 

started to leverage digital technologies to enhance customer engagement. They have created a 

mobile app that allows customers to browse products, locate stores, and find product availability. 

This approach seeks to close the gap between offline and online shopping. 
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{4.2.3} Social media presence:  

Primark has built a strong social media presence to engage with their target audience. They 

actively use platforms like Instagram, Facebook, and Twitter to promote their products and 

communicate with customers. However, social media engagement alone may not compensate for 

the lack of a robust e-commerce platform. 

Primark is a well-established fast-fashion retailer renowned for its affordable clothing and 

accessories. In recent years, Primark UK has implemented a click and collect strategy as part of 

its omnichannel retail approach. 

{4.2.4} Click and Collect Strategy: 

The click and collect strategy enables customers to select and purchase products online, 

subsequently collecting them from a physical Primark store. Primark UK introduced this 

initiative to adapt to changing shopping preferences, improve customer convenience, and 

enhance customer experience. Primark UK's click and collect strategy enables customers to 

avoid long queues, saves them time when purchasing their desired products, and eliminates the 

possibility of goods return from customers as a result of unmatched preferences. They can collect 

their orders at a convenient time and location, eliminating the need for home delivery. By 

offering click and collect, Primark UK offers customers greater flexibility and convenience, 

leading to increased satisfaction. Shoppers can enjoy the benefits of online shopping, such as 

access to a broader range of products, while still experiencing the tactile and immersive aspects 

of the in-store shopping experience. 

{4.3}Critique of Primark's E-commerce Strategies 

Primark's late adoption of e-commerce has put them at a competitive disadvantage. As more 

customers shift towards online shopping, Primark's lack of a robust e-commerce platform hinders 

their ability to reach a broader audience. It also limits their potential to capitalize on impulse 

purchases and take advantage of international markets. 

Providing an online shopping platform would enhance customer convenience by allowing them 

to browse and purchase products from the comfort of their homes. Primark's limited online 

presence restricts customers' access to their products, which can be inconvenient and frustrating, 

especially in today's fast-paced digital world. 

Adaptation to changing retail landscape: The COVID-19 pandemic has accelerated the shift 

towards e-commerce, making it more crucial for retailers to establish a robust online presence. 

Primark's reliance on physical stores may limit their ability to adapt to changing consumer 

preferences and behavior. Investing in e-commerce would allow them to diversify their revenue 

streams and mitigate the risks associated with solely relying on brick-and-mortar stores. 

Primark's e-commerce strategies, or rather the lack thereof, have placed them at a competitive 
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disadvantage in the evolving retail landscape. While their focus on the in-store experience and 

digital engagement through social media have some merits, a stronger investment in e-commerce 

would enable Primark to better meet customer demands, increase convenience, and remain 

competitive with its rivals. 

{4.4} Challenges and Limitations of Primark UK's Click and Collect Strategy 

Primark's click and collect strategy is hindered by the fact that the majority of its inventory is not 

available for online purchase. This limitation may discourage customers who prefer the 

convenience of online shopping and deter them from opting for click and collect. Primark UK's 

click and collect service is subject to availability, as some stores do not offer this option. Limited 

availability may limit the adoption of the click and collect strategy among potential customers, 

affecting its effectiveness. In addition, Primark UK faces fierce competition from online fashion 

retailers that have established seamless click and collect services, extensive product ranges, and 

superior digital experiences. The company must constantly improve its strategy to remain 

competitive. 

Primark UK's click and collect strategy has undoubtedly contributed to enhancing customer 

convenience and experience. However, its effectiveness may be limited due to the challenges 

outlined above. In comparison to online-focused competitors, Primark's click and collect may not 

offer the same level of convenience and product range. To overcome these limitations, Primark 

should consider expanding its online product range and increasing the availability of the click 

and collect service across stores. Furthermore, investing in technology and digital infrastructure 

will enable Primark to offer a seamless and user-friendly online shopping experience. 

Primark UK's click and collect strategy has undoubtedly created convenience for customers and 

enhanced their experience by blending online and in-store shopping. However, limitations such 

as limited online product range, inconsistent availability, and competition from online retailers 

may hinder its effectiveness. Therefore, continuous improvement and adaptation are necessary 

for Primark UK to maintain competitiveness in the evolving retail landscape. 
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CHAPTER FIVE 

     RECOMMENDATIONS AND CONCLUSION 

 

In recent years, the growth of e-commerce has revolutionized the retail industry. E-commerce 

businesses have gained momentum by providing convenience, accessibility, and a wide range of 

products. One crucial element that significantly contributes to the success of an e-commerce 

business is the implementation of delivery service options. To improve customer satisfaction 

through the inclusion of a delivery service option to Primark UK's e-commerce and customers' 

online purchases, the following steps can be taken: 

{5.0.1} Collaborate with established delivery service providers:  

Primark UK can partner with reputable delivery service providers that have a wide network and 

experience in handling e-commerce deliveries (Delfmann et al, 2002). This will ensure quick and 

efficient delivery to customers. Primark UK should offer customers multiple delivery options to 

cater to their preferences. These could include standard delivery, next-day delivery, or specific 

delivery slots. 

{5.0.2} Transparent and convenient tracking system:  

Primark should implement a user-friendly tracking system that allows customers to track their 

orders at every stage of the delivery process. This will provide visibility and build trust with 

customers (Huang and Ha, 2020). Efficient order processing and dispatch streamlines the order 

fulfillment process to ensure speedy processing and dispatch, minimize delays, and keep 

customers informed about any potential delays or issues that may affect delivery times (Huang et 

al, 2009). 

{5.0.3} Packaging and presentation:  

Primark should pay attention to packaging and presentation to enhance the customer experience, 

ensure that products are properly protected during transit and arrive in a good condition 

(Delfmann et al, 2002). Primark should consider offering free delivery for orders above a certain 

value or reducing delivery charges to incentivize customers to make online purchases. Primark 

should simplify the return and exchange process for online purchases, provide clear instructions 

and options for customers to return products if needed, including both online and store returns.  

{5.0.4} Dedicated customer support:  

Primark should have a robust customer support team that can promptly address any queries or 

issues related to the delivery service, provide various contact options like chat support, email, or 

phone to cater to different customer preferences (Delfmann et al, 2002). Primark should request 
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customer feedback, encourage customers to provide feedback on their delivery experience 

through surveys or ratings (Frost and Strauss, 2016). This will help identify areas for 

improvement and allow Primark UK to continuously enhance its delivery service. The brand 

should continuously assess the efficiency of the delivery service and make necessary 

improvements based on customer feedback and evolving industry practices, and keep up with 

market trends and technological advancements to stay ahead in the competitive e-commerce 

landscape. By implementing these steps, Primark UK can enhance its e-commerce platform and 

provide a smooth and satisfactory delivery experience for its customers, which will ultimately 

lead to increased customer satisfaction.  

On website visibility and appeal, Primark UK can improve its website appeal to reduce bounce 

rates and foster customer retention for online shopping. Through enhance website design and 

user experience, Primark UK should focus on improving its website design and user experience 

to attract and engage customers. A study by (Kim and Niehm, 2009) found that an aesthetically 

pleasing design positively influences users' attitudes and intentions to stay on a website. Primark 

should aim for a clean and modern design, intuitive navigation, and fast-loading pages to 

enhance user experience and reduce bounce rates. An A/B testing might give Primark insights on 

what the customers would like to see. 

{5.0.5} Improve Website Loading Speed:  

Slow-loading websites often lead to higher bounce rates as users tend to lose patience. Primark 

should invest in optimizing its website loading speed. A study by (Xun, 2015) found that users 

are more likely to abandon a website if it takes more than 4 seconds to load. Primark can achieve 

this by optimizing images, reducing server response time, and leveraging caching techniques. 

{5.0.6} Personalize Product Recommendations:  

Customer retention is crucial for e-commerce fashion businesses, as it directly impacts brand 

loyalty and profitability. One effective e-commerce strategy that Primark can implement is 

personalized product recommendations (Chaffey, 2016). By leveraging customer data, such as 

browsing history, past purchases, and preferences, Primark can offer tailored suggestions that 

align with each individual customer's style, size, and preferences. This personalized approach 

enhances the customer shopping experience and fosters brand loyalty. Primark can employ 

personalized product recommendation systems to enhance customer retention. Tailoring 

recommendations to customers' preferences and past purchase history has been shown to 

increase customer satisfaction and loyalty. A study by (Dabholkar and Sheng, 2012) found that 

personalized product recommendations significantly influence customer repurchase intention. 

{5.0.7} Provide Easy and Secure Checkout Process:  

Primark should ensure a seamless and secure checkout process to retain customers. A study by 

(Tosun and Sezgin, 2021) suggests that a simplified checkout process positively impacts 
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repurchase intention. Primark can implement features like guest checkout, simplified forms, and 

multiple payment options to minimize friction during the checkout process (Frost and Strauss, 

2016). By implementing these recommendations, Primark UK can improve its website appeal, 

reduce bounce rates, and foster customer retention for online shopping. 

{5.0.8} Loyalty Programs:  

Implementing a loyalty program can incentivize customers to remain loyal to Primark (Frost and 

Strauss, 2016). By offering exclusive discounts, rewards, or early access to new collections, 

Primark can build a sense of exclusivity and provide added value to its loyal customer base. This 

strategy encourages repeat purchases and strengthens the bond between the brand and its 

customers (Chaffey, 2016). Effective delivery service options contribute to building trust and 

loyalty among customers. For instance, according to Loebbecke and Picot (2015), providing 

reliable delivery services not only ensures customer satisfaction but also helps to establish a 

positive brand image. Loyal customers tend to trust the business's ability to fulfill their orders 

promptly and reliably (Miao et al, 2022). 

{5.0.9} Social Media Engagement:  

Utilizing social media platforms is essential in any e-commerce strategy (Kampani and Jhamb, 

2020). Primark can actively engage with its customers through social media channels, sharing 

product updates, fashion tips, and engaging content to build a community and encourage 

interaction (Floyd et al, 2014). By leveraging user-generated content and influencer 

collaborations, Primark can increase brand exposure, encourage customer loyalty, and drive 

repeat purchases. 

