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[bookmark: _Toc231735617]Abstract
This study examined how digital marketing affects customer engagement at Costa Coffee in the UK. The research used a secondary qualitative method, focusing on thematic analysis of existing papers, industry studies, and related reports. Four main themes are identified: the effect of digital marketing on customer behavior, social media's role in building brand loyalty, customers' views on Costa's digital marketing, and what drives engagement in the coffee shop business. The findings show that digital marketing boosts customer engagement by making the brand more visible, helping customers interact, and backing up loyalty programs. Using social media strengthens ties when it promotes real interaction, not just ads. The research points out that effective service, technological advances, emotional connections, and sustainability matter a lot. Overall, the study shows that for Costa Coffee, keeping customers engaged means blending digital efforts with first-rate experiences, cool new technology, and genuine brand relationships.
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[bookmark: _Toc231735618]Chapter 1: Introduction
[bookmark: _Toc229392443][bookmark: _Toc231735619]1.1 Introduction 
This chapter will explain the background and context for studying the impact of digital marketing on customer engagement in the UK coffee shops business with particular reference to Costa Coffee. It begins by discussing the role played by digital technology in changing the way customers communicate and compete in the industry. This is followed by presenting the research problem, the objective of the study, and research questions. The importance and relevance of the research study are also discussed.
[bookmark: _Toc229392444][bookmark: _Toc231735620]1.2 Background and Context of Research
The coffee shop industry in the UK is one of the fastest growing and highly competitive industries in the wider food and beverage industry. According to the British Coffee Association (2024), about 98 million cups of coffee are drunk daily in the United Kingdom, a statistic which highlights the entrenched nature of coffee within the fabric of British society. In addition, around 80 percent of adults who drink coffee in the UK take coffee on a regular basis, a statistic which shows that there is a strong and steady demand for coffee among different population demographics (Lavazza Professional, 2025). The total market value of branded coffee shops in the UK stood at around £6.1 billion in 2024, while there were over 11,500 coffee shop outlets in operation within the nation (Lumina Intelligence, 2025). Most interestingly, this impressive growth has been maintained despite the challenges of inflation and increasing costs of operations, indicating that coffee drinking is fast becoming a necessity instead of a luxury.
In such a competitive setting, Costa Coffee enjoys a dominant market position. Established in 1971, Costa Coffee is now operating over 4,100 shops in the United Kingdom only and earning annual revenues exceeding £1 billion (World Coffee Portal, 2026). There have been many developments in the digital space by Costa Coffee over the last few years. The company launched its mobile ordering app and digital rewards program which clearly shows that there is more emphasis on using technology. One thing that needs to be mentioned here is that there is a significant shift in the expectations of the customers. Customers nowadays want to engage with brands in a convenient and personalized manner, which can hardly happen without technology usage (Agrawal et al., 2025).
Digital marketing can be referred as any form of marketing whereby digital technology is employed to market the product or services offered by the brand (Nuseir et al., 2023). Examples of such techniques include social media marketing, influencer marketing, personalized emails, mobile apps, and search engine optimization. The deployment of digital marketing techniques is the most essential element for competing in the coffee shops market as illustrated by Costa Coffee, which utilizes such techniques in an attempt to win more customers. However, although digital marketing techniques have improved drastically, their influence on customer engagement results is still unknown from an academic perspective (Hidayat and Alifah, 2022).
[bookmark: _Toc229392445][bookmark: _Toc231735621]1.3 Problem Statement
Many brands within this industry have invested greatly in digital marketing tools, but there is still inadequate research that investigates whether this form of investment influences customers' behavioral responses, such as visiting the establishment more frequently or purchasing its products (YachouAityassine and Al-Ajlouni, 2022). In particular, this issue becomes especially relevant in relation to the activities of well-known coffee chain restaurants, such as Costa Coffee, where a wide variety of activities are performed using digital technologies. Thus, it becomes challenging to assess the impact of various activities related to digital marketing on customer engagement. As a result, previous studies on this topic often tend to focus on general issues related to digital marketing and customer engagement in the industry under discussion without considering the unique characteristics of the coffee shop industry in the UK. Therefore, this study aims to examine the relationship between digital marketing and customer engagement within Costa Coffee.
[bookmark: _Toc229392446][bookmark: _Toc231735622]1.4 Research Rationale
The rationale for carrying out this research are many. First, the need for carrying out the research emanates from an existing gap in literature in relation to the impact of digital marketing strategies on customer engagement in big UK coffee chains. There is quite a lot of literature in relation to digital marketing in general, but limited in relation to how it impacts customer engagement. The same case applies in relation to the area of customer engagement in the services industry. When it comes to digital marketing strategies, their effect on customers’ interaction with branded coffee shops, including Costa Coffee specifically, the difference between research and practice becomes even more noticeable (Maamoun, 2020). At the same time, the research presented from a practical point of view can be just as important. In the modern reality where the market is extremely saturated, there arises an urgent necessity to continuously analyze and improve one’s marketing strategy. This way, one will be able to understand which marketing tricks work with people and which do not. Moreover, considering that consumers’ behavior itself changes due to technological development and shifts in social norms of consumption, such studies become especially relevant.
[bookmark: _Toc229392447][bookmark: _Toc231735623]1.5 Research Aim and Objectives
Aim: This research aims to assess the effectiveness of digital marketing strategies on customer engagement in Costa Coffee (UK).
Objectives:
· To analyse how digital marketing affects the behaviour of customers.
· To examine the influence of social media and online interaction on brand loyalty.
· To determine how customers view the digital marketing strategies used by Costa Coffee.
· To determine major drivers that improve customer engagement in the coffee shop business.
[bookmark: _Toc229392448][bookmark: _Toc231735624]1.6 Research Questions
1. How does the application of digital marketing techniques affect the purchasing behavior of the customers of Costa Coffee?
2. In what way does social media involvement aid in building brand loyalty amongst the customers of Costa Coffee?
3. What are the perceptions of the customers regarding the digital marketing strategies used by Costa Coffee? How does this perception affect the involvement with Costa Coffee?
[bookmark: _Toc229392449][bookmark: _Toc231735625]1.7 Significance of Research
There are several reasons why this research is significant. To start with, first of all, from an academic point of view, this study can be regarded as an important addition to the scientific literature about digital marketing and customer engagement because the information outlined below is based on empirical evidence related to only one specific company, namely Costa Coffee. Consequently, the analysis of the above-mentioned factors can help improve the theoretical base as concerns the interdependence between digital marketing techniques and consumer behavior and customer engagement. As far as practical implications are concerned, the findings of this study can prove highly relevant for marketing specialists and strategists operating in the British coffee business. Since there is an expansion of marketing budgets and some companies still do not know how efficient certain strategies are, any tips grounded on real-life evidence are extremely valuable. Finally, the above-mentioned conclusions might be applied to customer loyalty programs development, social media campaigns planning, and mobile application design.
[bookmark: _Toc229392450][bookmark: _Toc231735626]1.8 Structure of the Dissertation
This dissertation consists of five main chapters. The first chapter provides an introductory overview of the study, the background and context, the problem statement, the rationale, the aims and objectives, the research questions and the importance of the study. In chapter 2, the researcher carried out an elaborate critical literature review of the available academic literature on the areas of theory to be studied, including digital marketing, consumer behaviour, brand loyalty and customer engagement. Chapter 3 addresses the philosophical approach of the author, the research design and the data collection tools used, the data analysis methods used, etc. The findings collected during the implementation of the methodological approach used are presented in the Chapter 4 and then analysed in terms of the theoretical approach presented in Chapter 2. The findings of the research work and how they relate to the objectives stated have been given in the concluding remarks that are given in Chapter 5, and some recommendations have been given in which further research can be done.
[bookmark: _Toc229392451][bookmark: _Toc231735627]1.9 Chapter Summary
In conclusion, this chapter has provided a basis for the dissertation. This chapter has presented the background information required for conducting the research. It has located the study within the extremely competitive and dynamic coffee shops market sector in the United Kingdom, where digital marketing has become an indispensable means of communicating with customers and differentiating brands. The knowledge gap within the existing literature concerning the specifics of effective digital marketing operations within this context has been stated. Furthermore, the reasons for undertaking this study have been elaborated both from theoretical and applied perspectives. In addition, the research aims, objectives, and questions have been clearly defined. Finally, the significance of the research to the theoretical and practical bodies of knowledge has been addressed. Structure of the dissertation has also been provided, giving an insight into the development of the study. The next chapter will critically discuss the literature related to the study.


