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[bookmark: _Toc235035712]Chapter 1: Introduction
[bookmark: _Toc235035713]1.1 About Brand Awareness and Digital Marketing
Digital marketing involves using digital media and online platforms, like websites, social media, search engines, emails, mobile apps, and online ads, to advertise products and services (Yevseitseva et al., 2022). Digital marketing is a key tool for the automotive sector to market their new vehicle models, advertise offers, provide product information, and engage with customers.
Brand awareness is the ability of customers to recognise and recall a specific brand (Zulfikar, 2023). Brand awareness is significant in the UK automotive industry since consumers typically consider various brands of cars before they make a buying decision. By leveraging digital marketing, automotive companies can boost their visibility, connect with potential customers, and enhance their brand recognition (Sarker, 2024).
[bookmark: _Toc235035714]1.2 Rationale of The Study
The UK automotive sector is very competitive, and consumers rely more and more on the internet to learn about a vehicle prior to selecting one (Afandizadeh et al., 2023). They look at web pages, car reviews, compare prices, read reviews, and follow automotive brand pages on social media. Hence, digital marketing is significant in increasing brand awareness.
The study is valuable as it will assist in understanding how digital marketing can drive visibility and engagement for brands in the UK automotive sector. It will also clarify the opportunities that the current trends of EV promotion, online sales, digital showrooms and personalized advertising offer for brand awareness.
[bookmark: _Toc235035715]1.3 Aim
This research aims to explore the role of digital marketing in the automotive industry for brand awareness in the UK.
[bookmark: _Toc235035716]1.4 Objectives
The objectives of this research are:
1. To investigate the current digital marketing strategies implemented in the UK automotive industry.
2. To determine the potential opportunities and threats of the automotive industry implementing digital marketing.
3. To analyze the impact of digital marketing on brand awareness in the UK automotive industry.
[bookmark: _Toc235035717]1.5 Research Questions
The research questions of this study are:
1. What are the current digital marketing strategies implemented in the UK automotive industry?
2. What are the potential opportunities and threats of the automotive industry implementing digital marketing?
3. What is the impact of digital marketing on brand awareness in the UK automotive industry?


[bookmark: _Toc235035718]Chapter 2: Literature Review
[bookmark: _Toc235035719]2.1 Digital Marketing
Digital marketing is the application of digital media, data and technology to fulfil marketing goals and convey information to customers (Dašić et al., 2023). Digital marketing uses websites, social media, online video, email, blogs, and mobile applications to engage customers (Aziz, Abdulqadir and Amin, 2023).
Digital marketing in the automotive sector in the UK encompasses different aspects of social media marketing, search engine optimization, online paid advertising, website marketing, email marketing, online reviews, and video marketing (Aziz, Abdulqadir and Amin, 2023). Such measures can be used to help car manufacturers market their vehicles, connect with customers and raise brand awareness.
[bookmark: _Toc235035720]2.2 Brand Awareness
Customers' ability to recognise or recall a brand in a particular product category is defined as brand awareness (Pradipta Utama and Ningrum Ambarwati, 2022). Brand awareness consists of brand recognition and brand recall. Brand recognition is when customers recognize the brand upon seeing it and brand recall is when customers remember the brand without any prompting (CHAN, 2022).
In the automotive sector, brand awareness plays a crucial role because customers typically research multiple brands before making their final purchase. An automotive company can gain a competitive edge in the UK market and capture customer attention by establishing strong brand awareness.
[bookmark: _Toc235035721]2.3 Research Objectives
The current digital marketing strategies implemented in the UK automotive industry.
There are some digital marketing strategies which are used by the companies engaged in the automotive industry in the united kingdom to boost their visibility. Vehicles are promoted and customers engaged through social media platforms like Facebook, Instagram, YouTube, TikTok and LinkedIn. The goal of search engine optimization is to assist customers locate automotive brands online (Aziz, Abdulqadir and Amin, 2023). Banner ads are ads that are targeted to a certain group of customers interested in a specific product, place and online activity. Official websites, digital showrooms, online car configurators and car video campaigns also assist customers in their learning about vehicle models and brand features.
The potential opportunities and threats of the automotive industry implementing digital marketing.
In the automotive world, there are numerous opportunities arising from digital marketing. By utilizing personalized advertising, companies can deliver targeted content to their customers. The marketing of EVs is also expanding as brands can leverage digital channels to create awareness and awareness among consumers of the benefits of EVs, charging, and range (Almansour, 2022). Other key trends that can enhance customer engagement and brand awareness include online car purchasing, virtual showrooms, AI-driven chatbots, automated email marketing, and social media platforms.
The impact of digital marketing on brand awareness in the UK automotive industry.
Reaching more people online is one way to get automotive brands noticed and make them more aware of the company. When customers repeatedly see a brand via social media posts, search results, online ads, websites and videos, they will recognise and remember the brand. Digital marketing also helps in better engagement with customers in the form of comments, likes, shares, reviews, and online discussions (CHAN, 2022). Positive reviews can also boost brand trust and reputation, as can customer testimonials.
