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List of Abbreviations 
CRM – Customer Relationship Management
CIM – Chartered Institute of Marketing 
DM – Digital Marketing 
e-WOM - Electronic word of mouth
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[bookmark: _Toc164003217]Chapter 1: Introduction 
[bookmark: _Toc164003218]Introduction to Marketing and DM 
For the last 25 years, huge developments have taken place in digital marketing, media and technology that created latest trends for businesses to communicate within the customer base. Globally, more than three billion people have internet access to find products, entertainment, contacts, and both consumer behaviour and the way companies’ market have changed substantially (Chaffey, 2019). Nagrani and Kumar (2021) underlined the importance of marketing by referring to it as one that ‘satisfy the needs and wants of the target consumers’. 
Through utilising technology Marketing assists salespeople to thoroughly understand the consumers preferences, behaviour, purchasing trend that serves as a tool to design the right marketing strategy to target and reach them through the combination of digital marketing channels. Moreover, DM is known as e-marketing, web-marketing and online marketing that enhances the promotion of products and services (Chaffey,2019). The main purpose of digital marketing is to attract potential and existing customers and allow them to interact with the brand through digital media (Nagrani and Kumar, 2021). 
[bookmark: _Toc164003219]Zara retailer
Such an example is Zara clothing shop (Zara.com) that has established its online presence back in 2010 (Moreno, 2021). According to Inditex (N.D.), Zara nurture ‘a highly intimate relationship with its customers’ and respond to their changing needs, react to the latest trends and constant feedback to deliver innovative ideas for everyone. Moreover, in 2018 Zara has contributed to its merged brands group (Inditex) the significant 12% total sales from the online channel (Moreno,2021). 
[bookmark: _Toc164003220]Significance of the topic 
The rationale behind conducting this research is to analyse the value of DM in the online retail shopping and how it is influencing consumer behaviour to purchase online rather than offline from Zara store in UK. This study will provide significant deductive results to the DM for determining the factors of constantly changing consumer preferences that could pose threat to the competitiveness of digital channels and services of Zara.
[bookmark: _Toc164003221]Purpose of the research 
This proposal is concerned with the phenomenon of the DM. It has explanatory nature and will analyse the direct influence that DM has on businesses, how it impacts customer buying behaviour amongst three generations and why has built strong relationship amongst the three segments. 
[bookmark: _Toc164003222]Research aims, objectives and questions
Overall aim: 
The aim of this study is to analyse how customers’ buying behaviour has shifted from offline to online with utilisation of Internet, technology, and mobile apps within three generations – X, Y and Z.
Specific objectives: 
· To closely examine how retail shops imply online marketing and how they target their customers. 
· To explore the relationship between consumers, online channels, and businesses 
· To understand online store stimuli, impulse purchase will, and psychological perception of customers. 
· To understand the shopping mood of consumers buying behaviour
Research questions: 
· To what extent has DM influenced customer buying behaviour? 
· What triggers consumers to buy online? 
· Have consumers changed their shopping behaviours at Zara retail shop? Why?


[bookmark: _Toc164003223]Chapter 2: Literature Review 
[bookmark: _Toc164003224]Definition of Marketing
CIM (2015) stated that marketing is a ‘key management discipline that ensures producers of goods and services can interpret consumer desires and match’, or even exceed them by addressing the most important aspects of the market. The marketing process is to understand the competitiveness of the market, research and tap into key trends and reach consumers with the right product at the right price, place, and time. 
[bookmark: _Toc164003225]Base theory of the sub-discipline  
According to Chaffey (2019) DM aims to achieve marketing objectives through applying digital media, data and technology as a result delivered by the latter and determine investment in DM. Genuinely, the DM primary focus is on managing various forms of online company presence, including websites, mobile apps, social media pages, search engine marketing, online advertising, and email marketing for various promotions, and development of CRM (Chaffey, 2019; Tailor and Kaur 2023). 
Nowadays, DM is about diverse types of consumer interactions following the 5Ds for managing them. The first one is digital devices - phones, laptops, computers, and virtual assistants, second one -digital platforms, and most interactions are through a browser or applications from the major platforms as Facebook (and Instagram), Twitter, Amazon (Chaffey, 2019). Third is digital media that has different communication channels, including advertising, search engines, social network, email, and messaging. Fourth is digital data which is the insight that companies collect about their consumers and the fifth is digital technology that businesses use to create interactive experience from websites to mobile apps, kiosks, and email campaigns (Chaffey, 2019).
[bookmark: _Hlk162799661]As cited in Schutte and Chauke (2022) digital marketing channels, known as e-WOM are channels through which traders engage with its customers. The e-WOM is strongly employed by marketers to enhance communication, customer relationships, support sales, create awareness, understand wants and needs and gather and analyse big data for marketing strategy to be adapted in real time (Schutte and Chauke, 2022).
[bookmark: _Toc164003226]Different background aspects of the concept
Due to the customer-first marketing world, 7Ps model has been introduces, also known as marketing mix. The aim of the mix is to endure that marketing world and the process of considering the seven Ps to form a cohesive strategy known as marketing planning. The planning process involves fundamental practices as identifying customers, research their needs and preferences, assess factors that influence their buying patterns and attract them to purchase products and services (CIM, 2015). It is vital to start with a detailed and continuous investigation of the market and its segments by looking at political, social, economic, cultural, and technological trends that shape the market. 
Figure 1. Theoretical Framework (Chaffey, 2019)
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[bookmark: _Toc164003227]The theoretical framework (Figure1.) is aligned with the specific objectives of the proposal and gaps identified withing the field. In the DM strategy, there are five interrelated major segments that directly influence consumers’ interactions, perceptions and behaviour while shopping online as well as provide information back to those segments. Through the framework it is expected to uncover to corelation between the DM, businesses, and consumers as well as Zara online shopping retailer and shopping experience. 