To utilize GenAI for scanning customer reviews and addressing customer satisfaction issues, 

Primark can adopt the following approach: 

{5.0.10} Data Collection: 

Primark can collect customer reviews from various sources such as online platforms, social 

media, and customer surveys through chatbots. For example, Primark can gather customer 

reviews from their official social media accounts, popular review platforms like Trustpilot, and 

conduct surveys among customers after their in-store experience (Anica-Popa et al, 2021). 

{5.0.11} Natural Language Processing (NLP) and Sentiment Analysis: 

Primark can apply NLP techniques and sentiment analysis algorithms to identify sentiments 

expressed in customers' reviews (positive, negative, neutral). For example, Primark can leverage 

NLP algorithms like BERT (Devlin et al., 2018) and Sentiment Analysis models (Pang & Lee, 

2008) to categorize customer reviews by sentiment expressions. 
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{5.0.12} Topic Modeling and Theme Extraction: 

Primark can utilize topic modeling algorithms, such as Latent Dirichlet Allocation (LDA), to 

uncover common themes and topics within the customer reviews. For example, Primark can 

apply LDA topic modeling (Blei et al., 2003) to identify distinct themes like product quality, 

pricing, customer service, store ambiance, and availability. 

{5.0.13} Sentiment-Topic Analysis: 

Primark can merge sentiment analysis results with topic modeling outcomes to understand the 

sentiment distribution and common themes associated with positive or negative sentiments. For 

example, by combining sentiment analysis with topic modeling, Primark can identify the specific 

aspects of products or services that customers feel positively or negatively about. 

{5.0.14} Issue Prioritization: 

Based on the identified themes and sentiments, Primark can prioritize the issues that require 

immediate attention and improvement. For example, Primark can prioritize addressing issues 

related to negative sentiments and prevalent themes to improve customer satisfaction in areas 

that matter the most to their customers. 

{5.0.15} Responsive Action: 

Primark can develop appropriate response strategies and actions to address the identified issues 

and improve customer satisfaction. This may involve adjusting product offerings, training staff, 

or improving in-store experiences. For example, Primark can implement personalized training 

programs for staff members to enhance their interactions with customers, work on improving 

product quality concerns mentioned in reviews, and invest in store improvements for better 

ambiance (Siddiqi et al, 2006). By utilizing GenAI for customer review analysis, Primark can 

gain valuable insights into customer sentiments, prioritize issues, and take proactive measures 

towards improving overall customer satisfaction. 

{5.1} Conclusion 

Customer retention strategies are essential for building and maintaining customer loyalty. Loyal 

customers are more likely to make repeat purchases, provide positive reviews, and refer others to 

the e-commerce fashion business, ensuring sustained growth (Kumar & Reinartz, 2018). The 

cost of acquiring new consumers is much higher than the cost of keeping the ones you already 

have.. By focusing on customer retention, e-commerce fashion businesses can allocate resources 

more effectively, reducing customer acquisition costs (Bolton et al., 2000). Effective customer 

retention strategies not only increase the number of repeat purchases but also increase the 

average order value and frequency of purchases (Sharp, 2013). In the competitive e-commerce 

fashion market, having a loyal customer base can provide a distinct competitive advantage. 

Engaged and loyal customers are less likely to switch to competitors, contributing to long-term 
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success and market differentiation (Wirtz, 2012). Offering personalized recommendations, 

tailored promotions, and individualized support enhances customer satisfaction and strengthens 

loyalty (Agarwal et al, 2018). Providing a seamless experience across online and offline channels 

ensures convenience and encourages customer engagement (Murfield et al, 2017). Prompt 

response to customer queries and proactive problem resolution improve customer satisfaction 

and retention (Naab et al, 2018). Interactive content and active social media engagement help 

create a sense of community, fostering customer loyalty and driving repeat purchases (Lee et al, 

2018). Offering exclusive rewards, loyalty points, and incentives for referrals incentivize 

customers to stay and advocate for the e-commerce fashion business (Lemon & Verhoef, 2016). 

Customer retention strategies play a vital role in the success of e-commerce fashion businesses in 

the UK. Building customer loyalty, reducing costs, increasing CLV, and gaining a competitive 

advantage are all key benefits of effective customer retention. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



51 
 

{6.0}References 

Verhoef, P.C., Stephen, A.T., Kannan, P.K., Luo, X., Abhishek, V., Andrews, M., Bart, Y., 

Datta, H., Fong, N., Hoffman, D.L. and Hu, M.M., 2017. Consumer connectivity in a complex, 

technology-enabled, and mobile-oriented world with smart products. Journal of Interactive 

Marketing, 40(1), pp.1-8. Available online at: 

https://journals.sagepub.com/doi/abs/10.1016/j.intmar.2017.06.001 

Gummerus, J., von Koskull, C. and Kowalkowski, C., 2017. Guest editorial: relationship 

marketing–past, present and future. Journal of services marketing, 31(1), pp.1-5. Available 

online at: https://www.emerald.com/insight/content/doi/10.1108/JSM-12-2016-0424/full/html 

Lewis, M., 2004. The influence of loyalty programs and short-term promotions on customer 

retention. Journal of marketing research, 41(3), pp.281-292. Available online at: 

https://journals.sagepub.com/doi/abs/10.1509/jmkr.41.3.281.35986 

Simonson, I., 2005. Determinants of customers’ responses to customized offers: Conceptual 

framework and research propositions. Journal of marketing, 69(1), pp.32-45. Available online at: 

https://journals.sagepub.com/doi/pdf/10.1509/jmkg.69.1.32.55512 

Reinartz, W.J. and Kumar, V., 2003. The impact of customer relationship characteristics on 

profitable lifetime duration. Journal of marketing, 67(1), pp.77-99. Available online at: 

https://journals.sagepub.com/doi/abs/10.1509/jmkg.67.1.77.18589 

Becker-Olsen, K. L., Taylor, C. R., Hill, R. P., & Yalcinkaya, G. (2006). The impact of 

perceived corporate social responsibility on consumer behavior. Journal of Business Research, 

59(1), 46-53. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0148296305000342 

Demoulin, N.T. and Zidda, P., 2008. On the impact of loyalty cards on store loyalty: Does the 

customers’ satisfaction with the reward scheme matter?. Jou  rnal of retailing and Consumer 

Services, 15(5), pp.386-398. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0969698907000756 

Dick, A. S., & Basu, K. (1994). Customer loyalty: Toward an integrated conceptual framework. 

Journal of the Academy of Marketing Science, 22(2), 99-113. Available online at: 

https://link.springer.com/article/10.1177/0092070394222001 

Hennig-Thurau, T., Gwinner, K.P. and Gremler, D.D., 2002. Understanding relationship 

marketing outcomes: An integration of relational benefits and relationship quality. Journal of 

service research, 4(3), pp.230-247. Available online at: 

https://journals.sagepub.com/doi/pdf/10.1177/1094670502004003006 

https://journals.sagepub.com/doi/abs/10.1016/j.intmar.2017.06.001
https://www.emerald.com/insight/content/doi/10.1108/JSM-12-2016-0424/full/html
https://journals.sagepub.com/doi/abs/10.1509/jmkr.41.3.281.35986
https://journals.sagepub.com/doi/pdf/10.1509/jmkg.69.1.32.55512
https://journals.sagepub.com/doi/abs/10.1509/jmkg.67.1.77.18589
https://www.sciencedirect.com/science/article/pii/S0148296305000342
https://www.sciencedirect.com/science/article/pii/S0969698907000756
https://link.springer.com/article/10.1177/0092070394222001
https://journals.sagepub.com/doi/pdf/10.1177/1094670502004003006


52 
 

Marchand, A., Hennig-Thurau, T. and Flemming, J., 2021. Social media resources and 

capabilities as strategic determinants of social media performance. International Journal of 

Research in Marketing, 38(3), pp.549-571. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0167811620300872   

Heskett, J. L., Jones, T. O., Loveman, G. W., Sasser Jr, W. E., & Schlesinger, L. A. (1994). 

Putting the service-profit chain to work. Harvard Business Review, 72(2), 164-174. Available 

online at: https://coloradohealth.org/sites/default/files/documents/2017-

01/PuttingTheServiceProfitChaintoWork.pdf 

Kumar, V., & Shah, D. (2004). Building and sustaining profitable customer loyalty for the 21st 

century. Journal of Retailing, 80(4), 317-329. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0022435904000636 

Kumar, V., Petersen, J.A. and Leone, R.P., 2007. How valuable is word of mouth?. Harvard 

business review, 85(10), p.139. Available online at: 

https://thecword.typepad.com/thecword/files/R0710Jp2.pdf 

Reichheld, F.F., Markey Jr, R.G. and Hopton, C., 2000. E-customer loyalty-applying the traditional rules 

of business for online success. European business journal, 12(4), p.173. Available online at: 

https://search.proquest.com/openview/3ed3d29e37be31157505ffd673641fd0/1?pq-

origsite=gscholar&cbl=31956   

Reichheld, F. F., & Sasser Jr, W. E. (1990). Zero defections: Quality comes to services. Harvard Business 

Review, 68(5), 105-111. Available online at: 

https://books.google.com/books?hl=en&lr=&id=cGzxgjWUkaYC&oi=fnd&pg=PA289&dq=Reichheld,+

F.+F.,+%26+Sasser+Jr,+W.+E.+(1990).+Zero+defections:+Quality+comes+to+services.+Harvard+Busin

ess+Review,+68(5),+105-111&ots=1YmKa6XtvB&sig=OWEJtknGvPKtQ2cko341Xe1kBTw 

Sivadas, E., & Baker-Prewitt, J. L. (2000). An examination of the relationship between service 

quality, customer satisfaction, and store loyalty. International Journal of Retail & Distribution 

Management, 28(2), 73-82. Available online at: 

https://www.emerald.com/insight/content/doi/10.1108/09590550010315223/full/ 

Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From multi-channel retailing to omni-

channel retailing: Introduction to the special issue on multi-channel retailing. Journal of 

Retailing, 91(2), 174-181. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0022435915000214 

