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Description: The independent research examined the evaluation of the way digital marketing is conducted at M&S and comparable UK retailers to enhance consumer engagement in the UK retail sector. The research process involved reviewing academic literature, secondary data collection method using secondary sources to analyse the company reports and evaluating authentic secondary data sources such as corporate disclosure and industry publications. Gathered data on digital campaigns, social initiatives, email marketing and online loyalty programs. Involved in designing a research strategy, collecting and analysing data thematically while linking findings to theoretical frameworks such as the Consumer Engagement Theory and the AIDA model. 
Feelings: Initially, I felt overwhelmed by the breadth of digital marketing techniques and the complexity of consumer behaviour in the retail sector. Though there was certain data collected from the authentic resources, reports of M&S offered me detailed insights. However, I met challenges in progressing with the literature review and thematic analysis. Confidence grew gradually, and the data collection made the process more enjoyable. Began appreciating the data after, which brought a sense of accomplishment as it highlighted tangible links between theoretical frameworks and real-world marketing practices. 
Evaluation: The positive aspect of the research was the integration of theory into practice by applying concepts such as consumer engagement theory, which helped me to understand the way digital campaigns impact customer interactions across multiple channels. Developing thematic analysis for qualitative data and interpreting trends in engagement requires strong analytical skills (Braun and Clarke, 2022, p.3). Though I have analytical skills, I face challenges in accessing some restricted data of the company.  The secondary literature offered foundational insights by understanding the technical nuances of digital marketing tools and platforms, with extensive self-directed learning. 
Analysis: The reflection revealed the intricate balance between technological strategies and digital marketing approaches. Digital tools such as social media analytics and email campaigns can enhance engagement, which also underscores the importance of ethical consideration, personalised communication and consumer sentiment (Islam et al., 2024, pp.6498-6516). Also analysed the disconnect that sometimes exists between the industry practices and academic perspectives concerning the first evolving digital market landscape. Relying on secondary sources, offer a clear understanding of certain real-world challenges such as content relevance, shifting consumer behaviours, ROI measurement of the campaign and so on. 
Conclusion: Overall, the research was an enriching learning experience, where I developed practical research skills such as thematic analysis, data collecting and so on while improving my academic writing and critical thinking at the same time.  The process reinforced the significance of aligned theoretical insights by highlighting the growing role of digital marketing to shape consumer engagement strategies in the UK retail sector, while focusing on the case of Marks & Spencer. 
Action Plan:  For future research, I have planned to collect primary data, also to allow sufficient time for analysis and include diverse participants across the roles and locations to develop ability in advanced data analysis while handling a larger data set. 





[bookmark: _heading=h.lpr8u8dd04k2]References
Braun, V. and Clarke, V., (2022). Conceptual and design thinking for thematic analysis. Qualitative psychology, 9(1), p.3.
Islam, M.A., Fakir, S.I., Masud, S.B., Hossen, M.D., Islam, M.T. and Siddiky, M.R., (2024). Artificial intelligence in digital marketing automation: Enhancing personalization, predictive analytics, and ethical integration. Edelweiss Applied Science and Technology, 8(6), pp.6498-6516.

