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[bookmark: _Toc111648038]Introduction 
[bookmark: _Toc111648039]Background and significance 
The trend of e-commerce is showing no signs of slowing down. Along with this, the businesses that are operating offline are also using the power of online marketing effectively (Jonitha Stany Mary 2022). The previous research in this regard indicates that finding the targeted consumers and communicating the marketing message is relatively easy in the case of online marketing (Alhamad Alsayah 2020; Stakhanova, et al. 2021). Nevertheless, it is often debated that the use of online marketing is dependent on the nature of the consumers and sector. 
[bookmark: _Toc111648040]Purpose of the research 
Based on the previous discussion, the purpose of this research is to understand the effectiveness of online marketing within the carwash industry of the United Kingdom (UK), specifically when it is used in combination with offline marketing. 
[bookmark: _Toc111648041]Aims and objectives 
The aim of the research under consideration is to understand the effectiveness of combining offline and online marketing in the car wash industry in the UK. Specifically, the objectives of the research are presented as hereunder: 
1. To evaluate the role that online marketing plays in affecting the purchase decision of consumers in the car wash industry of the UK. 
2. To identify the difference in the effectiveness of offline and online marketing in the car wash industry of the UK. 
3. To evaluate the combined effectiveness of using both online and offline marketing in the car wash industry of the UK. 



[bookmark: _Toc111648042]Literature review 
[bookmark: _Toc111648043]Introduction 
The objective of this chapter is to briefly introduce the definitions and theoretical concepts associated with the research topic under consideration. Along with this, it will also concisely cover the findings of previous research related to the use of online and offline marketing. 
[bookmark: _Toc111648044]Combining offline and online marketing 
The past couple of decades has seen a massive shift from conventional offline marketing techniques to online alternatives (Chiang et al. 2018). Instead of displaying billboards and running commercials on televisions and in newspapers, the brands are actively seeking and improving their online presence to attract more customers (Shetty and Doopad 2018). As indicated by Fatma (2011), this is primarily because of the changes in consumers' behaviour as well as their availability for receiving the marketing messages. Previously, the brands could reach most of their targeted audience using conventional media including the newspaper, television, and other offline methods (Guercini et al. 2018). Nevertheless, the digital revolution has shifted most of the population to online availability, making marketing more convenient and effective for brands. 
Kupriyanov et al. (2021), on the other hand, has argued that the shift to online marketing and its effectiveness has not completely diminished the concept of offline marketing. Rather, this concept is still in practice and in some cases, it is the only effective method available. According to them, the use of online marketing and its effectiveness is primarily dependent on the sector and preferences of the consumers. For instance, in the case of the sectors where the targeted audience has their online availability, online marketing might be an effective approach to communicate the marketing message. On the other hand, for businesses that are operating offline with limited availability of targeted consumers online, this might not be an effective approach (Pilik and Ahmadov 2020). Wang and Goldfarb (2017) however, has shown disagreements on this. According to the authors, the internet is now accessible to almost everyone in the contemporary markets today. 8 out of 10 individuals seek information available online before purchasing something, which makes online marketing one of the most effective methods irrespective of the sector (Opreana and Vinerean 2015). Based on this, it can be argued that online marketing would be an effective approach for every sector and it can be combined with offline marketing techniques to enhance the output. 
[bookmark: _Toc111648045]Consumer decision-making process 
To understand how different marketing techniques and advertisement strategies affect consumers, it is critical to understand the consumer decision-making process. In this regard, the marketers often use a 5-step consumer decision-making process, which will also be a major theoretical model to be used in the research under consideration. 
[bookmark: _Toc111648046]Problem recognition 
The purchase journey of a consumer typically started from the identification of the problem. Taking an example of the car wash industry, the journey will start from the car of the consumer that would require a wash (Millwood 2021). To address this problem, the consumer will go through the subsequent stages of the decision-making process. 
[bookmark: _Toc111648047]Information search 
Once the problem is identified, the second stage of the decision-making process is information search. This is one of the most important phases for marketers as the marketing strategies and the use of different channels to communicate the marketing message is entirely dependent on the research made on this aspect of the targeted consumers (Lăzăroiu et al. 2020). At this step, the consumers find and research their identified problem using various channels. In this regard, they may use the internet, peers or may visit the market to look for solutions to the identified problem. For instance, in case of the problem presented in the previous section, the consumers may use their mobile devices to look for car wash stations around them and they may also reach out to their friends to get recommendations for a car wash station. 
[bookmark: _Toc111648048]Evaluation of alternatives 
Once the information related to the potential solutions is identified, the next step in the purchase decision is the evaluation of alternatives. During the research conducted in the last step, the consumers may get several options to address the problem and at this stage, all of these solutions are compared and contrasted to select the best suitable option (Mishra 2018). At this stage, the consumers usually consider each solution depending on their personal preferences, such as price budget, quality consciousness, availability of the products or services and other aspects. 
[bookmark: _Toc111648049]Purchase decision 
Based on the previous research and knowledge gathered by the consumers, the decision about the purchase of a product or service will be finalised at this stage (Puspanathan et al. 2021). In the finalisation of this decision, multiple factors such as the availability of information to the consumer, use of different channels and personal preferences along with the brand association of the consumer would play a critical role. 
[bookmark: _Toc111648050]Post-purchase evaluation 
Even after the purchase is made, the decision-making process continues, and it is likely to influence the future purchase of the consumers to address a similar problem. At this stage, the consumer evaluates the purchase decision by considering the effectiveness of the product or services (Mitch 2016). Understanding this stage and consumers’ response is also critical for marketers to devise an effective marketing strategy. 