[bookmark: _Toc231735628]Chapter 2: Literature Review
[bookmark: _Toc229393474][bookmark: _Toc231735629]2.1 Introduction
This chapter contains detailed and critical review of the literature on the key themes explored in this study. This chapter starts with the literature review on the four research questions which includes the effect of digital marketing on customer behaviour, impact of social media and online communication on customer loyalty, customers' perception of how digital marketing campaigns are being used by Costa Coffee and what are the key factors to drive and increase their customers to engage the coffee shops. Recent empirical data will be used to critically analyse these topics and theories will be introduced to support these. Theoretical framework of the study discusses in this chapter introducing three theoretical of the study. Then, it discusses a conceptual framework as well mentions gaps in the current literature.  
[bookmark: _Toc229393475][bookmark: _Toc231735630]2.2 Critical Review of Key Areas of Literature
[bookmark: _Toc229393476][bookmark: _Toc231735631]2.2.1 How Digital Marketing Affects the Behaviour of Customers
One of the topics that are one of the most studied in current marketing research is the relationship between digital marketing and consumer behavior especially in the highly competitive sectors where consumer preferences are easily and quickly changed (Prayetno, Murdiani and Paramitasari, 2025). Digital marketing is about using numerous technological tools such as social media, e-mail campaigns, influencer partnerships, search engine optimisation and mobile applications. Through these tools, companies and brands can reach out to clients and sway buying choices. Digital marketing allows businesses to engage with their customers in a real-time manner. It also allows companies to customize communications according to the needs of each customer and monitor their customer's reactions in real time. In today's world, the digital marketing strategies are leveraged to influence the behavior of customers. This, in turn, enables businesses to achieve a competitive edge (Vahabzada and Andersone, 2024).
Recent empirical evidence shows that digital marketing impacts consumers' behavior in a significant way, although academics differ when it comes to the nature of this impact. According to Pillai, Holla and Srinivas (2021), digital engagement through loyalty apps and social media interactions increases consumer satisfaction and purchase intention. The research shows that digital marketing channels operate not only as means of communication but as facilitators of habitual consumption and ongoing consumer brand engagement. Similar findings were obtained by Gujrati and Uygun (2020), who have found that experiential digital marketing increases consumer satisfaction and revisit intention. However, while the former authors concentrate on the role of technology in increasing consumer satisfaction, the latter place much emphasis on the emotional aspect of consumer experience in digital environment. This evidence shows that digital marketing affects consumer behavior not only due to the benefits offered but because of the positive emotions created by them (Khatri, 2021). However, data in these studies was not related to the UK market, therefore, their findings cannot be applied to coffee shops located in the UK.
According to Pillai, Holla, and Srinivas (2021), customer loyalty apps and personalised communication create a stronger long-term intention to purchase through the combination of greater convenience and greater satisfaction. On the other hand, Francis et al., (2023) dispute this idea by suggesting that consumer behaviour is influenced by things such as personal values, culture, and trust more than by the digital tools to which they have access. Likewise, Vahabzada and Andersone (2024) suggest that visible engagement metrics (such as: downloading an app, or liking something on social media) do not necessarily indicate a customer's loyalty. These opposing points of view suggest that digital marketing is not sufficient for the development of ongoing commitment from customers unless a real emotional connection and perceived value are created too. For Costa Coffee's digital marketing strategies, the effectiveness may be dependent on factors such as the level of technology used and the development of meaningful customer experiences.
Nonetheless, it would be an oversimplification to conclude that digital marketing always results in a positive change in consumer behaviour. As opposed to Francis et al., (2023) who challenge a technologically deterministic approach and suggest that consumer behaviour is determined by individual attitudes, social influences, values, and risks and thus should not be attributed to digital marketing alone, Ghazie and Dolah (2018), highlight the direct effect of digital engagement tools on consumer behaviour. In light of this, a digital marketing strategy might affect various groups differently. For example, younger generations who have higher levels of digital engagement would probably be encouraged to use gamified loyalty programmes and other types of promotions while older generations might prefer the quality of customer service provided by employees in person rather than via online platforms. This idea is further reinforced by Prayetno, Murdiani and Paramitasari (2025), who suggests that communication messages are filtered through social and psychological factors, implying that there are multiple aspects to the process of determining consumer behaviour.
Moreover, there is ongoing discussion on whether digital marketing can help develop behavioral loyalty in customers or only drives their short-term engagement. According to Vahabzada and Andersone (2024), digital marketing engagement numbers, such as engagement rates, app downloads or likes do not always indicate that customers are emotionally loyal to the brand. The customers may interact with the brand digitally, but not necessarily be loyal in terms of their feelings or future actions. For Costa Coffee, this is significant because, as it happens, high levels of engagement of the customers in online platforms do not necessarily mean that those customers are exhibiting behavioural loyalty.
[bookmark: _Toc229393477][bookmark: _Toc231735632]2.2.2 The Influence of Social Media and Online Interaction on Brand Loyalty
Brand loyalty is the uniformity of preference and dedication towards one brand when compared to other brands available in the market. Brand loyal customers may continue to purchase from the brand, recommend the brand to others and not be responsive to competitive marketing strategies (Khusniah and Astuti, 2024). However, with the development of the digital age and the advent of social media sites, brand loyalty has become more complex due to various reasons. Social media sites such as Instagram, TikTok, Facebook, and X, formerly Twitter, have revolutionized business-to-consumer communication through various means like direct interaction, user-generated content, influencer collaborations, and community building on digital platforms (Ibrahim, Aljarah and Sawaftah, 2021). This means that loyalty towards a particular brand has been affected by the nature of interactions on digital platforms and not just the quality of services provided by such firms.
There is some variation among researchers as to whether or not the use of social media (SM) engages customers with brands, develops repeat purchases, and creates brand loyalty. For example, Budiman (2021) provides evidence that emotional storytelling and building online communities have been effective in developing customers' psychological connections to brands and, therefore, creating brand loyalty. Conversely, Jibril et al., (2019) argue that SM exposes customers to many competitive brands simultaneously creating an influence that can create an unstable loyalty relationship with brands. Bilgin (2018) further supports this position by indicating that customers' service delivery satisfaction and service quality are stronger influences on customer loyalty than the effects of engaging customers on SM. Overall, all of these contrasting ideas suggest that while engaging with customers via SM increases customers' awareness and engagement with brands, it does not necessarily lead to long-term brand loyalty. As a result of this evidence, social media strategies used by Costa Coffee should move away from SM promotional strategies and focus more on delivering a meaningful customer experience through two-way engagement and meaningful interactions in the social media space.
On the other hand, the association between social media involvement and brand loyalty is much more complicated than many studies indicate. According to Jibril et al., (2019), there is an opposite viewpoint in terms of suggesting that higher levels of digital involvement do not produce brand loyalty since customers can interact with various competing brands at the same time via social media. The reason behind this idea is that consumers are exposed to numerous brands on social media platforms in contrast to the conventional type of brand loyalty, where clients would not be able to experience other brands easily. This shows that brands cannot ensure loyalty from their audience even if they become popular on social media (Ebrahim, 2020). For example, in the competitive environment with the presence of numerous UK coffee shops including Costa Coffee, Starbucks and Caffè Nero, it is likely that customers can communicate with different brands through social media, but they may not show loyalty towards any of those brands.
The study by Bilgin (2018) strengthened this statement. In this study, it is found that measures of happiness and experience strongly indicate loyalty of customers than social media following alone. This study concludes that loyalty of customers is highly influenced by their meaningful experience in comparison to online interactions. This challenges the statement that relationship between customers and brands is strong when they frequently engage on digital platforms. Also, it is not fair to depend only on quantitative social media metrics such as likes, shares and followers to measure genuine engagement and loyalty (Khusniah and Astuti, 2024). Therefore, it is essential for businesses to understand that online popularity is not necessarily result from deep and lasting loyalty of customers. 
This literature shows that all types of interactions through social media do not have same impact on building loyalty. In the study by Ibrahim, Aljarah and Sawaftah (2021), it is found that active engagement of customers such as commenting, sharing and participating in discussions, provides stronger loyalty in comparison to passive engagement, which is only about viewing content. This study concludes in support of the claim of Budiman (2021), who states that the depth of interaction is essential than the frequency of digital presence. According to the study of former authors, customers are likely to contribute emotionally and psychologically in brands through meaningful communication. Through passive interaction, awareness may only be raised in the short term and it may not promote true loyalty among customers. In this case of Costa Coffee, this insight highlights that the business may not able to build lasting loyalty among customers because of its dependence only on promotional communication without focusing on communication practices and participation of customers.
[bookmark: _Toc229393478][bookmark: _Toc231735633]2.2.3 How Customers View the Digital Marketing Strategies Used by Costa Coffee
Customer perception on the digital marketing strategy of a brand is a complex issue. This includes cognitive as well as emotional reactions along with evaluations of how brands communicate through digital channels. Customer perception is not solely about awareness among customers about marketing efforts. Instead, it is also about judgments related to credibility, relevance, authenticity and practicality (Pellegrino, 2024). Positive perceptions are indicated in the form of high trust levels and stronger purchase intentions. On the contrary, negative perceptions can result in dissatisfaction, disengagement and even customers may even avoid the brand. This shows that perception of the customers is important in modern competitive environment. This helps in building strong relationships with customers (Kumar, Jarad and Lilian, 2022).
Academic literature contains differing opinions about how consumers respond to apologise digital marketing programmes. Hannan, Piramita and Purba (2023) claimed that provide personalised loyalty programmes elevate consumers’/customers’ satisfaction since they appreciate both convenience or customised award options. However, Gan (2024) also voiced concern over consumers, privacy rights, misrepresentation (&) overreaching on his/her data to cause mistrust between consumers. Pellegrino (2024) further notes that the consumer’s awareness of digital surveillance has led to increased caution regarding how businesses use his/her/private and/or personal information. Therefore, based upon the two differing points of view, consumers will presumably evaluate digital marketing relative to a balance between conveniences and ethical issues. As such, the digital marketing strategies developed by Costa Coffee could be perceived favourably due to their transactional nature being disclosed through transparency free from producing a feeling/sense of violation among consumers. 
Nonetheless, although these results appear promising, the current state of academic literature regarding the views of consumers about Costa Coffee is inadequate (Alam and Al Mubarak, 2025). Most of the data that exists about the subject comes from anecdotes or general coffee business studies and not empirical studies conducted with specific focus on the target consumer base for Costa Coffee. It also lacks the necessary critical analysis needed to assess whether the consumers have consistent views towards their digital marketing efforts.
