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ABSTRACT 

This study investigates the impact of perceived usefulness and ease of use of Radio Frequency Identification (RFID) technology 

on customer satisfaction within Uniqlo retail environments. Guided by the Technology Acceptance Model (TAM), the research 

addresses the critical issue of enhancing customer satisfaction through technology integration. Specifically, it examines how 

customers perceive RFID's functionality in streamlining shopping experiences, improving inventory management, and 

expediting checkout processes. The research adopts a quantitative approach, employing structured questionnaires to gather 

data from a sample of 30 Uniqlo customers. Descriptive and inferential statistical methods, including correlation and regression 

analyses, were used to analyze the relationships among perceived usefulness, ease of use, and customer satisfaction. Findings 

reveal that both perceived usefulness and ease of use significantly influence customer satisfaction, with ease of use serving as 

a stronger predictor. Customers report higher satisfaction when RFID technology is intuitive and demonstrates clear benefits, 

such as saving time and enhancing efficiency. These findings underscore the importance of optimizing RFID systems to align 

with customer expectations, emphasizing user-friendliness and tangible value. The study provides actionable insights for 

retailers like Uniqlo to refine technological strategies, fostering customer loyalty and competitive advantage. This research 

contributes to a broader understanding of the interplay between technology adoption and customer satisfaction in retail, 

highlighting the potential of RFID to transform shopping experiences.  
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1.0 INTRODUCTION 

Client satisfaction, which measures how well a product or service fulfils or surpasses the expectations of the client, is a 

crucial concept in the fields of marketing and business administration. It is a crucial determinant of customer behaviour that 

affects brand loyalty, repeat business, and overall company performance. Beyond just individual companies, customer 

happiness is important for the economy because it stimulates competitiveness, innovation, and customer retention, all of 

which lead to economic progress and the well-being of society (Avlijaš, 2014; Park et al., 2013). Nevertheless, despite its 

acknowledged importance, many businesses find it difficult to quantify and improve customer happiness, which results in 

a continuing knowledge vacuum regarding the precise variables that affect it. Rapidly developing technologies like Radio 

Frequency Identification (RFID), which have the potential to revolutionise customer experiences but are frequently 

underutilised or poorly integrated into customer service strategies, make this gap especially clear (Avlijaš, 2014; 

Valmohammadi et al., 2017). 

 

Customer happiness is becoming more and more seen as a crucial difference among rival companies in the current business 

climate. Customers' expectations for service quality and responsiveness have significantly increased as they grow more 

discriminating and empowered by technology. Since customer happiness is directly related to customer loyalty and long-

term profitability, this change requires that businesses make it a strategic goal (Park et al., 2013; Deng et al., 2010). Even if 

the amount of research on customer satisfaction is increasing, there is still a significant knowledge vacuum on the precise 

processes by which technological advancements like RFID might improve customer satisfaction and experiences. 

Businesses looking to use technology to satisfy changing customer wants must comprehend these mechanisms (Tervonen 

et al., 2018; Cunningham & Meyer-Heydenrych, 2021). Businesses that put a high priority on customer satisfaction are 

more likely to build strong bonds with their clients, which increases advocacy and loyalty (Mafini & Dhurup, 2015; Ngo & 

Nguyen, 2016). Additionally, by enhancing inventory management, decreasing out-of-stock situations, and enabling 

personalised shopping experiences, the incorporation of cutting-edge technologies like RFID into retail operations can 

greatly improve the customer experience (Avlijaš, 2014; Valmohammadi et al., 2017). Nevertheless, a lot of companies still 

struggle to use these technologies successfully, which can prevent them from taking full advantage of the potential 

advantages for customer satisfaction (Tervonen et al., 2018). 

Within an organisation, customer satisfaction fulfils several functions, serving as a strategic goal and a performance 

indicator. It affects client retention and brand loyalty in addition to reflecting how well a business delivers services (Deng 

et al., 2010; Suvanmanee et al., 2020). Organisations may pinpoint opportunities for development, improve their service 

offerings, and eventually propel economic success by concentrating on customer pleasure. This emphasis is especially 

crucial in industries that are highly competitive, because consumers' expectations are always changing and companies need 

to adjust to stay relevant (Saleem et al., 2017). 

