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[bookmark: _Toc221309420]Title
Evaluating the Impact of Data-Driven Digital Marketing on Customer Engagement and Purchase Behaviour: A Case Study of Amazon UK
[bookmark: _Toc221309421]CHAPTER 1: INTRODUCTION
[bookmark: _Toc221309422]1.1 Background and Research Problem
The modern business environment is increasingly influenced by fast-paced digitalisation, data explosion, and algorithmic decision-making. Organisations across industries are using massive amounts of data from consumers to make strategic marketing choices, to optimise their interactions with consumers and to also improve the overall performance of their business. Within this transformation, data-driven digital marketing (DDDM) has become a prevalent paradigm allowing companies to implement personalised, real-time and predictive marketing interventions based on information analytics of consumers (Wedel and Kannan, 2016).
The advancements in e-commerce have further led to the expansion of the usage of data-driven marketing approaches. Online retailers gather a vast amount of behavioural, transactional, and demographic information that enables them to make personalised product recommendations, tailor their promotion strategies, optimise pricing strategies, and optimise customer journeys. In this context, customer engagement, purchasing behaviour and customer experience (CX) have become important performance indicators, which directly shape conversion rates, retention and long-term profitability (Lemon and Verhoef, 2016).
Amazon UK is one of the most advanced examples of data-driven retailing being applied. The organisation applies powerful recommendation algorithms, predictive analytics, dynamic pricing strategies and personalised forms of communication to influence the decision-making process of the customers. Prior research implies that Amazon's recommendation systems account for a considerable amount of Amazon's sales (Gomez-Uribe and Hunt, 2016), underscoring the commercial nature of data-driven marketing. However, despite the prominence Amazon has had, little academic research is being conducted that explores the mechanisms in which data-driven marketing affects customer engagement and purchase behaviour towards brands, especially within the UK market.
Existing literature tends to conceptualise data driven marketing as being beneficial as such, while concentrating on performance measures such as click-through rate, conversion measures or increases to revenue (Davenport et al., 2020). Less attention has been given to customer perception and responses towards these practises especially in terms of engagement, experience, and behavioural intention. Furthermore, concerns about over-personalisation, data privacy and consumer trust lead to complexity in the presumed positive relationship between data-driven marketing and customer behaviour (Bleier and Eisenbeiss, 2015).
The research problem to be addressed in this dissertation is therefore in lieu of an inadequate level of empirical understanding of the impact of data-driven digital marketing practises on customer engagement and purchase behaviour via customer experience in a large-scale context of the UK e-commerce sector. Addressing this problem is necessary in order to advance the theoretical understanding and managerial decision-making in data-intensive retail environments.
[bookmark: _Toc221309423]1.2 Research Aim
The aim of this research is to assess the effect of data-driven digital marketing practises on customer engagement and purchase behaviour with a case study of Amazon UK, with a specific focus on the mediating role of customer experience.







[bookmark: _Toc221309424]1.3 Research Objectives
The objectives of the study are:
1. To critically analyse how concepts and dimensions of data-driven digital marketing are devised in contemporary e-commerce.
2. To analyse the relationship between the data-driven digital marketing practises and customer engagement within the Amazon UK.
3. To investigate the role in data-driven digital marketing has on the purchase behaviour and conversion decisions of customers.
4. To examine the mediating effect of customer experience in marketing behavior change associated with data-driven marketing, customer engagement and purchase behavior.
5. To create relevant and feasible recommendations on how to improve the effectiveness of digital marketing in online retail settings.
[bookmark: _Toc221309425]1.4 Research Questions
1. What are the data-driven digital marketing practises of Amazon UK?
2. How does data-driven digital marketing impact customer engagement among Amazon UK customers?
3. What is the data-driven digital marketing impact on customer purchase behaviour and conversion intentions?
4. How does customer experience mediate the relationship between data-driven digital marketing and customer experience engagement and purchase behaviour?
[bookmark: _Toc221309426]1.5 Significance and Relevance of the study
This study is important at various levels. From an academic perspective, it is a contribution to the literature of digital marketing and consumer behaviour by empirically exploring the relationship between data-driven marketing, engagement, purchase behaviour and customer experience in a real-world organisational context. By having a geographical focus on Amazon UK, the study adds geographical specificity to a field that is often global or US-centric.
From a managerial perspective, the research offers practical insights for marketing practitioners who are looking to balance between personalisation, engagement and trust in the customer. As there is more regulatory scrutiny and consumer awareness around what data is used for, it becomes increasingly critical to have an understanding of how customers are sensitive to data-driven marketing practises. Strategically the results might be used to design customer-centric digital marketing that improves retailing without compromising customer experience.
[bookmark: _Toc221309427]1.6 Overview of Research Methodology
The research approach will take a quantitative research methodology based on a positivist research philosophy. Primary data will be gathered through an online survey, which will be distributed to Amazon UK customers. Statistical analysis will be used to analyse the relationships between data-driven marketing practises, customer engagement, customer experience, and purchase behaviour.
[bookmark: _Toc221309428]1.7 Structure of the Dissertation 
The dissertation has five chapters. Chapter One provides an introduction to the context, aims and importance of this research. A critical literature review and conceptual framework is presented in Chapter Two. Chapter Three provides a description of the research methodology. The findings are analysed and discussed in Chapter Four. Chapter Five concludes the study and gives recommendations.