Moreover, customer perception is determined not only by the functional side of digital marketing but also by emotional and experiential factors. According to Ilyas et al., (2021), customer perception is determined not only by physical atmosphere but also by digital one, highlighting the importance of maintaining consistency in consumer perceptions from different perspectives. It can be concluded that consumers become increasingly demanding regarding their evaluation of the experience offered by brands online, applying the same criteria to virtual environments that have been used for physical spaces. On the other hand, Gan (2024), take an opposing stance by paying attention to the dark side of digital marketing, namely issues related to intrusiveness, personalization, and privacy of information.
This issue has significant importance for the field of digital marketing, as firms operating within this sphere depend greatly on customer information in order to personalize their communication and become more accurate when targeting potential customers. Personalization in marketing can be quite helpful; however, in some cases, firms may collect too much information from customers, which lead to perceptions of being watched by firms, reducing trust among consumers. Pellegrino (2024), claim that people have started noticing how their private information is gathered and exploited by businesses, thus increasing their awareness of marketing tactics. Therefore, companies should strive to find a middle ground between personalization and ethical behavior. As for Costa Coffee, they need to focus on the customer in digital marketing, yet not be seen as intrusive.
In addition, research into experiential marketing indicates that consumers increasingly expect their digital encounters to offer those experiences and emotions equal to those that are felt physically. According to Kumar, Jarad and Lilian (2022), customers’ feelings of emotional engagement within digital encounters have a positive effect on their level of satisfaction with the brand. Thus, digital marketing must do more than simply facilitating transactions; it must be able to play a role in contributing to the construction of a consistent brand identity. Consequently, the success of Costa Coffee's digital marketing will rely not just on technical considerations but also on providing customers with engaging digital experiences.
[bookmark: _Toc229393479][bookmark: _Toc231735634]2.2.4 Major Drivers That Improve Customer Engagement in the Coffee Shop Business
Service quality is among the top drivers of engagement. According to Lee et al., (2021), efficient service interactions contribute towards customer satisfaction and engagement. Rasty and Filieri (2024), reported that digital service quality impacts customer loyalty in digital services. Digital service quality entails customers' interaction with digital customer service, reliable mobile applications, and the accuracy of online promotions. On the other hand, Han et al., (2018), acknowledge that service quality in traditional service models does not account for the emotional aspect of engagement. In this regard, functional efficiency might not be sufficient for maintaining sustained engagement without the positive emotions experienced. Indeed, according to Widhy, Yuliantoro and Goeltom (2025), digital aesthetics and physical ambience significantly contribute to customer satisfaction and engagement. 
The other key factor driving customer engagement is referred to as innovation. According to Ornelas Sánchez and Vera Martínez (2021), companies have to adjust their strategies depending on changing market dynamics and customer needs. Examples of innovation in the coffee shop business include mobile payment solutions, payment methods without physical contact, personalized loyalty programs and social media promotions. Innovation helps to foster the perception of modernization and efficiency, thus making it possible for customers to become more engaged. Notably, innovation is not necessarily associated with positive results (Saputra, Mariam and Ramli, 2024). The use of technology that is complicated and inefficient can discourage customers from being more engaged with the products.
In addition to customer relationship and personal interaction, the community and belonging also have a considerable impact on engagement. According to Lee et al., (2021), coffee brand customers who have emotional affiliation with the community are more engaged and loyal. Such affiliation can be established via the environment of stores and online communities of the brand. Such research findings confirm the points mentioned by Rasty and Filieri (2024), related to the experience economy. It means that customers can be provided with authentic and shareable experiences that will help to enhance their value creation. 
Sustainability and ethical positioning have also emerged as key determinants of consumer engagement. Han et al., (2018) observe that consumers’ ethical perspectives play a critical role in determining their purchase behavior, especially for those who are concerned about environmental issues. Nonetheless, Widhy, Yuliantoro and Goeltom (2025), recognize a disparity between attitude and behavior where consumer’s exhibit positive attitudes toward sustainable brands but do not always engage in purchase behaviors to match those attitudes. In other words, ethical positioning may not necessarily lead to increased consumer engagement and loyalty. This implies that, for Costa Coffee, sustainability is both a blessing and a curse. Positive communication on the issue may enhance consumer engagement, but overstatement could harm consumer trust.
[bookmark: _Toc229393480][bookmark: _Toc231735635]2.3 Theoretical Framework
The Technology Acceptance Model (TAM)
Technology Acceptance Model (TAM) was first introduced by Davis (1989), and suggests that user acceptance and utilization of technology, including mobile applications and digital marketing platforms, depend on two major factors: usefulness (the extent to which the user perceives the technology to be able to improve his or her productivity or experience) and ease of use (the extent to which using technology is considered easy for the user). The role of TAM in analysing consumer interactions with digital marketing tools used by Costa Coffee, such as the Costa Club loyalty app and mobile ordering platform, is immense. 
[image: Technology Acceptance Model – Persuasion Theory in Action: An Open  Educational Resource]
[bookmark: _Toc231735680]Figure 1: Technology acceptance model;
Source: (Worthington and Burgess, 2021)
The body of empirical research reviewed in section 2.2 supports the propositions of the Theory of Acceptance Model (TAM). According to Salleh et al., (2025), digital loyalty programs enjoy positive reception among users insofar as their usefulness (providing valuable rewards) and user-friendliness are concerned. The propositions of TAM are therefore met by this empirical research. However, it should be pointed out that TAM is often criticised because of its narrow focus on the functional aspects of digital loyalty program usage (Davis, Granić and Marangunić, 2024). Specifically, TAM is limited in its consideration of non-utilitarian factors such as emotional and hedonic aspects that have a crucial role to play in consumer behaviour according to the principles of the Experience Economy model. Consumers are interested not only in gaining some practical benefits from using loyalty programs but also derive enjoyment from the process and social prestige associated with being members of a particular community of people who enjoy special perks (Schorr, 2023). In other words, TAM does not provide a sufficient theoretical framework to explain the richness of consumer behaviour patterns in the context of a coffee shop.
The Experience Economy Theory
The Experience Economy theory of Pine and Gilmore (2013), which has been revisited and widely used in contemporary academic literature, suggests that in highly developed consumer societies, organizations add value not through selling goods or services, but by creating emotional experiences for consumers. The experience economy paradigm has significant relevance to the coffee shops industry since the practice of visiting a cafe or interacting with a particular coffee brand has acquired a special meaning related to identity formation, communication, and personal wellbeing (Marini, Fajri and Karnita, 2025). 
[image: The Experience Economy. Came across this 2x2 framework recently… | by The  Framework Bank | Medium]
[bookmark: _Toc231735681]Figure 2: Experience economy theory; 
Source: (Bank, 2020)
Theoretical implications for digital marketing can thus be drawn from the Experience Economy theory, which suggests that the best digital marketing strategy is one that enhances the experiential element of the brand outside the confines of the physical store. The storytelling campaigns by Costa Coffee, the seasonal aesthetics of its social media pages, and the use of personalized push notifications through the app can be seen as an effort to create micro-experiences for the customers who will feel a connection with the brand even when not physically inside the coffee shop. These findings are fully supported by the empirical study conducted by Chevtchouk, Veloutsou and Paton (2021), which concludes that experience marketing either digitally or through in-store interactions is an extremely effective way to enhance customer satisfaction and loyalty to the brand through revisit intentions. Although the Experience Economy theory is quite relevant to customer engagement research, it has been severely criticized due to its subjective elements. Marini, Fajri and Karnita (2025), emphasizes the importance of experiences to creating brand value while Marini, Fajri and Karnita (2025), highlight the fact that each customer responds differently to experiential marketing based on their expectations and sense of authenticity.
The SERVQUAL Model
The SERVQUAL model was formulated by Parasuraman, Zeithaml and Berry (1988), and has been used extensively in numerous recent studies on service marketing. According to the SERVQUAL model, the concept of service quality is described as the gap between expectations and perceptions of customers regarding the level of service provided along five aspects: tangibles, reliability, responsiveness, assurance, and empathy. The SERVQUAL model is especially applicable to digital marketing due to the fact that it includes several criteria for assessing the quality of services that relate specifically to online services (Shi and Shang, 2020). These include digital service reliability, responsiveness in social media customer service, and empathy in personal digital communication.
[image: ]
[bookmark: _Toc231735682]Figure 3: SERVQUAL Model;
Source: (GeeksforGeeks, 2024)
Ridha and Limoa (2025), used the SERVQUAL model to explore the online food delivery industry and revealed that responsiveness and reliability emerged as the most important variables in predicting customers' satisfaction and loyalty. Nevertheless, the main limitation of the SERVQUAL approach is that it does not take into account the experience-related aspects of the quality of services that become increasingly crucial in building customer engagement. According to Shi and Shang (2020), in a digital setting, the role of affective quality of service becomes as important as functional quality, whereas SERVQUAL does not account for that dimension.
Through a synthesis of all three models TAM, the Experience Economy Model, and SERVQUAL, this study has employed a multi-theory approach to investigate the impact of digital marketing on customer engagement. Such an approach helps to gain a greater insight into the effects of digital marketing by taking into consideration its technology, experience, and service quality aspects.
[bookmark: _Toc229393481][bookmark: _Toc231735636]2.4 Conceptual Framework
[image: ]
[bookmark: _Toc231735683]Figure 4: Conceptual Framework
The approach in this research is based on a framework that digital marketing strategies become independent variables. They involve social media marketing, mobile app, personalized promotion campaigns, and content marketing. These digital marketing strategies are likely to have impact on three mediating variables. Such variables are customer behaviour, trustworthiness, authenticity and relevance, social engagement (online interaction and participation in brand communities). The overall level of customer engagement is shaped by these mediating factors, which is seen in three forms namely- behavioural, cognitive and emotional. Here, customer engagement is the outcome variable. Theoretically this framework incorporates TAM, the Experience Economy theory and SERVQUAL, and consists of technology acceptance, experiential value creation and service quality perceptions, respectively.  
[bookmark: _Toc229393482][bookmark: _Toc231735637]2.5 Literature Gap
Although many researchers have investigated digital marketing and consumer engagement in their works, this field of knowledge still lacks some important aspects. First, there is a lack of contextual research concerning the effectiveness of digital marketing in large coffee shops in the UK, especially Costa Coffee. Previous research mainly concentrated on the hospitality industry and other countries, which made it less relevant for the coffee sector in the UK. Another problem concerns the assumption that measures such as the number of followers and downloads can be considered indicators of engagement, ignoring loyalty engagement. There is a lack of empirical research concerning the integration of the Experience Economy theory and SERVQUAL in the study of digital engagement. Previous studies do not provide any insights into the consumers’ opinions about the effectiveness of the digital marketing strategies used by Costa Coffee.
[bookmark: _Toc229393483][bookmark: _Toc231735638]2.6 Chapter Summary
In this chapter, literature related to the research questions has been reviewed. It has been found that consumer behaviour has an influence on digital marketing, however, its impact is different in different contexts. The relationship between social media interaction and brand loyalty has been explored along with highlighting its benefits as well as limitations. Customer perceptions of coffee shop marketing, while focusing on Costa Coffee has been examined. Technology Acceptance Model (TAM), Experience Economy and SERVQUAL have been discussed as the theoretical frameworks in the study. The research model was proposed to demonstrate the link between digital marketing strategies and the outcomes. This chapter has also pointed out some literature gaps which justified the need for the present research. The next chapter will explain the methodology employed in order to fulfil the purpose of this research.