Customer happiness is influenced by a number of aspects, such as the overall shopping experience, product availability, and 

service quality. According to research, these elements can affect customer happiness to differing degrees, with service 

quality frequently showing up as the main motivator (Kaura, 2013; Ganguli & Roy, 2011). For example, by simplifying the 

shopping process and giving customers timely information about product availability, technology's dependability and 

convenience of use, such RFID systems, can greatly increase customer satisfaction (Park et al., 2013; Valmohammadi et 

al., 2017). The necessity for customised approaches to improve satisfaction is highlighted by the fact that the precise impact 

of these elements can vary depending on the industry and client segment (Deng et al., 2010; Cunningham & Meyer-

Heydenrych, 2021). 

The significance of service quality and its connection to customer satisfaction and loyalty have been emphasised by earlier 

research on customer service. High service quality has been repeatedly linked to higher customer satisfaction, which in turn 

promotes repeat business and loyalty (Mafini & Dhurup, 2015; Ngo & Nguyen, 2016). Additionally, it has been 

demonstrated that incorporating technology into service delivery increases customer satisfaction by increasing 
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service efficacy and efficiency (Thayananthan, 2019; Ganguli & Roy, 2011). Notwithstanding these observations, more 

research is still required to determine how particular technologies, like RFID, might be used to improve customer happiness 

in retail environments (Avlijaš, 2014; Tervonen et al., 2018). 

This study aims to explore the connection between customer pleasure and the utility of RFID technology in the context of 

Uniqlo. This study intends to add to the body of knowledge on customer happiness by investigating how RFID might 

improve the shopping experience and satisfy customer expectations. It also offers useful recommendations for merchants 

looking to expand their service offerings. Developing strategies that improve customer happiness and boost business 

performance in a retail environment that is becoming more and more competitive requires an understanding of this 

relationship (Park et al., 2013; Valmohammadi et al., 2017; Cunningham & Meyer-Heydenrych, 2021).  

 

2.0 LITERATURE REVIEW 

2.1 Customer Satisfaction 

Since its beginnings in the middle of the 20th century, the study of consumer satisfaction has undergone substantial change. 

The transactional elements of consumer interactions were the focus of early research, which emphasised the significance of 

product performance and service quality as factors influencing customer happiness. Oliver's creation of the Expectancy 

Disconfirmation Theory (EDT) in 1980, which proposed that the difference between expected and perceived performance 

determines customer happiness, is one of the field's landmarks (Jin et al., 2019). The foundation for further research was 

established by this theory, which resulted in the creation of numerous models and frameworks meant to comprehend the 

dynamics of consumer pleasure. In order to investigate the complex nature of customer happiness, recent developments 

have combined methodology from several domains, using qualitative techniques like case studies and quantitative 

techniques like structural equation modelling (SEM) (Preikschas et al., 2017). Concepts like value co-creation and dynamic 

capacities, which emphasise the interaction processes between clients and service providers, have also been included to 

theoretical frameworks (Preikschas et al., 2017). 

Scholars have characterised customer satisfaction in a variety of ways, highlighting its complexity and context-dependent 

nature. Oliver (1999), for example, described satisfaction as a "pleasurable level of consumption-related fulfilment," 

highlighting the emotional component of the customer experience (Jin et al., 2019; Djunaid, 2023). He also clarified that 

customer satisfaction includes both behavioural intentions, like the likelihood of repurchasing, and emotional reactions. 

When these criteria are combined, recurring elements emerge, emotional reactions to service interactions and the 

achievement of expectations are closely related to customer happiness. To improve total customer satisfaction, organisations 

should consider both cognitive assessments and affective reactions, since this synthesis highlights their significance 

(Djunaid, 2023; Malek, 2023). 