[bookmark: _Toc164003228]Gaps identified
Herhausen, et al. (2020) have addressed two marketing capabilities gaps as the knowledge gap and practice gap, whereby in the first one - the DM as an industry and the second one – through applied research that is set in a specific organisational context. The knowledge gap begins with the technology that power the DM and inconsonant consumer preferences for digital channels, and services that establishes an environment which ought to be continuously investigated, whereas the practice gap identifies the deficit between managers’ actual practices and their ‘ideal’ DM capabilities (Herhausen, et al. 2020). 
[bookmark: _Toc164003229]Advantages
According to Veleva and Tsvetanova (2020) the advantages of DM  allow companies to be flexible and adaptable to changes in external environment. Briefly, the advantages are high level of interactivity, zero geographical barriers and limitations, opportunities to respond quickly and flexibly to consumer needs and wants, measurability of the achieved marketing results, facilitates customer segmentation and targeting, personalization of advertising messages, convenience to reach more users through social media networks, facilitates communication, tracking and analysis of competitors’ actions, shortens the time to prepare and conduct marketing research, and is suitable for start-up companies and SME’s (Veleva and Tsvetanova, 2020; Tailor and Kaur, 2023). 
[bookmark: _Toc164003230]Disadvantages 
Among the main disadvantages are that DM campaigns can be copied by competitors and is hard to engage with consumers that are not seen in person. If not professionally designed and properly targeted, DM campaigns might be understood wrongly or unserious. Online reputation of companies can be easily ruined by negative comments, which leads to lack of customer trust. Other issues are engaged with overloading internet space with advertising messages, the use of inappropriate digital tools and applications. DM is highly dependable on technics and technology, and  cannot be suitable for all types of products, services, and companies. Lastly, it is a complex process to have the latest information in the digital world (Veleva and Tsvetanova, 2020). 
[bookmark: _Toc164003231]Chapter 3: Research Methods and Methodology 
[bookmark: _Hlk163918703]The research philosophy is positivist subjective ontology as it is primarily concerned with the nature of reality and knowledge based on perceptions that shape that reality (O’Gorman and MacIntosh, 2015). Through subjective ontology a judgment  can be obtained, directly concerned with DM impacting customer buying behaviour. 
The paradigm of this proposal is positivism as it studies the social reality and reduces the phenomena to simplest elements, so then it can be measured and quantified (Saunders, et al. 2016). The paradigm will explore how DM leads people to purchase items online and why they choose specific digital channels (Saliya, 2023). 
This proposal will rely on logical deductive approach as it is concerned with developing hypotheses based on existing theory and establishes a theoretical framework from literature which is then tested using quantitative data to make inferences about Zara online store, their digital presence, and consumers (Saunders, et al. 2016). 
The research methodology of this paper is quantitative research which examines relationships between variables. The research design will adopt single data collection technique, in particular questionnaire and corresponding quantitative analytical procedure, which is known as mono method quantitative study (Saunders, et al. 2016). 
The research strategy is explanatory research design which understands the reasons, causes, and effects by dotting various ideas in attempt to find the answer to question why and fill gaps in missing information (Saunders, et al. 2016). The questionnaire is cross-sectional and will be conducted through an online simplified form (Saliya, 2023). It is directly concerned with the influence that DM has on businesses, how it impacts customer buying behaviour amongst three generations and why has built strong relationship between them and Zara online retailer. 
The sampling method for the proposal will be stratified random, as the population is divided into age, gender, marital status, location, and income(O’Gorman and MacIntosh, 2015). Participants will be from three different generations randomly assigned to the questionnaire with the aim to provide diverse backgrounds for the creation of reliable analysis and conclusions. 
Data collection method will be conducted via online questionnaire of individuals who shop from Zara (X,Y,X generations) on a small scale of the population (Adams, et al. 2007). The questionnaire will aim to identify how often individuals shop online, why they prefer online shopping, what digital channel they spent most of their time and how much money they are spending on online shopping. 
Interpretation of the data will be performed through exploratory factor analysis which will help in identifying the underlying relationships between survey items, DM, Zara DM approach, and its consumers (Ang, 2014). 
As emphasised by Shweta and Bottorf (2024) A Gantt chart helps in planning, scheduling, and monitoring the progress of a project, represented visually through a horizontal bar chart (Chart1.). 





Chart1. GANNT CHART
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To protect individuals’ rights an informed consent is being proposed by which the subject of the research has the right to be informed that they are being researched and know about the nature of the research. The confidentiality, privacy, and anonymity are priority of the research due to the harm that may encounter should leakage of personal information occur (Punch,  1994). 
[bookmark: _Toc164003232]Chapter 4: Conclusion
In conclusion ought to be stated that DM undoubtedly plays a significant role in businesses as it possesses a lot of tactics, techniques, and methods in approaching, sustaining, and creating loyal base customers. As already mentioned, DM constantly evolves and adapts to new customer trends, wants, and needs to thrive and continue bridge businesses with consumers. Individuals are busy with their everyday life commitments and heavily rely on online shopping as they can easily purchase goods and services, have access to a wide range of options and information (Venkat, 2023). As emphasised by Tailor and Kaur (2023) by leveraging various digital channels, strategies, and creating personalisation are vital for the business value to increase engagement and improve satisfaction. For instance, Zara online retail shop has insight into the future development trends, utilises modern management and unique marketing strategies to engage and retain its consumers with primary focus on personalisation and listening to their demands (Chunling, 2020). 
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