[bookmark: _Toc231468068][bookmark: _Toc231735639]Chapter 3: Methodology
[bookmark: _Toc231468069][bookmark: _Toc231735640]3.1 Introduction
Research methodology is the structured plan that guides the researchers to collect the data in the right way, analyse, and interpret the data to gather information that is valuable for the study. In this study, the methodology is the choice that helps the scholar to gather the information with a correct and suitable structure. All decisions in the methodology and selection are connected with the aim and objective of the study. This study examines the impact of digital marketing strategies on customer engagement in Costa Coffee (UK). This chapter moves step by step, which encompasses philosophy, approach, and strategy. The chapter will examine the selected method that will be used in the study. The chapter will also include the data collection tools and analysis techniques used in the study to highlight the approach used in gathering information. The ethical issue, validity and reliability will be also discussed to ensure the fairness, quality of used data and accuracy. The chapter will also highlight the major limitations of the selected methodology to ensure transparency and reliability.              
[bookmark: _Toc231468070][bookmark: _Toc231735641]3.2 Research Philosophy
Research philosophy is the foundation of any idea, thinking and study as it explains the beliefs and assumptions behind the knowledge that is created and understood. This idea plays a vital role in guiding the design, shaping the choice of approach, method and strategy as well. It is very important to select suitable philosophy in the study to maintain the further part of the study. In social science, there are four major philosophies discussed, including positivism, interpretivism, critical_ realism, and pragmatism. Positivist philosophy views it as objective and measurable, which is focused on observable findings from facts and numbers. It enhances in producing generalisable and statistically reliable findings, which also make this option useful for studies that aim to examine the pattern or customer behavior within large groups. However, it also has limitations, as it is criticized for reducing complex human behaviour to numbers and it misses the deeper meaning and exploration (Chipongoma, and Mwange, 2025).
On the other hand, interpretivism philosophy sees reality as subjective and socially constructed, which means it is focused on accessing the different concepts, meaning and experiences. This offers a rich amount of data and deeper exploitation, but limited generalisability. Critical realism takes a middle position, as it accepts that there is an objective reality, but it also recognizes that our understanding is also shaped by the social and mental structures.
The philosophy of this study is interpretivist due to the research purpose to understand the influence of digital marketing strategies to customer engagement and customer perceptions in Costa Coffee. Interpretivism is suitable, because it is related to perceptions of meaning, experience and interpretation that are available in the context of the current academic research literature and industry reports. While positivism is largely a science-based and quantitative approach to understanding customers' attitudes, behaviors and digital experiences, interpretivism is a science-free qualitative approach that ignores and bypasses the dependence on numbers. This philosophy is underpinned by considerations of various perspectives on digital marketing, customer engagement and brand loyalty that have been put forward by researchers. Thus, interpretivism is suitable for the current research as it allows for a critical approach to the literature under scrutiny for this study, digital marketing strategies in the coffee shop industry in the UK.     
[bookmark: _Toc231468071][bookmark: _Toc231735642]3.3 Research Approach
The research approach is a logical process that links between the theory and the overall data of the study. Care needs to be taken with its choice since it can emphasize the concepts related to the evidence and conclusions and findings in the study. There are three main methods – deductive, inductive, and abductive. In deductive method, the scholars first analyze the already known theories, then gather data to test those theories. It is strong as it offers clear logic and could confirm and reject theoretical ideas, but it could be less flexible if the new findings of testing do not match with the theories. Inductive approach involves the observation and the construction of theory from it. This is a good method for exploratory research, but may be criticized for being subjective.   
This study is an inductive study since the study produces understanding and conclusions in the light of existing literature and secondary data without testing pre-determined hypotheses. Academic journals, books, industry reports and online sources are used to review and identify recurring themes and patterns in digital marketing and customer engagement. The inductive approach is appropriate as it facilitates exploration of different perspectives and enables conclusions to be drawn from the analysed literature. This will be a common method in qualitative secondary research as flexibility in interpretating various perspectives and consolidating through existing evidence.               
Therefore, the inductive approach is reliable and suitable for this study as it aligns with the interpretivist philosophy and supports the exploration of themes within secondary data. This approach offers a clear path from theory to evidence, which is why it is most suitable. It is reliable to examine the impact of digital marketing on customer engagement at Costa Coffee.  
[bookmark: _Toc231468072][bookmark: _Toc231735643]3.4 Research Strategy
The research strategy is the overall plan that explains how the study will be carried out in practice. It is very important as different strategies are being used and are suitable for different types of research questions and needs. The most common strategies are experiments, case studies, surveys, action research, grounded theory and ethnography. Experiments have a strong controlled method, but are difficult to use in a business setting. Case studies offer a detailed, focused exploration of a specific company or situation, but are harder to generalise. Action research includes collaboration between the researchers and participants to solve real issues, yet it needs long-term involvement of both parties. A survey is a widely used approach which allows the structured data collection with large groups and producing results that can be compared and generalised. The limitation is that they could not capture the full depth of people’s experiences, yet they are most efficient and reliable for quantitative studies.        
This study employs literature review method to explore the influence of digital marketing strategies on customer engagement in Costa Coffee (UK). The strategy is to gather information and analyze it from secondary sources like academic journal articles, books, market reports, company websites and industry publications. A literature review strategy is appropriate because it enables the researcher to critically discuss the current knowledge and compare various academic approaches to the study of digital marketing and customer engagement and uncover research gaps.
This is also a suitable approach as it allows for the detailed analysis of customer behaviour, brand loyalty and online engagement. The study examines a number of secondary sources to gain a wider perspective on the effects of the digital marketing strategies on customer engagement for the coffee shop industry. Hence the literature review approach has been able to assist the goals of the research appropriately and be reliable and credible to the academic community.
[bookmark: _Toc231468073][bookmark: _Toc231735644]3.5 Research Method
The research method is the specific technique used to gather and analyse the data in a study. Selecting the right method is very important to decide the type of data that should be collected in a study, the way of analyzing as well as the conclusion. There are three major types of methods, including quantitative, qualitative, and mixed methods. Quantitative research is focused on the numbers and statistical data, which helps to examine the pattern and connection within large groups. This method is for gathering objective, reliable and generalisable data, but it could reduce the detailed fining of concept and human behavior. Qualitative research includes non-numerical data, which means the study only includes existing data from relevant studies, articles, journals and reports. Mixed method includes both types of data to balance their strengths, though they are more complex and resource-heavy (Lim, 2025).
This study uses a qualitative secondary research method. Secondary research is defined as information that is collected from published academic journals, books, company reports, websites, industry publications etc. but is obtained from existing published sources. As this research is done to understand about the engagement of the customers, their perceptions and their experiences of performing digital marketing, it is fitting to use a qualitative method.
The qualitative approach facilitates a critical discussion of various academic perspectives on digital marketing and customer behaviour, and comparison of them. It also allows for flexibility in analysing themes and determining relationships between concepts, such as brand loyalty, customer engagement and social media interaction. Hence, qualitative secondary method is suitable for fulfilling the aim and objectives of the research.   
[bookmark: _Toc231468074][bookmark: _Toc231735645]3.6 Instruments for Data Collection
The study used secondary data sources available in academic databases including: Google Scholar, Research Gate and online university library. Further data was gathered from the company websites, industry reports and published business articles focusing on Costa Coffee and digital marketing skills. The keywords of “digital marketing”, “customer engagement”, “social media marketing”, “brand loyalty” and “Costa Coffee” were used to identify relevant sources. Secondary data was appropriate since it provided access to a vast amount of academic discussion and industry evidence within a limited time and resources.
Sources were selected purposively based on their relevance and credibility. The inclusion criteria were that the material was peer-reviewed journal articles, books, company reports, and industry publications, mainly published in the last 5-7 years so that the material is current and relevant. Unreputable sources or those that were not connected with customer interactions and digital marketing were omitted. This selection process ensured reliability of the information collected, relevance of the information collected and that the information collected are relevant to the research aims.
[bookmark: _Toc231468075][bookmark: _Toc231735646]3.7 Data Analysis
Thematic analysis was used to analyse the collected secondary data. Thematic analysis, a method of analysis to identify, describe and interpret themes and patterns within the literature. The selected sources were then analysed and the information categorised into appropriate themes including: digital marketing and customer behaviour, social media engagement, customer perception and brand loyalty.
Thematic analysis is appropriate for qualitative secondary research as it is a means of critically analysing academic interpretations and opinions, and of establishing similarities, differences and research gaps in the literature. This allows to develop a deeper understanding of the research topic and to analyze systematically and organizedly.                              
[bookmark: _Toc231468076][bookmark: _Toc231735647]3.8 Ethical Considerations
This research’s design and execution greatly depend on ethics. Since this study is a purely secondary study, there was no direct contact with humans, no form of consent or ethical approval for the involvement of humans was needed. But ethical standards were not compromised as there was the correct referencing of the work and the ideas of the authors were represented accurately and there was no plagiarism (Dubey and Kothari, 2022). All secondary sources used in the study were accessed legally and cited as appropriate, referencing style Harvard.
[bookmark: _Toc231468077][bookmark: _Toc231735648]3.9 Validity and Reliability
Validity was ensured by using credible and relevant academic sources relevant to the research objectives. To enhance reliability peer reviewed journal articles, trusted industry reports and recognised books were used. Having multiple sources was helpful to compare and minimize bias. Careful source selection and critical analysis of the sources increased the overall credibility of the study, despite the limitations in the secondary research may have had in the nature of the sources.                   
[bookmark: _Toc231468078][bookmark: _Toc231735649]3.10 Chapter Summary
This chapter gave an understanding of the methodology adopted in the study, which was interpretivist philosophy, an inductive approach and qualitative secondary research method. To explore the effect of digital marketing strategies on customer engagement in Costa Coffee, secondary academic and industry sources were used in the study. Thematic analysis was used to analyse the collected information. Ethical considerations, validity and reliability were also discussed to ensure academic quality and transparency throughout the research process. 