Berry, L.L., Parasuraman, A. and Zeithaml, V.A., 1988. The service-quality puzzle. Business 

horizons, 31(5), pp.35-43. Available online at: 

https://www.sciencedirect.com/science/article/pii/0007681388900535 

Berry, L.L., 1983. Relationship marketing. Emerging perspectives on services marketing, 66(3), 

pp.33-47. 

https://www.sciencedirect.com/science/article/pii/S0167811620300872
https://coloradohealth.org/sites/default/files/documents/2017-01/PuttingTheServiceProfitChaintoWork.pdf
https://coloradohealth.org/sites/default/files/documents/2017-01/PuttingTheServiceProfitChaintoWork.pdf
https://www.sciencedirect.com/science/article/pii/S0022435904000636
https://thecword.typepad.com/thecword/files/R0710Jp2.pdf
https://search.proquest.com/openview/3ed3d29e37be31157505ffd673641fd0/1?pq-origsite=gscholar&cbl=31956
https://search.proquest.com/openview/3ed3d29e37be31157505ffd673641fd0/1?pq-origsite=gscholar&cbl=31956
https://books.google.com/books?hl=en&lr=&id=cGzxgjWUkaYC&oi=fnd&pg=PA289&dq=Reichheld,+F.+F.,+%26+Sasser+Jr,+W.+E.+(1990).+Zero+defections:+Quality+comes+to+services.+Harvard+Business+Review,+68(5),+105-111&ots=1YmKa6XtvB&sig=OWEJtknGvPKtQ2cko341Xe1kBTw
https://books.google.com/books?hl=en&lr=&id=cGzxgjWUkaYC&oi=fnd&pg=PA289&dq=Reichheld,+F.+F.,+%26+Sasser+Jr,+W.+E.+(1990).+Zero+defections:+Quality+comes+to+services.+Harvard+Business+Review,+68(5),+105-111&ots=1YmKa6XtvB&sig=OWEJtknGvPKtQ2cko341Xe1kBTw
https://books.google.com/books?hl=en&lr=&id=cGzxgjWUkaYC&oi=fnd&pg=PA289&dq=Reichheld,+F.+F.,+%26+Sasser+Jr,+W.+E.+(1990).+Zero+defections:+Quality+comes+to+services.+Harvard+Business+Review,+68(5),+105-111&ots=1YmKa6XtvB&sig=OWEJtknGvPKtQ2cko341Xe1kBTw
https://www.emerald.com/insight/content/doi/10.1108/09590550010315223/full/
https://www.sciencedirect.com/science/article/pii/S0022435915000214
https://www.sciencedirect.com/science/article/pii/0007681388900535


53 
 

Van Doorn, J. and Verhoef, P.C., 2015. Drivers of and barriers to organic purchase 

behavior. Journal of Retailing, 91(3), pp.436-450. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0022435915000184 

Chargebee (2023) ‘ecommerce-retention-strategies. Available online at: 

https://www.chargebee.com/blog/ecommerce-retention-strategies/    [Accessed on 21/07/2023] 

Bolton, R.N., McColl-Kennedy, J.R., Cheung, L., Gallan, A., Orsingher, C., Witell, L. and Zaki, 

M., 2018. Customer experience challenges: bringing together digital, physical and social 

realms. Journal of service management, 29(5), pp.776-808. Available online at: 

https://www.emerald.com/insight/content/doi/10.1108/JOSM-04-2018-0113/full/html 

Han, Y.J., Nunes, J.C. and Drèze, X., 2010. Signaling status with luxury goods: The role of 

brand prominence. Journal of marketing, 74(4), pp.15-30. Available online at: 

https://journals.sagepub.com/doi/abs/10.1509/jmkg.74.4.015 

Huang, Z. and Benyoucef, M., 2013. From e-commerce to social commerce: A close look at 

design features. Electronic Commerce Research and Applications, 12(4), pp.246-259. Available 

online at: https://www.sciencedirect.com/science/article/pii/S156742231200124X 

Liao, K.H., 2012. Service quality, and customer satisfaction: Direct and indirect effects in a B2B 

customer loyalty framework. Journal of global business management, 8(1), p.86. Available 

online at: https://search.proquest.com/openview/c19ad38ffeb5a9b0a834652e77bb6c26/1.pdf?pq-

origsite=gscholar&cbl=406316 

Morgan, R.M. and Hunt, S.D., 1994. The commitment-trust theory of relationship 

marketing. Journal of marketing, 58(3), pp.20-38. Available online at: 

https://journals.sagepub.com/doi/abs/10.1177/002224299405800302 

Rust, R.T. and Oliver, R.L., 2000. Should we delight the customer?. Journal of the Academy of 

Marketing Science, 28, pp.86-94. Available online at: 

https://link.springer.com/article/10.1177/0092070300281008 

Verhoef, P.C., Kannan, P.K. and Inman, J.J., 2015. From multi-channel retailing to omni-channel 

retailing: introduction to the special issue on multi-channel retailing. Journal of retailing, 91(2), 

pp.174-181. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0022435915000214 

Zeithaml, V.A., 2000. Service quality, profitability, and the economic worth of customers: what 

we know and what we need to learn. Journal of the academy of marketing science, 28, pp.67-85. 

Available online at: https://link.springer.com/article/10.1177/0092070300281007 

Office for National Statistics (ONS). (2020). Internet Sales as a Percentage of Total Retail Sales. 

Retrieved from 

https://www.sciencedirect.com/science/article/pii/S0022435915000184
https://www.chargebee.com/blog/ecommerce-retention-strategies/
https://www.emerald.com/insight/content/doi/10.1108/JOSM-04-2018-0113/full/html
https://journals.sagepub.com/doi/abs/10.1509/jmkg.74.4.015
https://www.sciencedirect.com/science/article/pii/S156742231200124X
https://search.proquest.com/openview/c19ad38ffeb5a9b0a834652e77bb6c26/1.pdf?pq-origsite=gscholar&cbl=406316
https://search.proquest.com/openview/c19ad38ffeb5a9b0a834652e77bb6c26/1.pdf?pq-origsite=gscholar&cbl=406316
https://journals.sagepub.com/doi/abs/10.1177/002224299405800302
https://link.springer.com/article/10.1177/0092070300281008
https://www.sciencedirect.com/science/article/pii/S0022435915000214
https://link.springer.com/article/10.1177/0092070300281007


54 
 

https://www.ons.gov.uk/businessindustryandtrade/retailindustry/bulletins/summaryofinternetretai

l-sales/2020#departmentstoresectorstoretypeandvarietyinternetretailsales 

Barnes, D.C. and Krallman, A., 2019. Customer delight: A review and agenda for 

research. Journal of Marketing Theory and Practice, 27(2), pp.174-195. Available online at: 

https://www.tandfonline.com/doi/abs/10.1080/10696679.2019.1577686 

Ruiz-Mafe, C., Bigné-Alcañiz, E. and Currás-Pérez, R., 2020. The effect of emotions, eWOM 

quality and online review sequence on consumer intention to follow advice obtained from digital 

services. Journal of Service Management, 31(3), pp.465-487. Available online at: 

https://www.emerald.com/insight/content/doi/10.1108/JOSM-11-2018-0349/full/html 

Kingsnorth, S., 2022. Digital marketing strategy: an integrated approach to online marketing. 

Kogan Page Publishers. 

Coppel, J., 2000. E-commerce: impacts and policy challenges. Available online at: 

https://www.oecd-ilibrary.org/economics/e-commerce_801315684632 

Prasad Bingi, A.M. and Khamalah, J., 2000. The challenges facing global e-

commerce. Information Systems Management, 17(4), pp.22-30. Available online at: 

https://www.tandfonline.com/doi/pdf/10.1201/1078/43193.17.4.20000901/31249.5 

Ukpabi, D.C. and Karjaluoto, H., 2017. Consumers’ acceptance of information and 

communications technology in tourism: A review. Telematics and Informatics, 34(5), pp.618-

644. Available online at: https://www.sciencedirect.com/science/article/pii/S0736585316303367 

Fang, L. and Zhang, C.Q., 2005, August. The e-Logistics framework in e-commerce. 

In Proceedings of the 7th international conference on Electronic commerce (pp. 408-412). 

Available online at: https://dl.acm.org/doi/abs/10.1145/1089551.1089626 

Chen, H., 2018. College-aged young consumers’ perceptions of social media marketing: The 

story of Instagram. Journal of Current Issues & Research in Advertising, 39(1), pp.22-36. 

Available online at: https://www.tandfonline.com/doi/abs/10.1080/10641734.2017.1372321 

Ahmad, Z., Menon, A.S., Mason, C., Shamsudin, M.F. and Sentosa, I., 2020. Does social media 

engagement moderate brand engagement and brand loyalty? Evidence from young consumers of 

Malaysian modest fashion industry. International Journal of Psychosocial Rehabilitation, 24(2), 

pp.2500-2508. Available online at: https://www.researchgate.net/profile/Zulkarnian-

Ahmad/publication/339287807_Does_Social_Media_Engagement_Moderate_Brand_Engageme

nt_and_Brand_Loyalty_Evidence_from_Young_Consumers_of_Malaysian_Modest_Fashion_In

dustry/links/5e659e41a6fdcc37dd11cd3d/Does-Social-Media-Engagement-Moderate-Brand-

