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[bookmark: _Toc235183991]Introduction 
[bookmark: _Toc235183992]Background
The swift expansion of online grocery sales in the UK has added urgency to the role of digital marketing in driving sales. As online grocery sales in the UK have increased at a fast pace, digital marketing has become a critical tool in driving consumer shopping decisions (McKinsey & Company, 2024). Online grocery shopping is now a prime form of grocery purchasing, with about 9% of all food retail sales in Great Britain, and the UK online food e-commerce market is estimated to have reached a revenue of US$15.7 billion with 11.6% of market penetration in 2024 (DataReportal, 2025). The growing importance of social media marketing, personalised promotions, email marketing, mobile apps, and targeted ads for retailers has made it crucial to grasp how these digital marketing tactics impact the purchase intent of online grocery consumers in London, a key factor in staying competitive and boosting customer engagement. As online grocery delivery services continue to grow fast, digital marketing strategies are gaining importance in driving consumer purchasing decisions. Half of the British population (53%) expects to buy mainly through social media by 2030, and 60% would like to use AI-powered shopping tools to facilitate their decision-making process (Statista, 2026).
[bookmark: _Toc235183993]Problem to be solved 
 Retailers are still struggling to translate online interactions into purchases with effective marketing efforts (DHL eCommerce, 2025). This study is important because it looks at the relationship between digital marketing strategies and the purchase intention of online grocery consumers in London, which can be used to enhance marketing strategies and increase a retailer's competitiveness.
[bookmark: _Toc235183994]Aim 
This research aims to investigate the effect of Digital marketing strategies on the purchase intention of online grocery retail customers in London.
[bookmark: _Toc235183995]Objectives 
	· To critically evaluate digital marketing strategies used in online grocery stores in London. 
· To analyse the effect of Digital marketing strategies on the purchase intention of consumers.
· To offer recommendations for the improvement of digital marketing strategies based on the increase in consumers' purchase intention in the online grocery sector.



[bookmark: _Toc235183996]Research Questions 
	· What are some of the digital marketing techniques that are being used by online grocery retailers in London?
· What is the impact of digital marketing on consumers' purchase intention in online grocery retail?
· What recommendations can be given to enhance digital marketing strategies for boosting consumers' purchase intention?