Understanding how customer involvement, service quality, and satisfaction outcomes interact has become a key focus of 

recent developments in customer satisfaction research. Customers' position as active participants in the service delivery 

process is highlighted by the growing popularity of concepts like co-creation and customer engagement (Eisingerich et al., 

2013). Furthermore, frameworks that consider dynamic capacities have surfaced, implying that companies need to 

constantly innovate and adapt to satisfy shifting consumer demands (Miguel et al., 2022). Technological developments can 

greatly improve customer experience and satisfaction levels, according to recent research that has also examined the effect 

of digital transformation on customer satisfaction (Miguel et al., 2022). 

Customer happiness is influenced by a wide range of elements, such as emotional involvement, fair pricing, and service 

excellence. According to research, aspects of service quality such a s  assurance, responsiveness, empathy, tangibles, 

and 
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dependability are important factors that affect customer satisfaction (Setiono & Hidayat, 2022). These criteria vary in their 

degree of contribution; for example, in service industries, timeliness and dependability frequently have the most effect on 

customer satisfaction (Huang, 2023). Additionally, since happy consumers are more likely to be loyal and engage in positive 

word-of-mouth behaviour, emotional involvement and the perceived value of the service also have a big impact on customer 

satisfaction (Malek, 2023; Santini et al., 2020). 

In order to provide a more thorough understanding of client experiences, recent research methodologies in customer 

satisfaction studies have increasingly used mixed-method approaches, integrating quantitative surveys with qualitative 

interviews (Moraru & Duhnea, 2018). To better analyze complex interactions between variables, researchers are 

increasingly using sophisticated statistical techniques like SEM and machine learning algorithms (Poernomo & Suharjito, 

2019). According to Moraru and Duhnea (2018), these developments suggest a move towards more complex and thorough 

research methods that may capture the dynamic character of customer satisfaction and offer practitioners insightful 

information to improve customer experiences in a variety of scenarios. 

Prior research has consistently emphasized the significance of value co-creation, emotional involvement, and service 

excellence in influencing customer happiness. Numerous insights into the determinants impacting satisfaction have been 

revealed using methodologies that range from descriptive quantitative analysis to more intricate structural models (Jin et 

al., 2019; Malek, 2023; Miguel et al., 2022). There are restrictions, nevertheless, especially with regard to how broadly the 

results may be applied to other sectors and cultural settings. There are gaps in our knowledge of customer satisfaction in 

retail settings, especially about the integration of technology like RFID, because much research has concentrated on 

specialized industries, such as telecommunications or hospitality (Jin et al., 2019; Malek, 2023; Miguel et al., 2022). By 

investigating how emerging technologies can improve customer happiness in a variety of retail situations, future studies 

should try to close these gaps and advance our grasp of this crucial concept.  

2.2 Perceived Usefulness 

Numerous studies have defined usefulness in numerous ways, especially when it comes to consumer happiness and 

technology adoption. Jain and Purohit. In the context of RFID technology, usefulness is defined by Purohit & Jain (2022) 

as the technology's capacity to improve customer satisfaction by increasing operational efficiency and customer service. 

They contend that by guaranteeing product availability, RFID's real-time data helps with inventory management, which in 

turn directly affects customer happiness. 

According to Valmohammadi et al. (2017), usefulness is the degree to which RFID technology satisfies user needs and 

improves their experience and contentment with offered services. This definition places a strong emphasis on matching user 

expectations with technological capabilities. Andreoli and associates. According to Andreoli et al. (2009), usefulness is 

defined as the perceived advantages that RFID technology offers clients, such as better service and shorter wait times, which 

raise customer satisfaction levels. This viewpoint emphasizes how consumers' views are influenced by the functional aspects 

of usefulness. 