Engagement-and-Brand-Loyalty-Evidence-from-Young-Consumers-of-Malaysian-Modest-

Fashion-Industry.pdf 

https://www.ons.gov.uk/businessindustryandtrade/retailindustry/bulletins/summaryofinternetretail-sales/2020#departmentstoresectorstoretypeandvarietyinternetretailsales
https://www.ons.gov.uk/businessindustryandtrade/retailindustry/bulletins/summaryofinternetretail-sales/2020#departmentstoresectorstoretypeandvarietyinternetretailsales
https://www.tandfonline.com/doi/abs/10.1080/10696679.2019.1577686
https://www.emerald.com/insight/content/doi/10.1108/JOSM-11-2018-0349/full/html
https://www.oecd-ilibrary.org/economics/e-commerce_801315684632
https://www.tandfonline.com/doi/pdf/10.1201/1078/43193.17.4.20000901/31249.5
https://www.sciencedirect.com/science/article/pii/S0736585316303367
https://dl.acm.org/doi/abs/10.1145/1089551.1089626
https://www.tandfonline.com/doi/abs/10.1080/10641734.2017.1372321
https://www.researchgate.net/profile/Zulkarnian-Ahmad/publication/339287807_Does_Social_Media_Engagement_Moderate_Brand_Engagement_and_Brand_Loyalty_Evidence_from_Young_Consumers_of_Malaysian_Modest_Fashion_Industry/links/5e659e41a6fdcc37dd11cd3d/Does-Social-Media-Engagement-Moderate-Brand-Engagement-and-Brand-Loyalty-Evidence-from-Young-Consumers-of-Malaysian-Modest-Fashion-Industry.pdf
https://www.researchgate.net/profile/Zulkarnian-Ahmad/publication/339287807_Does_Social_Media_Engagement_Moderate_Brand_Engagement_and_Brand_Loyalty_Evidence_from_Young_Consumers_of_Malaysian_Modest_Fashion_Industry/links/5e659e41a6fdcc37dd11cd3d/Does-Social-Media-Engagement-Moderate-Brand-Engagement-and-Brand-Loyalty-Evidence-from-Young-Consumers-of-Malaysian-Modest-Fashion-Industry.pdf
https://www.researchgate.net/profile/Zulkarnian-Ahmad/publication/339287807_Does_Social_Media_Engagement_Moderate_Brand_Engagement_and_Brand_Loyalty_Evidence_from_Young_Consumers_of_Malaysian_Modest_Fashion_Industry/links/5e659e41a6fdcc37dd11cd3d/Does-Social-Media-Engagement-Moderate-Brand-Engagement-and-Brand-Loyalty-Evidence-from-Young-Consumers-of-Malaysian-Modest-Fashion-Industry.pdf
https://www.researchgate.net/profile/Zulkarnian-Ahmad/publication/339287807_Does_Social_Media_Engagement_Moderate_Brand_Engagement_and_Brand_Loyalty_Evidence_from_Young_Consumers_of_Malaysian_Modest_Fashion_Industry/links/5e659e41a6fdcc37dd11cd3d/Does-Social-Media-Engagement-Moderate-Brand-Engagement-and-Brand-Loyalty-Evidence-from-Young-Consumers-of-Malaysian-Modest-Fashion-Industry.pdf
https://www.researchgate.net/profile/Zulkarnian-Ahmad/publication/339287807_Does_Social_Media_Engagement_Moderate_Brand_Engagement_and_Brand_Loyalty_Evidence_from_Young_Consumers_of_Malaysian_Modest_Fashion_Industry/links/5e659e41a6fdcc37dd11cd3d/Does-Social-Media-Engagement-Moderate-Brand-Engagement-and-Brand-Loyalty-Evidence-from-Young-Consumers-of-Malaysian-Modest-Fashion-Industry.pdf
https://www.researchgate.net/profile/Zulkarnian-Ahmad/publication/339287807_Does_Social_Media_Engagement_Moderate_Brand_Engagement_and_Brand_Loyalty_Evidence_from_Young_Consumers_of_Malaysian_Modest_Fashion_Industry/links/5e659e41a6fdcc37dd11cd3d/Does-Social-Media-Engagement-Moderate-Brand-Engagement-and-Brand-Loyalty-Evidence-from-Young-Consumers-of-Malaysian-Modest-Fashion-Industry.pdf


55 
 

Mugharbil, H.H., 2016. Dimensions of innovation potentials in small business based on Malcom 

Baldridge National Quality Award recipients (Doctoral dissertation, Wichita State University). 

Available online at: https://soar.wichita.edu/handle/10057/13514 

Kim, S. and Jones, C., 2009. Online shopping and moderating role of offline brand trust. Direct 

Marketing: An International Journal, 3(4), pp.282-300. Available online at: 

https://www.emerald.com/insight/content/doi/10.1108/17505930911000874/full/html?fullSc=1 

Reinartz, W.J. and Kumar, V., 2000. On the profitability of long-life customers in a 

noncontractual setting: An empirical investigation and implications for marketing. Journal of 

marketing, 64(4), pp.17-35. Available online at: 

https://journals.sagepub.com/doi/abs/10.1509/jmkg.64.4.17.18077 

Becker, K., Lee, J.W. and Nobre, H.M., 2018. The concept of luxury brands and the relationship 

between consumer and luxury brands. Kip Becker, Jung Wan Lee, Helena M. Nobre/Journal of 

Asian Finance, Economics and Business, 5(3), pp.51-63. Available online at: 

https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3250138 

Verhoef, P.C., Kannan, P.K. and Inman, J.J., 2015. From multi-channel retailing to omni-channel 

retailing: introduction to the special issue on multi-channel retailing. Journal of retailing, 91(2), 

pp.174-181. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0022435915000214 

Lee, J., Lee, J. and Feick, L., 2006. Incorporating word-of-mouth effects in estimating customer 

lifetime value. Journal of Database Marketing & Customer Strategy Management, 14, pp.29-39. 

Available online at: https://link.springer.com/article/10.1057/palgrave.dbm.3250033 

Chan, S.S. and Lam, J., 2004. Customer relationship management on internet and mobile 

channels: an analytical framework and research directions. E-Commerce and M-Commerce 

Technologies, pp.1-31. Available online at: https://www.igi-global.com/chapter/commerce-

commerce-technologies/8918 

Lin, X. and Wang, X., 2022. Towards a model of social commerce: improving the effectiveness 

of e-commerce through leveraging social media tools based on consumers’ dual roles. European 

Journal of Information Systems, pp.1-18. Available online at: 

https://www.tandfonline.com/doi/abs/10.1080/0960085X.2022.2057363 

Kumar, V. and Reinartz, W., 2018. Customer relationship management. Springer-Verlag GmbH 

Germany, part of Springer Nature 2006, 2012, 2018. Available online at: 

https://link.springer.com/content/pdf/10.1007/978-3-662-55381-7.pdf 

Ghose, A. and Han, S.P., 2014. Estimating demand for mobile applications in the new 

economy. Management Science, 60(6), pp.1470-1488. Available online at: 

https://pubsonline.informs.org/doi/abs/10.1287/mnsc.2014.1945 

https://soar.wichita.edu/handle/10057/13514
https://www.emerald.com/insight/content/doi/10.1108/17505930911000874/full/html?fullSc=1
https://journals.sagepub.com/doi/abs/10.1509/jmkg.64.4.17.18077
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3250138
https://www.sciencedirect.com/science/article/pii/S0022435915000214
https://link.springer.com/article/10.1057/palgrave.dbm.3250033
https://www.igi-global.com/chapter/commerce-commerce-technologies/8918
https://www.igi-global.com/chapter/commerce-commerce-technologies/8918
https://www.tandfonline.com/doi/abs/10.1080/0960085X.2022.2057363
https://link.springer.com/content/pdf/10.1007/978-3-662-55381-7.pdf
https://pubsonline.informs.org/doi/abs/10.1287/mnsc.2014.1945


56 
 

Javed, M.K. and Wu, M., 2020. Effects of online retailer after delivery services on repurchase 

intention: An empirical analysis of customers’ past experience and future confidence with the 

retailer. Journal of Retailing and Consumer Services, 54, p.101942. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0969698919300402 

Halibas, A.S., Van Nguyen, A.T., Akbari, M., Akram, U. and Hoang, M.D.T., 2023. Developing 

trends in showrooming, webrooming, and omnichannel shopping behaviors: Performance 

analysis, conceptual mapping, and future directions. Journal of Consumer Behaviour. Available 

online at: https://onlinelibrary.wiley.com/doi/abs/10.1002/cb.2186 

Meek, S., Ogilvie, M., Lambert, C. and Ryan, M.M., 2019. Contextualising social capital in 

online brand communities. Journal of Brand Management, 26(4), pp.426-444. Available online 

at: https://link.springer.com/article/10.1057/s41262-018-00145-3 

Keiningham, T., Aksoy, L., Bruce, H.L., Cadet, F., Clennell, N., Hodgkinson, I.R. and Kearney, 

T., 2020. Customer experience driven business model innovation. Journal of Business 

Research, 116, pp.431-440. Available online at: 

https://www.sciencedirect.com/science/article/pii/S014829631930462X 

Pansari, A. and Kumar, V., 2017. Customer engagement: the construct, antecedents, and 

consequences. Journal of the Academy of Marketing Science, 45, pp.294-311. Available online 

at: https://link.springer.com/article/10.1007/s11747-016-0485-6 

Chen, Y. and Xie, J., 2008. Online consumer review: Word-of-mouth as a new element of 

marketing communication mix. Management science, 54(3), pp.477-491. Available online at: 

https://pubsonline.informs.org/doi/abs/10.1287/mnsc.1070.0810 

Verhoef, P.C., Stephen, A.T., Kannan, P.K., Luo, X., Abhishek, V., Andrews, M., Bart, Y., 

Datta, H., Fong, N., Hoffman, D.L. and Hu, M.M., 2017. Consumer connectivity in a complex, 

technology-enabled, and mobile-oriented world with smart products. Journal of Interactive 

Marketing, 40(1), pp.1-8. Available online at: 

https://journals.sagepub.com/doi/abs/10.1016/j.intmar.2017.06.001 

Fournier, S. and Lee, L., 2009. Getting brand communities right. Harvard business 

review, 87(4), pp.105-111. Available online at: 

https://www.academia.edu/download/56198858/Getting_Brand_Communities_Right.pdf 

Heskett, J.L., Jones, T.O., Loveman, G.W., Sasser, W.E. and Schlesinger, L.A., 1994. Putting the 

service-profit chain to work. Harvard business review, 72(2), pp.164-174. Available online at: 

https://coloradohealth.org/sites/default/files/documents/2017-

01/PuttingTheServiceProfitChaintoWork.pdf 

https://www.sciencedirect.com/science/article/pii/S0969698919300402
https://onlinelibrary.wiley.com/doi/abs/10.1002/cb.2186
https://link.springer.com/article/10.1057/s41262-018-00145-3
https://www.sciencedirect.com/science/article/pii/S014829631930462X
https://link.springer.com/article/10.1007/s11747-016-0485-6
https://pubsonline.informs.org/doi/abs/10.1287/mnsc.1070.0810
https://journals.sagepub.com/doi/abs/10.1016/j.intmar.2017.06.001
https://www.academia.edu/download/56198858/Getting_Brand_Communities_Right.pdf
https://coloradohealth.org/sites/default/files/documents/2017-01/PuttingTheServiceProfitChaintoWork.pdf
https://coloradohealth.org/sites/default/files/documents/2017-01/PuttingTheServiceProfitChaintoWork.pdf


