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[bookmark: _Toc66373034]1. Introduction
There are three parts in the report. The first part investigates ideas for a viable research proposal that presents a personal evaluation of past studies and study experiences of the researcher that concludes with knowledge and skills of the researcher and needs for further study. This part also presents areas of interest to the future research. The second part evaluates a core theory and its application to possible investigation lines. The final part identifies one possible research them and provides a discussion of research methods to achieve stated objectives. The part identifies risk factors including ethics risks in seeking the research and planned methodology.
[bookmark: _Toc66373035]2. Investigating ideas for a viable research proposal
In master program in the last years and during the program of study, the researcher performed academic studies and had study experiences related to companies’ marketing aspects and evaluation of business management issues of the companies. The researcher had educational and training experiences related to academic studies. The researcher has literature review skills, business management knowledge, marketing knowledge, cognitive and intellectual skills, practical application skills and presentation skills and these skills have developed from working experience and master studies the last years. The skills and knowledge will help the researcher to select and perform a future study successfully.
The researcher prefers to investigate digital marketing approaches of companies in the UK luxury fashion sector because digital tools including websites and social media sites have been used by UK luxury fashion brands to interact with their customers (Ryding et al., 2016). Luxury fashion brands focus on implementing online marketing approaches (Phan et al., 2011; Ko and Megehee, 2012). Digital marketing approaches are much cheaper than traditional marketing approaches such as newspaper advertising, television advertising, and magazine advertising (Park and Youn-Kyung, 2015; Ryding et al., 2016). It is expensive to perform the traditional marketing approaches (Reijmersdal et al., 2017). 
The researcher evaluates different methodologies and knows the way to select suitable methodology to achieve research objectives. The researcher also knows the way to apply the researcher’s own marketing knowledge and understandings of research methodologies to perform future research. The researcher reviews different literature sources before selecting a research topic for future research. The research has accessed a wide range of sources that are academic, industrial and organisational sources. The sources are academic journal articles, current news articles, textbooks, websites and organisational reports. The researcher considers the credibility of the research sources and the researcher perceives that academic journal articles are highly credible sources and that websites require careful selection/consideration and need to be sparingly used. Credibility of research sources is important because the sources will be used for the researcher to underpin research tasks (Saunders et al., 2019). Information from current news articles are carefully evaluated before the researcher uses the information for future research. Textbooks are a reliable source to define concepts (Berry et al., 2011). Organisational reports are selected as a reliable source to evaluate company success and marketing strategies. The researcher also perceives that the researcher needs to use up-to-date and current research sources, mostly published within the last 5 years although important sources can be older. The researcher engages with, analyses and applies relevant and credible literature. The researcher reads at least 60 sources to identify important research issues in future research and these sources are presented in reference list. The literature review matrix protects the researcher against ignorant assumptions about the study theme at an initial stage when the researcher lacks a deep understanding about study issues (Klopper et al., 2007). 
The researcher identifies an area of particular interest to focus future investigations. The research question is as follows: “What are the impacts of website advertising on customer engagement and preference for Burberry in the UK?. Burberry is a luxury fashion brand that provides fashion products that rare and symbolic and can add high emotional value through customer experiences (Burberry, 2021). The researcher reads many articles of respected refereed journals such as The Review of Marketing Science, Journal of Theoretical and Applied Electronic Commerce Research and The Journal of Interactive Advertising. The articles of the journals are written by experts and are reviewed by several other experts in the marketing field before the articles are published in the journals to assure the quality of the articles. The researcher has read journal articles of different researchers such as Verhoef et al. (2010), Marbach et al. (2016), Boerman et al. (2017), Sarkum et al. (2017), Hudders et al. (2019), Park and Lee (2019), Lee and Cho (2020) and other journal articles (see reference list). The articles are more likely to be scientifically valid and credible and have deep findings and insightful recommendations. The articles have the high validity and reliability of study findings because the articles are from respected refereed journals. There are concepts about website advertising, customer engagement and customer preference from the journal articles and the researcher can understand the concepts due to reading the journal articles. There are different themes related to website advertising such as the positive impacts of website advertising on customer engagement for a brand’s marketing messages and the positive impacts of website advertising on preference for a brand. The articles’ contribution is high for the researcher’s foundation for future research. 