The definitions of usefulness, which emphasise the practical and experienced advantages that RFID technology can offer, 

are strongly tied to customer happiness. According to research, clients are more satisfied when they believe RFID 

technology is helpful because it improves the quality and efficiency of services. For example, Purohit and Jain Purohit & 

Jain (2022) discovered that by guaranteeing improved inventory management and product availability, the use of RFID in 

retail settings resulted in notable increases in consumer satisfaction. In the same way, Valmohammadi et al. According to 

Valmohammadi et al. (2017), because RFID technology satisfies consumer expectations for service delivery, user happiness 

is strongly correlated with its perceived utility. According to these results, RFID technology's utility is a key factor in 

determining how satisfied customers are in retail environments. 
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There are still a number of restrictions and research gaps in spite of the insights offered by earlier studies. The technical 

features of RFID implementation have been the main focus of much research, frequently ignoring the emotional and wider 

customer experience elements that influence satisfaction (Purohit & Jain, 2022; Andreoli et al., 2009). Furthermore, there 

is a dearth of empirical studies explicitly looking at the connection between RFID's utility and customer happiness in various 

retail settings, especially in fast-fashion stores like Uniqlo. This disparity emphasizes the necessity of more research into 

the ways that RFID technology might be modified to improve consumer experiences in particular retail settings. 

By examining the connection between RFID's utility and customer pleasure, particularly at Uniqlo, the current study seeks 

to close these gaps. This study will offer important insights into how RFID technology might be used to improve consumer 

happiness in a competitive retail environment by concentrating on a fast-fashion shop. Additionally, by combining the 

technical and experiential aspects of RFID usefulness, this study will add to the body of literature already in existence and 

provide a more thorough understanding of how it affects consumer happiness. It is anticipated that the results will educate 

shop managers on how to strategically use RFID technology to enhance consumer satisfaction and experience.  

3.0 METHODOLOGY 

This study utilized a cross-sectional quantitative research design, grounded in the Technology Acceptance Model (TAM), 

to investigate the relationship between perceived usefulness, ease of use, and customer satisfaction with RFID technology 

in Uniqlo stores. TAM provides a robust framework for understanding user acceptance of technology, emphasizing the 

critical role of perceived usefulness (PU) and perceived ease of use (PEOU) in shaping user satisfaction and engagement. 

The target population for this research comprised Uniqlo customers who had interacted with RFID technology during their 

shopping experiences. A convenience sampling method was employed, allowing researchers to collect data efficiently and 

accessibly. A total of 30 respondents participated in the study, and while this sample size is relatively small, it was deemed 

sufficient for the exploratory nature of the research, providing valuable preliminary insights into customer attitudes and 

behaviors toward RFID systems. 

 

Data collection was conducted using structured questionnaires specifically designed to measure the key constructs of TAM. 

These questionnaires included Likert-scale items to capture respondents' perceptions of the usefulness, ease of use, and their 

overall satisfaction with RFID technology. To ensure the validity of the instrument, the questionnaire was pretested to 

confirm clarity, relevance, and alignment with TAM constructs. Reliability was further tested using Cronbach’s alpha, 

which demonstrated the internal consistency of the measurement scales. Data analysis was carried out using SPSS software, 

where descriptive statistics were used to summarize demographic characteristics and customer responses. In addition, 

correlation and regression analyses were applied to explore the relationships between the key variables, offering valuable 

insights into how perceived usefulness and ease of use influence customer satisfaction in the context of RFID technology 

in retail environments. This analytical approach allowed the study to generate actionable insights, highlighting the 

importance of intuitive and functional technologies in enhancing customer experiences. 
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4.0 FINDINGS AND DISCUSSIONS 
4.1 Findings 

4.1.1 Descriptive Information of Demographic 

Table 1. Demographic Frequency 
 

 

 

Gender Frequency % 

Male 15 50 

Female 15 50 

TOTAL 30 100 

   

Age Frequency % 

20-25 years old 9 30 

26-30 years old 10 33.3 

31-35 years old 9 30 

36 years and above 2 6.7 

TOTAL 30 100 

   

Frequency of Visit  

to Uniqlo 

Frequency % 

Very often 5 16.7 

Often 12 40 

Rarely 11 36.6 

Very Rarely 2 6.7 

TOTAL 30 100 

   

Awareness of  

RFID Tag 

Frequency % 

Yes 30 100 

No 0 0 

TOTAL 30 100 
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The demographic data table offers valuable insights into the characteristics of the study participants, providing a clear 

representation of the sample's gender, age distribution, frequency of visits to Uniqlo, and awareness of RFID technology. 