57 
 

Morgan, R.M. and Hunt, S.D., 1994. The commitment-trust theory of relationship 

marketing. Journal of marketing, 58(3), pp.20-38. Available online at: 

https://journals.sagepub.com/doi/abs/10.1177/002224299405800302 

Reinartz, W.J. and Kumar, V., 2003. The impact of customer relationship characteristics on 

profitable lifetime duration. Journal of marketing, 67(1), pp.77-99. Available online at: 

https://journals.sagepub.com/doi/abs/10.1509/jmkg.67.1.77.18589 

Rust, R.T., Zahorik, A.J. and Keiningham, T.L., 1995. Return on quality (ROQ): Making service 

quality financially accountable. Journal of marketing, 59(2), pp.58-70. Available online at: 

https://journals.sagepub.com/doi/abs/10.1177/002224299505900205 

Engel, J.F., Blackwell, R.D. and Miniard, P.W., 1995. Word-of-Mouth Influence. 

Solomon, M.R. and Behavior, C., 1994. Buying, having and being. London: Prenticle Hall. 

Available online at: https://www.pearsonhighered.com/assets/preface/0/1/3/5/0135225698.pdf 

Kotler, P. and Armstrong, G.M., 2010. Principles of marketing. Pearson Education India. 

Schiffman, L.G., Kanuk, L.L. and Kumar, S.R., 1951. Consumer. Marketing. Available online at: 

https://www.etcases.com/media/clnews/14473185951918389047.pdf 

Belk, R.W., 2013. Extended self in a digital world. Journal of consumer research, 40(3), pp.477-

500. Available online at: https://academic.oup.com/jcr/article-abstract/40/3/477/2379767 

Gbadamosi, A., 2020. Buyer 57ehavior in the 21st century: Implications for SME 

marketing. Entrepreneurship Marketing, pp.72-96. Available online at: 

https://ebrary.net/242758/marketing/buyer_behaviour_21st_century_implications_marketing 

Ahmed, Z.U., Johnson, J.P., Pei Ling, C., Wai Fang, T. and Kah Hui, A., 2002. 

Country‐of‐origin and brand effects on consumers’ evaluations of cruise lines. International 

marketing review, 19(3), pp.279-302. Available online at; 

https://www.emerald.com/insight/content/doi/10.1108/02651330210430703/full/html 

Wood, W., 2000. Attitude change: Persuasion and social influence. Annual review of 

psychology, 51(1), pp.539-570. Available online at: 

https://www.annualreviews.org/doi/abs/10.1146/annurev.psych.51.1.539 

Schivinski, B. and Dabrowski, D., 2016. The effect of social media communication on consumer 

perceptions of brands. Journal of Marketing Communications, 22(2), pp.189-214. Available 

online at: https://www.tandfonline.com/doi/abs/10.1080/13527266.2013.871323 

Hofstede, G., 1980. Culture and organizations. International studies of management & 

organization, 10(4), pp.15-41. Available online at: 

https://www.tandfonline.com/doi/pdf/10.1080/00208825.1980.11656300 

https://journals.sagepub.com/doi/abs/10.1177/002224299405800302
https://journals.sagepub.com/doi/abs/10.1509/jmkg.67.1.77.18589
https://journals.sagepub.com/doi/abs/10.1177/002224299505900205
https://www.pearsonhighered.com/assets/preface/0/1/3/5/0135225698.pdf
https://www.etcases.com/media/clnews/14473185951918389047.pdf
https://academic.oup.com/jcr/article-abstract/40/3/477/2379767
https://ebrary.net/242758/marketing/buyer_behaviour_21st_century_implications_marketing
https://www.emerald.com/insight/content/doi/10.1108/02651330210430703/full/html
https://www.annualreviews.org/doi/abs/10.1146/annurev.psych.51.1.539
https://www.tandfonline.com/doi/abs/10.1080/13527266.2013.871323
https://www.tandfonline.com/doi/pdf/10.1080/00208825.1980.11656300


58 
 

Fenton‐O’Creevy, M., Soane, E., Nicholson, N. and Willman, P., 2011. Thinking, feeling and 

deciding: The influence of emotions on the decision making and performance of traders. Journal 

of Organizational Behavior, 32(8), pp.1044-1061. Available online at: 

https://onlinelibrary.wiley.com/doi/abs/10.1002/job.720 

Kwortnik Jr, R.J. and Ross Jr, W.T., 2007. The role of positive emotions in experiential 

decisions. International Journal of Research in Marketing, 24(4), pp.324-335. Available online 

at: https://www.sciencedirect.com/science/article/pii/S0167811607000468 

Khatoon, S. and Rehman, V., 2021. Negative emotions in consumer brand relationship: A review 

and future research agenda. International Journal of Consumer Studies, 45(4), pp.719-749. 

Available online at: https://onlinelibrary.wiley.com/doi/abs/10.1111/ijcs.12665 

Wang, S., Cavusoglu, H. and Deng, Z., 2016. Early mover advantage in e-commerce platforms 

with low entry barriers: The role of customer relationship management capabilities. Information 

& Management, 53(2), pp.197-206. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0378720615001093 

Wahyuni, N.M. and Sara, I.M., 2020. The effect of entrepreneurial orientation variables on 

business performance in the SME industry context. Journal of Workplace Learning, 32(1), 

pp.35-62. Available online at: https://www.emerald.com/insight/content/doi/10.1108/JWL-03-

2019-0033/full/html 

Blasco-Arcas, L., Hernandez-Ortega, B.I. and Jimenez-Martinez, J., 2016. Engagement 

platforms: The role of emotions in fostering customer engagement and brand image in interactive 

media. Journal of Service Theory and Practice, 26(5), pp.559-589. Available online at: 

https://www.emerald.com/insight/content/doi/10.1108/JSTP-12-2014-0286/full/html 

Wang, S., Cavusoglu, H. and Deng, Z., 2016. Early mover advantage in e-commerce platforms 

with low entry barriers: The role of customer relationship management capabilities. Information 

& Management, 53(2), pp.197-206. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0378720615001093 

Kumar, V. and Reinartz, W., 2016. Creating enduring customer value. Journal of 

marketing, 80(6), pp.36-68. Available online at: 

https://journals.sagepub.com/doi/abs/10.1509/jm.15.0414 

Rai, A.K. and Srivastava, M., 2012. Customer loyalty attributes: A perspective. NMIMS 

management review, 22(2), pp.49-76. Available online at: 

https://www.academia.edu/download/45094792/03-customer-loyalty-attributes.pdf 

Shi, S., Wang, Y., Chen, X. and Zhang, Q., 2020. Conceptualization of omnichannel customer 

experience and its impact on shopping intention: A mixed-method approach. International 

https://onlinelibrary.wiley.com/doi/abs/10.1002/job.720
https://www.sciencedirect.com/science/article/pii/S0167811607000468
https://onlinelibrary.wiley.com/doi/abs/10.1111/ijcs.12665
https://www.sciencedirect.com/science/article/pii/S0378720615001093
https://www.emerald.com/insight/content/doi/10.1108/JWL-03-2019-0033/full/html
https://www.emerald.com/insight/content/doi/10.1108/JWL-03-2019-0033/full/html
https://www.emerald.com/insight/content/doi/10.1108/JSTP-12-2014-0286/full/html
https://www.sciencedirect.com/science/article/pii/S0378720615001093
https://journals.sagepub.com/doi/abs/10.1509/jm.15.0414
https://www.academia.edu/download/45094792/03-customer-loyalty-attributes.pdf


59 
 

Journal of Information Management, 50, pp.325-336. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0268401219302130 

Mnyakin, M., 2020. Investigating the Impacts of AR, AI, and Website Optimization on 

Ecommerce Sales Growth. ResearchBerg Review of Science and Technology, 3(1), pp.116-130. 

Available online at: https://www.researchberg.com/index.php/rrst/article/view/89 

Merritt, K. and Zhao, S., 2020. An investigation of what factors determine the way in which 

customer satisfaction is increased through omni-channel marketing in retail. Administrative 

Sciences, 10(4), p.85. available online at: https://www.mdpi.com/2076-3387/10/4/85 

Hatley, N., 2021. The impact of fast fashion, consumer 59ehavior and fashion brand 

communication on sustainability (Doctoral dissertation, Manchester Metropolitan University, 

Masters by Research). Available online at: http://e-space.mmu.ac.uk/627507/ 

Oliver, R.L., 1980. A cognitive model of the antecedents and consequences of satisfaction 

decisions. Journal of marketing research, 17(4), pp.460-469. Available online at: 

https://journals.sagepub.com/doi/abs/10.1177/002224378001700405 

Davis, F.D., 1989. Perceived usefulness, perceived ease of use, and user acceptance of 

information technology. MIS quarterly, pp.319-340. Available online at: 

https://www.jstor.org/stable/249008 

Gronroos, C., 1990. Relationship approach to marketing in service contexts: The marketing and 

organizational behavior interface. Journal of business research, 20(1), pp.3-11. Available online 

at: https://www.sciencedirect.com/science/article/pii/014829639090037E 

Kotler, P. and Keller, K.L., 2016. Marketing management (15th global ed.). England: Pearson, 

pp.803-829. 

Schiffman, L.G. and Wisenblit, J., 2015. Consumer Behavior (11th, glob ed.). 

