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[bookmark: _Toc130392813][bookmark: _Toc133915628]Chapter 1: Introduction
1.1 [bookmark: _Toc130392814][bookmark: _Toc133915629]Introduction 
This chapter presents the introduction, background of the study, the significance of the topic, purpose of research, research aim, and objectives of the study and research questions. 
[bookmark: _Toc130392815][bookmark: _Toc133915630]1.2. Background of the Study
Digital marketing is a fundamental piece of any fruitful business procedure. A type of showcasing utilises the web and other computerised innovations to reach and draw in clients. Digital marketing has become the most effective way to get and attract customers as it is cost-effective and provides a higher Return on Clients (ROI) than traditional marketing methods. This research proposal aims to examine and explore the impact of digital marketing on consumers' decision journeys and to identify more efficient strategies.
[bookmark: _Toc130392816][bookmark: _Toc133915631]1.3 Significance of the Topic
	Digital marketing is increasingly becoming a vital part of modern marketing strategies for businesses of all sizes. It allows businesses to reach a wider audience, engage customers, and generate more leads and sales. Additionally, it will enable companies to build and maintain relationships with existing customers and identify new potential customers. As such, they understand the impact of digital marketing on consumers' decision journeys is essential for businesses to maximise the effectiveness of their digital marketing strategies.
[bookmark: _Toc130392817][bookmark: _Toc133915632]1.4. Purpose of the Research
This research to understand how digital marketing affects consumers' decision journeys. Additionally, this research will attempt to identify the digital marketing strategies that are more efficient in engaging customers and driving sales.
[bookmark: _Toc130392818][bookmark: _Toc133915633]1.5. Research Aim, 
This research aims to investigate the impact of digital marketing on consumers' decision journeys. The objectives of this research are to:
[bookmark: _Toc130392819][bookmark: _Toc133915634]1.6. Objectives of the Study 
· Study the effects of digital marketing on consumers' decisions.
· Analyse the factor of digital marketing in the present era.
· Identify the advantages of digital marketing on business sales.
[bookmark: _Toc130392820][bookmark: _Toc133915635]1.7. Research Questions
The research questions for this research are:
· What is the impact of digital marketing on consumers' decisions?
· How does digital marketing attract more consumers for organisations?
· Which strategies are more efficient?
[bookmark: _Toc130392821][bookmark: _Toc133915636]1.8. Summary 
Following the current digital advancement, digital marketing has become a fundamental piece of fruitful business procedures. Digital marketing is currently the most effective way to get and attract customers, which is not only cost-effective but also has higher ROI than traditional marketing methods. The study aims to investigate how digital marketing affects consumers' decision journeys and identify which digital marketing strategies efficiently engage customers and drive sales. The research objectives are to study the effects of digital marketing on consumers' decisions, analyse the factor of digital marketing in the present era and identify the advantages of digital marketing on business sales.
[bookmark: _Toc130392822][bookmark: _Toc133915637]Chapter 2: Literature Review
[bookmark: _Toc130392823][bookmark: _Toc133915638]2.0. Introduction 
This chapter gives a clear literature guided by research objectives on the effects of digital marketing on consumers' decisions. Digital marketing is advertising and selling products through social media, the internet, mobile devices, and other digital forms of communication. The chapter highlights channels used in digital marketing, the benefits of digital marketing, and digital marketing strategies.
[bookmark: _Toc130392824][bookmark: _Toc133915639]2.1 Channels Used in Digital Marketing  
Digital marketing uses online, social media, mobile, and other digital media, email, and other digital communication methods. Businesses may reach and interact with customers, generate leads, and boost sales using this strategy. The emergence and advancement of digital technology have significantly impacted the environment in which businesses operate (Dwivedi et al., 2021). Consumer behavior has changed substantially due to technological improvements and the widespread usage of mobile devices, which directly impacts how we communicate, use digital marketing to form opinions, and conduct online commerce. According to Connor (2020), interactive social media strategies and tactics include content promotion, site enhancement, pay-per-click advertising on web search engines, virtual entertainment promotion, membership, powerhouse promotion, email promotion, versatile promotion, video promotion, and sound promotion.
