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1. [bookmark: _Toc498966895]Research Title

An Investigation into the Effectiveness of Online Retail and influence to Clothing Retailer Primark.

2. [bookmark: _Toc498966896]Aim of Research

The purpose of the Dissertation is to understand if there is any visible potential when it comes to a specific Marketing Tool, which is an Online Retail Website aiding Businesses Marketing Strategies. Also, the study will aim to conclude if this effectiveness can be applied to the Clothing Retailer Primark and produce sufficient benefits.

3. [bookmark: _Toc498966897]Research Objectives

[bookmark: _Toc498966898]3.1 Critically analyse Academic Literature on Effectiveness of Marketing Tool to Marketing Strategy.

To achieve the objective, Desk Research will be conducted to obtain key theories from numerous recognised Academics in the field. Referring to the previous research will aid in the Dissertation’s understanding to the level of efficiency Websites can provide to an organisation’s Marketing Strategy.

[bookmark: _Toc498966899]3.2 Identify Website efficiency to the Clothing Industry through Customer and Key Employee Perceptions.

Field Research will be utilised with Quantitative and Qualitative Data collection methods. Consisting of Customer Surveys and Interviews with Key Employees within Primark. To establish first-hand knowledge identifying the perception towards the performance Websites deliver and provide information whether Primark should invest in the specific Marketing Tool.

[bookmark: _Toc498966900]3.3 Consider Evaluation of findings regarding Website Efficiency to produce Recommendations ensuring Primark’s Organisational Benefit.

A specified number of Key Recommendations will be advised to the Clothing Retailer Primark indicating what procedures could be conducted to produce or avoid producing a creative transactional website. In order to provide growth to the organisation’s Marketing Strategy.

4. [bookmark: _Toc498966901]Research Rationale

Online Retail has been experiencing growth over the past few years. With more Organisations aligning business activities to Website Technology and therefore achieving higher sales. Within 2014, the three countries which conducted Online Retail were America, Europe and China. Europe was second ‘with 19 companies with e-tail sales of $53,567 million’, Although, more specifically ‘In Europe, the best performer is the UK, totalling sales of $24,423 million’. Showing in recent years, Online Retail ‘is a very active sector, having an excellent growth potential’. (Poladian, Dumitrescu, & Tanase, 2017, pp. 172,177).
There has been sufficient uptake of Online Retail in the Fashion Industry, acting as a major contributor to Online Retail prosperity. Within 2015, Online Fashion consisted of ‘apparel, accessories, luggage & leather goods’ and ‘was the largest segment of online retail, accounting for 28.9% of the sector's total value. In the UK, it accounts for 15.1% of total apparel retail in the UK, and experienced 20.1% year on year growth to August 2017’. (MarketLine, 2017, p. 37).
The Dissertation will focus on the Efficiency of Organisational Websites, an interesting topic which has been obtaining growth over the recent years. Although, not all organisations have aligned business sales to the Marketing Tool. An organisational example is Primark which lacks ‘fitting and sizing guides’ online because the company possesses a ‘non-transactional’ website, which cannot facilitate online product returns. (Rowley, 2009, p. 356). The purpose of Primark’s website is to establish customer connections through the distribution of information regarding, product and customer acquisition in high-street stores. Primark’s aim is to be the leader in providing customers product and service value through the organisation’s high-street stores. One method of achieving this is the company receives no advertising expenses, instead Primark relies on the marketing power of customer word of mouth. (Associated British Foods plc, 2017).
It is considered Key Academics Kotler and Armstrong (2012), (2015) and Porter (2001) have performed research in the area and have established perception regarding Website capability. Although, the Key Academic research is not applied to a specific industry. For example, the Clothing Industry. The Dissertation will expand on previous research conducted within the subject, through analysis and discovery regarding perception of Website Effectiveness revelatory to the United Kingdom Clothing Industry. From the analyzed data, applicable recommendations will be established to direct Primark in which operations would be most beneficial. Whether it would be the introduction of, or alternatives to, a creative transactional website in establishing Marketing Strategy growth.