[bookmark: _Toc235035722]2.4 Research Gap
There are many studies which have covered digital marketing and brand awareness generally, but there have been relatively few studies concentrating on the UK automotive industry. Although the automotive sector has distinct characteristics, most of the research so far has focused on other sectors like fashion, retail, and hospitality. The car-buying process is quite long in comparison to many other industries and represents a large financial investment, a lengthy consumer decision-making process, and a significant amount of consumer evaluation and comparative research prior to purchase. Moreover, most of the available literature is not specifically related to the automotive sector and some researchers focused exclusively on social media, neglecting other critical digital marketing instruments like search engine optimisation (SEO), email marketing, website, online advertising, and digital showrooms. Moreover, past studies have focused on the measurement of purchase intention or buying behaviour rather than brand awareness and have given less attention to new concepts like the promotion of electric vehicles (EVs), the use of artificial intelligence (AI) in marketing, and the sale of vehicles online. Hence, this study will be designed to fill the gap and study the effect of digital marketing on brand awareness in the UK automobile industry with the incorporation of the modern digital marketing practices and characteristics of the automotive industry.
[bookmark: _Toc235035723]2.6 The Honeycomb Model
The Honeycomb Model is a framework used to describe social media interaction, consisting of seven elements: Identity, Conversations, Sharing, Presence, Relationships, Reputation and Groups. This model works well when determining how brands communicate with consumers online and how engagement online can drive brand awareness. The model is applicable in the context of the UK Automotive context as the automotive brands use social media, websites, online advertisements, videos, reviews and customer communities to attract consumers and raise the visibility of the brands (Iftakhar, 2022).
[image: ]
Figure 1 Honeycomb Model (SEO, 2025)
Model to understand how digital marketing can be contributed to brand awareness. A good brand identity enables customers to identify the automotive brand; communication and sharing brings the automotive brand to the masses (Abdulrahman, 2025). The brand will be more visible online and a good reputation will help customers to build trust in the brand. Likewise, automotive firms can establish better relationships with customers and online communities around their products through relationships and groups.
[bookmark: _Toc235035724]2.6.1 Advantages
In this sense, the Honeycomb Model helps to explain the brand's relationship with customers through digital mediums. It demonstrates that an identity, conversations, sharing, presence, relationships, reputation and group can help raise customer awareness of a brand (Iftakhar, 2022). This is significant for the automotive sector as there's a chance that the customer will seek for online information, critiques, movies, and social media information before expressing curiosity in a car.
It's also a benefit of a model since it emphasizes customer engagement. As customers leave comments on posts, post videos about the car, join a group online, or write reviews, they will help bring the automotive brand into the limelight. Another aspect of the model is the power of online reputation, which is significant as well since customers tend to trust a brand with positive reviews, ratings and customer feedback. Thus, the Honeycomb Model is applicable in this sense to understand how digital marketing can also enhance brand awareness in the UK automotive industry (Nurafni Rubiyanti et al., 2023).
[bookmark: _Toc235035725]2.6.2 Disadvantages
There are some limitations to the Honeycomb Model. Its biggest drawback is that it is mainly geared towards social media interaction. It cannot provide a full discussion of all digital marketing tools, including search engine optimisation, email marketing, paid search advertising, website analytics, digital showroom experiences, etc. Thus, the model might not be exhaustive of all the digital marketing functions that automotive firms use (NURAFNI RUBIYANTI et al., 2023).
A further drawback is that the model is more communication and engagement centred, rather than customer purchase behaviour. When it comes to the automotive industry, purchasing a vehicle is typically a lengthy procedure that includes comparison shopping, car research, financial planning, test drives, and a car dealership visit. The Honeycomb Model does not provide a complete description of these stages. Hence, while the model can be employed to comprehend the online engagement and brand awareness, it can be supplemented with other literature to clarify the broader implications of digital marketing.



[bookmark: _Toc235035726]Chapter 3: Methodology
[bookmark: _Toc235035727]3.1 Research Method
The systematic procedure of gathering and analysing data, to address the research questions and meet the research objectives is called research method  (Ghanad, 2023). Choosing a suitable research method can help to ensure that the results obtained are reliable and applicable to research. The research will use quantitative research methodology in investigating the effect of digital marketing on brand awareness in the automotive industry in the UK. The study will be guided under the Research Onion framework which will be used for methodological decision making, such as research philosophy, approach, strategy, data collection, sampling, data analysis and ethical considerations.
[bookmark: _Toc235035728]3.2 Research Onion
The Research Onion is a visual tool that helps to guide researchers in choosing the most suitable research methods (Musundire, 2025). It comprises several components such as research philosophy, research approach, methodological choice, research strategy, time horizon and data collection technique and data analysis technique. This enables researchers to make logical and meaningful methodological choices all through the research process based on these layers. 
[image: Research onion (Saunders et al., 2019, p. 108). | Download Scientific  Diagram]
Figure 2 The Research Onion (Saunders, 2019)
Using the Research Onion model, this study will apply each of the methods that were chosen to the research aim: to investigate the effect of digital marketing on brand awareness within the UK automotive industry.