A brief overview of the literature identifies that the previous literature has abundant information about the role of different marketing approaches in the decision-making process of the consumers. Nevertheless, specifically for the car wash industry, information is limited. Exploration in this regard is meaningful as the effectiveness of different marketing approaches varies across sectors, which justified the objectives of this research.  


[bookmark: _Toc111648051]Research methods and methodology 
[bookmark: _Toc111648052]Introduction 
This chapter aims to present the methodology to be adopted to conclude the research findings against the objectives presented in the previous section. 
[bookmark: _Toc111648053]Research Philosophy 
For the case under consideration, research epistemology will be based on an interpretivism approach. This is primarily because the research tends to understand the beliefs and behaviours of the consumers to understand the effectiveness of marketing approaches. For this purpose, an interpretivism is an effective approach (Lê and Schmid 2020). Related to ontology, the researcher will base it on an idealism approach as it tends to draw out the definition of reality from the human mind rather than materials. 
[bookmark: _Toc111648054]Research paradigm 
For the research paradigm, the research under consideration is based on a constructivist approach. This specific paradigm emphasises that the truth is ever-changing, and it must be socially constructed. In other words, according to this paradigm, the reality is created collectively (Drawson et al. 2017). For the case under consideration, as the focus will be on the collective reality, the constructivism approach would be the most suitable option. 
[bookmark: _Toc111648055]Research approach 
For the case under consideration, it will not start from a pre-assumed theory or findings. Rather, the data collected through research will freely set the direction. Therefore, the suitable research approach in this specific case would be inductive (Moen and Middelthon 2015). This will start from the observation of behaviours and patterns of the consumers to reach the research conclusions. 
[bookmark: _Toc111648056]Research Methodology 
Research methodology can be primarily divided into two types, qualitative research and quantitative research. For the research under consideration, the chosen methodology is qualitative. This is because of the nature of the research questions to be answered by this research (Moen and Middelthon 2015). The research tends to explore values, beliefs, and behaviours, which are best understandable through qualitative research, unlike numbers and values that are responded to by a quantitative research approach. 
[bookmark: _Toc111648057]Research strategy 
For this research, a study of the behaviour of the research object in the world they are living in will be conducted. In this scenario, the suitable research strategy would be ethnography as it will better help to evaluate the behaviour of the consumers in response to different marketing approaches. 
[bookmark: _Toc111648058]Sampling methods 
The respondents for research interviews, in this specific case, will be selected through a convenience sampling approach. Using social media and depending upon the availability of consumers of car washers in the UK, 12 research respondents will be recruited for the subsequent interview. This approach is best suitable as it can help to maximise the number of research respondents with a moderate level of accuracy depending upon the availability and willingness of the respondents (Moen and Middelthon 2015). 
[bookmark: _Toc111648059]Data collection method 
Depending upon the research methodology, which is qualitative research, the data for the research under consideration will be collected through a semi-structured interview. This approach is suitable as the core objective remains to understand the beliefs of the consumers that can be best evaluated using interviews because of the flexibility associated with this method (Moen and Middelthon 2015). 
[bookmark: _Toc111648060]Data interpretation 
From the collected data using interviews, research findings will be concluded using different qualitative methods of data analysis. The interviews will be recorded and transcribed to perform thematic analysis. This specific analysis will help to identify major themes against the identified research questions to conclude the research findings. 
[bookmark: _Toc111648061]Timeline of the research 
The following Gantt Chart (Table 1) presents the research timeline: 
Table 1: Gantt Chart
[image: ]
[bookmark: _Toc111648062]Ethical considerations 
The research involves the collection of data from individuals for which the ethical considerations have been ensured by having their consent for participation in the interviews. In this regard, interview consent forms will be prepared and signed by the research participants. The collected data from the interview will be saved in encrypted drivers and will be used only for this research. 


[bookmark: _Toc111648063]Conclusion 
To conclude, it can be argued that the shift to online marketing and its effectiveness has not completely diminished the concept of offline marketing. Rather, this concept is still in practice and in some cases, it is the only effective method available. The use of online marketing and its effectiveness is primarily dependent on the sector and preferences of the consumers. On the other hand, for businesses that are operating offline with limited availability of targeted consumers online, this might not be an effective approach. A brief overview of the literature identifies that the previous literature has abundant information about the role of different marketing approaches in the decision-making process of the consumers. Nevertheless, specifically for the car wash industry, information is limited. This research gap can be effectively filled by the study under consideration and by concluding the research finding, a better explanation of the effectiveness of combining offline and online marketing techniques in the car wash industry can be generated. 
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