[bookmark: _Toc498966902]5. Literature Review

There has been plentiful research covered from Academic Theorists on the area of Websites and the link it possesses on Effectiveness to the Marketing Strategy. Not only research has been numerous it has been profoundly conducted, giving detailed explanations of how Websites influence the Marketing Strategy of an organisation.
One study suggests Marketing Tools such as Websites aid the fulfilment of an organisation’s Marketing Strategy. Acting as a receiver of customer activity a Website can allow Data Processing techniques to be used which increases knowledge on customer purchase behaviour and development of buyer identities. The following advancements then lead to the identification of consumer focus groups. (Bolos, Idemudia, Mai, Raisinghani, & Smith, 2016).
Although further evidence suggests Websites and the Internet as a whole has proven harmful to numerous organisational Marketing Strategies. Through adoption of Websites companies lost sight of targets of competitor superiority by straying away focus to maximise customer product value and instead generate promotion income from other company Websites. Also, organisations obscured distinctiveness from competitors because of the desire to use popular features on Websites and match Internet exclusive organisation promotions. (Porter, 2001).
Although one study suggests with the introduction of advancing Technology Websites have altered how businesses deliver product worth to the consumer and establishes a bond between the two entities. This causing a modern adaption to how a business’s Marketing Strategy is coordinated. More specifically Websites act within the purpose of ‘E-Commerce’ in allowing important product information to be issued between the business and the consumer. This being achieved by using Website communicative functions to allow customer feelings to be heard and organisational efficiency messages to be delivered to result to the product purchase. (Armstrong, Kotler, Harker, & Brennan, 2012).
Further theory details ‘Online Marketing’ is a growing mechanism for businesses to use throughout the world in order to contact consumers and consists of many Marketing options. One being the use of Websites because of the unique ability to be created in acquiring consumer attention and financial participation. To accomplish the last point ‘Effective Websites’ must ensure plentiful and meaningful material relating to the consumers personal importance, attracting features to maintain consumer enthusiasm and collaborative methods to discover relevant information which leads to the purchase. (Kotler, Armstrong, Harris, & Piercy, 2017).
For the purpose of the Dissertation, focus will be directed towards Kotler and Armstrong (2012), (2015) as well as Porter (2001). The following theorists will be recognised as key authors regarding Website Effectiveness on Marketing Strategy. Their research provides a clear understanding to the capabilities of Websites positive and negative which is substantial to the study and the organisation in question.

[bookmark: _Toc498966903]6. Research Design

[bookmark: _Toc498966904]6.1 Methodology

The Dissertation will conduct research according to the Research Tool named the ‘Research Onion’ (shown below). The purpose of the model is to ensure any entity using it obtains all data ‘in a systematic way, thereby increasing their knowledge’. Saunders et al (2012). It can be seen the model consists of numerous layers to the method of research. Philosophy, Approach, Choice, Strategy, Time Horizon and Techniques and Procedures.
[image: ]
Source: (Saunders, Lewis, & Thornhill, 2012).








[bookmark: _Toc498966905]6.2 Philosophy

The Dissertation will conduct research according to the Philosophy of Pragmatism. Pragmatism ‘maintains a challenging, albeit liberating, view of truth’. Pragmatism’s truth consists ‘not in how accurately it represents the external world but rather in how useful it is for enacting change’. (Baker & Schaltegger, 2015). This is a possibly for Primark because the organisation might need to adapt to enabling online operations, providing if Websites create significant growth. Pragmatism is achieved through ‘methods that enable credible, well-founded, reliable and relevant data to be collected that advance the research’. Kelemen and Rumens (2008) cited by Saunders et al (2012).

[bookmark: _Toc498966906]6.3 Approach

The Dissertation will utilise an approach of Induction, ‘a theory development process that starts with observations of specific instances and seeks to establish generalizations about the phenomenon under investigation’. (Spens & Kovacs, 2006, p. 374). Using the approach Data can be collected and analysed to establish a theoretical proposal of what trend or event is occurring in the environment. Also, applying an Approach would provide a research aim most suitable to the style and outcome of the study.