The gender distribution of the sample is perfectly balanced, with an equal representation of male and female participants, 

each comprising 50% of the total sample, which is crucial for ensuring that the findings are not biased toward a particular 

gender. This gender balance enhances the generalizability of the results across both male and female customers of Uniqlo, 

ensuring that any insights regarding customer satisfaction and the adoption of RFID technology are relevant to a broad 

demographic. 

In terms of age distribution, the participants are relatively young, with the majority falling within the 26-30 years old range, 

which makes up 33.3% of the sample. The next largest group is those aged 20-25 years, accounting for 30% of the sample. 

These two age groups combined represent over 60% of the total participants, highlighting the importance of understanding 

the preferences and behaviors of younger shoppers when assessing technology adoption and customer satisfaction. The 

other age brackets, including 31-35 years old and those aged 36 and above, are represented in smaller proportions, with 9% 

and 6.7% of the sample, respectively. This suggests that Uniqlo’s customer base, at least in the context of this study, is 

predominantly younger, which could influence the ways in which RFID technology is perceived and utilized by these age 

groups. 

The frequency of visits to Uniqlo reveals that most participants shop at the store relatively often, with 40% reporting they 

visit the store frequently and 36.6% visiting occasionally. However, a smaller portion, 16.7%, claimed to visit very often, 

while a small minority (6.7%) stated they visit very rarely. This distribution suggests that the majority of participants are 

regular customers, indicating that the survey results are based on individuals who are familiar with the brand and its 

offerings. Such frequent shoppers are likely to have more informed opinions regarding technological innovations such as 

RFID. Finally, the table shows that all participants (100%) are aware of RFID tags, which is a crucial detail as it confirms 

that the respondents have some level of familiarity with the technology being studied. This universal awareness ensures that 

the data collected can meaningfully assess perceptions of RFID, as all participants have a baseline understanding of the 

technology. 

In summary, the demographic breakdown of the participants provides a solid foundation for analyzing the study’s findings, 

ensuring that the results reflect a balanced, youthful customer base, with a clear understanding of RFID technology and 

regular engagement with Uniqlo. These demographic characteristics are essential for interpreting how RFID technology 

influences customer satisfaction and can guide future research and retail strategies targeting similar consumer groups 

4.1.2 Correlation Analysis 

Table 2. Correlation between Perceived Usefulness and Customer Satisfaction 
 

Correlations 

  Use Satisfaction 

Use Pearson Correlation 1 .799** 

Satisfaction Pearson Correlation .799** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 
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The correlation analysis conducted in this study provides significant insights into the relationship between the perceived 

use of RFID technology and customer satisfaction in the context of Uniqlo. The Pearson correlation coefficient, recorded 

at 0.799, demonstrates a strong and positive association between the two variables. This high correlation value suggests that 

when customers perceive the RFID technology as beneficial and easy to use, their level of satisfaction with Uniqlo’s services 

and shopping experience correspondingly increases. Such a finding underscores the importance of technological features in 

shaping customer perceptions and loyalty in a competitive retail environment. 

Moreover, the correlation was found to be statistically significant at the 0.01 level (two-tailed), further strengthening the 

reliability and validity of this observed relationship. This statistical significance indicates that the positive relationship 

between the perceived use of RFID and customer satisfaction is not merely due to chance but represents a consistent pattern 

among the participants. The findings align with previous literature emphasizing the role of innovative technologies, like 

RFID, in improving operational efficiency, reducing waiting times, and enhancing the overall customer experience. 

Consequently, this strong correlation highlights the necessity for retailers to invest in user-friendly and efficient 

technological solutions, as these innovations directly influence customer satisfaction and, ultimately, brand loyalty. The 

results of this analysis provide empirical evidence for the strategic importance of adopting advanced technology to remain 

competitive in the retail sector.  

