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INVESTIGATING A COMPLEX BUSINESS PROBLEM


IDENTIFICATION OF A BUSINESS PROBLEM
     Rapid technology progress, changing customer expectations, and more competition around the world are making it harder for businesses to deal with problems. 
   A big problem for a lot of businesses is how to use digital marketing methods effectively to stay competitive and keep customers interested. The move to digital platforms in many businesses makes things harder for operations, strategy, and management, which affects how well the business does. Consequently, comprehending how enterprises adjust to these transformations is a significant field of inquiry. Saunders, Lewis, and Thornhill (2019) argue that finding and properly describing a research problem is an important step in the research process since it sets the study's aim and direction.
RESEARCH AIM, OBJECTIVES AND QUESTIONS
     Research aim: The purpose of this study is to examine the impact of digital marketing techniques on customer engagement and organisational performance in modern enterprises.

     Objectives of the research

To examine how digital marketing methods work in today's corporate world.

To analyse how digital marketing affects how customers interact with a business.

To assess the influence of digital marketing strategies on organisational performance.

To identify out what tactics businesses may use to make their digital marketing more effective.

Questions for Research

How do digital marketing methods affect how customers interact with your business?

How does digital marketing help businesses accomplish better?

What problems do companies run into when they try to use digital marketing?

What can businesses do to make their digital marketing more effective?
CRITICAL LITERATURE REVIEW
     As more and more businesses use digital channels to talk to clients and market their goods and services, digital marketing has become an important part of modern company strategy. Social media, mobile technologies, and online platforms have all grown a lot, which has changed the way organisations talk to customers and manage brand connections. 
   Digital marketing helps businesses reach more people, make their messages more personal, and better understand how customers act. 
   However, how well these tools work frequently depends on how well they fit into a company's entire marketing plan.
Digital technology also let businesses look at customer data and change their marketing messages to fit the needs of each customer. Digital platforms that are up-to-date let businesses offer more customised marketing experiences and build better interactions with customers (Ryan, 2017). 
   But even though these are good things, many businesses have trouble using digital marketing methods that work because of how complicated technology is, how few resources they have, and how quickly customer expectations change. Chaffey and Ellis-Chadwick (2019) argue that digital marketing is very important for getting customers involved and making businesses more competitive in today's industries.
     Customer involvement is now a key idea in modern marketing research, especially in digital settings where businesses and customers often connect through online platforms. Customer engagement is the mental and behavioural connection that customers form with a brand through frequent encounters, experiences, and communication. 
   Organisations may build more customised and engaging interactions with clients using digital platforms like social media, websites, and mobile apps. These interactions can make customers more loyal, help them remember your brand, and build long-term partnerships. Brodie et al. (2011) state that customer engagement is a complex idea that includes cognitive, emotional, and behavioural exchanges between customers and businesses in interactive settings.
   Customer engagement is linked to increased contribute to trust, deeper emotional ties with brands, and enhanced customer happiness in digital contexts (Hollebeek, Glynn, and Brodie, 2014).
     Businesses are using digital marketing methods more and more to build strengthen relationships with customers and do better in competitive markets. Companies may talk to customers directly and learn a lot about how they act by using platforms like social media, search engines, and online ads. Digital marketing may be a great way to get people interested in your brand and grow it, but how well it works largely depends on how well companies use these tools in their overall marketing plan. If digital marketing activities aren't done well or if there isn't a clear plan for how to use them, they could not be as useful as they could be. Kotler and Keller (2016) say that for marketing tactics to work, businesses need to make things better for customers while still meeting their own goals.
     Even while digital marketing and customer involvement are becoming more important in today's businesses, there is still not enough knowledge about how to use these methods well in varied business situations. 
Numerous studies concentrate predominantly on the theoretical advantages of digital marketing, whereas a limited number investigate how firms execute these tactics in practice and the obstacles they face during execution. To make better decisions and plan for the future, organisations need to understand these practical concerns. According to Cooper and Schindler (2014) the deficiencies in existing knowledge is a primary aim of research, as it facilitates the formulation of more effective strategies and informed decision-making inside companies.
RESEARCH METHODOLOGY AND DESIGN
Research philosophy
     Research philosophy is the set of ideas and beliefs that shape how information is created and understood during research (Saunders, Lewis, and Thornhill, 2019). It affects how data are gathered, examined, and comprehended in a study. In business research, varying philosophical perspectives can influence the methodology employed by researchers in examining organisational issues and in interpreting results. This study employs an interpretivist research philosophy, concentrating on comprehending how individuals perceive and experience digital marketing strategies within organisational contexts. Interpretivism is especially suitable when the objective is to investigate subjective viewpoints and significances rather than quantify actual realities.
Research approach
     The research approach describes the methodology by which researchers generate knowledge and elucidate the connection between theoretical frameworks and empirical inquiry  (Crowther and Lancaster, 2009).
    In business research, there are two primary ways to think about things: deductive and inductive thinking. Deductive research tests theories that already exist using real-world data, while inductive research tries to come up with new ideas by looking at patterns and observations in the data that has been gathered. 
   This study used an inductive methodology to investigate the implementation of digital marketing tactics by firms and their impact on consumer engagement. Inductive reasoning facilitates researchers in attaining a more profound comprehension of intricate business phenomena by examining authentic organisational experiences.
 Research strategy
     A research strategy is the big picture plan that tells you how to do the study and how to get the data you need to answer the research questions Adams et al. (2007)  They assert that case study methodologies are especially effective for examining intricate business issues that necessitate comprehensive contextual comprehension.
    Surveys, tests, case studies, and interviews are just a few of the ways that businesses might do research. This research used a qualitative case study methodology to investigate the implementation of digital marketing strategies by organisations and their impact on consumer engagement. The case study method enables academics to analyse intricate organisational phenomena in authentic situations, yielding profound insights into managerial practices and decision-making processes. 
Data Collection Methods
     Data collecting methods are the ways that researchers get the information they need to meet their study goals. Interviews are frequently employed in qualitative research as they enable researchers to acquire comprehensive insights into participants' experiences and viewpoints Walliman (2004).  The main way this study will collect data is through semi-structured interviews. Semi-structured interviews provide adaptability in the dialogue while adhering to a defined framework of guiding enquiries concerning digital marketing strategy and client involvement. This method lets the researcher look more closely at what the participants think and find patterns and themes in their answers. asserts that interviews are especially effective for researchers seeking to comprehend intricate organisational processes and individual viewpoints.