[bookmark: _Toc221309429]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc221309430]2.1 Introduction
The purpose of this chapter is to provide a critical review of the knowledge of scholarship appropriate and relevant to the topic of data-driven digital marketing, customer engagement, purchase behaviour, customer experience and retail performances. The review synthesises the current state of the research in order to establish the theoretical foundations of the research, to identify the inconsistencies and limitations and to justify the necessity of the present study.
[bookmark: _Toc221309431]2.2 Data-Driven Digital Marketing
Data driven digital marketing is systematic utilisation of customer data, analytics, and algorithmic tools to guide marketing strategy and execution (Wedel and Kannan, 2016). Unlike traditional marketing approaches, which are based on aggregated market insights, data-driven marketing allows for granular targeting of the market, optimisation in real-time, and predictive modelling.
Recent studies point out the increasing integration of artificial intelligence and machine learning in the digital marketing processes (Davenport et al., 2020). These technologies are enabling companies to anticipate customer demands, tailor content and automate decision-making processes. In e-commerce environments, data-driven marketing finds expression in the form of recommendation systems, personalised email marketing, dynamic pricing and targeting.
However, critical scholars urge caution when considering the use of data-driven marketing and the benefits it can provide. Over-reliance on algorithms can decrease managerial judgement and obfuscate ethical issues flowing from surveillance, bias and consumer autonomy (Zuboff, 2019). Empirical studies that focus on consumer responses to transactional marketing as data are currently fragmented, especially in terms of engagement and experiential effectiveness.

[bookmark: _Toc221309432]2.3 Customer Engagement
Customer engagement has been widely recognised as a multidimensional concept developed with cognitive, emotional and behavioural dimensions (Brodie et al., 2011). Engaged customers exhibit behaviour characterised by greater levels of attention, emotion, and participation with brands, resulting in greater customer loyalty and advocacy.
Digital environments offer rich grounds for relations of engagement, that can be snowed with interactivity, personalization of content and TRU loops. Hollebeek et al. (2019) say digital personalisation can make things more engaging by making them more relevant and valuable. However, engagement isn't only about the technical level; questions around, for example, authenticity, transparency and trust, are critical.
In data driven the engagement might be affected by the way the customers understand the use of their information. While personalised experiences are valued by some consumers, they are seen as invasive by others, causing disengagement or resistance (Bleier and Eisenbeiss, 2015). This duality is helpful in highlighting the need for empirical enquiry into the outcomes of engagement in specific organisational contexts.
[bookmark: _Toc221309433]2.4 Purchasing Behaviour and Conversion
Purchase behaviour is the act of buying that is given for an action or decision of buying or procuring a good or service. In online retail environments, purchase behaviour is influenced by such factors as perceived usefulness, ease of use, trust and perceived risk (Pavlou, 2003).
Data-driven marketing strategies, especially the recommendation systems, have been proven to have an impact on purchase behaviour through decrease of search costs and perceived relevance (Gomez-Uribe and Hunt, 2016). However, other research also suggests that too much personalisation can raise privacy concerns, which will have a negative impact on the purchase intentions (Aguirre et al., 2015).
The literature reveals an ongoing debate of what the net effect of data-driven marketing on purchase behaviour is. While performance measures point to favorable results, consumer-oriented research results in psychological and ethical complexities and raises additional questions for further investigation.
[bookmark: _Toc221309434]2.5 Customer Experience (CX)
Customer experience is described as the sum of the perceptions that result from the interactions throughout the customer journey (Lemon and Verhoef, 2016). CX covers the functional, the emotional and the social and therefore, it is a holistic construct, as it brings together marketing activities and the resulting behavioural outcomes.
Verhoef et al (2021) point out that digital transformation has also moved CX to a strategic priority, especially in data-intensive industries. Data driven marketing can improve CX by bringing personalisation and convenience; but badly executed data practices can lead to distrust and dissatisfaction.
Despite the prime importance theoretically, CX is commonly considered an outcome but not a mediating mechanism in empirical research. This is quite a gap in the context of studies exploring the link between data-driven marketing and behaviour.
[bookmark: _Toc221309435]2.6 Conceptual Framework Development
Drawing on our research that examines the influence of data-driven digital marketing on customer engagement and purchase behaviour, this study proposes a conceptual model, in which customer experience mediates the impact of data-driven digital marketing on customer engagement and purchase behaviour. This framework takes into account concepts related to relation marketing, consumer behaviour, and digital marketing analytics.
[bookmark: _Toc221309436]2.7 Literature Gap
The following are the research gaps from a lit review:
1. Limited empirical research exploring data-driven digital marketing not from a firm level performance metric perspective, but from a consumer perspective.
2. Insufficient research in the UK looking at customer engagement and purchase behaviour within large e-Commerce sites.
3. Underexplored mediating role of customer experience in data driven marketing scenarios.
This study aims to fill these gaps.
[bookmark: _Toc221309437]2.8 Chapter Conclusion
This chapter laid the theoretical grounds of the research and justified the proposed conceptual framework. The methodology used in the empirical testing of the framework is described in the following chapter.
[bookmark: _Toc221309438]CHAPTER 3: Research Methodology
[bookmark: _Toc221309439]3.1 Introduction
This chapter describes the methodological approach adopted to answer the research questions, and justifies each of the methodological choices made in this research.
[bookmark: _Toc221309440]3.2 Research Philosophy
The research philosophy used in this study is positivism, which presupposes the fact that social phenomenon can be objectively measured and analysed. One school of thought that is suitable for hypothesis testing and statistical analysis in the study of consumer behaviour is positivism (Saunders et al., 2019).
[bookmark: _Toc221309441]3.3 Research Design
Cross-sectional survey method will be adopted to gather data at a one point in time. This design allows relationships between variables in a population to be studied within a defined population.