[bookmark: _Toc498966907]6.4 Choice and Strategy

A Mixed Method of research will be utilised in the study. A Mixed Method is an ‘application of qualitative and quantitative approaches within a single research project to generate multiple perspectives’. (Golicic & Davis, 2012, p. 727). This method will benefit the Dissertation because it will provide research variety, therefore establishing deep analysis using two different forms of data structures.
Within the Dissertation a Survey will be conducted, specifically a Questionnaire. The targeted number of respondents will be at least 100 and consist of over the age of 18 within the United Kingdom. The applicants will participate in a number of questions. The questions will prompt individuals to express their perceptions on the efficiency Websites deliver, leading to online purchasing. Also, perceptions whether it would be beneficial for organisations who do not provide Online Retail services, instead rely on traditional stores for example, Primark. In the utilisation of a Survey it provides the user capabilities of ‘Empirical Research’, within ‘a specific point in time’, over a ‘Wide and inclusive coverage and possesses the opportunity for ‘Detailed scrutiny’. (Denscombe, 2014, pp. 23-24).
The Dissertation will also include an Interview of a Key member within the Primark Company. This key member will be located within the level of Management within a Primark Store in Swansea. The interview will engage with the participant in asking multiple questions, regarding their perception on the Efficiency of Websites and whether it would be suitable for Primark to adapt operations to include Online Retail as well as Traditional in-store sales. Using an Interview research method will aid the Dissertation for ‘collecting data in which selected participants (the interviewees) are asked questions to find out what they do, think or feel’. (Collis & Hussey, 2009, p. 144). Conducting an interview with a member of Management would be beneficial to gain specialised knowledge of the organisation’s Marketing Strategy and impact of operations, which will enrich the data produced within the Dissertation.
To summarize, the choice mentioned above will achieve the specified objectives:
· Objective One: Desk Research
· Objective Two: Survey (Questionnaires), Interview

[bookmark: _Toc498966908]6.4 Time Horizon

The Dissertation will perform research within a Cross-Sectional timeframe, using ‘a cross-sectional research design you would collect data from participants at only one period of time in what is often termed a ‘snapshot’. (Saunders & Lewis, 2012, pp. 123,127-128). It would be suitable for the Dissertation to use the specific time horizon, because of the limitations of time provided for the study and nature.

[bookmark: _Toc498966909]6.5 Techniques and Procedures

Primary Data will be collected from Customers perceptions through the utilisation of a survey (Online Questionnaires) and an Interview with Key Primark Employee (Manager). Both methods will produce data regarding the Efficiency of Websites and impact for Primark to adapt to Online Retail. Secondary Data will utilise Books, Journals, Reports and Databases provided by the University Library. The Dissertation will also use the Internet and Search Engines to find Secondary Data. To analyse the collected Data, a Word Processing Software, Spreadsheets, Statistical Test and Recording Equipment or Mobile Applications to record the Employee Interview will be used. All Data conducted will act accordingly to the Aim and Objectives set in the Dissertation.

[bookmark: _Toc498966910]6.6 Reliability and Validity

It is essential for the data findings to maintain a high Reliability and Validity in order to be considered accurate and fair. To produce Reliability ‘it must employ data collection methods and analysis procedures which produce consistent findings’. To produce Validity ‘findings are really about what they appear to be about’. (Saunders & Lewis, 2012, pp. 123,127-128). 

[bookmark: _Toc498966911]6.7 Ethical Considerations

The Data Research Methods conducted will be aimed to achieve a deeper understanding of Business and Marketing Operations and impact on organisations. Participants will not be prompted to provide any information which would compromise any Ethical Considerations. Participants can complete a consent form to leave the Survey or Interview at any time to avoid harm to mentality. The nature of the study is unlikely to cause any harm to mentality.

[bookmark: _Toc498966912]6.8 Gantt Chart

A Gantt Chart will be conducted to ensure the writer of the Dissertation completes the Aim of the study at the correct point in time. Essential Sections of the Dissertation will be indicated and will receive Deadlines to ensure a smooth performance throughout the study. The Gantt Chart is displayed on the next page.
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