According to Hall (2020), modern advertising may target people based on factors like age, alignment, salary level, location, job title, and preferences, and the possibilities are endless from there. Additionally, investigation tools associated with platforms like Facebook and Google reveal information about the characteristics of people who follow a specific organisation page or website. Recent advancements in real-time tracking and profiling technologies have altered how businesses communicate with individuals, especially customers, enabling real-time targeting and personalisation while users access the Internet (Aiolfi, Bellini and Pellegrini, 2021). Customers' behavior has significantly changed due to advanced advertising, particularly in how they are exposed to and evaluate brands and how they interact with the providers of those brands (Tamer and Hussein, 2020). This trend is mostly the result of advertisers following their target audience to the channels of communication where they engage most of their time. 
[bookmark: _Toc130392825][bookmark: _Toc133915640]2.2. Benefits of Digital Marketing 
According to Company (2014), digital marketing's advantages include a higher level of engagement, the ability to overcome regional constraints, a high level of quantitative findings, the ability to recognise and profile customers, and a good baseline of custom advertisement creation. Additionally, it addresses improving accessibility and speed, instituting prerequisites and beneficial prerequisites for virtual entities, assisting in the monitoring and evaluation of competitor moves, allowing businesses to reach more consumers through social networks, increasing page views, fostering consumer interactions and communication, and enabling enterprises to reach more consumers. Last but not least, it considers strategies to enhance oversight and correction in the organising and carrying out various marketing initiatives, the potential for reducing the time needed to plan for and undertake market analysis, and appropriate for both new and established businesses.
[bookmark: _Toc130392826][bookmark: _Toc133915641]2.3. Digital Marketing Strategies 
Kim (2017) carried out a comparative analysis of fashion sector digital marketing tactics. Through qualitative research, Kim concluded the significance of consumer segmentation in the fashion industry and the efficacy of digital marketing strategies. According to the study, digital marketing techniques, including email marketing, social media advertising, and mobile advertising, are efficient ways to connect with consumers in the fashion industry. The study also revealed that consumer segmentation is a critical element in the effectiveness of digital marketing tactics. Overall, Kim's (2017) research offers insightful information about the efficacy of digital marketing tactics in the fashion industry. The study highlights consumer segmentation's value and proves how well digital marketing tactics work in the fashion industry.
Bowman and Narayanan (2018) investigated how small firms used digital marketing methods and how this affected the success of these companies. The authors polled small business owners to evaluate their current use of digital marketing, its perceived impact on their company's success, and its obstacles. The poll results showed that small firms are adopting digital marketing more frequently and believe it positively impacts their ability to succeed. The writers also pointed out difficulties small firms encounter when implementing digital marketing, such as a lack of resources and insufficient expertise. The authors draw the following conclusion: Digital marketing can increase small business success; however, effective implementation of digital marketing requires overcoming obstacles.
However, there are also drawbacks to computerised advertising, such as the way it makes business relationships "open book" for competitors, the need to build relationships with customers you don't meet in person, the perception that computerised advertising is not taken seriously, and the destruction of organisations' online reputations by regrettable input. Also, the lack of client trust, the oversaturation of the internet with advertising messages, the inadequacy of computerised advertising for various goods and services, and advanced advertising should be seriously subject to approaches and innovation. The use of inappropriate computerised tools and applications, a lack of clear guidelines for selecting advanced tools in marketing campaigns, and difficulty keeping up with the most recent information in the industrialised world all contribute to the constant creation and direction of progressive advertising efforts that are not aligned with the organisation's overall showcasing strategy and emphasise specialised arrangements over the content. 

