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[bookmark: _Toc213158052]Chapter-1: Introduction
[bookmark: _Toc213158053]1.1 Background and Rationale
In today’s advanced time, businesses progressively depend on Digital Marketing to fortify client engagement and devotion. Computerized stages such as social media, e-mail campaigns, and versatile applications empower firms to communicate with clients more viably and provide personalized encounters. Greggs PLC, a driving UK nourishment retailer, has received different Digital Marketing activities, counting portable requesting, devotion apps, and social media campaigns, to improve interaction with its developing client base. The viability of these methodologies is crucial for maintaining competitive advantage and brand significance in a quickly advancing retail environment. Later thinks about highlight that well-executed advanced showcasing makes strides client fulfilment, maintenance, and deals execution (Chaffey & Ellis-Chadwick, 2022; Kotler et al., 2021). Subsequently, this ponder points to survey how Greggs advanced showcasing procedures impact client engagement, giving experiences into the arrangement between innovative developments and customer conduct within the present day retail setting. 
[bookmark: _Toc213158054]1.2 Research Aim
The primary aim of this study is to assess the effectiveness of digital marketing strategies in boosting customer engagement at Greggs PLC.
[bookmark: _Toc213158055]1.3 Research Objectives
The think about will seek after the taking after goals:
· To look at the advanced promoting techniques actualized by Greggs PLC, counting social media campaigns, versatile applications, and online advancements.
· To assess the affect of these Digital Marketing methodologies on client engagement, counting interaction, fulfillment, and dependability.
· To recognize the foremost viable Digital Marketing hones that upgrade client encounter and brand association at Greggs.
· To survey client discernments and responses towards Greggsâ�� Digital Marketing activities.
[bookmark: _Toc213158056]1.4 Research Questions
 RQ1: What are the key digital marketing strategies employed by Greggs PLC, and how are they designed to foster customer engagement?
RQ2: To what extent do these digital marketing strategies influence measurable customer engagement outcomes (e.g., social media interaction, loyalty app usage, repeat purchase)?
RQ3: What consumer-related factors (e.g., perceived value, convenience, or content relevance) moderate the effectiveness of Greggs' digital marketing initiatives?
 RQ4: How can Greggs optimise its digital marketing mix to enhance customer engagement and loyalty in a competitive retail environment?
[bookmark: _Toc213158057]1.5 Problem Statement
Whereas Greggs has grasped advanced showcasing, there's constrained observational prove with respect to the viability of its techniques in cultivating significant client engagement. Companies regularly contribute intensely in online campaigns without completely understanding which channels and strategies produce quantifiable engagement and dependability. Subsequently, there's a have to be assess the execution of Greggs advanced showcasing activities methodically, analysing both quantitative results (e.g., social media intuitive, app utilisation) and subjective client experiences to distinguish victories, holes, and openings for advancement.
[bookmark: _Toc213158058]Chapter-2: Literature review
The writing survey investigates how computerized showcasing strategies such as social media, versatile apps, mail showcasing, and information analytics enhance client engagement. It audits key hypotheses like Client Engagement and TAM, distinguishes experimental considers on advanced adequacy, and highlights crevices in understanding UK-based retail cases like Greggs ’s advanced promoting execution.
[bookmark: _Toc213158059]2.1 Theoretical Foundation 
The hypothetical establishment of this consider is tied down in customer-centric showcasing, which emphasizes conveying esteem to clients through computerized channels to improve engagement and dependability (Kotler & Keller, 2016). Central to this point of view is the Innovation Acknowledgment Show (TAM) and Coordinates Showcasing Communications (IMC).
The Innovation Acknowledgment Show (TAM), clarifies how clients receive and connected with technology-driven stages. It sets that seen convenience and seen ease of utilize shape client demeanours and behavioural eagerly, impacting engagement with advanced promoting activities (Denktash & Bala, 2020). Within the setting of retail, TAM has been connected to get it customer selection of portable applications, online requesting, and advanced advancements, illustrating that higher seen convenience leads to more noteworthy client interaction (Alalwan et al., 2021).
The Coordinates Showcasing Communications (IMC) system emphasizes steady informing over different computerized channels, which strengthens brand mindfulness and engagement (Schultz & Schultz, 2004). Later considers show that IMC methodologies progress client devotion and interaction in online retail situations by giving coherent brand encounters over social media, e-mail, and portable stages (Khan et al., 2022; Singh & Dangmei, 2023). 
[bookmark: _Toc213158060]2.2 Key Themes and Models 
Based on earlier enquire about, five key topics develop concerning the interface between advanced promoting and client engagement:
Digital Content Strategy
Compelling substance methodology is basic to engagement. Agreeing to Pulizzi (2014), high-quality, pertinent substance builds brand believe and maintains client connections. Greggs imaginative utilise of funniness and relatable posts on stages like X (once Twitter) and Instagram embody substance that drives viral engagement and enthusiastic association.
Social Media Marketing
Social media gives an intelligently stage for exchange and relationship building (Kaplan & Haenlein, 2010). Mangold and Faulds (2009) depict it as a half breed component of advancement that empowers clients to act as both marketers and customers. For Greggs, leveraging user-generated substance and responsive engagement are key to keeping up computerised deceivability.
