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The Impact of Digital Marketing on the Supermarkets in the UK
[bookmark: _Toc3117510]Research Proposal:
[bookmark: _Toc286137053]1. Background to the research Proposal:
[bookmark: _Toc1169224860]1.1 Introduction:
The widespread implementation of digital marketing approaches is significantly impacting the supermarket landscape in the United Kingdom. The supermarket sector has historically placed a strong focus on physical retail locations and traditional advertising practices. However, the introduction of social media, mobile devices, and the internet has significantly changed the demands and actions of consumers. supermarkets increasingly rely heavily on digital marketing, which includes a range of online platforms and procedures, to interact with consumers, increase brand acceptance, and improve sales. The future lies in digital marketing. Every store needs an internet marketing strategy to connect with its audience and customers, as online shopping is growing in widespread acceptance. Everyone is heading into the digital sphere to expand their businesses, from large companies to small businesses and enterprises (Kausar Unnisa, 2023). This study proposes to examine the impact of digital marketing on the supermarket industry in the UK, exploring its multiple dimensions and ramifications for both vendors and customers.
Rationale of the study: The sector's continuous transformation due to shifting consumer behavior and technical advancements is the reason for examining how digital marketing impacts the UK supermarket. The COVID-19 pandemic has accelerated this change and drawn attention to how important digital marketing is for attracting customers and increasing sales. Nevertheless, despite its increasing significance, there are still significant challenges to overcome, such as a significant skills gap in areas like algorithmic advertising, AI, and data analytics, which restricts supermarkets' capacity to take full advantage of digital potential. By addressing these concerns, this research intends to offer practical recommendations for UK supermarkets to optimize their digital advertising approaches, overcome skills gaps, and remain relevant in an increasingly digital environment.

[bookmark: _Toc848012145]1.2 Aim:
The aim of this research is to assess how digital marketing is impacting the UK super market industry. The following objectives will be addressed in order to achieve this goal.
Research Objectives:

· To determine the most common digital marketing strategies used by UK super markets.
· To examine the potential opportunities and challenges related to digital marketing in super market businesses in the United Kingdom.
· To evaluate the productivity of various digital marketing platforms (such as email marketing, social media, and search engine optimization) for supermarkets in the United Kingdom.
· To explore how consumer behavior and purchase choices get impacted by digital marketing in the UK supermarket.
[bookmark: _Toc796553868]1.3 Research Questions:
Research Question 1:
What are the most common digital marketing strategies used by UK supermarkets?
Research Question 2:
What are the potential opportunities and challenges related to digital marketing in supermarket businesses in the United Kingdom?
Research Question 3:
What are the various digital marketing platforms (such as email marketing, social media, and search engine optimization) for supermarkets in the United Kingdom?
Research Question 4:
 How consumer behavior and purchase choices get impacted by digital marketing in the UK supermarket?

[bookmark: _Toc1709262402]1.4 Literature Review:
An academic work that demonstrates knowledge and comprehension of academic research on a particular topic in perspective is called a literature review. The reason a literature review is named such instead of a literature report is because it also includes a critical examination of the content. It is both an approach to writing and a method of reviewing the literature (The University of Edinburgh, 2024).
Digital Marketing:
Numerous of these same principles as conventional marketing are used in digital marketing, which is frequently seen as another way for businesses to interact with customers and comprehend their behavior. Both digital and traditional marketing strategies are frequently employed by businesses. However, there are disadvantages to digital marketing too. As the internet became widely used in the 1990s, digital marketing continued to gain popularity (Margaret James & Yarilet Perez, 2024).
Customer decision-making relies extensively on digital marketing platforms like social media and web searches. Additionally, research indicates that traditional marketing is giving rise to data-driven digital marketing, in which companies use analytics to better identify potential clients. However, issues such as growing competition, data privacy concerns, and advancements in technology continue to be significant subjects of discussion.
Consumer Behaviour:
Consumer behavior evaluates people's cognitive, emotional, and behavioral responses when they select, utilize, and discard products and services. Businesses trying to plan efficient advertising campaigns that influence how customers make decisions must have a solid understanding of customer behavior (Valentin Radu, 2025).