4.1.3 Reliability Testing 

Table 3. Reliability of Perceived Usefulness  
 

Reliability Statistics 

Cronbach's Alpha N of Items 

0.860 5 

 

The reliability analysis for the construct of perceived usefulness, as evaluated through Cronbach’s Alpha, revealed a value 

of 0.860 across five items. This result signifies a high degree of internal consistency within the measurement instrument 

utilized to assess the perceived usefulness of RFID technology. Cronbach’s Alpha values range from 0 to 1, and scores 

above 0.8 are widely acknowledged in research as reflecting strong reliability. In this case, the value of 0.860 indicates that 

the items included in the questionnaire are not only closely related to each other but also collectively measure the underlying 

construct of perceived usefulness in a cohesive and dependable manner. 

This level of reliability ensures that the data collected is robust and free from significant random error, thereby enhancing 

the validity and trustworthiness of the findings. The consistency in the responses provided by the study’s participants 

suggests that the measurement instrument effectively captures the nuances of how respondents perceive the usefulness of 

RFID technology in improving their overall shopping experience. By employing a reliable scale, the study establishes a 

solid foundation for analyzing the relationship between perceived usefulness and related constructs, such as ease of use and 

customer satisfaction. This high reliability further contributes to the credibility of the research, ensuring that the conclusions 

drawn from the data are both accurate and meaningful for practical application in retail settings.  

Table 4. Reliability of Customer Satisfaction 
 

Reliability Statistics 

Cronbach's Alpha N of Items 

0.933 5 
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The reliability analysis for the customer satisfaction construct, as measured by Cronbach’s Alpha, yielded an impressive 

value of 0.933 across five items. This result indicates an exceptionally high level of internal consistency within the 

measurement tool used to evaluate customer satisfaction. Cronbach’s Alpha values range from 0 to 1, with scores above 

0.9 being categorized as excellent. In this study, the value of 0.933 demonstrates that the items included in the scale are 

strongly correlated with one another and effectively capture the underlying construct of customer satisfaction in a cohesive 

and reliable manner. 

Such a high level of reliability is critical in ensuring the accuracy and dependability of the data collected. The consistency 

of responses across the five items used to measure customer satisfaction suggests that the instrument not only aligns well 

with theoretical frameworks but is also well-suited to the specific context of the study. The robust reliability of the scale 

minimizes the likelihood of measurement errors, thereby enhancing the credibility and validity of the findings. 

Moreover, this level of reliability establishes a solid foundation for analyzing how customer satisfaction interacts with other 

constructs, such as perceived usefulness and ease of use, within the framework of RFID technology adoption. By employing 

a highly reliable measurement tool, the study ensures that its conclusions are based on sound data, enabling meaningful and 

actionable insights. This degree of reliability is particularly valuable for informing decision-making processes in the retail 

industry, as it highlights the importance of accurate assessment tools in evaluating and improving customer satisfaction 

metrics. Consequently, the high Cronbach’s Alpha score underscores the rigor of the study and enhances confidence in the 

broader implications of its findings. 

4.2 Discussions 

The results from this study provide compelling evidence that the perceived usefulness and ease of use of RFID technology 

are critical determinants of customer satisfaction at Uniqlo. The strong positive correlation (0.799) found between these 

two variables suggests that customers who perceive RFID technology as both beneficial and easy to use are more likely to 

report high levels of satisfaction with their shopping experience. This supports the initial hypothesis that customer 

satisfaction is directly influenced by their perceptions of the technology's usability and value. These findings are consistent 

with the established literature, particularly studies that emphasize the importance of perceived ease of use and usefulness in 

shaping customer adoption of new technologies. For instance, Wicaksono & Maharani (2020) highlight that when customers 

view technology as convenient and advantageous, they are more inclined to engage with it, which in turn enhances their 

overall satisfaction with the service. Moreover, the study's results also validate the Technology Acceptance Model (TAM), 

which suggests that the ease of use and perceived utility of a technology play a pivotal role in determining its acceptance 

and use by consumers in various settings, including retail. 