[bookmark: _Toc231469767][bookmark: _Toc231735650]Chapter 4: Findings and Analysis
[bookmark: _Toc231469768][bookmark: _Toc231735651]4.1 Introduction
This chapter is focused on the findings and analysis of the study to gain an insight on the effect of digital marketing strategies on the engagement of customers of Costa Coffee. Thematic analysis, as identified in Chapter 3 to be the most appropriate qualitative analysis technique for this study when examining patterns and meanings within secondary academic and industry data, has been used in the analysis. The chapter critically looks at the impact of various digital marketing strategies on the behaviour of customers, brand loyalty, customer perceptions, and overall engagement in the UK coffee shop industry. Themes that were discussed in this chapter were developed based on the recurring features found in the literature that was reviewed and directly related to the research objectives and research questions of the study.
Thematic Analysis
	Theme
	Sub-Themes
	Key Findings
	Supporting Authors

	Theme 1: Influence of Digital Marketing on Customer Behaviour
	Mobile applications and convenience
	Digital tools such as loyalty apps and mobile ordering improve convenience, customer satisfaction and purchase intention. Customers prefer faster and personalised experiences.
	Pillai, Holla and Srinivas (2021); Gujrati and Uygun (2020)

	
	Personalised promotions and loyalty rewards
	Loyalty programmes, personalised offers and push notifications encourage repeat purchases and habitual buying behaviour.
	Pillai, Holla and Srinivas (2021); Prayetno, Murdiani and Paramitasari (2025)

	
	Emotional and behavioural responses
	Digital marketing creates emotional engagement and positive customer experiences which influence revisit intentions and satisfaction.
	Khatri (2021); Gujrati and Uygun (2020)

	
	Limitations of digital engagement
	High online engagement does not always indicate genuine loyalty because customer behaviour is influenced by social and psychological factors.
	Francis et al., (2023); Vahabzada and Andersone (2024)

	Theme 2: Social Media Engagement and Brand Loyalty
	Social media communication
	Social media platforms improve interaction between brands and customers through direct communication and online engagement.
	Ibrahim, Aljarah and Sawaftah (2021); Budiman (2021)

	
	Community building and emotional attachment
	Online communities and storytelling strengthen emotional connection and psychological attachment to brands.
	Budiman (2021); Ibrahim, Aljarah and Sawaftah (2021)

	
	Active vs passive engagement
	Active participation such as commenting and sharing contributes more to loyalty than passive viewing of content.
	Ibrahim, Aljarah and Sawaftah (2021); Khusniah and Astuti (2024)

	
	Challenges in maintaining loyalty
	Customers interact with multiple coffee brands online, making loyalty unstable despite high engagement metrics.
	Jibril et al., (2019); Bilgin (2018); Ebrahim (2020)

	Theme 3: Customer Perceptions Towards Costa Coffee’s Digital Marketing
	Convenience and accessibility
	Customers perceive digital marketing positively when it improves convenience, accessibility and efficiency.
	Hannan, Piramita and Purba (2023); Kumar, Jarad and Lilian (2022)

	
	Privacy and ethical concerns
	Customers are increasingly concerned about data privacy, digital surveillance and intrusive marketing practices.
	Gan (2024); Pellegrino (2024)

	
	Emotional and experiential perceptions
	Customers expect emotionally engaging and visually attractive digital experiences similar to physical service environments.
	Ilyas et al., (2021); Kumar, Jarad and Lilian (2022)

	
	Trust and authenticity
	Trust and transparency strongly influence customer perceptions and digital engagement outcomes.
	Pellegrino (2024); Gan (2024)

	Theme 4: Major Drivers of Customer Engagement in the Coffee Shop Industry
	Service quality and responsiveness
	Digital service quality, responsiveness and reliability improve customer satisfaction and engagement.
	Lee et al., (2021); Ridha and Limoa (2025)

	
	Innovation and technological adaptation
	Mobile payment systems, personalised loyalty programmes and innovative technologies strengthen customer engagement.
	Ornelas Sánchez and Vera Martínez (2021); Saputra, Mariam and Ramli (2024)

	
	Emotional connection and community
	Emotional affiliation and community feeling increase customer retention and loyalty.
	Lee et al., (2021); Rasty and Filieri (2024)

	
	Sustainability and ethical positioning
	Sustainability and ethical branding influence engagement, although customer behaviour does not always match ethical attitudes.
	Han et al., (2018); Widhy, Yuliantoro and Goeltom (2025)