Supporting Literature:
Since online communication is their only marketing platform, contemporary merchants like ASOS, Amazon, and eBay rely deeply on it to influence purchases. This indicates that the UK retailing sector has a considerably high tendency towards making use of omni-channel marketing. Retailing massive corporations like Next, River Island, and Arcadia offer a "bricks n clicks" approach to retailing, while many retailers simply operate online (Merritt & Zhao, 2020). 
By 2025, eCommerce sales in the UK are estimated to expand at an average yearly growth of 12.6%. As of January 2021, consumer eCommerce contributed to 36.3% of the UK's overall retail industry, making the UK the third-largest eCommerce market across the world behind China and the U.S. By 2025, eCommerce revenue will have reached $285.60 billion. Online sales in the UK jumped by 36% in 2022, the largest annual increase since 2007 (Trade.gov, 2023). The retail industry has seen an enormous shift due to the rise of e-commerce, as consumers increasingly prefer online purchasing due to its accessibility and affordability.
Through marketing based on influence and targeted advertising, social networking platforms have evolved into effective tools for retailers looking to interact with consumers, create communities for their brands, and increase sales. Social media networks like Facebook, Instagram, LinkedIn, Twitter, and emerging specialty networks have grown into vibrant platforms for brand interaction. These platforms' interactive and real-time capabilities let companies contact with their target audience directly, collect feedback, and offer immediate customer service (Ravi Jeswani, 2023). 
A crucial component of data analysis is maintaining data integrity; in the same way, accurate and relevant information analysis is necessary to maintain data integrity and provide the research findings. In data analysis, problems with data integrity that include both statistical and nonstatistical data are pertinent. Results from science and the public's opinion of research will be impacted from improper data analysis (A. Seetharaman et al., 2016).
Literature gap:
Given that 20% of people in the UK have a limitation, there is a shortage of research on how British companies are including digital accessibility into their marketing campaigns. Digital marketing technology is evolving at a faster rate than talent development. Employer expectations and job applicant qualifications are not aligned as training and educational systems struggle to meet industry demands (Mike Movassaghi, 2023).
Digital Marketing Model: 
RACE Model:
This framework was created to help marketers coordinate the planning and management of their digital marketing-related activities. Key target areas and important indicators to assess performance at each level of the framework are included in this 2020 update. The RACE digital marketing planning model is divided into five phases. Plan, Reach, Act, Convert, and Engage are these. The acronym RACE is made up of the final four steps (Sonica Rautela, 2021).
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Source: https://www.creativeideaz.co.uk/blog/what-is-the-race-framework
The RACE framework, which stands for Reach, Act, Convert, and Engage, offers a methodical way to examine how digital marketing approaches affect results in the UK retail industry. This approach, created by Dr. Dave Chaffey, incorporates both offline and online marketing initiatives and is in line with the customer lifecycle.
Advantage:
The RACE model's customer-centric approach is one of its primary advantages. Businesses can adjust their marketing strategies to match the requirements and preferences of their target audience by concentrating on reaching, acting, converting, and engaging customers. Higher levels of client satisfaction and loyalty might come from this tailored strategy (Iran Pharma, 2024).
Disadvantage:
There are drawbacks to the RACE model as well. The difficulty of overseeing different stages of the client journey at once is one of the drawbacks. Effectively balancing resources and efforts across accessing, acting, converting, and engaging consumers can be difficult for businesses. The marketing process may become fragmented and inefficient as a result (Iran Pharma, 2024).