BUSINESS RELEVANCE AND PRACTICAL IMPLICATIONS
     The proposed research is highly pertinent for modern companies that increasingly depend on digital marketing techniques to connect with customers and sustain competitiveness in swiftly evolving markets. As organisations keep using digital technology and online communication tools, it's important to know how digital marketing techniques affect how customers interact with them. Many businesses spend a lot of money on digital marketing, like social media campaigns, internet ads, and tailored digital communication. But these methods don't always work successfully unless they fit in with the company's overall marketing plan and meet client expectations.

   This research seeks to offer pragmatic insights into the implementation of digital marketing tactics by organisations and the impact of these practices on enhancing customer engagement. The study may help find important things that affect the performance of digital marketing campaigns by looking at how organisations work and how managers think. These insights can help businesses improve their marketing, talk to customers better, and build stronger long-term relationships with their target audiences. Companies that know more about how customers interact with them are more likely to come up with marketing plans that meet their requirements and wants.

   Moreover, the results of this study may assist managers in identifying potential issues related to the execution of digital marketing initiatives. These problems could include adapting to new technologies, improving the skills of employees, and meeting the needs of customers who are always changing. By recognising these obstacles, businesses may be able to come up with better ways to use digital marketing tools in all of their marketing efforts. This can help people make better choices about investing in digital technology, marketing platforms, and ways to talk to customers.

   Another key real-world effect of the suggested research is that it could help with strategic decision-making. Understanding how digital marketing practices influence customer engagement can help organisations allocate resources more efficiently and prioritise marketing initiatives that generate the greatest value. The results may also help businesses figure out how well their present marketing strategies are working and where they might make them better. As businesses work in more and more competitive online environments, the ability to change marketing plans and respond to how customers act becomes very important for long-term success.

   Finally, this research may enhance the overall comprehension of how digital marketing techniques facilitate customer relationship management and organisational effectiveness. Kotler and Keller (2016) argue that companies who do a good job of matching their marketing strategy to what customers want and need are more likely to get a long-term competitive edge. This research may assist organisations in formulating more successful marketing strategies and enhancing their overall business performance by offering empirical insights into digital marketing practices and client interaction.

CONCLUSION
   This study proposal has described a systematic framework for examining the impact of digital marketing techniques on consumer engagement and organisational performance in modern business contexts. As businesses rely more and more on digital channels to talk to customers and sell goods and services, it has become crucial for managers and strategists to understand how well digital marketing works. The study topic delineated in this proposal centers on the necessity to enhance comprehension of how companies execute digital marketing strategies and how these methodologies enhance customer involvement and elevate business effectiveness.
   The proposal described a distinct research purpose and a series of objectives intended to investigate the correlation between digital marketing strategies and customer engagement in organisational settings. The literature assessment underscored the increasing significance of digital marketing in contemporary corporate contexts and stressed the necessity of customer involvement in fostering enduring relationships between organisations and customers. Prior research has shown that digital marketing tools, including social media, online communication platforms, and tailored digital interactions, significantly impact customer behaviour and brand loyalty. Nonetheless, the assessment also highlighted the necessity for additional research into the practical implementation of these techniques and the management of difficulties related to digital transformation within businesses.

   To address these concerns, the proposed study employs an interpretivist research philosophy and an inductive research approach to investigate organisational experiences and managerial viewpoints about digital marketing strategies. A qualitative case study methodology, augmented by semi-structured interviews, will enable the researcher to obtain comprehensive insights into the design and implementation of digital marketing activities by firms, as well as the impact of these practices on consumer engagement. 
   This analytical approach is suitable for analysing intricate organisational phenomena and for comprehending the perspectives and experiences of persons engaged in digital marketing operations.

   The anticipated results of this research include significant ramifications for both scholarly understanding and managerial implementation. The results may help us understand better how digital marketing methods might help businesses compete in modern markets and keep customers interested. The research may also yield practical insights that assist managers in formulating more efficient digital marketing strategies and enhancing communication with their target audiences. The study may facilitate better informed decision-making concerning digital marketing spending, strategic planning, and customer relationship management by analysing organisational practices and obstacles. 
   The research aims to contribute digital marketing approaches that foster sustainable organisational performance and enduring consumer relationships.
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