Textbooks have provided concepts of digital marketing, website advertising and theories related to the importance of digital marketing in developing customer relationship. The books are Ryan and Jones (2012), Martinez-Lopez (2013) and Kingsnorth (2019). Current news articles from the Daily Telegraph, BBC News, The Guardian News and other news channels are evaluated to consider business activities of luxury fashion brands in the UK including Burberry. The reliable news articles are read and evaluated before gathering information from the news articles. The organisational reports are gathered from different luxury fashion brands in the UK such as Burberry, Rolex, Swarowski, Calvin Klein, Hugo Boss, Yves Saint Laurent, Channel, Dior, Ted Baker, Harrods and Pandora. The organisational reports are gathered from the websites of the brands and the organisational reports will give the researcher information related to business activities and marketing activities of luxury fashion brands in the UK. The researcher can compare marketing approaches of Burberry and other UK luxury fashion brands. Websites that the researcher reads marketing information of luxury fashion brands are Statista, Deloitte, the World Bank, and other websites. From reading different sources, the researcher has a systematic understanding of knowledge related to marketing and has a critical awareness of current problems of luxury fashion brands in the UK in the Covid-19 pandemic. 
[bookmark: _Toc66373036]3. Evaluating a core theory and its application to several possible investigation lines
A core theory related to website advertising is the Web Advertising Value theory of Ducoffe (1996). This theory indicates that website advertising value is measured through three main factors: entertainment, irritation and informativeness. Entertainment of website advertising is pleasing, exciting, fun to use, entertaining and enjoyable (Tanyel et al., 2013). Irritation of website advertising is irritating, deceptive and annoying (Chakrabarty and Yelkur, 2005). Informativeness of website advertising is a good up-to-date information source, provides timely information, makes information immediately accessible, and has relevant information about brands (Boudreau and Watson, 2006). 
There are strengths and weaknesses of the Website Advertising Value theory of Ducoffe (1996) to future research. In terms of strengths, this core theory is highly evaluated by other researchers including Korgaonkar et al. (2001) and Korgaonkar and Wolin (2002) because they recognise that entertainment and informativeness have positive impacts on attitudes of consumers towards website advertising of brands and that irritation has a negative impact on the attitudes of the consumers towards website advertising of the brands. In addition, the other strength of this theory is that it describes main factors impacting on consumer attitudes towards website advertising (Rahimi et al., 2019). However, there is a main weakness of the core theory, that is, it does not include credibility aspect of website advertising. Website advertising needs to believable, credible and trustworthy so that the website advertising increases customer engagement and positive attitudes of the customers towards website advertising (Kim et al., 2010). Zha et al. (2015) indicate that interactivity and accessibility factors need to be added to the theory. Interactivity of website advertising means that companies are expected to quickly answer questions of customers associated with products and services on websites. Accessibility of website advertising means that advertisements on a website make customers easy in performing access to the advertising information.  
Theory of Website Advertising Value of Ducoffe (1996) has been used in different national environments. Akatan et al. (2016) use this theory to evaluate customer engagement and customer attitude towards website advertising of brands in Turkey. The researchers indicate that this theory explains that customers engage in brand messages and have positive attitudes towards website advertising of the brands in Turkey because of informativeness and entertainment factors of the website advertising. However, irritation negatively affects customer attitudes towards website advertising of the brands in Turkey. In addition, Rahimi et al. (2019) uses this theory to evaluate customer engagement and customer attitude towards website advertising of brands in Malaysia and the researchers indicate that irritation negatively affects customer attitudes towards website advertising of the brands and that informativeness and entertainment factors increase customer engagement and customer attitude towards website advertising of the brands.
There are different concepts that the researcher reviews in the report and the concepts are digital marketing, website advertising, customer engagement and customer preference for brand. Digital marketing is defined as a marketing approach that uses the Internet to reach potential customers (McCoy et al., 2007). Digital marketing tools are social media sites (such as Facebook, Twitter, Instagram, YouTube, WeChat, and Tiktok), email, website, search platforms and other channels (Brajink and Gabrielli, 2010). Website advertising is a part of digital marketing approach and it is defined as the advertising approach that uses a website or websites as a medium to gain website traffic and deliver brand messages to target customers (Sicillia and Ruiz, 2013). A luxury fashion brand is defined as a brand that provides high-quality and expensive fashion products that can be authentic and prestigious (Fionda-Douglas and Moore, 2009). Customer engagement is an interaction between a company and external customers through offline channels or online channels (Gavilanes et al., 2018). This helps the customers to engage in brand messages (Brodie et al., 2011). In addition, customer preference is the positive attitude of a customer towards a brand and also a strong connection between the customer and the brand (Tahereh and Zahra, 2012). The customer prefers products/services of the brand and does not have a high sensitivity about the products/services’ price levels (Ebrahim et al., 2016). 