[bookmark: _Toc221309442]3.4 Research Approach
A deductive research approach is adopted with a view to draw upon the established theories and develop testable propositions relating to, marketing data-driven, engagement, CX and purchase behaviour.
[bookmark: _Toc221309443]3.5 Data Collection Methods
Primary data will be obtained via a structured online questionnaire, which will be sent to customers of Amazon UK. An effort will be made to obtain at least 50 valid responses. Measurement scales will be adapted from proved instruments in previous research.
[bookmark: _Toc221309444]3.6 Ethical Considerations
Ethical permission will be collected before data will be collected. Participants will be given an informed consent, the data will be anonymised and all the procedures will involve respect for GDPR requirements.
[bookmark: _Toc221309445]3.7 Chapter Conclusion
The methodology presents a solid framework for empirical research, and is consistent with Level 7 expectations for research.










[bookmark: _Toc221309446]CHAPTER 4: Risks and Mitigation
	Risk
	Mitigation Strategy

	Low response rate
	Online distribution and reminders

	Data bias
	Anonymity and validated scales

	Time constraints
	Structured planning and milestones



[bookmark: _Toc221309447]CHAPTER 5: Timeline (Gantt Chart Summary)
	Activity
	Weeks 1–2
	3–4
	5–6
	7–8
	9–10
	11–12

	Proposal & ethics
	✔
	✔
	
	
	
	

	Literature review
	
	✔
	✔
	
	
	

	Instrument design
	
	
	✔
	
	
	

	Data collection
	
	
	
	✔
	✔
	

	Data analysis
	
	
	
	
	✔
	

	Writing & submission
	
	
	
	
	
	✔







[bookmark: _Toc221309448]Conclusion
This dissertation proposal has detailed a robust and academically-based approach to understanding the effects of data-driven digital marketing on customer engagement and purchase behaviour, making Amazon UK as a case study. Positioned in the context of the rapidly changing world of digital commerce, the research proposed represents a direct response to contemporary managerial and scholarly issues about the effectiveness, sustainability and customer-centricity implications of data-driven marketing practises.
The proposal has shown that although data-driven digital marketing is well-understood as a strategic asset for e-commerce organisations, existing literature is anecdotally and is too often focused on firm-level performance indicators. By contrast, this study takes a consumer-oriented perspective, focusing more on customer engagement, purchase behaviour, and customer experience as interrelated constructs that are crucial in shaping long-term performance of a retail store. The critical review of literature has determined that there is a potentially pivotal role for customer experience, which is under explored as a mediator in understanding the nature of data-driven marketing practises as behavioural outcomes and, in particular within the context of large-scale digital platforms.
Clear research aims, objectives and questions have been formulated, to address any identified gaps in knowledge and ensure that there is a coherence between the theoretical foundations and empirical enquiry. The proposed conceptual framework combines knowledge from digital marketing analytics, relationship marketing, and consumer behaviour theory and therefore provides a framework through which the complex dynamics of data-driven marketing can be examined. This framework not only helps practice hypothesis-driven investigation, but is also a basis for future empirical and comparative research in similar situations.
Methodologically, the proposal has been able to justify the approach of a positivist philosophy and a quantitative and deductive research design. The use of primary survey data from Amazon UK customers, coupled with stringent ethical protection Massey has ensured that the research is both methodologically sound and ethically responsible. Potential risk i.e., response bias and time constraint has been identified and addressed through suitable mitigation strategies, further reinforcing the feasibility of the study.
This proposed research is timely, relevant and feasible. It is anticipated to be a valuable contribution to the academic literature in regards to the development of knowledge on how data-driven digital marketing might be viewed from a customer-centric perspective, bearing in mind that the research work will also provide the marketing practitioner with insightful knowledge on how to work in a data-intensive retail setting. By examining empirically, the relations between data-driven marketing, customer engagement, purchase behaviour, and customer experience this study seeks to feed into more balanced, effective and ethically conscious digital marketing strategies in today's digital commerce.
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