[bookmark: _Toc235183997]Literature Review 
[bookmark: _Toc235183998]Introduction 
In the fast-paced digital era, changes in consumer purchasing behaviours have made it essential to understand the impact of digital marketing on the purchase intention of consumers. This review aims at the analysis of the related concepts and theories, the empirical evidence, the gaps in the literature, and the development of a conceptual framework for this research.
[bookmark: _Toc235183999]Concepts 
Digital Marketing is a form of marketing that utilises digital technology and digital communication channels to promote products and services and establish long-term customer relationships (Chintala et al, 2023). Social media marketing, personalised marketing, email marketing and online advertising are some of the common digital marketing techniques that allow retailers to connect with customers. Purchase intention is consumers' probability or willingness to buy a product once they have considered the information they received and the marketing stimuli they were presented with (Ghosh, 2024). For the online grocery market, the online interaction that consumers have makes it convenient, relevant, trustworthy, and personalised, influencing their purchase intention, leading to the actual purchase.
[bookmark: _Toc235184000]Theoretical Studies 
In the Theory of Planned Behaviour (TPB), it is stated that behavioural intention is influenced by attitude, subjective norm and perceived behavioural control. In the context of online grocery shopping, digital marketing can shape consumers' attitudes towards its products positively by delivering relevant information, appealing offers, and convenient shopping, which can boost their intention to buy (Han and Du, 2023).
Mehrabian and Russell's (1974) Stimulus–Organism–Response (S-O-R) theory proposes that stimuli in the environment affect the emotional and cognitive processes within the organism, which then react with a response. Marketing in digital retailing has the role of influencing consumers' perception and emotion by personalised product suggestions, appealing advertising, and interactive social media communications, which in turn leads to purchase intention (Mondal and Hasan, 2024).
Davis (1989) proposed the Technology Acceptance Model (TAM), which argues that technology acceptance is driven, in its main, by perceived usefulness and perceived ease of use. The use of online grocery technologies is becoming more commonplace with digital marketing, mobile applications, custom recommendations and AI-powered promotions (Zhao et al, 2023). Consumers' positive attitudes and greater purchase intentions are likely to be formed when they see these digital platforms as useful and easy to use. These theories can together explain the complete impact of a digital marketing strategy on the decision-making process of consumers.
[bookmark: _Toc235184001]Empirical Studies 
Kim et al (2024) have shown that digital marketing tactics have a significant impact on consumers' decisions to make a purchase in online retail channels in recent times. Social media marketing has proven to be one of the most impactful factors because of its ability to boost customer engagement and brand awareness. According to Strydom and Mhlongo (2024), interactive social media campaigns positively influence consumers' buying decisions due to the better customer-brand relationship and the building of trust in the brand. DataReportal (2025) reports that 79% of the UK population is active on social media, giving retailers great opportunities to impact their purchasing behaviour.
Another factor that has been identified as a determinant of their purchase intention is personalised marketing. According to Behl et al (2024), perisocialisation of products and services in the context of consumers' browsing and shopping history can have a significant impact on their shopping satisfaction and likelihood to purchase. Wijeratne and Kuruppu (2023) found that companies that offer personalised experiences are able to earn 40% more in activities than companies that offer generic experiences.
In spite of the advancement of new digital marketing channels, email marketing is still a valuable marketing tool. Dwivedi et al (2023) stated that customised promotional emails create a more robust bond with customers, offering them relevant offers and product information. The effectiveness of personalised email campaigns in driving online purchases has been noted, with personalised campaigns consistently outperforming non-personalised campaigns in terms of click-through and conversion rates, as reported by Verhoef et al (2024).
The role of online advertising is also significant in influencing consumers' purchase intention. According to Li et al (2024), targeted digital ads have a strong impact on consumers' awareness, brand recall and purchase decisions. Statista (2025) suggests that UK businesses are increasingly investing in digital advertising, with the total spend in digital advertising surpassing £38 billion.
[bookmark: _Toc235184002]Literature Gap 
While there has been a vast amount of research on digital marketing strategies in the field of general online retailing, few studies have explored the synergistic effect of digital marketing strategies on purchase intention in the context of online grocery stores in London (Zhao et al, 2023). A lot of the current research is limited to a particular digital marketing tool or to an e-commerce sector instead of focusing on grocery retail customers. Consumer habits continue to evolve, and technology is advancing at a fast pace, necessitating new evidence of the successful use of digital marketing (Kim et al, 2024). The aim of this study is to address these gaps by conducting a study on the combined effect of digital marketing strategies in the context of the online grocery retailing market in London.
[bookmark: _Toc235184003]Conceptual Framework 
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Figure: Conceptual Framework
Source: (Author’s Constructed, 2026)
The conceptual framework is based on the empirical literature, where it was hypothesised that the independent variables that affect the dependent variable are Social Media Marketing, Personalised Marketing, Email Marketing, and Online Advertising. The framework will offer a structured approach to looking at the individual and combined impact of these digital marketing tactics on online grocery consumers in London.
[bookmark: _Toc235184004]Methodology 
[bookmark: _Toc235184005]Introduction 
This chapter will explain the methodology that will be used in this study to examine the effect of digital marketing strategies on consumers' purchase intention among online grocery retail customers in London. It will provide an explanation of the research philosophy, research approach, research strategy, research method, sampling, data collection, data analysis, reliability and validity, and ethical considerations that will guide the research.
[bookmark: _Toc235184006]Research Philosophy
This study will adopt the interpretivism research philosophy. Interpretivism proposes that reality is socially constructed and that people are likely to have various meanings derived from their experiences and perceptions (Saunders et al., 2023). The philosophy will help the researcher to comprehend the perceptions of digital marketing strategies and the impact of these on the intention to purchase. While quantitative methods will be used, the interpretivist view will help inform the interpretation of consumers' responses, based on the context of online grocery shopping in London.
[bookmark: _Toc235184007]Research Approach
The study will take a deductive research approach. The method used in this approach will start with existing theories and empirical evidence and then proceed to test the relationships that have been suggested through quantitative data collection (Bell et al, 2023). The deductive method is suitable for the study as it will use an examination of whether the digital marketing strategies significantly affect consumers' purchase intention. The research questions inferred from the literature review will thus be examined by a statistical method.
[bookmark: _Toc235184008]Research Strategy
An online survey strategy will be adopted. The survey approach will help the researcher to obtain consistent answers from a considerable number of online grocery consumers in a brief time. Eligible respondents will be sent a structured online questionnaire electronically in London (Hair et al, 2023). This approach will provide standardised and measurable information that can be analysed in a statistical manner and give the respondents the flexibility of time to complete the questionnaire.
[bookmark: _Toc235184009]Research Method
The study will use a quantitative research method since the researcher has to quantify the relationships between the variables of digital marketing strategies and consumers' purchase intention. The questionnaire will consist of closed-ended questions rated on a seven-point Likert Scale. The quantitative method will help to collect the data objectively, evaluate research questions and analyse the data statistically (Creswell and Creswell, 2023).
[bookmark: _Toc235184010]Sampling Technique
Simple random sampling will be used to ensure that each eligible respondent has the same chance of being selected. The target population will be online grocery retail customers living in London who have bought groceries online in the last 6 months. Using simple random sampling will minimise selection bias and make the sample more representative.
[bookmark: _Toc235184011]Sample Size
The required sample size will be determined using Cochran's (1977) formula for an unknown population:

Where:
Z = 1.96 (95% confidence level) 
p = 0.50 (maximum variability) 
e = 0.10 (10% margin of error) 

The result of the calculation is that at least 96 respondents will be needed. The study will focus on 100 customers of online grocery retail who are located in London to compensate for incomplete responses and to make findings more reliable.
[bookmark: _Toc235184012]Data Collection
The study will collect primary data through a structured online questionnaire. The items to be used for measuring each construct will be designed to align with previous academic studies to ensure adequate measurement of the constructs. (Bell et al, 2023). The first part of the questionnaire will gather demographic data like age, gender, education level, occupation, and how often they grocery shop online. The second part will include ratings on Social Media Marketing, Personalised Marketing, Email Marketing, Online Advertising and Consumer Purchase Intention on a 7-point Likert scale.
The questionnaire will be developed on an online survey platform and sent out electronically via e-mail, social media groups and online consumer forums, including consumers who shop in London grocery stores. Individuals with previous online grocery experience will only be invited to participate. The participation will be voluntary, and the survey will be anonymous. Participants will be given an information sheet before completing the questionnaire and will sign an informed consent form online.
[bookmark: _Toc235184013]Data Analysis
The completed questionnaires will be coded in the MS Excel format before being entered into IBM SPSS for statistical analysis. Frequencies and percentages will be calculated for the respondents' demographic features to summarise them with the frequency analysis. Then descriptive statistics such as mean values and standard deviations will be computed to analyse respondents' perception of each research variable (Hair et al, 2023). The reliability of the measurement scales will be tested with Cronbach's alpha coefficient, and Pearson correlation analysis will be performed to determine the relationship between the variables.
The regression model will be:

Where:
CPI = Consumer Purchase Intention 
SMM = Social Media Marketing 
PM = Personalised Marketing 
EM = Email Marketing 
OA = Online Advertising 
β₀ = Constant 
β₁–β₄ = Regression coefficients 
ε = Error term 
[bookmark: _Toc235184014]Reliability and Validity
Cronbach's Alpha will be used for reliability, with a value of 0.70 or higher considered acceptable internal consistency (Hair et al., 2022). Content validity will be achieved by modifying the items of the questionnaire from academic studies that have been validated and according to the research objectives. The questionnaire will additionally be pretested by the research supervisor to enhance clarity, relevance and construct validity before administration.
[bookmark: _Toc235184015]Ethical Considerations
The research will adhere to accepted ethical standards during the study. Before the data collection process, ethical approval will be sought from the appropriate University ethics committee. Participants will be informed of the aim of the study, their right to participate freely, anonymity, confidentiality and how they can withdraw without penalty. Informed consent will be electronically recorded before participation (Saunders et al, 2023). Personally identifiable information will not be collected, and all responses will be anonymous. All data gathered will be kept securely in password-protected files and will only be utilised for academic purposes and in compliance with the UK General Data Protection Regulation (UK GDPR) and the Data Protection Act 2018.
[bookmark: _Toc235184016]Expected Findings 
The study will likely reveal a strong positive impact of digital marketing on consumers' buying intention in the online grocery industry in London. It is expected that social media marketing, personalised marketing, email marketing and online advertising will all have a positive influence on consumers' willingness to buy groceries online (Behl et al, 2024). Personalised marketing and social marketing are likely to have the greatest impact as they enable to deliver relevant content and to increase customer engagement. The results will also provide actionable insights to help online grocery businesses optimise their online marketing efforts and boost customer acquisition and retention.
[bookmark: _Toc235184017]Limitation 
The research will only focus on 100 members of the online grocery retail customer base in London, potentially limiting the generalisability to other parts of the UK. The use of simple random sampling might be limited because of the availability of respondents via the internet, which can impact sample representativeness (Dwivedi et al, 2023). The study will be dependent on the responses to the questionnaires, which could be influenced by bias in the respondents and/or on the part of the respondents or inaccurate recall of the information. The cross-sectional design will capture data at one time point only, preventing the ability to observe any differences in or changes in consumer purchase intention across time.
[bookmark: _Toc235184018]Time Frame
	Activities
	Week 1
	Week 2
	Week 3
	Week 4
	Week 5
	Week 6
	Week 7
	Week 8
	Week 9

	1. Research topic selection and proposal preparation
	
	
	
	
	
	
	
	
	

	2. Literature review
	
	
	
	
	
	
	
	
	

	3. Research methodology development
	
	
	
	
	
	
	
	
	

	4. Questionnaire design
	
	
	
	
	
	
	
	
	

	5. Ethical approval
	
	
	
	
	
	
	
	
	

	6. Primary data collection
	
	
	
	
	
	
	
	
	

	7. Data coding and analysis (Excel & SPSS)
	
	
	
	
	
	
	
	
	

	8. Findings, discussion and recommendations
	
	
	
	
	
	
	
	
	

	9. Final editing and proofreading
	
	
	
	
	
	
	
	
	

	10. Final submission
	
	
	
	
	
	
	
	
	



[bookmark: _Toc235184019]Conclusion 
The study will be quantitative in nature, with an online survey technique to analyse the effect of social media marketing, personalised marketing, email marketing, and online advertising on purchase intention. The results will not only benefit the academic community but also practitioners in the field of digital marketing, offering evidence-based recommendations for successful digital marketing strategies. The study will provide practical suggestions that can assist online grocery retailers in boosting customer engagement, purchase intent and competitiveness in the online market.