From reviewing the theory of Website Advertising Value of Ducoffe (1996) and other literature of researchers, the researcher understands that website advertising increase positive attitudes of consumers for brands. In addition, Rejon-Guardia and Martinez-Lopez (2013) indicate that website advertising increases customers’ purchase behaviours for the brands. Figure 1 presents a concept mapping diagram in the report and the theme that is developed for future research is the impacts of website advertising on customer engagement and customer preference for Burberry (a UK luxury fashion brand).
Figure 1: A concept mapping diagram and development of research theme


The Website Advertising Value theory of Ducoffe (1996) will be used as a core theory in future research to evaluate the impacts of website advertising on customer engagement and customer preference for Burberry in the UK). The researcher will use this theory to measure factors of website advertising (informativeness, irritation and entertainment) on the impacts of website advertising on customer engagement and customer preference for Burberry. In addition, the future research will investigate the impact of credibility factor, interactivity factor and accessibility factor of website advertising on customer engagement and customer preference for this luxury fashion brand in the UK because Korgaonkar and Wolin (2002) indicate that credibility factor needs to be added to the theory of Website Advertising Value of Ducoffe (1996) and Zha et al. (2015) also indicate that interactivity factor and accessibility factor need to be added into this theory. 
The researcher will evaluate research risks, ethical issues and availability of data to perform future research. The researcher has the high personal capacity to perform and deliver study findings in a reliable way. The researcher identifies sources of support that might be used in research planning such as secondary data and primary data. Research budget will be provided by the researcher. The researcher will gain supports from UK customers of Burberry because the customers will play a crucial role in providing primary data for the researcher. There will be possible biases and access problems. When the researcher performs gathering primary data from UK customers of Burberry, there will be possible biases of the customers in answering an online questionnaire. However, the researcher will encourage them to provide unbiased answers by using anonymous questionnaire (Saunders et al., 2019). The researcher will use statistical data analysis approaches to eliminate the researcher’s bias. The researcher can be difficult in performing access to several sources of scholarly documents because the authors of the documents can require paying document access fees. However, the researcher will be willing to pay such document access fees.
[bookmark: _Toc66373037]4. Identifying one possible research theme and discussing research methods to achieve stated objectives
A special area for future research is the impacts of website advertising on customer engagement and customer preference for a brand in the context of the UK luxury fashion industry (Burberry). There are different research methods: quantitative method, qualitative method and mixed research methods. Quantitative method is defined as a research method that uses quantitative/numerical data to achieve research objectives. The quantitative data are often gathered from questionnaire and are often analysed by statistical approaches (Bell, 2018). By contrast, qualitative method is different from quantitative method and it uses qualitative/non-numerical data to explain study phenomenon. The qualitative data are often gathered from interview and focus group and the qualitative data are often analysed by thematic analysis approach, content analysis approach or narrative analysis approach (Durbarry, 2018). For complex research issues, researchers focus on using mixed research methods because they perceive that the mixed research methods can perform triangulation of study results (Creswell and Creswell, 2017). 
There are disadvantages and advantages of each research method. For qualitative method, it has advantages such as deep study findings, insightful managerial solutions/implications, and detailed explanations about reasons behind study issues (Patton, 2015). However, the qualitative method has disadvantages. The qualitative method has biases of the researchers in data analysis and biases of the participants in answering questions in interview, has a difficulty in replicating study results, has complex issues in qualitative data analysis and is not a statistically representative form of data collection (Merriam, 2014). For quantitative method, it has also advantages and disadvantages. The advantages of quantitative method are high reliability of study findings, the high ability of replicating study results, ease in quantitative data analysis, and collection of generalised data from a large number of participants from target population (Ornstein, 2013). However, the quantitative method has disadvantages including collection of non-rich data, lack of depth of study findings, and description of study issues based on testing hypotheses rather explaining reasons behind the study issues (Harkiolakis, 2017). 
Mixed research methods have both advantages and disadvantages. The disadvantages of the mixed research methods are time-consuming and cost-consuming research methods, high requirements for experience of researchers in managing research process and in analysing data, and complex aspect of qualitative and quantitative data analysis (Creswell and Creswell, 2017). The advantages of the mixed research methods are valuable and reliable study findings, utilisation of strengths of both qualitative method and quantitative method in explaining study issues, and triangulation of study findings (Clark and Ivankova, 2015).