Mobile Marketing and Loyalty Apps
Portable apps are essential for client maintenance and engagement (Shankar aet al., 2016). Greggs rewards app permits clients to gather focuses, get offers, and customise their encounter, reflecting the significance of convenience-driven engagement.
Email and Personalised Marketing
E-mail showcasing remains a capable instrument for keeping up coordinate communication. Agreeing to Chaffey and Ellis-Chadwick (2019), division and customised messages improve reaction rates. Greggs utilise of data-driven advancements by means of mail outlines how analytics make strides client interaction and transformation.
Data Analytics and Performance Tracking
The capacity to degree and assess engagement through analytics apparatuses permits firms to refine their showcasing procedures. Kumar and Reinartz (2018) contend that analytics improve understanding of client conduct and advance asset assignment, making data-driven decision-making a vital viewpoint of Greggs computerised change travel.
[bookmark: _Toc213158061]2.3 Research Gap 
In spite of the fact that significant enquire about has investigated computerised marketing’s part in client engagement, a few holes stay.
To begin with, most thinks about have centred on worldwide brands or e-commerce stages (e.g., Amazon, Starbucks), with restricted consideration to UK-based quick-service retail brands like Greggs. 
Second, existing investigate regularly assesses Digital Marketing viability through quantitative measurements (e.g., number of adherents, site visits) without coordination subjective bits of knowledge into client discernments and enthusiastic associations. 
Third, the writing needs case-based investigations connecting particular advanced apparatuses (e.g., portable apps, devotion programmes, social media campaigns) with measurable engagement results within the UK nourishment retail industry. 
Finally, there's a developing got to evaluate how the widespread and post-pandemic shopper conduct have influenced Digital Marketing execution. 
By tending to these crevices, this ponder will offer unused experiences into the adequacy and maintainability of advanced promoting techniques inside the UK retail nourishment division, utilising Greggs as an agent and for all intents and purposes important case consider.
[bookmark: _Toc213158062]Chapter-3: Methodology
[bookmark: _Toc213158063]3.1 Research Approach: Quantitative with Qualitative Support
This ponder utilises a mixed-methods approach, combining quantitative and subjective methods to evaluate the viability of Greggs, s advanced promoting techniques in improving client engagement. The quantitative approach empowers the collection and investigation of quantifiable data such as social media engagement measurements, portable app utilisation insights, and client interaction frequencies to recognise designs and relationships.  According to Creswell and Plano Clark (2018), blended strategies enquire about upgrades unwavering quality by joining factual information with relevant understanding. In this ponder, quantitative examination will be utilised to degree engagement results (likes, comments, dependability app utilisation rates), whereas subjective insights gathered from client audits and company communication will clarify the basic behavioural drivers. 
[bookmark: _Toc213158064]3.2 Data Collection Methods
This study adopts a mixed-methods approach to gather both essential and secondary data to evaluate the adequacy of Greggs PLC’s computerized promoting procedures.
Primary data will be collected through organized online overviews and semi-structured interviews with Greggs clients to get it their engagement, fulfilment, and discernments of computerized promoting activities (Bryman & Chime, 2021). Studies give quantitative experiences, whereas interviews offer subjective profundity to investigate client encounters.
Secondary data will incorporate company reports, social media analytics, industry distributions, and past scholastic considers, giving relevant understanding of advanced promoting hones (Saunders et al., 2022). Combining these strategies guarantees information triangulation, progressing unwavering quality and legitimacy.
[bookmark: _Toc213158065]3.3 Sampling Strategy
A purposive examining method will be connected in this consider. Not at all like irregular examining, purposive examining chooses information sources based on their pertinence and quality (Palinkas aet al., 2015).
The sampling process includes:
Selecting computerised showcasing materials (e.g., social media campaigns, app advancements, and e-mail pamphlets) distributed by Greggs between 2020 and 2024. This time period reflects post-pandemic promoting procedures and the rise of computerised change in retail.
Choosing client engagement information such associal media measurements (likes, offers, comments), app downloads, and dependability programme support.
Looking into customer input and industry investigations to capture recognitions of Greggs advanced showcasing execution.
[bookmark: _Toc213158066]3.4 Data Analysis
Information investigation will include both quantitative and subjective procedures to decipher the auxiliary information comprehensively.
Quantitative Data Analysis
Quantitative investigation will centre on measuring the adequacy of Greggs advanced promoting techniques utilising expressive and comparative measurements. Information from social media stages and company reports will be organised and examined to distinguish:
· Development patterns in adherents, engagement rates, and substance reach over time.
· Relationships between particular showcasing campaigns and engagement results.
· Comparative execution over stages (e.g., Instagram vs. TikTok).
Tools such as Microsoft Exceed expectations and SPSS will be utilised for information organisation and expressive examination. 