Sahay, A. and Sharma, N., 2010. Brand relationships and switching 59ehavior for highly used 

products in young consumers. Vikalpa, 35(1), pp.15-30. Available online at: 

https://journals.sagepub.com/doi/abs/10.1177/0256090920100102 

Solomon, M.R., 2013. Consumer Behavior (10th Editi). England: Pearson Education Limited. 

Jeong, D., 2022. Influencing Factors and Switching Intention to Contact-free Shopping-Focusing 

on Push-Pull-Mooring Theory. 복식, 72(3), pp.34-58. Available online at; 

https://www.dbpia.co.kr/Journal/articleDetail?nodeId=NODE11081812 

Bennett, D.R. and El Azhari, J., 2015, September. Omni-channel customer experience: An 

investigation into the use of digital technology in physical stores and its impact on the 

https://www.sciencedirect.com/science/article/pii/S0268401219302130
https://www.researchberg.com/index.php/rrst/article/view/89
https://www.mdpi.com/2076-3387/10/4/85
http://e-space.mmu.ac.uk/627507/
https://journals.sagepub.com/doi/abs/10.1177/002224378001700405
https://www.jstor.org/stable/249008
https://www.sciencedirect.com/science/article/pii/014829639090037E
https://journals.sagepub.com/doi/abs/10.1177/0256090920100102
https://www.dbpia.co.kr/Journal/articleDetail?nodeId=NODE11081812


60 
 

consumer’s decision-making process. In XXIV AEDEM International Conference. European 

Academy of Management and Business Economics (AEDEM). Available online at: 

https://openresearch.lsbu.ac.uk/item/87613 

Roberts, K., Varki, S. and Brodie, R., 2003. Measuring the quality of relationships in consumer 

services: an empirical study. European Journal of marketing, 37(1/2), pp.169-196. Available 

online at: https://www.emerald.com/insight/content/doi/10.1108/03090560310454037/full/html 

Blut, M., Teller, C. and Floh, A., 2018. Testing retail marketing-mix effects on patronage: A 

meta-analysis. Journal of retailing, 94(2), pp.113-135. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0022435918300162 

Camp, R.C., 1989. Benchmarking: the search for industry best practices that lead to superior 

performance. (No Title). Available online at: https://cir.nii.ac.jp/crid/1130000797436192896 

Casadesus-Masanell, R. and Ricart, J.E., 2010. From strategy to business models and onto 

tactics. Long range planning, 43(2-3), pp.195-215. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0024630110000051 

Baashar, Y., Alhussian, H., Patel, A., Alkawsi, G., Alzahrani, A.I., Alfarraj, O. and Hayder, G., 

2020. Customer relationship management systems (CRMS) in the healthcare environment: A 

systematic literature review. Computer Standards & Interfaces, 71, p.103442. Available online 

at: https://www.sciencedirect.com/science/article/pii/S0920548919304593 

Yasin, M.M., 2002. The theory and practice of benchmarking: then and now. Benchmarking: An 

International Journal, 9(3), pp.217-243. Available online at: 

https://www.emerald.com/insight/content/doi/10.1108/14635770210428992/full/html 

Gupta, S. and Zeithaml, V., 2006. Customer metrics and their impact on financial 

performance. Marketing science, 25(6), pp.718-739. Available online at: 

https://pubsonline.informs.org/doi/abs/10.1287/mksc.1060.0221 

Zhang, Z., 2011. Customer knowledge management and the strategies of social 

software. Business Process Management Journal, 17(1), pp.82-106. Available online at: 

https://www.emerald.com/insight/content/doi/10.1108/14637151111105599/full/html 

Doyle, P., 2001. Building value-based branding strategies. Journal of strategic marketing, 9(4), 

pp.255-268. Available online at: 

https://www.tandfonline.com/doi/abs/10.1080/09652540110079038 

Wernerfelt, B., 1984. A resource‐based view of the firm. Strategic management journal, 5(2), 

pp.171-180. Available online at: 

https://onlinelibrary.wiley.com/doi/abs/10.1002/smj.4250050207 

https://openresearch.lsbu.ac.uk/item/87613
https://www.emerald.com/insight/content/doi/10.1108/03090560310454037/full/html
https://www.sciencedirect.com/science/article/pii/S0022435918300162
https://cir.nii.ac.jp/crid/1130000797436192896
https://www.sciencedirect.com/science/article/pii/S0024630110000051
https://www.sciencedirect.com/science/article/pii/S0920548919304593
https://www.emerald.com/insight/content/doi/10.1108/14635770210428992/full/html
https://pubsonline.informs.org/doi/abs/10.1287/mksc.1060.0221
https://www.emerald.com/insight/content/doi/10.1108/14637151111105599/full/html
https://www.tandfonline.com/doi/abs/10.1080/09652540110079038
https://onlinelibrary.wiley.com/doi/abs/10.1002/smj.4250050207


61 
 

Primark (2023) ‘Official Website Available online at:  https://www.primark.com/ [Accessed 25th 

July 2023] 

H&M (2023) ‘Official Website Available online at: https://www2.hm.com/en_gb/index.html    

[Accessed 25th July 2023] 

NEXT (2023) ‘Official Website Available online at: https://www.next.co.uk/ [Accessed 25th July 

2023] 

Saunders, M., Lewis, P. and Thornhill, A., 2009. Research methods for business students. 

Pearson education. 

Bell, E., Bryman, A. and Harley, B., 2022. Business research methods. Oxford university press. 

Available online at: 

https://books.google.com/books?hl=en&lr=&id=hptjEAAAQBAJ&oi=fnd&pg=PP1&dq=Bryma

n,+A.,+%26+Bell,+E.+(2015).+Business+research+methods.+Oxford+University+Press.&ots=D

cse07AYYB&sig=gO7UIK5wJp6OSYCb4x7NoatmGTc 

Field, A., 2013. Discovering statistics using IBM SPSS statistics. Sage. Available online at: 

https://books.google.com/books?hl=en&lr=&id=c0Wk9IuBmAoC&oi=fnd&pg=PP2&dq=Field,

+A.+(2013).+Discovering+statistics+using+IBM+SPSS+statistics)&ots=LcIiIH0t5E&sig=tht2zk

AcLW8X6V7uE4nPqC6Wccs 

Pallant, J., 2020. SPSS survival manual: A step by step guide to data analysis using IBM SPSS. 

McGraw-hill education (UK). Available online at: 

https://books.google.com/books?hl=en&lr=&id=CxUsEAAAQBAJ&oi=fnd&pg=PP1&dq=Palla

nt,+J.+(2016).+SPSS+survival+manual)&ots=n39zuII90R&sig=0dAW9stViOAm1pDjc3IKuPP

pKuI 

Braun, V. and Clarke, V., 2006. Using thematic analysis in psychology. Qualitative research in 

psychology, 3(2), pp.77-101. Available online at: 

https://www.tandfonline.com/doi/abs/10.1191/1478088706QP063OA 

Association of Internet Researchers (AoIR). (2012). Ethical Guidelines for Internet Research. 

Retrieved from https://aoir.org/reports/ethics2.pdf 

British Sociological Association. (2017). Statement of Ethical Practice. Retrieved from 

https://www.britsoc.co.uk/media/25062/bsa_statement_of_ethical_practice.pdf 

Ajzen, I., 1991. The theory of planned behavior. Organizational behavior and human decision 

processes, 50(2), pp.179-211. Available online at: 

https://www.sciencedirect.com/science/article/pii/074959789190020T 

Mehrabian, A. and Russell, J.A., 1974. An approach to environmental psychology. The MIT 

Press. Available online at: https://psycnet.apa.org/record/1974-22049-000 

https://www.primark.com/
https://www2.hm.com/en_gb/index.html%20%20%20%20%5bAccessed%2025th%20July%202023
https://www2.hm.com/en_gb/index.html%20%20%20%20%5bAccessed%2025th%20July%202023
https://www.next.co.uk/
https://books.google.com/books?hl=en&lr=&id=hptjEAAAQBAJ&oi=fnd&pg=PP1&dq=Bryman,+A.,+%26+Bell,+E.+(2015).+Business+research+methods.+Oxford+University+Press.&ots=Dcse07AYYB&sig=gO7UIK5wJp6OSYCb4x7NoatmGTc
https://books.google.com/books?hl=en&lr=&id=hptjEAAAQBAJ&oi=fnd&pg=PP1&dq=Bryman,+A.,+%26+Bell,+E.+(2015).+Business+research+methods.+Oxford+University+Press.&ots=Dcse07AYYB&sig=gO7UIK5wJp6OSYCb4x7NoatmGTc
https://books.google.com/books?hl=en&lr=&id=hptjEAAAQBAJ&oi=fnd&pg=PP1&dq=Bryman,+A.,+%26+Bell,+E.+(2015).+Business+research+methods.+Oxford+University+Press.&ots=Dcse07AYYB&sig=gO7UIK5wJp6OSYCb4x7NoatmGTc
https://books.google.com/books?hl=en&lr=&id=c0Wk9IuBmAoC&oi=fnd&pg=PP2&dq=Field,+A.+(2013).+Discovering+statistics+using+IBM+SPSS+statistics)&ots=LcIiIH0t5E&sig=tht2zkAcLW8X6V7uE4nPqC6Wccs
https://books.google.com/books?hl=en&lr=&id=c0Wk9IuBmAoC&oi=fnd&pg=PP2&dq=Field,+A.+(2013).+Discovering+statistics+using+IBM+SPSS+statistics)&ots=LcIiIH0t5E&sig=tht2zkAcLW8X6V7uE4nPqC6Wccs
https://books.google.com/books?hl=en&lr=&id=c0Wk9IuBmAoC&oi=fnd&pg=PP2&dq=Field,+A.+(2013).+Discovering+statistics+using+IBM+SPSS+statistics)&ots=LcIiIH0t5E&sig=tht2zkAcLW8X6V7uE4nPqC6Wccs
https://books.google.com/books?hl=en&lr=&id=CxUsEAAAQBAJ&oi=fnd&pg=PP1&dq=Pallant,+J.+(2016).+SPSS+survival+manual)&ots=n39zuII90R&sig=0dAW9stViOAm1pDjc3IKuPPpKuI
https://books.google.com/books?hl=en&lr=&id=CxUsEAAAQBAJ&oi=fnd&pg=PP1&dq=Pallant,+J.+(2016).+SPSS+survival+manual)&ots=n39zuII90R&sig=0dAW9stViOAm1pDjc3IKuPPpKuI
https://books.google.com/books?hl=en&lr=&id=CxUsEAAAQBAJ&oi=fnd&pg=PP1&dq=Pallant,+J.+(2016).+SPSS+survival+manual)&ots=n39zuII90R&sig=0dAW9stViOAm1pDjc3IKuPPpKuI
https://www.tandfonline.com/doi/abs/10.1191/1478088706QP063OA
https://aoir.org/reports/ethics2.pdf
https://www.britsoc.co.uk/media/25062/bsa_statement_of_ethical_practice.pdf
https://www.sciencedirect.com/science/article/pii/074959789190020T
https://psycnet.apa.org/record/1974-22049-000