[bookmark: _Toc235035729]3.2.1 Choices – Types of data
Quantitative Research
Quantitative research is a method which involves gathering and analysing quantitative data to investigate relationship between variables and to answer research questions objectively. Uses structured questionnaires with closed questions, usually for the purpose of statistical analysis of the results (Jamieson, Govaart and Pownall, 2023). The method used in this study will be quantitative research since it is used to measure the influence of digital marketing on brand awareness in the automotive sector in the UK. Numerical data will help the researcher to determine patterns and to make objective conclusions.
Qualitative Research
However, qualitative research is based on understanding the experiences, opinions and behaviours of individuals rather than data that are quantitative. It gives in-depth information about participants' perceptions and experiences and may have fewer numbers of participants and be interpreted subjectively (Lim, 2024). Although Qualitative data is useful for exploring in-depth towards complex issues, it will not be used in this study as it requires measurable data, which can be analysed statistically to examine the relationship between Digital Marketing and Brand Awareness.
Mono Method Quantitative
A mono-method quantitative approach is where the quantitative data is gathered and analysed with one research method. The design of this study is qualitative with mono method because the data obtained are primary data in the form of survey questionnaires that will be conducted online (Hossain and Hakobyan, 2022). The questions in the questionnaire will be closed-ended questions which would yield numerical answers that would be analysed statistically. The approach is appropriate since it allows for easy and efficient collection of standardized data from the respondents, which guarantees consistency, reliability and objectivity during the research process.
[bookmark: _Toc235035730]3.2.2 Data Collection and Analysis
Sampling
Sampling involves choosing a sample of participants from a larger population to be sure that their characteristics reflect the characteristics of the larger population (Ahmed, 2024). The collection of information from all consumers in the UK automotive industry is impractical and therefore sampling will be employed to gather relevant information from a sample of consumers. A sampling method that suits the research will increase the efficiency of gathering information and ensure that the research will be fulfilled.
Sample Size
The respondents for this study will be 50. This is a reasonable number for a small academic research project, and can be completed in the given time and resources. Responses from 50 respondents will provide an adequate number of quantitative data for analysis of the relationship between digital marketing and brand awareness, in addition to providing meaningful interpretation of the results.
Sample Type
The study will employ demographic and geographic sampling of participants. Demographic information will include age, gender and occupation so that a diverse group of individuals can be reached. The age range of participants will be 18 to 50 years old since this is the age where people tend to make their own buying decisions and have experience in the automotive industry. The study will have a mix of male and female participants to represent a balanced view. In terms of geography, the research will concentrate on the United Kingdom (UK) because it is the focus of the study and it is where the UK automotive industry is located. These sampling criteria will help to make sure that the data gathered is relevant, representative, and suitable to the research questions.
Sampling Method
Convenience sampling method will be used in this study. Non-probability sampling methods include those which do not ensure that every member of the population has an equal chance of selection (Mulisa, 2022). Convenience sampling involves selecting the people who are readily available to the survey since they are willing to participate. This approach is appropriate due to the following reasons: It is simple, it is cost-effective, it is suitable for a dissertation with limited time and resources.
[bookmark: _Toc235035731]3.2.3 Data Collection Method
Primary data will be gathered with the use of online survey questionnaire. The questionnaire will include 10-12 closed  ended questions which will seek to relegate respondents' opinion on digital marketing and brand awareness in the UK automotive sector. The survey will be designed online (Google Forms) and promoted via social media and email. The respondent will be able to fill out the questionnaire on their cell phone or other digital device and it will take about 5 – 10 minutes to answer all of the questions. The online survey method will be used to gather quantitative data from the chosen sample, which is considered to be efficient, cost-effective and suitable for gathering such data (Hasan, 2024).
[bookmark: _Toc235035732]3.2.4 Analysis of Data
The data collected from the online survey will be analysed using Microsoft Excel. The responses will then be organised, coded and analysed in Excel after collection. The responses of the respondents will be summarised with descriptive statistical techniques such as frequencies and percentages. The findings will also be presented in a clear and understandable manner by producing bar charts, pie charts and other graphs using Excel. The analysed data will then be used to draw inferences and find pattern and the effect of digital marketing on brand awareness in the UK automotive industry will be assessed. It is decided to choose the software Microsoft Excel, as it is easy to use and can be used to analyse quantitative data in small scale academic research.
[bookmark: _Toc235035733]3.3 Research Ethics
Research Ethics are the moral principles and guidelines that need to be adhered to in research that will ensure that the rights, dignity and privacy of research participants is protected and the research is conducted responsibly (Drolet et al., 2022). This study will adhere to the ethical standards throughout the research process. The online survey will be voluntary and respondents will be notified of the study before answering the survey. Participants will not be compelled to participate, and may opt out of the survey at any time prior to submission. In addition, all primary data gathered will be confidential and anonymous with no identification of respondents made public. All of the information gathered will be kept ethically and will be used only for academic purposes and not for unauthorised access.
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