Qualitative Data Analysis
For subjective experiences, a substance examination approach will be embraced (Krippendorff, 2018). Client audits, social media comments, and app store input will be categorised based on repeating topics such as fulfilment, comfort, item advancement, or passionate connection. Topics will be coded physically utilising an inductive approach to reveal how clients see Greggs brand identity, special adequacy, and computerised communication tone.
[bookmark: _Toc213158067]3.5 Ethical Considerations
In spite of the fact that this think about depends on auxiliary information, moral judgement remains fundamental. 
Key ethical principles include:
· Data transparency: Appropriate quotation of all sources to guarantee scholarly genuineness.
· Confidentiality: No individual-level information (e.g., client personalities) will be gotten to or uncovered.
· Integrity and objectivity: Dodging information control or particular detailing to fit biased conclusions.
· Respect for intellectual property: Adherence to copyright and referencing rules (British Mental Society, 2018).
Since this think about includes no coordinate contact with members, it is classified as low-risk beneath moral enquire about benchmarks. 
[bookmark: _Toc213158068]3.6 Feasibility
The project is considered profoundly doable due to the accessibility of solid auxiliary information and the restricted require for coordinate member engagement. Most information “such as Greggs computerised showcasing reports, social media analytics, and online client reviews” is freely accessible.



The study’s timeline (around 10-12 weeks) permits satisfactory time for information collection, examination, and detailing:
Weeks 1- “3: Writing survey and information collection from company and industry sources.
Weeks 4- “6: Quantitative and subjective information investigation.
Weeks 7- “9: Translation of discoveries and integration with hypothetical systems.
Weeks 10- “12: Druggeting and re-examining the ultimate paper.
Required resources (web get to, information examination programme, and scholarly databases) are promptly available. 
[bookmark: _Toc213158069]3.7. Anticipated Results
It is expected that the consider will uncover that Greggs ’s computerised showcasing procedures have essentially improved client engagement, essentially through social media interactivity, portable app utilisation, and customised promoting campaigns. Quantitative information from auxiliary sources” such as social media engagement measurements, app downloads, and devotion programme participation “are anticipated to appear positive development patterns over the past four a long time, proposing that computerised change activities are viably driving shopper interaction and brand mindfulness.
Social media analytics are likely to demonstrate that stages such as Instagram and TikTok produce the most noteworthy engagement rates due to outwardly engaging and amusing substance that reverberates with more youthful socioeconomics. From a subjective viewpoint, client surveys and online talks are anticipated to uncover that comfort and personalisation are central to positive advanced encounters. Greggs portable application and rewards programme may be seen as key devices that move forward availability and cultivate periodic brand intelligent. 
The discoveries may moreover highlight a solid relationship between Digital Marketing adequacy and client devotion.
[bookmark: _Toc213158070]3.8 Expected Contribution
This ponder is anticipated to create both hypothetical and common sense commitments to the understanding of digital marketing and client engagement within the retail nourishment segment.
Theoretical Contribution
From a hypothetical point of view, the ponder will contribute to the progressing talk on Client Engagement Hypothesis and Coordinates Showcasing Communications (IMC) by illustrating how computerised stages encourage dynamic, multidimensional engagement past value-based intelligent. Besides, the ponder will enhance the writing on computerised showcasing adequacy by tending to a crevice concerning UK-based nourishment retailers, a segment regularly underrepresented in prior research overwhelmed by worldwide innovation and design brands. 
Managerial Contribution
From an administrative point of view, the ponder will give noteworthy proposals for progressing advanced showcasing techniques in comparative retail situations. By recognising which computerised channels and substance sorts abdicate the most noteworthy engagement, the investigate will help Greggs showcasing supervisors in advancing asset assignment and campaign plan. rations, or devotion app advancements to improve client association and rehash visits.
Policy and Industry Contribution
The investigate may too give esteem for policymakers and industry bodies looking for to get it how advanced change bolsters maintainable trade models within the nourishment retail segment. By exhibiting Greggs compelling utilise of advanced engagement to advance moral sourcing and community activities, the ponder highlights the part of mindful showcasing in accomplishing long-term brand supportability.
[bookmark: _Toc213158071]3.9 Limitations
Despite the comprehensive nature of this ponder on evaluating the adequacy of advanced showcasing methodologies in boosting client engagement at Greggs, a few confinements are likely to impact the scope and generalisability of the discoveries.  One major impediment of this enquire about is its reliance on auxiliary information sources. Since the ponder depends essentially on freely accessible company reports, promoting distributions, and existing writing, the information may not completely capture the foremost later or inside vital bits of knowledge actualised by Greggs. 
Another impediment concerns the scope of investigation and generalisability. This consider centres only on Greggs, a UK-based nourishment retail company with a particular commerce demonstrate and client base. showcase conditions, computerised development levels, or shopper inclinations. The enquire about timeline limits the profundity of essential information collection, making it troublesome to lock in straightforwardly with Greggs showcasing groups or clients for first-hand viewpoints. This imperative may confine the capacity to approve auxiliary discoveries through subjective bits of knowledge such as interviews or studies. 
[bookmark: _Toc213158072]Timeframe
The venture is planned over six months, guaranteeing precise advance from arranging to last accommodation. Each stage is outlined to preserve adjust between investigate quality and time administration.
	Phase / Task
	Start Date
	End Date
	Duration (Weeks)
	Notes

