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Introduction 
Since the advent of digitalization, the role of marketing has changed in terms of smartphone adoption and internet usage. People are busier with their phones doing the majority of the entertainment and necessary communication. As a result, the focus of marketers has shifted from traditional to digital communication. Since consumer goods are highly frequent purchases while brands are also competing to take a share of consumer pockets, supermarkets play a significant role by promoting the brands and sales promotional offers (Berman, 2016). This brought up to the research on the impact of digital marketing on the brand awareness of Sainsbury’s. This is one of the leading supermarket chains in the United Kingdom with more than 15% of the market share. Established in 1869 in Hoborn, Sainsbury’s is one of the oldest industry players offering a wide range of consumer and lifestyle goods (Sainsburys.co.uk, 2019). The employees of the supermarket chain have been researched through a sample survey questionnaire to understand their perspectives on the impact of digital marketing on brand awareness of Sainsbury’s. Based on research findings, a number of discussions and recommendations has been made accordingly.  
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According to Kent et al (2018), digital marketing has been the forefront of marketing since the early 2010s. This will become stronger and impactful with the help of social media companies. Facebook, Twitter, and LinkedIn platforms are building up better analytics and tools to target audiences more specifically. This is eventually developing the performance measures of marketing campaigns and helping the brand managers to analyse the returns on marketing investment. Besides, these companies are teaming up with data analytics companies who are providing data about consumer preferences. These are altogether helping the companies to design consumer lifecycle management campaigns more accurately. Furthermore, digital marketing can be harnessed through different types of communication methods like images, GIFs, videos and live conversations based on target group preferences. To add to the statement, Kasemap (2018) mentioned that the use of digital marketing has fuelled by the increasing adoption of smartphones and the internet. Since urbanization started booming, people are meeting entertainment and information needs on mobile. This has eventually turned the attention of the advertising industry. Also, digital marketing is comparatively cheaper than traditional marketing channels enabling savings while ensuring higher brand exposures. The study also mentioned that the greatest benefit of social media is that it allows two-way communication between businesses and consumers. As a result, brand managers can contact consumers directly about the product and service quality levels and address expectations. However, disagreeing to the statement, Rogeeven et al (2016) mentioned about the authenticity of digital marketing promotion. According to their study, digital marketing can be effectively used to promote products and hence the authenticity of the advertising information is not fully controlled. Since traditional marketing is expensive to afford, companies will try to portray accurate information for the amount they are investing. As a result, the researchers advocated the use of traditional and digital marketing altogether while each being complementary to each other. 
According to Willems et al (2017), supermarkets are facing high competition in terms of price and quality. Since existing players have been in the market for a while, new discounted players are joining in to ramp up the consumer buying experience. Besides, the development of e-commerce sites is expected to threaten the brick-and-mortar retail stores. As a result, digital marketing can help to a greater to shape out the digital presence of companies. Since retail stores are mainly used for consumer goods and clothing, the frequency of purchase is high while people having impulsive purchases as well. Besides, retail companies often have varieties of sales promotional offers depending on the season, occasion, and competitor campaigns and so on. On this way, digital marketing plays an effective role in communicating customers about the ongoing offers to influence their purchase decisions. Many retail companies are using experiential marketing to enable consumers to experience a product before purchase. Such also enables to collect consumer feedbacks for further research and development activities. To support the statement, Chaffey and Ellis-Chadwick (2019) mentioned that there has been a number of options in digital marketing platforms including Facebook Advertising Tool and YouTube Marketing where customised contents can be published to specific target groups. These can be directly correlated to the growth of sales and how they can be harnessed to bring in more values to the company. Hence, the study stressed on developing the skills of managers on digital marketing certifications. Since the targeting tools on different social media and digital platforms are based on trial and error methods, there is a growing need for building up the expertise to bring in better results. However, arguing to the statement, Bauer et al (2018) mentioned that a retailer should have a dedicated team which will work closely with the data analytics since business intelligence will be the future of digital marketing. Companies should focus on cloud computing and data intelligence in order to get the most insights from the datasets. 
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Regarding the research philosophy, a number of options are available to a researcher including positivism and interpretivism. While positivism is widely used in conducting economic and finance related analysis, interpretivism is used for the research studies where there is an attempt to establish a relationship between dependent and independent variables. In this given research, the researcher has used the interpretivism approach since he attempted to understand the impact of digital marketing on brand awareness of the UK retail industry. To conduct the research, there could be different data collection methods including interviews, news portals, online surveys, experimentation, focused group discussion and so on. The given research has used a sample survey questionnaire to understand the perspectives of employees on this research topic. Total of 30 employees of different functions who work at Sainsbury’s was interviewed in the form of a questionnaire. The questionnaire has been attached in the appendix section. Regarding the selection of employees, there were different methods available including random sampling, stratified sampling, purposive sampling and so on. The given study used purposive sampling because the researcher wanted to choose the employees who have worked at Sainsbury’s for a minimum of two years. As the sample data are collected with the help of sample survey questionnaire, the collected responses will be organised in a tabular format using Microsoft Excel. The organised data will be demonstrated using relevant charts and graphs in order to analyse and discuss the results with previous studies. The findings will further be used to draw conclusions and make recommendations. Regarding the ethical implications, the researcher ensured confidentiality by offering an anonymous questionnaire. All the employees were interviewed upon taking their full consents. Besides, purposive sampling was used to ensure that the data is collected from the right people so that the conclusion of the research becomes more reliable. Besides, the interviewer did not guide any perceived behaviour which could have influenced the results of the research. 
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To conduct the research, a total of 30 employees of Sainsbury’s were interviewed. The following is the population demographics of the employees:
	Demographic classification
	Frequency