[bookmark: _Toc736327338]2.Research Methodology:
Scientific study research aims to find new information, test theories, etc. It is the methodical collecting, examination, and analysis of data with the goal to produce new knowledge and provide an answer to a certain query or issue (Getu Degu & Tegbar Yigzaw , 2006).
[image: ]
Source: https://research-methodology.net/research-philosophy/
[bookmark: _Toc1314475208]2.1 Research Philosophy: Positivism 
For a better understanding of social interactions, positivism uses qualitative research approaches that prioritize opinions, motives, and reasoning above quantitative data (Charlotte Nickerson, 2024). With its roots in social constructionism, positivism adopts a subjectivist philosophical position and holds that social interaction is how people create reality. Interpretivists hold the position of epistemology that knowledge is subjective and develops by interpretation and contextual awareness (Urvashi Sharma, 2024). A deeper knowledge of how supermarket view and apply digital marketing strategies, as well as how consumers engage with and react to these initiatives, is made available by positivism.
[bookmark: _Toc1859380971]2.2 Research Approach: deductive
The methodology used in this study is more deductive. Quantitative consideration of ideas and concepts is made possible by a deductive research approach. In order to increase the research's credibility, it additionally helps researchers to use the findings in a broader setting (Basil Roy, 2024).
[bookmark: _Toc955761072]2.3 Research Strategy: 
At a more profound level, the third layer of the onion is of greater value. The goal of the research strategy is to show how the study is carried out and concluded. Design and research strategy are frequently employed interchangeably. Depending on the goal of the research and the information obtained, researchers employ a variety of strategies (Quintão et al., 2024).
The research strategy will employ in-depth case studies of selected UK retailers and will provide rich, contextual data on their digital marketing strategies and implementation.
[bookmark: _Toc966870382]2.4 Research Method: 
The study will utilize a monomethod approach, quantitative information gathering and analysis methods. This strategy makes use of the benefits of quantitative method to enable an in-depth understanding of the research issue (Nephtali Tshitadi, 2024). This strategy was implemented in order to collect a variety of opinions and thoughts regarding the various ways in which digital technology has impacted marketing strategies and decision-making procedures. A deliberate sampling method was used for the interviews, focusing on people with pertinent knowledge and experience in the supermarket sector's digital transformation (Wilson et al., 2024).
[bookmark: _Toc730463606]2.5 Research Techniques and Procedures:
Sample Size: To guarantee representation across different demographics, a sample of 50 UK consumers will be collected via online survey platforms, implementing a random sampling strategy.  This sample was chosen to provide a sufficient amount of data to analyze consumer behavior based on the responses to 10 closed-ended questions. With each participant taking approximately 5 minutes to answer the questions, the sample size allows for manageable data collection while ensuring enough responses to draw meaningful conclusions.
Sample Type: The sample type used in this research is a non-probability sample, specifically a convenience sample. The 50 consumers were selected based on their availability and willingness to participate. This approach is suitable for the study’s needs, allowing for quick and easy access to participants without the complexities of random selection.
 Sample Method: This method involves selecting participants who are readily accessible and willing to participate in the survey. Given the study's timeline and the structured nature of the closed-ended questions, convenience sampling was an effective and efficient way to gather data from 50 consumers.
Data Collection Method:
The data collection method for this study involves using a survey with 10 closed-ended questions, distributed to 50 consumers. The survey is administered through an online platform, such as Google Forms or a similar tool, making it accessible and easy for participants to complete. Closed-ended questions are chosen to ensure that responses are quantifiable, allowing for straightforward data analysis. Each participant is given approximately 5 minutes to complete the survey, ensuring efficiency in data collection.
The responses are automatically recorded in a digital format, which helps streamline the process and reduce errors associated with manual data entry. Once the data is collected, it will be exported into Excel for analysis. This method allows for quick, reliable data gathering while maintaining consistency across responses.
Data Analysis:
Quantitative Data Analysis:
Since the majority of quantitative studies have a limited research topic and concentrate on either one component or a single method of digital marketing, the evolution of scientific developments in this sector has been carried out narrowly (Ávila-Robinson & Wakabayashi, 2018). Researchers might use literature data to evaluate the productivity and performance of researchers and scientists as well as identify fresh areas of study through quantitative literature review methods (Saheb et al., 2021).
[bookmark: _Toc1305517838]2.6 Research Ethics: 
The concepts or assumptions that guide how individuals or businesses should behave themselves comprise ethics, which is an individual code of conduct focused on respect for oneself, others, and the environment. The application of basic ethical ideas to research activities, such as study planning and execution, respect for society and others, resource and research output consumption, scientific misconduct, and research regulation, are referred to as research ethics. All participants' informed consent, integrity, and data protection will be guaranteed by the study's compliance with ethical standards. The goal of the study, the participants' freedom to withdraw, and the privacy of their answers will all be clarified to them. To preserve participant privacy, data will be encrypted and kept in a safe place (University of Stirling, 2024).
[bookmark: _Toc701389868]3. Resources and Planning:
Gantt Chart:
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Source: Self-Designed
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