	1. Topic Selection and Approval
	21 OCT
	26 OCT
	2
	Identify research topic and gain supervisor approval.

	2. Preliminary Literature Review
	26 OCT
	01 NOV
	2
	Review initial literature on digital marketing and engagement theories.

	3. Proposal Drafting and Submission
	04 NOV
	08 NOV
	2
	Prepare proposal including aims, objectives, and methodology.

	4. Extended Literature Review
	08 NOV
	18 NOV
	4
	Deep analysis of theories (AIDA, RACE, digital engagement frameworks).

	5. Research Design Finalisation
	08 NOV
	18 NOV
	2
	Finalise research design and secondary data sources.

	6. Data Collection (Secondary Data)
	08 NOV
	18 NOV
	3
	Gather data from Greggs  reports, databases, and case studies.

	7. Data Organisation and Cleaning
	08 NOV
	18 NOV
	2
	Sort and prepare quantitative and qualitative data for analysis.

	8. Data Analysis (Quantitative & Qualitative)
	18 Nov
	02 Dec
	3
	Conduct statistical and thematic analysis.

	9. Findings and Discussion Drafting
	18 Nov
	10 Jan
	2
	Interpret results and align with literature.

	10. Conclusion and Recommendations
	10 Jan
	28 Jan
	2
	Formulate key insights and strategic implications for Greggs.

	11. Editing, Proofreading & Formatting
	10 Jan
	28 Jan
	2
	Final edit, format per Harvard style, and ensure accuracy.

	12. Final Review and Submission
	10 Jan
	28 Jan
	1
	Submit completed dissertation before deadline: 03 Nov 2025 (11:45 PM).