[bookmark: _Toc130392827][bookmark: _Toc133915642]Chapter 3: Research Methods and Methodology
[bookmark: _Toc130392828][bookmark: _Toc133915643]3.1. Introduction 
This chapter highlights the research design, data collection strategy, and questionnaires used in the study. The research objectives are to study the effects of digital marketing on consumer decisions, analyse the factor of digital marketing in the present era and identify the advantages of digital marketing on business sales.
[bookmark: _Toc130392829][bookmark: _Toc133915644]3.2. Research Design 
The research design for this study will be a quantitative descriptive design using surveys to collect data from participants conveniently and relatively quickly. Quantitative research entails collecting numerical data to help draw study conclusions (Apuke, 2017). Quantitative analysis was chosen over the other methods as it helps test experiences and concepts, where the study aims to investigate how digital marketing affects consumer decisions. In order to test current theories and assumptions, a deductive research methodology will be applied. Also, since the primary goal of this study is to gather and analyse numerical data, a quantitative research methodology will be used.
[bookmark: _Toc130392830][bookmark: _Toc133915645]3.3. Paradigm Position 
I adhered to a positivist philosophy for my study because I believe social phenomena may be examined impartially and that the researcher should be apart from the research subject (Patoli, 2021). The research philosophy positions that the world can be understood objectively, where the scientist is an objective analyst. The philosophy was selected over other philosophies as positivism relies on the hypothetic-deductive method to support a priori ideas that are frequently expressed numerically, allowing for functional correlations of cause and effect (Park et al., 2020). Research associated with positivism concentrates on finding quantitative explanations for connections and causal relationships.
[bookmark: _Toc130392831][bookmark: _Toc133915646]3.4. Position of Research Approach 
I adopted a quantitative method to explore the effect of digital marketing in decision-making and effective digital marketing strategies in engaging customers and driving sales. Surveys were used type of quantitative research which entails using scientific sampling with designed questionnaires to help measure populations characteristics through statistical methods. I choose a survey-based approach since it makes it easy and reasonably quick for the researcher to get data from a large number of participants. The definition of survey research is the gathering of data from a sample of people from their answers to survey inquiries (Ponto, 2015). The chosen approach is the most appropriate for the study since it provides a choice of methods to participant recruitment, data collection, and instrumentation. Additionally, survey-based research is relevant as it helps describe and explore human behaviour hence appropriate in social research. Quantitative research techniques, such as questionnaires with numerical ratings, and qualitative research techniques can also be used in survey research.
[bookmark: _Toc130392832][bookmark: _Toc133915647]3.5. Methodological Stance 
A convenience sampling method was used where participants were asked to complete an online survey. Convenience sampling is a non-probability sampling method that selects research participants based on availability (Stratton, 2021). The motivation to participate in a study is based on the informants' interest in the research study and their motivation to specify their opinions. The convenience sampling method is the best for the survey as consumers cannot be individually identified as the population of consumers is too large to allow for a consensus-based study.
[bookmark: _Toc130392833][bookmark: _Toc133915648]3.6. Stance of Research Strategy and Design
The study took a descriptive stance, collecting data through quantifiable information that systematically describes and validates consumer behaviour. A descriptive research is premeditated to help define the dispersal of one or more variables about causal effects (Aggarwal and Ranganathan, 2019). Research questions were structured to derive information on effective strategies for engaging customers and driving sales and on informing of the impact of digital marketing on consumer decisions.
[bookmark: _Toc130392834][bookmark: _Toc133915649]3.8. Data Collection and Analysis 
Data was collected through designed questionnaires based on the research questions. A questionnaire is a study instrument that consists of a prose of questions for collecting information from research participants (Einola and Alvesson, 2020). It is a list of questions used to gather data from research participants about their attitudes, experience, and opinions. The acquired data will be broken down using illuminating insights and inferential metrics. A report will be summarised using instructive metrics, and the inferences tested and drawn using inferential insights. 
[bookmark: _Toc130392835][bookmark: _Toc133915650]3.9. Ethical Consideration 
In research, the primary data sources are human subjects. Researchers are responsible for protecting the lives, safety, integrity, dignity, and right to self-determination of study participants and their privacy and confidentiality. One of the ethical guidelines used in the investigation was informed consent. Informed consent, as defined by Sng, Yip, and Han (2016), is the process through which a participant willingly affirms their desire to participate in a particular study after being told the process information pertinent to the subject's decision to contribute. The study also considers the study's ethical considerations, such as guaranteeing that participants' contributions are kept private and not disclosed without their consent.
[bookmark: _Toc130392836][bookmark: _Toc133915651]3.10. Summary 
Used research design is a quantitative descriptive design using surveys to collect data from informants expediently and reasonably speedily. The study follows a positivist philosophy grounded in the conviction that social phenomena may be examined quantitatively and that the researcher is impartial toward the research subject. The position of the research approach is a survey-based strategy since it provides a choice of approaches to participant recruitment, data collection, and instrumentation. A convenience sampling method will be used where participants will be asked to complete an online survey. Data in the study will be collected through questionnaires as they help gather data from research participants about their attitudes, experience, and opinions. The gathered information will be dissected utilising enlightening insights and inferential measurements, where results will be summarised in a report. Given that the study collected data through interaction with people, informed consent, confidentiality, and privacy are ethically observed.
 