62 
 

Dillman, D.A., Smyth, J.D. and Christian, L.M., 2014. Internet, phone, mail, and mixed-mode 

surveys: The tailored design method. John Wiley & Sons. Available online at: 

https://books.google.com/books?hl=en&lr=&id=fhQNBAAAQBAJ&oi=fnd&pg=PR11&dq=Dil

lman,+D.+A.,+Smyth,+J.+D.,+%26+Christian,+L.+M.+(2014).+Internet,+Phone,+Mail,+and+M

ixed-

Mode+Surveys:+The+Tailored+Design+Method.+John+Wiley+%26+Sons.&ots=JwTVrnWDC

L&sig=6fI282Omi4vR12dLT957NjX_pEI 

Emanuel, E.J., Wendler, D. and Grady, C., 2000. What makes clinical research 

ethical?. Jama, 283(20), pp.2701-2711. Available online at: 

https://jamanetwork.com/journals/jama/article-abstract/192740 

Saeed, K.A., Hwang, Y. and Mun, Y.Y., 2003. Toward an integrative framework for online 

consumer behavior research: a meta-analysis approach. Journal of Organizational and End User 

Computing (JOEUC), 15(4), pp.1-26. Available online at: https://www.igi-

global.com/article/journal-organizational-end-user-computing/3773 

Kim, H. and Niehm, L.S., 2009. The impact of website quality on information quality, value, and 

loyalty intentions in apparel retailing. Journal of interactive marketing, 23(3), pp.221-233. 

Available online at: https://journals.sagepub.com/doi/abs/10.1016/j.intmar.2009.04.009 

Xun, J., 2015. Return on web site visit duration: Applying web analytics data. Journal of Direct, 

Data and Digital Marketing Practice, 17, pp.54-70. Available online at: 

https://link.springer.com/article/10.1057/dddmp.2015.33 

Dabholkar, P.A. and Sheng, X., 2012. Consumer participation in using online recommendation 

agents: effects on satisfaction, trust, and purchase intentions. The Service Industries 

Journal, 32(9), pp.1433-1449. Available online at: 

https://www.tandfonline.com/doi/abs/10.1080/02642069.2011.624596 

Tosun, P. and Sezgin, S., 2021. Voluntary simplicity: a content analysis of consumer 

comments. Journal of Consumer Marketing, 38(5), pp.484-494. Available online at: 

https://www.emerald.com/insight/content/doi/10.1108/JCM-04-2020-3749/full/html 

Chaffey, D., 2016. I Ellis-Chadwick F., Digital marketing–. Strategy, implementation and 

practice. Harlow, UK: Pearson. 

Kampani, N. and Jhamb, D., 2020. Analyzing the role of e-crm in managing customer relations: 

A critical review of the literature. Journal of Critical Review, 7(4), pp.221-226. Available online 

at: https://www.jcreview.com/admin/Uploads/Files/61a8ca79729dd0.29082495.pdf 

Frost, R.D. and Strauss, J., 2016. E-marketing. Routledge. Available online at: 

https://books.google.com/books?hl=en&lr=&id=ob1JDAAAQBAJ&oi=fnd&pg=PP1&dq=Strau

https://books.google.com/books?hl=en&lr=&id=fhQNBAAAQBAJ&oi=fnd&pg=PR11&dq=Dillman,+D.+A.,+Smyth,+J.+D.,+%26+Christian,+L.+M.+(2014).+Internet,+Phone,+Mail,+and+Mixed-Mode+Surveys:+The+Tailored+Design+Method.+John+Wiley+%26+Sons.&ots=JwTVrnWDCL&sig=6fI282Omi4vR12dLT957NjX_pEI
https://books.google.com/books?hl=en&lr=&id=fhQNBAAAQBAJ&oi=fnd&pg=PR11&dq=Dillman,+D.+A.,+Smyth,+J.+D.,+%26+Christian,+L.+M.+(2014).+Internet,+Phone,+Mail,+and+Mixed-Mode+Surveys:+The+Tailored+Design+Method.+John+Wiley+%26+Sons.&ots=JwTVrnWDCL&sig=6fI282Omi4vR12dLT957NjX_pEI
https://books.google.com/books?hl=en&lr=&id=fhQNBAAAQBAJ&oi=fnd&pg=PR11&dq=Dillman,+D.+A.,+Smyth,+J.+D.,+%26+Christian,+L.+M.+(2014).+Internet,+Phone,+Mail,+and+Mixed-Mode+Surveys:+The+Tailored+Design+Method.+John+Wiley+%26+Sons.&ots=JwTVrnWDCL&sig=6fI282Omi4vR12dLT957NjX_pEI
https://books.google.com/books?hl=en&lr=&id=fhQNBAAAQBAJ&oi=fnd&pg=PR11&dq=Dillman,+D.+A.,+Smyth,+J.+D.,+%26+Christian,+L.+M.+(2014).+Internet,+Phone,+Mail,+and+Mixed-Mode+Surveys:+The+Tailored+Design+Method.+John+Wiley+%26+Sons.&ots=JwTVrnWDCL&sig=6fI282Omi4vR12dLT957NjX_pEI
https://books.google.com/books?hl=en&lr=&id=fhQNBAAAQBAJ&oi=fnd&pg=PR11&dq=Dillman,+D.+A.,+Smyth,+J.+D.,+%26+Christian,+L.+M.+(2014).+Internet,+Phone,+Mail,+and+Mixed-Mode+Surveys:+The+Tailored+Design+Method.+John+Wiley+%26+Sons.&ots=JwTVrnWDCL&sig=6fI282Omi4vR12dLT957NjX_pEI
https://jamanetwork.com/journals/jama/article-abstract/192740
https://www.igi-global.com/article/journal-organizational-end-user-computing/3773
https://www.igi-global.com/article/journal-organizational-end-user-computing/3773
https://journals.sagepub.com/doi/abs/10.1016/j.intmar.2009.04.009
https://link.springer.com/article/10.1057/dddmp.2015.33
https://www.tandfonline.com/doi/abs/10.1080/02642069.2011.624596
https://www.emerald.com/insight/content/doi/10.1108/JCM-04-2020-3749/full/html
https://www.jcreview.com/admin/Uploads/Files/61a8ca79729dd0.29082495.pdf
https://books.google.com/books?hl=en&lr=&id=ob1JDAAAQBAJ&oi=fnd&pg=PP1&dq=Strauss,+J.,+%26+Frost,+R.+D.+(2016).+E-marketing.+Routledge&ots=PfxWc3wCCv&sig=Tm3D4ltYvsHVToP3XCOH1ga8U70


63 
 

ss,+J.,+%26+Frost,+R.+D.+(2016).+E-

marketing.+Routledge&ots=PfxWc3wCCv&sig=Tm3D4ltYvsHVToP3XCOH1ga8U70 

Loebbecke, C. and Picot, A., 2015. Reflections on societal and business model transformation 

arising from digitization and big data analytics: A research agenda. The Journal of Strategic 

Information Systems, 24(3), pp.149-157. Available online at: 

https://www.sciencedirect.com/science/article/pii/S0963868715000372 

Miao, M., Jalees, T., Zaman, S.I., Khan, S., Hanif, N.U.A. and Javed, M.K., 2022. The influence 

of e-customer satisfaction, e-trust and perceived value on consumer’s repurchase intention in 

B2C e-commerce segment. Asia Pacific Journal of Marketing and Logistics, 34(10), pp.2184-

2206. Available online at: https://www.emerald.com/insight/content/doi/10.1108/APJML-03-

2021-0221/full/html 

Delfmann, W., Albers, S. and Gehring, M., 2002. The impact of electronic commerce on 

logistics service providers. International journal of physical distribution & logistics 

management, 32(3), pp.203-222. Available online at: 

https://www.emerald.com/insight/content/doi/10.1108/09600030210426539/full/html 

Huang, R. and Ha, S., 2020. The effects of warmth-oriented and competence-oriented service 

recovery messages on observers on online platforms. Journal of Business Research, 121, pp.616-

627. Available online at: https://www.sciencedirect.com/science/article/pii/S0148296320302599 

Floyd, K., Freling, R., Alhoqail, S., Cho, H.Y. and Freling, T., 2014. How online product 

reviews affect retail sales: A meta-analysis. Journal of retailing, 90(2), pp.217-232. Available 

online at: https://www.sciencedirect.com/science/article/pii/S0022435914000293 

Huang, Y.K., Kuo, Y.W. and Xu, S.W., 2009. Applying Importance-performance Analysis to 

Evaluate Logistics Service Quality for Online Shopping among Retailing Delivery. International 

Journal of Electronic Business Management, 7(2). Available online at: 

https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawl

er&jrnl=17282047&AN=50738164&h=aPY57Hk9n2iWmu75oMjCtH5sxVRRUCJ%2BRHzzt8

Qc9%2BkussybTENpvu9FfDo0jZBVEalC7wXTcMaIKRaeWNuizg%3D%3D&crl=c 

Bolton, R.N., Kannan, P.K. and Bramlett, M.D., 2000. Implications of loyalty program 

membership and service experiences for customer retention and value. Journal of the academy of 

marketing science, 28(1), pp.95-108. Available online at: 

https://journals.sagepub.com/doi/abs/10.1177/0092070300281009 

Naab, T.K., Kalch, A. and Meitz, T.G., 2018. Flagging uncivil user comments: Effects of 

intervention information, type of victim, and response comments on bystander behavior. New 