[bookmark: _Toc235184020]References 
Behl, A., Pereira, V., Del Giudice, M. and Gupta, M. (2024) 'I genuinely recognize you: How technological engagement and privacy increase the online purchase intent of consumers', Information Discovery and Delivery, 53(3), pp. 343–355. Available at: https://doi.org/10.1108/IDD-04-2024-0054. 
Bell, E., Bryman, A. and Harley, B. (2023) Business Research Methods. 6th edn. Oxford: Oxford University Press. 
Chintala, S., Liaukonytė, J. and Yang, N. (2023) 'Browsing the aisles or browsing the app? How online grocery shopping is changing what we buy', Marketing Science. Available at: https://doi.org/10.1287/mksc.2022.0292. 
Creswell, J.W. and Creswell, J.D. (2023) Research Design: Qualitative, Quantitative and Mixed Methods Approaches. 7th edn. Thousand Oaks, CA: Sage.
DataReportal (2025) Digital 2025: The United Kingdom. Available at: https://datareportal.com/reports/digital-2025-united-kingdom (Accessed: 14 July 2026).
DHL eCommerce (2025) 2025 E-Commerce Trends Report: Shopper Edition. Available at: https://www.dhl.com/global-en/microsites/ec/ecommerce-insights/insights/reports/2025-ecommerce-trends-report.html (Accessed: 14 July 2026).
Dwivedi, Y.K., Hughes, L., Baabdullah, A.M. (2023) 'Metaverse beyond the hype: Multidisciplinary perspectives on emerging challenges, opportunities and agenda for research, practice and policy', International Journal of Information Management, 66, 102542. 
Ghosh, M. (2024) 'Meta-analytic review of online purchase intention: conceptualising the study variables', Cogent Business & Management, 11(1). Available at: https://doi.org/10.1080/23311975.2023.2296686. 
Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2023) Multivariate Data Analysis. 9th edn. Andover: Cengage Learning. 
Han, Z. and Du, G. (2023) 'The influence of targeted digital advertising on consumers' purchase intention: Comparative analysis based on the perspective of ads content source', Journal of Consumer Behaviour, 22(6), pp. 1443–1461. Available at: https://doi.org/10.1002/cb.2230. 
Kim, J., Lee, H. and Park, S. (2024) 'Enjoy to read and enjoy to shop: An investigation on the impact of product information presentation on purchase intention in digital content marketing', Journal of Retailing and Consumer Services, 76, 103594. Available at: https://doi.org/10.1016/j.jretconser.2023.103594. 
Li, F., Wang, Y. and Chen, X. (2024) 'The effects of personalised digital marketing on consumer purchase intention and online shopping behaviour', Journal of Business Research, 176, 114654.
McKinsey & Company (2024) State of Grocery Europe 2024: Signs of Hope. Available at: https://www.mckinsey.com/industries/retail/our-insights/state-of-grocery-europe-2024-signs-of-hope (Accessed: 14 July 2026).
Mondal, S. and Hasan, A.A.-T. (2024) 'Online grocery shopping intentions in the post COVID-19 context: A case of millennial generations in Bangladesh', South Asian Journal of Marketing, 5(2), pp. 113–130. Available at: https://doi.org/10.1108/SAJM-01-2023-0001. 
Saunders, M., Lewis, P. and Thornhill, A. (2023) Research Methods for Business Students. 9th edn. Harlow: Pearson. 
Statista (2026) Groceries & beverages purchased online by category in the UK 2025. Available at: https://www.statista.com/forecasts/997873/groceries-and-beverages-purchased-online-by-category-in-the-uk/ (Accessed: 14 July 2026).
Strydom, J. and Mhlongo, S. (2024) 'The effect of mobile marketing antecedents on the purchase intention of staple products: A case of the bottom of the pyramid market segment in South Africa', Heliyon, 10(11), e32066. Available at: https://doi.org/10.1016/j.heliyon.2024.e32066. 
Verhoef, P.C., Kannan, P.K. and Inman, J.J. (2024) 'From multi-channel retailing to omnichannel customer experience', Journal of Retailing, 100(1), pp. 1–18. 
Wijeratne, D.U.S. and Kuruppu, I.V. (2023) 'Consumer intention toward online grocery shopping during the post-pandemic (COVID-19)', Asian Journal of Marketing Management, 2(1), pp. 1–18. Available at: https://doi.org/10.31357/AJMM.V2I01.6250. 
Zhao, Y., Zhao, X. and Liu, Y. (2023) 'How brick-and-mortar retailers and grocery delivery platforms influence purchase intention?', International Journal of Retail & Distribution Management, 51(12), pp. 1677–1697. Available at: https://doi.org/10.1108/IJRDM-02-2023-0112. 
2

image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





image2.png
Independent Variables Dependent Variable
(Digital Marketing Strategies)

Social Media Marketing

[ ]
Q (SMM)

Personalised Marketing
(%) (PM)
n Email Marketing
(EM)

=R

Consumer Purchase
Intention

(CPI)

]
@
a

Online Advertising
(0A)





