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JUSTIFICATION FOR TOPIC CHOICE

qAcademic studies in master program in the last years

q Study program of current doctor level at the University

q Individual preference for digital marketing approaches of 

companies in the UK luxury fashion sector

q Research question



RESEARCH QUESTION

What are the impacts of website 
advertising on customer 

engagement and preference for 
Burberry in the UK?



RESEARCH CONTEXT



RESEARCH CONTEXT

Luxury 
fashion brands

Digital 
marketing of 

luxury fashion 
brands 

Burberry



SOURCES FOR IDENTIFYING 
AREAS OF INTEREST TO 

FUTURE RESEARCH

Academic 
journal articles

Current news 
articles

Textbooks

Websites 

Organisational 
reports

Literature 
review matrix



ACADEMIC CONTEXTUAL 
INFORMATION

Website advertising is a part of digital 
marketing approach and it is defined as 
the advertising approach that uses a 
website or websites as a medium to 
gain website traffic and deliver brand 
messages to target customers 

Web Advertising Value theory of Ducoffe



ACADEMIC CONTEXTUAL 
INFORMATION

Web Advertising Value theory of Ducoffe

Strengths
- Entertainment and informativeness 
have positive impacts on attitudes of 
consumers towards website 
advertising of brands and that 
irritation has a negative impact on the 
attitudes of the consumers towards 
website advertising of the brands
- It describes main factors impacting 
on consumer attitudes towards 
website advertising

Weakness
- It does not include credibility aspect 
of website advertising.
- Website advertising needs to 
believable, credible and trustworthy so 
that the website advertising increases 
customer engagement and positive 
attitudes of the customers towards 
website advertising
- Indicate that interactivity and 
accessibility factors need to be added 
to the theory



ACADEMIC CONTEXTUAL 
INFORMATION

Concepts 
and a core 

theory

Website 
advertising

Website 
advertising 
theory of 
Ducoffe
(1996)

Customer 
engagement

Customer 
preference

Research 
theme



PROPOSED METHODOLOGICAL 
APPROACH

Methodolog
ical 

approach

Positivism 
philosophy

Deductive 
approach

Quantitative 
method

Online 
questionnaire

A systematic 
sampling 
method

A sample size



PROPOSED METHODOLOGICAL 
APPROACH

Deductive approach: propose hypotheses to evaluate the impacts of website advertising 
on customer engagement and customer preference for Burberry in the UK. The deductive 
approach will save time and cost of the future research because it utilize the current 
theory of Website Advertising Value of Ducoffe in the context of luxury fashion industry in 
the UK.

Use a questionnaire to gather quantitative data and uses statistical analysis approaches 
(descriptive analysis approach, reliability test approach, factor analysis approach and 
regression analysis approach). 

SPSS software will be used to perform the statistical analysis approaches.



RESEARCH RISKS

Research risks

A low 
response 

rate

Time-
consuming 

data 
analysis

Access 
risk

Possible 
biases

Ethical 
risks
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