[bookmark: _Toc231735684][bookmark: _Toc231469769]Table 1: Thematic Analysis
[bookmark: _Toc231735652]4.2 Theme 1: Influence of Digital Marketing on Customer Behaviour
The digital marketing landscape has had a profound impact on how customers behave in today's coffee shop business. The results obtained from the literature reviewed indicate that digital marketing methods have an effect on the decision-making process, buying behaviors, emotional involvement and repeat buying behavior. For Costa Coffee, digital solutions like loyalty apps, targeted offers, social media communications, and mobile ordering have emerged as key communications channels and tools for sustained interactions with customers. The findings also show that the association between digital marketing and customer behavior is far more complicated and not just about convenience. Additionally, the reactions to digital marketing strategies are influenced by emotional, social and psychological elements.
[bookmark: _Toc231469770][bookmark: _Toc231735653]4.2.1 Mobile Applications, convenience and consumer decision making
The immense literature search reveals that convenience is one of the major factors that influences customer behaviour in the context of digital marketing. With the advent of the era of a consumer who wants things quickly, easily and personally, services are a priority, especially in food and beverage. Digital marketing tools like mobile apps and loyalty programs enhance customer satisfaction and buying intention due to their convenience in transactions and customer experience (Pillai, Holla, and Srinivas 2021). For Costa Coffee, the Costa Club app and mobile ordering systems are testament to this increasing reliance on convenience-driven digital engagement.
The results provide substantial validation of the Technology Acceptance Model (TAM) that suggests that consumers will be more inclined to use digital technologies if they see them as useful and easy to use. Perceived usefulness and ease of use were the two most frequently cited factors that affect technology acceptance according to the literature reviewed in Chapter 2. Mobile ordering systems can make the customer feel that they are helpful to them as they help them to save time, make payment methods easier and convenient, and give them personal offers. This shows that there is a direct link between digital marketing strategies and enhancing behavioural intentions as a result of greater convenience and efficiency.
But the convenience-customer-behaviour connection isn't as simple as it sounds. In contrast to the notion that consumer behaviour is solely driven by digital technology, Francis et al., (2023) question this and assert that it is a complex phenomenon shaped by a variety of factors. The authors propose that the values of the buyer, trust, cultural context and emotional preferences also play a role in purchasing decisions. This criticism brings up one of the significant restrictions of marketing strategies that are technology based. While digital applications can help streamline the experience, customers may seek emotional fulfillment and human touch to select coffee shop brands.
Within the coffee shop sector, this is especially important since it's often not just consumption driven by the act of buying or selling, but by the emotional comfort, relaxation, and social interaction that comes from enjoying a cup of coffee. So while digital convenience can help lead to customer engagement, it doesn't necessarily lead to emotional loyalty in the long run. The results indicate that digital marketing approaches that provide convenience and emotional and experiential value are more effective. This suggests that Costa Coffee should combine digital convenience with emotional engagement to strengthen long-term customer loyalty.
[bookmark: _Toc231469771][bookmark: _Toc231735654]4.2.2 Personalised Promotions and Repeat Purchase Behaviour
Personalised digital marketing is also shown to have a great effect on purchase behavior in the literature. Businesses are using more and more personalised promotions, loyalty rewards, targeted ads and push notifications to not only keep customers engaged, but to further drive repeat purchases. Gujrati and Uygun (2020) found that experiential digital marketing evokes positive emotions for customers and boosts their customer satisfaction and revisit intentions. Likewise, customised loyalty initiatives enable people to feel valued and attended to by the brand.
Personalised digital engagement strategies like reward points, birthday offers, seasonal campaigns and targeted notifications can foster the habit of purchasing.For Costa Coffee, personalised digital engagement strategies like reward points, birthday offers, seasonal campaigns and targeted notifications can foster the habit of purchasing. Frequent users of a digital loyalty system could feel a psychological connection to the brand because of the rewards they get as a result of their usage. This is consistent with Pillai, Holla and Srinivas (2021), who claim that satisfaction and convenience are important factors that help to drive loyalty applications to sustain purchase intent in the long run.
The results, however, also identify key issues of sustainability surrounding such engagement. Vahabzada and Andersone (2024) say that the various digital signals that customers can see, such as app usage, clicks on websites, and social media activity, are not always reliable measures of actual customer loyalty. Discounts and rewards can yield positive customer reactions without fostering a sense of brand loyalty. This means that there is a high ratio of transactions to customers, making it difficult to develop a relationship-based interaction with customers. For Costa Coffee, this indicates that personalised promotions are most effective when they build both repeat purchases and emotional connections.
[bookmark: _Toc231469772][bookmark: _Toc231735655]4.2.3 Emotional Responses and Behavioural Loyalty
Emotional engagement is one of the other key findings in the literature that is transforming customer behaviour. Digital marketing can not only impact customers as a functional convenience, but also emotionally. With the advent of digital marketing, the emphasis is now on providing emotional stimulation, entertainment, and psychological satisfaction to sway consumers' behaviour (Khatri, 2021). Emotional involvement could help customers return to brands, engage with promotional programs, and connect emotionally to brands.
This discovery is very suggestive of the Experience Economy theory discussed in Chapter 2. The theory proposes that companies create value not only by offering products and services, but also by providing memorable experiences and emotional connections. But, digital marketing campaigns can play a part in generating emotional engagement, which could enhance customer loyalty and boost the likelihood of repeat purchases, when told using a story, seasonal branding, visually stimulating content and personalised interactions, as is the case with Costa.
Yet the literature also shows that in a digital environment it is hard to engage emotions. Vahabzada and Andersone (2024) alert the fact that the use of digital engagement metrics can provide false and misleading perceptions of customer loyalty. Consumers can also interact with the online content without showing real behavioral loyalty towards the brand. Customers can, for instance, engage with promotional offers on social media while shopping for coffee at a different brand, like Starbucks or Caffè Nero.
This discovery brings to light the difference between digital interaction and real loyalty actions. Although online engagement can help to raise awareness and visibility, it is not always a guarantee for keeping customers. Thus, the results indicate that the customers' behavior in the digital environment is quite dynamic and can be affected by many aspects other than the technological aspects.
The analysis results show that digital marketing has a profound impact on consumer behavior in terms of convenience, personalization, and emotional connection. But the results do contain salient caveats. Emotional loyalty is not guaranteed with digital marketing approaches as they might only stimulate short-term participation and behavioural reactions. Thus, it is clear that Costa Coffee needs to have both technological innovation and authentic emotional experiences to maintain relevant customer involvement in the cutthrooth competitive coffee sector in the UK. 
[bookmark: _Toc231469773][bookmark: _Toc231735656]4.3 Theme 2: Social Media Engagement and Brand Loyalty
Social media is one of the most powerful digital marketing platforms today for the coffee shop business. Businesses can connect with customers, share content and build online communities around their brand on platforms like Instagram, TikTok, Facebook and X. The literature review results confirm the important role of social media engagement in shaping the customer's loyalty and brand attachment. Yet the results show that social media engagement does not always lead to loyalty as consumers have to face the competition of other brands in the digital world. For Costa, social media marketing can bring more engagement from customers and raise brand awareness, but it can be tricky to maintain emotional loyalty over the long term.
[bookmark: _Toc231469774][bookmark: _Toc231735657]4.3.1 Social Media Platforms and Customer Interaction
The results indicate that the social media platforms have a great influence on improving the communication between business and consumers. This is in contrast to traditional advertising methods that only allow one-way communication, social media allows for two-way interactions, making it a place where customers can comment, share, react and discuss brand content. Ibrahim et al (2021) contends that social media marketing improves customer relationship since it enables brands to establish a continuous interaction with consumers in real-time. For Costa Coffee, a social media marketing campaign can include seasonal drink promotions, images that encourage customers to adopt a particular lifestyle, and brand promotional content which could help to create a sense of belonging between the brand and customers.
The findings also suggest that social media interaction plays a role in customer engagement, with heightened visibility and emotional familiarity. According to Budiman (2021), emotional story-telling and community building online can have a positive impact on customer loyalty since when consumers repeatedly interact with a brand online, they form psychological ties with it. Social media sites then are more than marketing tools—they are places where the customer feels a connection to the brand and can engage in brand conversations.
The result is quite significant and well supports the Experience Economy theory mentioned in Chapter 2. The theory is that businesses are becoming more about the experience and less about the product. Social media marketing plays a role in this process as the creation of attention-grabbing campaigns, engagement with customers, and personal communication in digital environments can generate feelings within the virtual environment. For instance, Costa Coffee's Facebook account could make customers think of the comfort, lifestyle, relaxation and social identity of a brand instead of just coffee products.
However, the results also show some problems with the effectiveness of social media interactions. According to Jibril et al., (2019), social media makes customers more aware of multiple brands and has a negative impact on customer loyalty. While consumers are limited with the number of brands and promotions in traditional markets, digital marketing platforms are constantly showing them competing coffee brands and promotions. This makes it a fiercely competitive market with the challenge of keeping customers loyal. This implies that Costa Coffee should use social media as a relationship-building tool rather than only a promotional channel.
[bookmark: _Toc231469775][bookmark: _Toc231735658]4.3.2 Online Communities and Emotional Attachment
One of the other key findings from the literature is that online communities play a valuable role in emotional involvement and psychological attachment. Ibrahim and Aljarah (2021) found that customers who are actively involved in online discussions and brand communities are more prone to trust and loyalty towards brands. Engaging customer participation enables customers to feel part of the brand experience and not just passive consumers.
The results indicate that active exposure is more effective than passive exposure. Ibrahim, Aljarah and Sawaftah (2021) differentiate the active interaction, which is commenting and sharing of content, from passive interaction, which is simply viewing digital content. Active involvement is more effective in fostering emotional loyalty as it makes customers emotionally invest more in brand-related behaviors and communications. The results corroborate Budiman (2021) who states that emotional involvement is important for the formation of long-term loyalty.
If we consider the Costa Coffee example, inviting customers to join online campaigns, competitions, discussions and user generated content can help to build a sense of emotional bond with the brand. Users who publicly engage with the company's social media posts will feel “socially recognised” and “emotionally connected to the brand community.” This is one of the examples of how customer loyalty has shifted in the digital era to participation and emotions, not just satisfaction with the product.
But the results also suggest that online emotional bonding through social media may be volatile and short-lived. According to Bilgin (2018), engagement on social media is not sufficient to influence service quality and customer satisfaction, and therefore loyalty. Consumers can engage with brand messaging online, without having to switch to another coffee brand due to convenience, price, or the quality of service they receive in person. So, social media engagement can't always ensure long-term customer retention.
This criticism is valuable since many companies pay great attention to quantitative engagement metrics like likes, shares, and follower numbers. The results indicate that these measures can be misleading if read as the true measures of loyalty. Users can look at content for fun and not really get emotionally involved with the brand. Therefore, companies like Costa Coffee should not only use the popularity of the social media to judge customer engagement. For Costa Coffee, encouraging active customer participation may be more valuable than simply increasing content visibility.
[bookmark: _Toc231469776][bookmark: _Toc231735659]4.3.3 Social Media Engagement and Long-Term Loyalty
The research also shows that trust, authenticity, and customer experience are other factors that contribute significantly to long-term loyalty. Siregar et al., (2023) suggest that customers will be more loyal if they are given authentic communication, personalized interaction, and being consistently responsive via digital channels. In today's online-dominated post-pandemic world, where online engagement is now playing a more critical role in the customer journey, customers have come to expect high levels of communication and responsiveness from brands online.
The results make one thing clear: Loyalty is far more about the quality of interaction than the amount of digital content. When brands are too in-your-face, too fake, or too repetitive, customers can turn off the brands. According to Ebrahim (2020), trust is one of the key factors that influence the influence of social media marketing on brand loyalty. But when customers feel that digital communication is "trying to sell," the level of loyalty can actually decline.
In the case of Costa Coffee, this means that when it comes to social media marketing, there's a balance to be struck between promotion and engagement. Brands that are only focused on promoting and selling products might have trouble building emotional loyalty, while brands that allow them to chat, engage and communicate might foster long-term engagement.
