"Digital transformation to improve brand salience: a case study examination of creative approaches in the UK consumer market." 
ABSTRACT 
The aim of this research is to investigate and evaluate the ways in which digital strategies could improve brand salience with respect to the UK consumer market. The study, which will take a case study approach, will look at specific methods that well-known UK-based businesses have used to increase brand recognition as well as how they have applied digital strategies. MBA students will get deep understanding on how to use digital tools and tactics to promote brand awareness, with particular attention to the norms and peculiarities of the UK business environment.
 INTRODUCTION
  
1.1 Background 
  
The significance of brand salience in the current UK consumer market has been emphasized by academics and business professionals (Keller, 1993; Aaker, 1996). A crucial component for companies looking to make a lasting and significant impression in the market is brand salience, which is the degree to which a brand is recognized and remembered within a certain product category (Keller, 1993). Businesses need to come up with creative ways to make sure that their brands not only grab customers' attention but also create enduring relationships in the digital age due to the growing amount of information available to them (Chaffey et al., 2016). 
Businesses operating in the UK now face both unprecedented opportunities and problems as a result of the enormous changes made to the dynamics of brand salience by the digital revolution (Smith and Zook, 2011). The increasing dependence of customers on digital platforms for information, suggestions, and brand interactions means that traditional methods of brand building are no longer sufficient (Deighton and Kornfeld, 2009). As a result, companies must deliberately use digital techniques to increase brand awareness and recognition in this ever-changing landscape. 
In order to better understand how UK-based businesses have enhanced brand salience through digital landscape navigation, this research uses a case study approach. In order to provide light on the complex relationship between digital strategies and brand salience within the particular socioeconomic and consumer behavior setting of the UK, the study attempts to contextualize the backdrop of these case studies.  

  
This research adds to academic knowledge as well as practical understanding of how digital transformations can be strategically used as assets for building and maintaining brand salience in the competitive UK market, as businesses struggle with the complexities of the digital age. This dissertation aims to provide MBA students and practitioners with actionable insights by delving into the subtleties of effective digital brand salience strategies through a thorough analysis of case studies (Kapferer, 2012; Kaplan and Haenlein, 2010). 

Research Aim: 
the effect of digital techniques on improving brand salience in the UK consumer market, with an emphasis on finding effective business practices. 

  
Research Objectives: 
  
1. Analyze how digital techniques affect brand salience in the UK consumer market. 

2. Examine successful case studies to determine the essential tactics used by companies to enhance their brand salience using digital means. 

3. Analyze how well these digital tactics have worked in the UK setting to establish and maintain brand salience. 


  
Research Questions: 
  
1. What role does digital marketing play in influencing brand salience in the UK consumer market? 


2. Which are the main tactics used by UK companies to increase their brand's salience online? 


3. To what degree do these digital tactics aid in creating and maintaining brand salience in the cutthroat UK market? 




METHODOLOGY
Approach: I have decided to use a systematic literature review. The benefits and drawbacks are explained in more detail below.

Justification of this topic- "Digital transformation to improve brand salience: a case study examination of creative approaches in the UK consumer market." 
Secondary Literature Search:
The purpose of the secondary literature search is to find knowledge gaps that this study can fill by examining previous research and placing the issue of "Digital transformation to improve brand salience: a case study examination of creative approaches in the UK consumer market" in context.



Digital Transformation and Brand Salience:
examining the research on consumer market digital transformation tactics, with an emphasis on how these techniques affect brand identification and perception.Finding research on the connection between digital campaigns and measures measuring brand salience, like brand recall and awareness.
evaluating the degree to which the literature currently available discusses how digital transformation might improve brand salience, especially in the context of the UK consumer market.


Creative Branding Approaches:

Evaluating studies on the relationship between creative branding techniques and consumer engagement and brand distinction.Finding research on how to improve brand salience in digital transformation projects by incorporating creative methods.
evaluating the contribution of several creative branding strategies to enhanced brand recall and recognition in the UK consumer market, including experiential marketing and user-generated content.


UK Consumer Market Dynamics:
examining the literature for information on the distinctive traits of the UK consumer market, such as inclinations, habits, and trends.
Finding research that sheds light on how consumers view digital brand experiences and what influences brand salience in the context of the United Kingdom.
evaluating the impact of digital channels on consumer behavior in the UK consumer market, including social media and e-commerce platforms, on consumer perceptions of brands and buy decisions.


Research Methodology:
The project's research methodology will comprise a qualitative case study approach, with theme analysis of qualitative data serving as a complement. The research findings' validity and integrity will be guaranteed by adhering to ethical guidelines that will steer the approach.



Qualitative Case Study Design:
choosing many businesses that are involved in the UK consumer sector to serve as case study topics.
interviewing important stakeholders in-depth, including as brand managers and marketing executives, to learn more about their perspectives on innovative branding strategies and digital transformation projects.
gathering historical information to enhance data analysis, such as consumer reviews and marketing materials.



Thematic Analysis:

applying theme analysis tools to analyze qualitative data gathered from archival sources and interviews.
Finding recurring themes, patterns, and insights about creative branding methods, digital transformation tactics, and how these affect brand salience in the UK consumer market.
combining data to create conclusions and suggestions for companies looking to boost brand salience through innovative branding and digital transformation.



Ethics:

Informed Consent: gaining the informed permission of every study participant and making sure they are aware of the study's objectives, their rights as participants, and the possible risks and rewards of taking part.
Confidentiality and Anonymity: preserving participant privacy and anonymity through safe data processing and storage, the use of pseudonyms when presenting findings, and the removal of any personally identifiable information from transcripts.
Respect for Participants: keeping lines of communication open, attending to any worries or discomfort participants may have, and respecting their autonomy and dignity throughout the research process.
Research Integrity: respecting pertinent ethical rules and regulations as well as the ethical norms of research conduct, which include honesty, transparency, and integrity.

RISKS:
The topic "Digital transformation to improve brand salience: a case study examination of creative approaches in the UK consumer market" carries the following possible risks:
Data Privacy and Confidentiality: Managing sensitive material gleaned from interviews or historical records could come with hazards. To reduce this danger, it is essential to make sure that all data is anonymized and stored securely to preserve participant privacy and confidentiality.
Participant Bias: During interviews, there is a chance that participants will mistakenly or purposely give false or biased information. To guarantee validity and dependability, researchers need to thoroughly evaluate the reliability of the information supplied and cross-reference it with other sources.

Limited Generalizability: The findings may not be as broadly applicable to other contexts or industries as they may be because the study focused on particular organizations and their experiences with digital transformation and creative branding tactics in the UK consumer market. Scholars ought to recognize this constraint and construe the results within the parameters of the study's setting.

Access to Data: Getting access to essential information from businesses, including marketing materials or customer reviews, can be difficult. Certain firms might have stringent standards about data sharing or be unwilling to provide confidential information. It is crucial to negotiate access to data while upholding the participating companies' rights to confidentiality and intellectual property.

Time Constraints:It can take a while to analyze qualitative data and conduct in-depth case studies. Delays in the gathering, processing, and reporting of data could affect how quickly the research project is completed overall. Researchers ought to schedule their work appropriately and allow enough time for every stage of the investigation.
Researcher Bias: Bias among researchers may have an impact on how results are interpreted or who gets chosen for a case study. Throughout the research process, researchers should be watchful and unbiased, using methods like member verification and triangulation to confirm findings and reduce bias.
Ethical Considerations: Throughout the research process, ethical issues include getting participants' informed consent, maintaining data confidentiality, and safeguarding participant anonymity must be properly controlled. Violating ethical norms may endanger study participants and undermine the study's legitimacy.



