Media & Society, 20(2), pp.777-795. Available online at: 

https://journals.sagepub.com/doi/abs/10.1177/1461444816670923 

https://books.google.com/books?hl=en&lr=&id=ob1JDAAAQBAJ&oi=fnd&pg=PP1&dq=Strauss,+J.,+%26+Frost,+R.+D.+(2016).+E-marketing.+Routledge&ots=PfxWc3wCCv&sig=Tm3D4ltYvsHVToP3XCOH1ga8U70
https://books.google.com/books?hl=en&lr=&id=ob1JDAAAQBAJ&oi=fnd&pg=PP1&dq=Strauss,+J.,+%26+Frost,+R.+D.+(2016).+E-marketing.+Routledge&ots=PfxWc3wCCv&sig=Tm3D4ltYvsHVToP3XCOH1ga8U70
https://www.sciencedirect.com/science/article/pii/S0963868715000372
https://www.emerald.com/insight/content/doi/10.1108/APJML-03-2021-0221/full/html
https://www.emerald.com/insight/content/doi/10.1108/APJML-03-2021-0221/full/html
https://www.emerald.com/insight/content/doi/10.1108/09600030210426539/full/html
https://www.sciencedirect.com/science/article/pii/S0148296320302599
https://www.sciencedirect.com/science/article/pii/S0022435914000293
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawler&jrnl=17282047&AN=50738164&h=aPY57Hk9n2iWmu75oMjCtH5sxVRRUCJ%2BRHzzt8Qc9%2BkussybTENpvu9FfDo0jZBVEalC7wXTcMaIKRaeWNuizg%3D%3D&crl=c
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawler&jrnl=17282047&AN=50738164&h=aPY57Hk9n2iWmu75oMjCtH5sxVRRUCJ%2BRHzzt8Qc9%2BkussybTENpvu9FfDo0jZBVEalC7wXTcMaIKRaeWNuizg%3D%3D&crl=c
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawler&jrnl=17282047&AN=50738164&h=aPY57Hk9n2iWmu75oMjCtH5sxVRRUCJ%2BRHzzt8Qc9%2BkussybTENpvu9FfDo0jZBVEalC7wXTcMaIKRaeWNuizg%3D%3D&crl=c
https://journals.sagepub.com/doi/abs/10.1177/0092070300281009
https://journals.sagepub.com/doi/abs/10.1177/1461444816670923


64 
 

Kumar, V. and Reinartz, W., 2018. Customer relationship management. Springer-Verlag GmbH 

Germany, part of Springer Nature 2006, 2012, 2018. Available online at: 

https://link.springer.com/content/pdf/10.1007/978-3-662-55381-7.pdf 

Murfield, M., Boone, C.A., Rutner, P. and Thomas, R., 2017. Investigating logistics service 

quality in omni-channel retailing. International Journal of Physical Distribution & Logistics 

Management, 47(4), pp.263-296. Available online at: 

https://www.emerald.com/insight/content/doi/10.1108/IJPDLM-06-2016-0161/full/html 

Lemon, K.N. and Verhoef, P.C., 2016. Understanding customer experience throughout the 

customer journey. Journal of marketing, 80(6), pp.69-96. Available online at: 

https://journals.sagepub.com/doi/abs/10.1509/jm.15.0420 

Agarwal, P., Vempati, S. and Borar, S., 2018. Personalizing similar product recommendations in 

fashion e-commerce. arXiv preprint arXiv:1806.11371. Available online at: 

https://arxiv.org/abs/1806.11371 

Lee, D., Hosanagar, K. and Nair, H.S., 2018. Advertising content and consumer engagement on 

social media: Evidence from Facebook. Management Science, 64(11), pp.5105-5131. Available 

online at: https://pubsonline.informs.org/doi/abs/10.1287/mnsc.2017.2902 

Sharp, B., 2013. Marketing: theory, evidence, practice. (No Title). Available online at: 

https://cir.nii.ac.jp/crid/1130282270410557824 

Wirtz, J., 2012. Essentials of services marketing. FT press. Available online at: 

https://books.google.com/books?hl=en&lr=&id=xBn8YzQtP-

UC&oi=fnd&pg=PT6&dq=Wirtz,+J.,+Chew,+P.,+%26+Lovelock,+C.+(2018).+Essentials+of+S

ervices+Marketing+(3rd+ed.).+Pearson.&ots=1HRgf1VE3N&sig=o5HzfHTzpjrkXFDjMGzO1P

dXOVI 

Anica-Popa, I., Anica-Popa, L., Rădulescu, C. and Vrîncianu, M., 2021. The integration of 

artificial intelligence in retail: benefits, challenges and a dedicated conceptual 

framework. Amfiteatru Economic, 23(56), pp.120-136. Available online at: 

https://www.ceeol.com/search/article-detail?id=929505 

Devlin, J., Chang, M.W., Lee, K. and Toutanova, K., 2018. Bert: Pre-training of deep 

bidirectional transformers for language understanding. arXiv preprint arXiv:1810.04805. 

Available online at: https://arxiv.org/abs/1810.04805 

Pang, B. and Lee, L., 2008. Opinion mining and sentiment analysis. Foundations and Trends® 

in information retrieval, 2(1–2), pp.1-135. Available online at: 

https://www.nowpublishers.com/article/Details/INR-011 

https://link.springer.com/content/pdf/10.1007/978-3-662-55381-7.pdf
https://www.emerald.com/insight/content/doi/10.1108/IJPDLM-06-2016-0161/full/html
https://journals.sagepub.com/doi/abs/10.1509/jm.15.0420
https://arxiv.org/abs/1806.11371
https://pubsonline.informs.org/doi/abs/10.1287/mnsc.2017.2902
https://cir.nii.ac.jp/crid/1130282270410557824
https://books.google.com/books?hl=en&lr=&id=xBn8YzQtP-UC&oi=fnd&pg=PT6&dq=Wirtz,+J.,+Chew,+P.,+%26+Lovelock,+C.+(2018).+Essentials+of+Services+Marketing+(3rd+ed.).+Pearson.&ots=1HRgf1VE3N&sig=o5HzfHTzpjrkXFDjMGzO1PdXOVI
https://books.google.com/books?hl=en&lr=&id=xBn8YzQtP-UC&oi=fnd&pg=PT6&dq=Wirtz,+J.,+Chew,+P.,+%26+Lovelock,+C.+(2018).+Essentials+of+Services+Marketing+(3rd+ed.).+Pearson.&ots=1HRgf1VE3N&sig=o5HzfHTzpjrkXFDjMGzO1PdXOVI
https://books.google.com/books?hl=en&lr=&id=xBn8YzQtP-UC&oi=fnd&pg=PT6&dq=Wirtz,+J.,+Chew,+P.,+%26+Lovelock,+C.+(2018).+Essentials+of+Services+Marketing+(3rd+ed.).+Pearson.&ots=1HRgf1VE3N&sig=o5HzfHTzpjrkXFDjMGzO1PdXOVI
https://books.google.com/books?hl=en&lr=&id=xBn8YzQtP-UC&oi=fnd&pg=PT6&dq=Wirtz,+J.,+Chew,+P.,+%26+Lovelock,+C.+(2018).+Essentials+of+Services+Marketing+(3rd+ed.).+Pearson.&ots=1HRgf1VE3N&sig=o5HzfHTzpjrkXFDjMGzO1PdXOVI
https://www.ceeol.com/search/article-detail?id=929505
https://arxiv.org/abs/1810.04805
https://www.nowpublishers.com/article/Details/INR-011


65 
 

Blei, D.M., Ng, A.Y. and Jordan, M.I., 2003. Latent dirichlet allocation. Journal of machine 

Learning research, 3(Jan), pp.993-1022. Available online at: 

https://www.jmlr.org/papers/volume3/blei03a/blei03a.pdf?ref=https://githubhelp.com 

Siddiqi, J.I., Akhgar, B., Wise, T. and Hallam, S., 2006. A Framework for the Implementation of 

a Customer Relationship Management Strategy in Retail Sector. In IKE (pp. 244-249). Available 

online at: 

https://www.academia.edu/download/45255213/A_Framework_for_the_Implementation_of_a_2

0160501-17947-5k85zv.pdf 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.jmlr.org/papers/volume3/blei03a/blei03a.pdf?ref=https://githubhelp.com
https://www.academia.edu/download/45255213/A_Framework_for_the_Implementation_of_a_20160501-17947-5k85zv.pdf
https://www.academia.edu/download/45255213/A_Framework_for_the_Implementation_of_a_20160501-17947-5k85zv.pdf


66 
 

{7.0}Appendices 

7.1 Survey Questions & Data Summary 

 



67 
 

     

 

 



68 
 

 

 



69 
 

 

Cronbach Analysis Implementation 

 

 

 

 

 

 

 

 

 

 



70 
 

 



71 
 

 

 



72 
 

 

Cronbach Analysis Utilization 



73 
 

 

     



74 
 

 

 



75 
 

 

 

Statistics 



76 
 

 

 

 



77 
 

 

 

 



78 
 

 

 



79 
 

 

 

 



80 
 

 

 

 



81 
 

 

 

 



82 
 

 

 

 

 

 

 

 

 

 

 

 

 



83 
 

7.2       CMU Ethics Approval & Forms                                                                      

  

 



84 
 

        

      

 

 

 

 

 

 

 

 

 

 



85 
 

7.3       CMU Participant Consent Forms             

                                                                    

 



86 
 

 



87 
 

 

 

 

 

 



88 
 

 



89 
 

 



90 
 

 



91 
 

 



92 
 

7.4       CMU Participant Information Sheet        

                                                                      



93 
 

    



94 
 

 



95 
 

 



96 
 

 



97 
 

  



98 
 

7.5      Survey Questions & Data Summary             

     

                                                           



99 
 

 



100 
 

 



101 
 

 



102 
 

 



103 
 

 



104 
 

 