The results thus indicate that there is tremendous scope for using social media marketing for improving customer loyalty, though it is very much reliant on emotional authenticity, meaningful involvement and customer trust. While social media can help boost visibility and engagement, it can also pose challenges as customers are constantly inundated with brand and promotion messaging. In summary, digital interaction is not enough to foster loyalty without a combination of positive customer experiences, emotional connection and effective communication strategies. This suggests that trust and authenticity are more important for Costa Coffee's long-term loyalty than engagement metrics alone.
[bookmark: _Toc231469777][bookmark: _Toc231735660]4.4 Theme 3: Customer Perceptions towards Costa Coffee’s Digital Marketing
Customer perception is a key factor in the success of digital marketing campaigns. Digital marketing is not just about influencing customers behaviour using promotions and technology but also with regard to the emotional and cognitive evaluation of brand communication. Literature indicated that the convenience, trust, personalisation, emotional experience, and ethical issues related to data usage are factors that affect customer perceptions. Overall, the results indicate that customers tend to be receptive to digital marketing initiatives that are convenient and tailored to their specific needs, but privacy, intrusiveness, and over-personalisation issues are significant challenges when talking about Costa Coffee.
[bookmark: _Toc231469778][bookmark: _Toc231735661]4.4.1 Convenience, Accessibility and Positive Customer Perceptions
A key thing that emerged from the literature is that people are more likely to have a positive attitude towards digital marketing if it offers convenience and makes things more accessible for them. Personalised Digital Services and Loyalty Programmes are effective in enhancing customer satisfaction as they are convenient and make it easier to buy products as stated by Hannan and Purba (2023). Today's customers are more likely to appreciate businesses that are quick to communicate, have mobile ordering options, recommend personal items and provide rewards for their patronage.
For Costa Coffee, digital marketing approaches like mobile apps, digital loyalty programs, and individualised promotions can have a favourable impact on customer perceptions as they provide smoother and more efficient customer experiences. When digital systems are effective, the customers may feel the brand as being customer-oriented, modern and innovative.
This discovery is in line with the Technology Acceptance Model (TAM) that shows that perceived usefulness and ease of use impact technology acceptance. Practical, user-friendly, and useful digital marketing systems are more likely to foster positive perceptions among customers, and, in turn, drive improved customer satisfaction. Convenience, thus, is still one of the vital elements that affect customers' assessments of digital marketing.
But the findings also indicate that for positive customer perceptions to continue over time, the convenience factor is not enough. Kumar, Jarad and Lilian (2022) state that customers are more likely to judge experiences with digital marketing on an emotional level in addition to functional efficiency and authenticity of the brand. This means that digital convenience can be a key factor in customer attraction, but it will also be a key factor in customers' perception, going with the positive long-term image. Therefore, Costa Coffee should ensure that digital convenience is supported by a consistent and positive brand experience.
[bookmark: _Toc231469779][bookmark: _Toc231735662]4.4.2 Privacy Concerns and Ethical Challenges
While personalisation and convenience are benefits to offering customisation, the results show some major issues with customer privacy and ethical marketing. However, as pointed out by Gan (2024), too much of personalisation and data collection can lead to lack of trust from customers, as consumers are more concerned about how companies collect and utilize their personal data. Personalisation can please customers, but cause them privacy concerns about digital surveillance and targeted advertising.
Pellegrino (2024) also states that today's consumers are increasingly aware of the tracking of their online activity by companies for marketing purposes. This awareness raises ethical issues of transparency, privacy and consumer manipulation. Digital marketing can be seen as negative if customers think that businesses are gathering too much personal data or employing manipulative advertising strategies.
The discovery for Costa Coffee underlines the need for the personalisation of coffee with ethical responsibility. While using personalised promotions and targeted advertising can help enhance customer engagement, excessive intrusiveness could potentially hurt trust and affect customer perceptions. Transparency of the data collection and respectful communication practices are thus a key factor in effective digital marketing.
The results also show that trust is a main factor that influences customer perception of digital marketing. When businesses are honest and don't push too hard on customers, they are more likely to respond to them. This means that ethical digital marketing can have a positive impact on customer satisfaction and engagement. This highlights the importance of transparent data practices in maintaining customer trust towards Costa Coffee.
[bookmark: _Toc231469780][bookmark: _Toc231735663]4.4.3 Emotional Experience and Brand Image
The second key piece of information gathered from the literature is that the perception of customers is greatly shaped by experiential and emotional factors. Ilyas et al., (2021) points out that customers now demand digital environments that offer an experience comparable to that in service settings. This means that customers not only assess the usefulness of digital marketing but also the emotions generated due to interactions online.
The results confirm the theory of the Experience Economy, which states that value is created by businesses by delivering memorable and emotional experiences. Storytelling, engaging visuals, and customer-centric engagement in digital marketing can positively impact customer perception by fostering brand connection and loyalty.
According to Kumar, Jarad and Lilian (2022), emotional involvement in digital surroundings has a positive impact on customer satisfaction and brand image. When digital marketing fosters enjoyable and meaningful interactions, rather than just transactions, customers are more likely to form positive perceptions. For Costa Coffee, attractive social media promotions, branded campaigns for the seasons and appealing emotional content can reinforce the perception of warmth, comfort and authenticity.
But the results also show that when the customer does not feel the engagement, it can easily be lost when marketing is seen as fake or manipulative. Customers are looking for authenticity from brands, particularly in the digital sphere where a strong commercialisation trend is emerging. However, firms counting on too much digital marketing can end up with negative customer perception.
In general, the results showed that customers' perceptions of digital marketing are driven by several factors, namely convenience, emotional experience, customer trust, and ethical responsibility. End-users are positive about digital services that are tailored and easy to use, but privacy and unwanted marketing are still major issues. Thus, beyond technological efficiency, emotional authenticity, transparency and customer trust are key to the success of digital marketing for Costa Coffee. For Costa Coffee, emotionally engaging digital content can strengthen brand image and customer perceptions.
[bookmark: _Toc231469781][bookmark: _Toc231735664]4.5 Theme 4: Major Drivers of Customer Engagement in the Coffee Shop Industry
The thematic analysis indicated that service quality, responsiveness, innovation, the use of technology, emotion, community bonds and sustainable practices all have a significant influence on customer engagement in coffee shops. These factors are: functional, tech related and emotional factors that influence customer involvement. Therefore, to keep the customers engaged, Costa Coffee has to do more than just digital marketing; improvements of all sorts are needed.
[bookmark: _Toc231469782][bookmark: _Toc231735665]4.5.1 Service Quality and Responsiveness
The findings suggest that service quality and responsiveness remain key factors in the coffee shop industry that drive customer involvement. For Costa Coffee, this means that promoting their digital marketing initiatives without solid service delivery and customer experience is unlikely to create sustainable engagement. Digital campaigns might be successful in getting customers' attention and sparking interaction, but if the customer's expectations aren't met again and again, it won't create long-term engagement.
The results suggest that customers consider brands beyond promotional activities and the service they get when interacting with the business. Thus, if there is a disconnect between the promises of the marketing and the service delivery, it can compromise customer engagement. This is especially important for Costa Coffee, as their business is conducted in both brick-and-mortar outlets and online. A holistic view of the customer journey should therefore be taken, rather than just digital marketing, in order to understand engagement.
The results in this study align with the study conducted by Lee et al., (2021) that concluded that service quality has a significant impact on customer satisfaction and loyalty in the context of coffee shops. Likewise, Ridha and Limoa (2025) state that reliability and responsiveness are the pivotal elements in influencing customer perceptions and engagement. The results also support Parasuraman, Zeithaml and Berry's (1988) model of service quality, which states that reliability and responsiveness are one of the dimensions of service quality. As a result, the findings indicate that the quality of service and digital engagement programs should be prioritised by Costa Coffee.
[bookmark: _Toc231469783][bookmark: _Toc231735666]4.5.2 Innovation and Technological Adaptation
The results indicate that innovation and adaptation of technology are important factors in enhancing customer engagement. Technological innovation for Costa Coffee is a way of working to enhance the convenience, accessibility and interaction points along the customer journey. Loyalty apps, mobile ordering apps, and personalised communication channels can drive customer interaction and engagement more often and more effectively.
The results show that technology is not enough to make engagement happen, however. Rather, it is when customers see meaningful value in technological innovations that they are engaged. Digital tools that make things easier and make customers happier will likely be good for engagement. On the other hand, difficult-to-use technologies or those with little benefit will not create meaningful customer involvement.
This discovery has significant implications for Costa Coffee as it's a reminder that the key is to be customer-centred in innovation, not technocentric. The results support the work of Ornelas Sánchez and Vera Martínez (2021), who highlight the need to innovate and meet the evolving expectations of customers. Likewise, Saputra, Mariam and Ramli (2024) state that technological developments could improve the quality of services, which in turn can foster the relationship with customers. The results also validate the Technology Acceptance Model (TAM) (Davis, 1989), which suggests that users will be more willing to use a technology that they believe is useful and easy to use. Hence, if innovation does not provide a value-add for the customer, then it has no impact on engagement.
[bookmark: _Toc231469784][bookmark: _Toc231735667]4.5.3 Emotional Connection and Community
The results highlight the importance of emotional engagement and community as a factor in customer engagement. For Costa Coffee, it means the process of engaging with customers isn't just about transactions and functionality. When customers have a connection to a brand and feel like they belong to a larger community that is connected to that brand, they are more likely to stay engaged.
The results suggest that it is important to create the impression of a relationship with the brand for customers, not just a transactional one. This means that customer engagement strategies need to be designed around meaningful experiences that will engage, interact, and emotionally involve the customer. This is especially important in the coffee shop sector, where consumption contexts often include social interactions and the expression of lifestyle and identity.
The results confirm Lee et al., (2021), who identified that emotional affiliation is associated with increased loyalty and engagement among customers. Similarly, Rasty and Filieri (2024) state that community involvement and customer experiences are crucial when it comes to maintaining a long-term brand-customer relationship. The findings are also in line with Pine and Gilmore's (2013) Experience Economy theory, which supports that value is created through memorable and meaningful experiences that go beyond the actual product itself. Thus, the findings suggest that the company's attention should be given to relationship building exercises that would help to connect and engage with their customers and build a sense of community among them.
[bookmark: _Toc231469785][bookmark: _Toc231735668]4.5.4 Sustainability and Ethical Positioning
The results show that sustainability and ethical positioning are becoming more important factors in customers' engagement in the coffee shop industry. By taking steps to become more sustainable, Costa Coffee can build trust in their brand and positively influence their customers' perceptions of social and environmental responsibility. It seems that customers appreciate organisations that communicate about ethical agreements and sustainable business.
The results also indicate, however, that sustainability is not enough to keep people engaged. Customers can have a positive attitude towards ethical initiatives without changing behaviour or raising their involvement with a brand. Thus, sustainability can be integrated with the service quality and innovation/customer experience strategies, not instead of them.
The result aligns with Han et al., (2018), who concluded that ethical issues were significant factors affecting attitudes and loyalty of customers in coffee shop settings. Likewise, Widhy, Yuliantoro and Goeltom (2025) found that there is a gap between positive attitudes and consumer actions towards sustainability. This means that for Costa Coffee, sustainability efforts need to be part of a wider customer engagement strategy, with genuine action. Therefore, sustainability should be considered an important supporting factor which enhances engagement, not as a customer loyalty factor by itself.
Overall, the findings indicate that customer engagement with Costa Coffee is a result of functional, technological, emotional and ethical factors, meaning that a multi-dimensional approach is required and not just digital marketing.
[bookmark: _Toc231469786][bookmark: _Toc231735669]4.6 Chapter Summary
This chapter presented the findings and analysis of the thematic analysis on effect of Costa Coffee's digital marketing strategy on customer engagement. It explores four important themes: the importance of digital marketing, social media interaction, customers' perspective and major drivers of engagement. These points also connect to the research objectives, literature reviewed, and relevant theories as well. Thus, digital marketing and customer interaction online truly have an impact on how customers can be retained.