	Gender
	Male
	18

	
	Female
	12

	
	Total
	30

	Age
	25-30
	12

	
	30-35
	8

	
	35-40
	4

	
	Above 40
	6

	
	Total
	30



Table 1: Demographic characteristics of respondents






Figure 1: Most effective digital marketing features
The first question asked the employees of the retail company regarding the greatest feature that digital marketing brings in a retail business like Sainsbury’s. As the figure above demonstrates, a total of 12 out of 30 people explained that cost effectiveness compared to traditional marketing channels is the greatest effectiveness of digital marketing. This finding matches the study of Ziliani and Leva (2015) who mentioned that traditional marketing is not affordable for all campaign sizes and hence digital marketing comes in bringing about better utilisation of cash. Furthermore, 8 of them said digital marketing brings in more specific targeting and hence a better performance measure for the company.


Figure 2: Most effective digital marketing platform
The second question asked the employees of Sainsbury’s regarding the digital marketing platform that proves to be the most fruitful for the retail business. As mentioned in the chart above, 15 out of 30 employees opined for Facebook since this has a wide range of targeting and performance measurement tools. This finding aligns with the study findings of Berman (2016) who said that Facebook has a wide range of targeting tools in terms of age, gender, occupation and other demographics. This has led the businesses to harness them for better campaign performances. Also, Twitter has enriched guidelines for businesses to utilise their marketing tools for different scales of businesses. Altogether, social media companies have invested quite in developing customer knowledge. 





Figure 3: Correlation between digital marketing and sales of Sainsbury
The third question asked the employees whether they think digital marketing has a high degree of correlation with sales increase and resulting market share. As shown in the graph above, 12 out of 30 people agreed on this point while 10 more people strongly agreed to the statement. This finding matches that of Chaffey and Smith (2017) who mentioned that social media engagement has a direct impact on sales since it influences purchase behaviour. People are mostly available somewhere online and hence digital marketing awareness helps the brands to stay on the top of their minds, leading toward impulsive purchases on many occasions. 


Figure 4: Impact of digital marketing on brand awareness
The fourth question asked the employees on whether they think digital marketing has an impact on brand awareness and hence the overall business of Sainsbury’s. The data demonstration on the figure above shows that 22 people out of 30 people have agreed or strongly agreed to the statement. This truly means that digital marketing has been found effective and value adding in the experience of Sainsbury’s employees. This finding matches the study of Willems et al (2017) who mentioned that digital marketing awareness can be built in line with defined objectives including driving sales, awareness, and visiting stores and so on. Hence, once the objective is set, relevant digital media contents and messages can help to ramp up the sales in retail businesses. 
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To conclude, the aim of the research was to understand the impact of digital marketing on brand awareness of the UK retail industry from the perspective of Sainsbury’s. In order to do so, a number of employees were selected using a sampling method who were interviewed using a sample survey questionnaire. Since they submitted the answers, they were presented using appropriate tools and discussed in the light of past studies. This has been discovered that digital marketing has a high level of impact on sales and overall business awareness of a retail chain. Through specific targeting and performance measure tools, digital marketing has effectively added values to customers and hence making a better business environment. Since digital marketing adoption is on the rise, respondents and as well experts have also opined for a more secured digital platform which ensures data privacy and security from data eavesdropping.
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Survey questions:
Question 1: which feature of digital marketing is considered to be the most effective for a retail business?
· Cost effectiveness
· More specific targeting
· Better value for money
· Customer interaction
Question 2: which digital marketing platform does appear to be the most fruitful for a retail business?
· Facebook
· Twitter
· YouTube
· Google SEO

Question 3: do you think digital marketing has a high correlation with sales increase and market share for Sainsbury’s?
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree

Question 4: do you think digital marketing has an impact on brand awareness of the UK retail industry from the perspective of Sainsbury’s business?
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree

Question 2: which digital marketing platform does appear to be the most fruitful for a retail business?

Series 1	
Facebook	Twitter	Youtube	Google SEO	15	7	3	5	

Question 3: do you think digital marketing has a high correlation with sales increase and market share for Sainsbury’s?

Series 1	
 Strongly disagree	 Disagree	 Neutral	 Agree	Strongly agree	1	2	5	12	10	

Question 4: do you think digital marketing has an impact on the brand awareness of the UK retail industry from the perspective of Sainsbury’s business?

Series 1	
 Strongly disagree	 Disagree	 Neutral	 Agree	Strongly agree	1	2	5	12	10	

Question 1: which feature of digital marketing is considered to be the most effective for a retail business?

Series 1	
 Cost effectiveness	More specific targeting	Better value for money	Customer interaction	12	8	4	6	