For future research, a quantitative research method is used to research the theme related to the impacts of website advertising on customer engagement and customer preference for Burberry (a brand in the context of luxury fashion industry in the UK). There are main reasons behind the use of the quantitative research method. Firstly, a quantitative research method is often related to measuring the relationships between factors and then the quantitative method can help the researcher to measure the relationships between website advertising and customer engagement and customer preference for Burberry in the UK (Balnaves and Caputi, 2001). Secondly, the researcher uses a questionnaire to gather quantitative data and uses statistical analysis approaches (descriptive analysis approach, reliability test approach, factor analysis approach and regression analysis approach) (Blaikie, 2003). SPSS software will be used to perform the statistical analysis approaches. Finally, the researcher seeks a positivism philosophy that uses objective viewpoints of both the researcher and participants to explore study issues. The positivism philosophy is combined with the quantitative method to increase the reliability of study findings (Walliman, 2018).
A deductive approach will be used in future research because the researcher will initially review the theory of Website Advertising Value of Ducoffe (1996) and will propose hypotheses to evaluate the impacts of website advertising on customer engagement and customer preference for Burberry in the UK. The researcher will test the hypotheses (Bell, 2018). The deductive approach will save time and cost of the future research because it utilize the current theory of Website Advertising Value of Ducoffe (1996) in the context of luxury fashion industry in the UK (Saunders et al., 2019). 
For questionnaire, it tends to be strong on reliability because it focuses on gathering reliable and unbiased data. Questionnaire often protects anonymity of participants and this motivates the participants to provide honest data rather than unbiased data. The questionnaire has the high ability to gather repeated data when the data collection process is performed under the similar conditions (Yaacoub et al., 2004). However, questionnaire often has a problem with validity because the questionnaire often has a limited number of questions and it cannot gain rich data to explain study issues. Challenges to validity of questionnaire are suitable layout of questions in the questionnaire, clarity of wording and relevant content validity of questions (Blair et al., 2014). For future research, the researcher will use a questionnaire to gather primary data from customers of Burberry in the UK and the questionnaire will help to gather reliable data from them. The researcher will use an anonymous questionnaire to increase the reliability of the data. The researcher will focus on increasing the validity of the questionnaire by creating relevant questions to gather information from participants, presenting a suitable layout of questions and ensuring clarity of wording (Ekinci, 2015). The participants are easy to understand the questions in the questionnaire (Somekh and Lewin, 2005).  
A systematic sampling method will be used in future research because the researcher can gain data from representative individuals in target population and then, the generalization of data and study findings will be increased (Outhwaite and Turner, 2015). A sample size for the future research can be 300 UK customers of Burberry. There will be research risks including ethics risks. The researcher can face a risk related to a low response rate in questionnaire-based survey process and a risk of time-consuming data analysis process (Keleman and Rumens, 2008). It can be difficult of the researcher to invite UK customers of Burberry to participate in online survey process and then, the response rate can be low. However, the researcher will send emails to the customers of Burberry and the researcher will create a link to invite them to participate in the process of answering questions in online questionnaire that is provided on Google Docs (an online channel). It can take much time in analysing collected data from the customers. However, the researcher will seriously manage the time of data analysis. 
The researcher will have study ethics considerations: Anonymity of participants, voluntary aspect of the participants, consent of participants, withdrawal of participants, safety and health risk of participants, goal of use of collected data and storage of the data (Walliman, 2018). The researcher will protect anonymity of the participants by using anonymous questionnaire and the participants will be voluntary in providing data for the researcher. The participants will sign consent form for gathering data. The participants can withdraw from survey process without explaining withdrawal reasons. An online survey process will be performed to protect safety and health of participants in the Covid-19 pandemic period. The researcher will only use the collected data for achieving research objectives and will store the data confidentially and carefully.  
[bookmark: _Toc66373038]5. Conclusion 
The report has investigated ideas for a viable research proposal. The report evaluates a core theory, Website Advertising Value theory of Ducoffe (1996) and its application to several possible investigation lines.  For the future research, a quantitative research method is used to research the theme related to the impacts of website advertising on customer engagement and customer preference for Burberry in the UK. Positivism philosophy and deductive approach will be used in the future research. A systematic sampling approach and questionnaire will be used in the future research. The researcher will evaluate the future research’s risks including ethical risks.   
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