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The contemporary business landscape is witnessing a significant shift with the rise of digital marketing platforms. As businesses adapt to this digital era, the traditional methods of marketing, once dominant, are now facing challenges. This shift poses a critical question: What is the impact of traditional versus digital marketing on the high street? This research question has emerged from the recognition of an issue that demands exploration within the realm of marketing studies. As a student in the field of marketing, understanding the dynamics between traditional and digital marketing and their implications for the high street is crucial. This research aims to provide valuable insights into this evolving landscape and its potential implications for businesses operating on the high street.

Research question:
What is the impact of traditional versus digital marketing on the high street, and how does this influence consumer behavior and business performance?

Aim:
To explore and compare the impacts of traditional and digital marketing strategies on the high street, with a specific focus on understanding consumer behavior and its implications for business performance.

Objectives:
· Investigate how consumers perceive and engage with traditional marketing methods like print media and in-store promotions on the high street, based on feedback from peers.
· Examine how digital marketing platforms such as social media and online ads influence consumer choices and purchasing behaviors in the high street context, drawing insights from peer responses.
· Evaluate the practical effects of traditional versus digital marketing tactics on important business indicators like foot traffic, sales revenue, and brand recognition for high street businesses, using data from various sources.

This research holds significant value for the field of marketing by shedding light on the ongoing transformation in marketing practices and its effects on traditional business models. By investigating the impact of traditional and digital marketing on the high street, this study aims to offer actionable insights to businesses, policymakers, and marketers. Understanding the nuances of consumer behavior and business performance in the context of marketing channels can help businesses devise effective marketing strategies tailored to the evolving preferences of consumers. Additionally, the findings of this research can inform policymakers about the need for supportive measures to assist traditional businesses in adapting to the digital era, thereby fostering sustainable growth on the high street.

The selected research methodology for this investigation employs an inductive and quantitative approach. Inductive research involves initiating observations or data collection, followed by a comprehensive examination of the data to identify patterns. An inductive methodology permits the exploration of patterns and themes within the data, fostering the generation of novel hypotheses and theories grounded in empirical observations. Subsequently, general conclusions are drawn, which may contribute to the development of theories (Scribbr, 2023).

By embracing a quantitative strategy, this study seeks to measure the impact of both traditional and digital marketing on the high street through statistical analysis of data collected from primary and secondary sources. Quantitative researchers formulate and test hypotheses to derive conclusions about their developed theories. Through experiments yielding numerical data, they ascertain the degree to which an observation holds true, and the robustness of this numerical data indicates the potential generalisability of the observation beyond the study's demographic (Kahlke, Sherbino and Monteiro, 2022).

Primary Data Collection: Surveys are one of the most common types of primary data collection methods, involving asking a set of standardized questions to a sample of individuals or organizations, usually through a questionnaire or an online form (Hassan, 2022). Primary data will be collected through a questionnaire sent to fellow peers, designed to gather insights into their perceptions, behaviors, and preferences regarding traditional and digital marketing channels, particularly in the context of the high street. A sample of 10 responses will be used as primary data for this study.

Before collecting primary data, it's essential to conduct secondary research, as it often doesn't offer all the required answers. A comprehensive assessment of the secondary data is crucial to determine its relevance and accuracy (Mora, 2022).
Secondary data will be collected from existing literature, industry reports, and academic journals, providing a comprehensive understanding of the theoretical frameworks, trends, and observational findings related to traditional and digital marketing, as well as their impact on the high street.

In my research, I decided to employ convenience sampling, a non-probability sampling technique. This method involves selecting participants based on their easy accessibility or availability, rather than aiming for a representative sample of the entire population. Considering the limitations posed by time and resources, convenience sampling emerged as a practical approach for efficiently collecting data from individuals who are readily reachable and accessible to the researcher in my study (Simkus, 2023).

Simple random sampling ensures that every element in the population has an equal chance of being selected for the sample. This method is straightforward to implement by assigning each item or person in the population a number and then selecting numbers at random, akin to drawing names from a hat. It is a cost-effective approach that eliminates the risk of bias in the sampling process. However, simple random sampling provides no control for the researcher, and there is a possibility of selecting unrepresentative groupings purely by chance (Qualtrics, 2022).

Stratified sampling is a technique for acquiring a sample that accurately represents a population, achieved by dividing the population into distinct, relatively similar subgroups known as strata. This approach allows researchers to include specific subgroups within their sample, ensuring a comprehensive representation. Additionally, stratified sampling enables researchers to obtain precise estimates for the characteristics of every subgroup (Frost, 2021).

Systematic sampling involves selecting sample members from a population at regular intervals, starting from a random point. Despite its predetermined nature, it maintains randomness if the interval is set beforehand and the starting point is random. This method combines systematic selection with randomness, providing a structured approach to sampling while still ensuring representativeness (Hayes, 2022).

While other sampling methods such as random sampling, stratified sampling, and systematic sampling exist, they were not chosen for specific reasons. Random sampling, while statistically robust, requires significant time and resources to implement effectively. Stratified sampling, although useful for ensuring representation across subgroups, can be complex and resource intensive. Systematic sampling, while systematic and structured, may not always be feasible within the limitations of my research scope.

Convenience sampling was the preferred choice due to its simplicity and efficiency. While acknowledging its limitations in terms of representativeness, it aligns with the pragmatic needs of my research objectives and allows for a timely collection of data.



Primary & Secondary Research

Primary Research

Please use this link to find my survey https://www.surveymonkey.com/r/9TXYHS2 

Secondary Research

As technology evolves and online competition grows, traditional marketing methods have given way to digital strategies. In the past, businesses relied on offline channels like print, direct mail, and broadcast to reach their audience. Traditional marketing is focused on personal interaction to sway consumer decisions, building brand value, especially among existing customers. However, this approach is becoming less effective and more costly compared to digital marketing, which can reach a broader audience online, considering the vast number of internet users, currently at 4.80 billion people - as of July 2021 (Loggie, 2021).

Consumers are increasingly comfortable purchasing products through social media apps like Instagram Shop and Facebook Marketplace. In May 2022, only 12% preferred this method, but recent data shows that 41% now feel comfortable buying on social platforms. This shift is significant, with social media marketers having a greater impact on consumer behavior through content that builds trust and interest. According to HubSpot Blog Research, popular platforms like Facebook, Instagram, YouTube, and TikTok are preferred for social shopping, with Instagram and Facebook offering the best in-app shopping experiences. The ease of use of these apps' shopping interfaces and personalised ads tailored to users' interests contribute to their effectiveness in selling or influencing users (Taylor, 2023).

Data analysis plays a crucial role in shaping effective digital marketing strategies. By scrutinising customer data, analysts uncover valuable insights into consumer behaviour, guiding strategic decisions. For instance, they can pinpoint the optimal channels for reaching target audiences and refine ad messaging and creativity. Moreover, digital marketing efforts generate extensive data, including website traffic, conversion rates, and customer interactions, providing analysts with rich information to identify trends, assess campaign effectiveness, and refine strategies for better outcomes (Hernandez, 2023).
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