[bookmark: _Toc229484505][bookmark: _Toc231735670]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc229484506][bookmark: _Toc231735671]5.1 Introduction
This chapter presents the conclusion of the dissertation whereby all the results, theory, and analysis are combined in a summary form. The main aim of this study is to assess the effectiveness of different digital marketing techniques utilized by Costa Coffee in the UK on their consumers’ interaction level. The current chapter is divided into various parts. Section 5.2 gives an overview of some of the most significant results attained from the analysis in Chapter 4. Section 5.3 includes conclusions regarding each of the research objectives and the assessment of how well the research objectives have been achieved. Section 5.4 includes practical recommendations for Costa Coffee. Section 5.5 lists the theoretical and practical contributions of this study. Section 5.6 includes limitations that have been identified in the research process, whereas Section 5.7 includes recommendations for future research.
[bookmark: _Toc229484507][bookmark: _Toc231735672]5.2 Summary of Key Findings
The thematic analysis revealed that digital marketing is indeed influencing the way that customers engage with coffee shops. But it just so happens that things such as social media, loyalty apps, tailored offers, and other digital communication methods somehow shape customers' learning, selection and engagement with the places (Francis et al., 2023). However, it is not only about digital materials; factors such as trust and personal preferences also have significant roles (Prayetno, Murdiani and Paramitasari, 2025).
The research also highlighted that social media can contribute to creating improved relationships and foster customer loyalty. It is important to be authentic and (appealing) community-like when online, because this is crucial for ensuring that people stick to your brand (Ebrahim, 2020). However, having a robust social media presence is not sufficient if you desire to be able to stay ahead in super competitive markets where people see numerous options simultaneously at once (Jibril et al., 2019).
The analysis revealed that digital marketing is perceived based on its relevance, authenticity and transparency. Personalized messages can boost the customer experience, but overusing their data might hurt trust and seem inauthentic (Gan, 2024).
Another finding of the study was that service quality and speed, being innovative, establishing an emotional connection with community and proving commitment to sustainability are the drivers of customer engagement. All these factors combine, creating experiences and building stronger relationships, particularly in the coffee shop business (Lee et al., 2021).
[bookmark: _Toc229484508][bookmark: _Toc231735673]5.3 Conclusion Based on Research Objectives
RO1: To analyse how digital marketing affects the behaviour of customers.
The findings of the study reveals that digital marketing does indeed have an impact on customer behavior in coffee shops. Social media, mobile apps, customized offers, and online chat help to raise awareness, engagement, and purchase interest. However, digital marketing isn't the only solution. It's more effective when consumers have faith in the brand and believe it's a worthwhile investment and, of course, it has to align with their personal tastes as well. This supports Francis et al., (2023) which suggests that psychological and social factors have a significant impact on buyers. So with Costa Coffee, it's not just about looking good; it's about providing something that really does count and meets what people are looking for. Therefore, Davis' (1989) technology acceptance model (TAM) is similar.
RO2: To examine the influence of social media and online interaction on brand loyalty.
The study reveals that the social media plays a role in the process of building the brand loyalty when it is used to create real connections with the customers. It provides opportunities to communicate, engage and build community, and increases the emotional relationship people have with a brand. However, it is not sufficient to simply have a social media page to retain customers. There are many alternatives on the web, which makes it challenging to maintain loyalty just with advertising (Jibril et al., 2019; Ebrahim, 2020). So, Costa Coffee needs to center its social media plans on honest interactions and involving customers more. This is consistent with the finding of Budiman (2021) and Ibrahim, Aljarah and Sawaftah (2021) also state.
RO3: To determine how customers view the digital marketing strategies used by Costa Coffee.
The study reveals that customers consider relevance, authenticity and transparency in digital marketing more. They also like the messages when they're useful and they want the messages to be tailored to their needs, but they are also concerned about privacy and over-personalization. The worries could make them switch it off. This is confirmed by Pellegrino (2024) who states that trust and credibility are more important in digital marketing than ever before. For Costa, then, it is a takeaway to be a blend of personal communication with ethical data practices. The focus is on personalisation but not at the expense of making the customers feel uncomfortable. Moreover, digital marketing should improve the brand experiences in addition to being about promotions. The same was discussed in Pine and Gilmore's (2013) Experience Economy theory.
RO4: To determine major drivers that improve customer engagement in the coffee shop business.
The study revealed that 4 factors were the most associated with customer engagement: service quality, innovation, community and sustainability. According to Ridha and Limoa (2025), reliable service and prompt response increases customer satisfaction and engagement. Using digital tech and loyalty programs for innovation increases convenience and interactions, as Ornelas Sánchez and Vera Martínez showed in 2021. Customer connections, too, continue to be strong over time, driven by emotional connections and community activities, noted Rasty and Filieri in 2024. In addition to the sustainability factor, the other factor that causes people to become engaged is the complete value of customers, as told by Widhy, Yuliantoro and Goeltom (2025). So, there's a way for Costa Coffee to really up the chance for customers using all these elements.
[bookmark: _Toc229484509][bookmark: _Toc231735674]5.4 Practical Recommendations
Based on the findings from the thematic analysis and their potential implications, the following are some of the recommendations that Costa Coffee could adopt, and they could also work well for other chains of coffee outlets with brands like Costa Coffee within the British market:
1. Enhance Digital Service Quality and Responsiveness: Results indicate that service quality and responsiveness are indeed important for retaining customers. Thus, Costa Coffee has to ensure that their digital platforms such as the app, website and social media are dependable and responsive. By providing quick responses and resolving problems effectively, Lee et al (2021) found that customer satisfaction and customer retention are improved.
2. Strengthen Innovation and Digital Personalisation: Tech improvements and innovation will foster customer engagement, as the study reveals. Therefore, Costa Coffee needs to continue to invest in their loyalty app, mobile ordering and the ability to create personalized digital messages. However, personalisation must be meaningful and clear to avoid privacy and trust issues. Digital tools can make things easier and improve customer relationships when used appropriately (Pellegrino, 2024).
3. Develop Stronger Online Communities: The results indicate that it is important to have an emotional connection and to engage in communities to increase customer loyalty and engagement. So, Costa Coffee should aim to make more interactive digital experiences via social media and user-generated content. These encompass customers' engagement campaigns that can foster a more emotional relationship with their brand and help to retain the customer in the long run (Rasty and Filieri, 2024).
4. Communicate Sustainability Initiatives More Effectively: The study revealed that there is a correlation between customer involvement and sustainability and ethics. So, Costa Coffee must continue to make their efforts to be eco-friendly on the Internet. However, to be credible and trusted their green statements should be true and supported by actual measures. Doing so will enhance the brand's reputation and engagement in the long run, according to Widhy, Yuliantoro, and Goeltom (2025).
[bookmark: _Toc229484510][bookmark: _Toc231735675]5.5 Research Contributions
This study contributes to the knowledge and management practices. Academically, it fills a gap in the literature about digital marketing and customer engagement in the UK coffee shop industry, especially for Costa Coffee. Previous studies have examined digital marketing in broader retail and hospitality retail contexts, but few studies specifically examine digital marketing's influence on customers' engagement in brand coffee shops. Moreover, the study contributes to understanding by using the Technology Acceptance Model (TAM), the Experience Economy theory (EE), and the SERVQUAL model in one analysis. On a more practical level, the study provides important lessons for Costa Coffee and other companies in its class regarding the behaviors that lead to customer engagement. It emphasises that the quality, innovativeness, feelings and sustainability of digital services are of great importance. These elements are important in making relations better, and increasing engagement in the highly competitive market.
[bookmark: _Toc229484511][bookmark: _Toc231735676]5.6 Research Limitations
Although this research was able to achieve all the research objectives, there are still some limitations in this study. Firstly, the study was conducted with secondary data, so the results were entirely dependent on the data available in the form of existing academic papers. For this reason, only a limited perspective is reflected in the study, as it is based on the earlier works. Thematic analysis is also dependent upon the interpretation of the researcher and thus may be read differently by other people. Also, because of the focus on only Costa Coffee rather than the coffee shop world at large, it is difficult to generalize findings. Finally, the study mainly looked at digital marketing and customer engagement in service-based businesses. This reduces the scope of how wide conclusions can be applied to other forms of businesses.
[bookmark: _Toc229484512][bookmark: _Toc231735677]5.7 Suggestions for Future Research
Future research can extend this by using a primary research approach to directly survey customers of Costa Coffee about their digital marketing experience to gain first-hand accounts of their experiences. A combination of surveys and interviews would provide more depth to the understanding of the drivers of customer engagement and loyalty. In addition, taking a look at the marketing strategies of Costa Coffee against other brands such as Starbucks and Caffè Nero may reveal distinct variations in their effectiveness of digital marketing and their approach to customer engagement. Moreover, long-term studies could track changes in customer engagement as tech and consumer expectations keep changing. Additionally, focusing on privacy and personalisation theme, as well as sustainability activities, this would be beneficial for scholars and managers in the field.
[bookmark: _Toc231735678]5.8 Chapter Summary
This chapter summarized the overall conclusion of the study, presented the key findings of research, assessed whether the research objectives were met, and provided recommendations for Costa Coffee. The results indicated that customer behavior, engagement, and brand trust can be positively influenced using various digital marketing techniques via social media, personalized communications, and a variety of different digital platforms. Customer perceptions of brands will therefore be directly influenced by establishing authenticity, relevance, transparency, and trust. Overall experience and interaction with a company is the result of providing high-quality service and continued innovation, building relationships within the community, and providing sustainable practices. Finally, this chapter listed practical recommendations based on the key findings, explained how this study contributes academically and managerially to the body of knowledge within the area of digital marketing, discussed limitations, and made suggestions for future research.
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