[bookmark: _Toc213158073]Conclusion:
The proposed think about points to look at how computerized showcasing methodologies actualized by Greggs upgrade client engagement and contribute to in general commerce execution. In a time of innovative headway and changing customer conduct, understanding how computerized instruments impact engagement and dependability is basic for keeping up competitiveness within the UK retail and nourishment benefit division. This research, hence, looks for to assess the adequacy of Greggs advanced initiatives “such as social media campaigns, versatile app utilization, customized advancements, and online requesting systems “in cultivating more grounded connections with buyers. This research is exceedingly pertinent to both the scholarly community and industry. For scholastic grant, it’ll contribute to the developing body of writing on Digital Marketing viability and buyer conduct inside the fast-food and pastry shop retail setting. 

[bookmark: _Toc213158074]Reference
Dabbous, A. & Barakat, K.A. (2020) ‘Bridging the onlineoffline gap: assessing the impact of brands’ social network content quality on brand awareness and purchase intention’, ‑Journal of Retailing and Consumer Services, 53, 101966. Available at: https://doi.org/10.1016/j.jretconser.2019.101966
Hoyer, W.D. et al. (2020) ‘Consumer engagement in the digital age’, Journal of Interactive Marketing, 53, pp. 114.‑
Gupta, S., Gallear, D. & Rudd, J. (2021) ‘Digital transformation in retail: A case study approach’, Journal of Retailing and Consumer Services, 62, 102645. Available at: https://doi.org/10.1016/j.jretconser.2021.102645
Krishen, A.S., Dwivedi, Y.K. & Bindu, N. (2021) ‘Consumer engagement, brand relationships, and digital marketing effectiveness’, Information Systems Frontiers, 23(6), pp. 13411358.‑
Dholakia, R.R. & Dholakia, N. (2021) ‘Consumer engagement and digital marketing in the postpandemic era’, ‑Journal of Business Research, 134, pp. 222233‑
Habib, S. (2022) ‘The relationship between digital marketing, consumer engagement, brand image and purchase intention’, Journal of something [please check full journal name], 2022. Available at: https://doi.org/10.1155/2022/5327626
Kapoor, K. et al. (2022) ‘Digital marketing and consumer behaviour: A systematic review’, European Journal of Marketing, 56(3), pp. 845869.‑
Strauss, J. & Frost, R. (2022) EMarketing‑. 9th edn. New York: Routledge.
HubSpot (2023) State of Inbound Marketing Report. Available at: https://www.hubspot.com/state-of-marketing
Smart Insights (2023) Digital Marketing Trends 2023. Available at: https://www.smartinsights.com/
Statista (2024) ‘Digital Advertising in the United Kingdom’. Available at: https://www.statista.com/topics/3236/digital-advertising-in-the-uk
Greggs (2024) Annual Report and Accounts 2023. Available at: https://corporate.greggs.co.uk/investors/annual-report
Efendioğlu, İ.H. (2024) ‘Digital consumer behaviour: A systematic literature review’, PSSJ, v8 i1. Available at: https://doi.org/10.32936/pssj.v8i1.479
Migkos, S.P., Giannakopoulos, N.T. & Sakas, D.P. (2025) ‘Impact of Influencer Marketing on Consumer Behavior and Online Shopping Preferences’, Journal of Theoretical and Applied Electronic Commerce Research, 20(2):111. Available at: https://doi.org/10.3390/jtaer20020111















Page 3 of 16

image1.png
Prifysgol Cymru

x‘;:.w Y Drindod Dewi Sant
§ £

University of Wales
Trinity Saint David