The significance of these findings extends beyond theoretical validation and has practical implications for retail businesses 

such as Uniqlo. By understanding the link between RFID technology and customer satisfaction, companies can enhance 

their customers' shopping experiences by focusing on simplifying the usage of such technologies. This can be done through 

better in-store signage, customer education, or improvements in RFID functionality that make it easier for customers to 

interact with the system. These findings also have policy implications for businesses seeking to adopt RFID technology as 

part of their customer service strategy. They suggest that companies should not only focus on the technical aspects of the 

technology but also ensure that their customers understand its benefits and usability. However, this study does have several 

limitations. The relatively small sample size of 30 participants restricts the generalizability of the findings, and the fact that 

the sample is predominantly composed of younger consumers (ages 20-30) may skew the results, making it less applicable 

to older age groups. Therefore, future research should aim to include a larger and more diverse sample, which would help 

confirm the findings across different demographics. Additionally, further studies could explore the impact of customer 

education on their perception of RFID technology and assess how knowledge and familiarity with the technology might 

influence satisfaction levels. It would also be valuable to conduct longitudinal research to understand the long-term effects 

of RFID adoption on customer loyalty and repeat purchasing behavior. This would offer a more comprehensive 

understanding of how technology adoption impacts customer retention and could provide valuable insights for retailers 

looking to leverage RFID as a tool for customer engagement and satisfaction.  



The Asian Journal of Professional and Business Studies. Vol 3, Issue 2 (2022) 

e-ISSN: 2716-666X 

119 

 

 

 

5.0 CONCLUSION 

 
In conclusion, this study provides critical insights into the relationship between the perceived usefulness and ease of use of 

RFID technology and customer satisfaction, focusing on Uniqlo's retail environment. By adopting the Technology 

Acceptance Model (TAM) as a guiding framework, the research establishes that while both constructs significantly 

influence customer satisfaction, ease of use is the stronger predictor. This finding underscores the growing importance of 

user-friendly technological solutions in enhancing the retail experience. The integration of RFID systems, as demonstrated, 

is instrumental in streamlining shopping processes, optimizing inventory management, and expediting checkout procedures. 

Such capabilities not only meet customer expectations for efficiency but also align with broader trends in digital 

transformation across the retail sector. 

 

The research highlights the transformative potential of RFID technology, showing how it can elevate customer satisfaction 

by reducing friction points in the shopping journey. For instance, the ability to provide real-time inventory updates and 

faster checkout processes directly addresses common pain points in retail, reinforcing the value customers derive from these 

technological advancements. These findings affirm that customer satisfaction is not solely dependent on product quality or 

service excellence but is increasingly shaped by the adoption and effective implementation of innovative technologies. 

 

From a theoretical standpoint, the study makes a significant contribution to the field by extending the application of the 

TAM framework to the retail domain, particularly within the fast-fashion industry. It fills a critical research gap by 

empirically exploring how perceived usefulness and ease of use influence customer satisfaction in a real-world retail setting. 

By doing so, the research provides a robust foundation for future studies seeking to understand the dynamics of technology 

adoption and its impact on consumer behavior. It also adds to the growing body of literature emphasizing the importance of 

aligning technological innovations with customer expectations to achieve competitive advantages. 

 

Practically, the study offers actionable recommendations for retailers like Uniqlo. It encourages businesses to invest in user-

centric designs and intuitive systems that maximize the tangible benefits perceived by customers. The findings stress the 

need for ongoing evaluation and refinement of RFID systems to ensure they remain aligned with evolving customer needs. 

Retailers are urged to view technology not merely as a tool for operational efficiency but as a strategic enabler of superior 

customer experiences. By doing so, they can foster deeper customer loyalty and secure a competitive edge in the rapidly 

evolving retail landscape. 

 

As a take-home message, this research underscores that in an era where customer expectations are continuously shaped by 

technological advancements, the adoption of intuitive, functional, and value-driven solutions is essential for retail success. 

RFID technology, when implemented effectively, not only enhances operational performance but also transforms customer 

perceptions and experiences. This dual impact makes it a critical component of modern retail strategies. Looking forward, 

businesses must embrace a customer-centric approach to technology adoption, recognizing that the future of retail lies in 

creating seamless, personalized, and efficient shopping experiences. By prioritizing customer satisfaction through 

innovative solutions, retailers can not only meet but exceed the demands of a competitive and dynamic marketplace. 
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