[bookmark: _Toc133915652]Chapter 4: Data Analysis and Discussion 
[bookmark: _Toc133915653] 4.1 Introduction 
This chapter will analyse data research findings and discuss its effectiveness in addressing strategies companies use to engage customers and drive sales. It will also discuss the effects of digital marketing on how it contributes to influencing consumer purchasing decisions. 
[bookmark: _Toc133915654]4.2 Analysis and Discussion of the Findings
[bookmark: _Toc133915655]Section A: Efficient Marketing Strategies in Engaging Customers and Driving Sales
In the study, a total of 6 Managers participated in answering the questionnaire, with 2 (33.3%) women and 4 (66.7%) men. All six are managers from well know restaurants and shop locally in East London, and their views on the subject are vital in understanding digital marketing and how it affects business success when properly implemented. First, all study participants filled out a consent form to confirm their awareness of the research study. The consent form confirmed their opinions, company, names and identity would not be mentioned anywhere in the study for their integrity, confidentiality, and security purposes. It confirmed their willingness to participate in the Digital Marketing questionnaire. All participants were adults, and no minors were involved in the study. 


Participants 
	Managers 
	Sex 
	Duration 
Of work
	Position 
	Company 
	Response to study

	Participant 1
	Female 
	8 years
	Manager 
	Sushi Co.
	



Accepted

	Participant 2
	Male
	10 years
	Manager 
	Mr Bistro
	

	Participant 3 
	Male
	5 years
	Manager 
	Kokos
	

	Participant 4
	Male
	4 years
	Manager 
	Rose & Crown
	

	Participant 5 
	Female
	12 years
	Manager 
	Rosso Restaurant
	

	Participant 6
	Male 
	7 years
	Manager 
	The Gallery and Brasserie
	




The study participants asserted that Digital Marketing is a transforming mode of business, and they are aware that conventional marketing strategies like newspapers and television promotions are no longer effective in driving sales and attracting customers in this digital era. Digital marketing is introducing reliable, cost-effective, and efficient modes of marketing. Digital marketing, according to Desai and Vidyapeeth (2019), is the application of electronic devices such as smartphones and the internet and engaging in digital channels such as emails, social media, and search engines. In response to customers' engagement, all study participants attested that they engage their clients by providing them with foods that satisfy their tastes and preferences and giving exceptional services to meet their satisfaction. According to Mack's (2017) research, the restaurant industry is a competitive market gap, and players in the industry need to look for ways to gain a competitive edge and engage their customers. Industry participants in the study stated that they engage their customers by offering relatable meals and enhancing social media marketing through pushing notifications that put their interests and desires for good health at heart. Research conducted by Sociallybuzz (2023) supports the effectiveness of social media and push notifications mode of marketing because customers in social media encounter some restaurants through social media Ads notifications.  


Response on effectiveness of Digital Marketing
	Managers 
	Sex 
	Effectiveness of digital marketing 
	Best platforms 
	Response to study

	Participant 1
	Female 
	Very effective 
	Social media
	




100%

	Participant 2
	Male
	Very effective 
	Social media
	

	Participant 3 
	Male
	Very effective 
	Social media
	

	Participant 4
	Male
	Very effective 
	Social media
	

	Participant 5 
	Female
	Very effective 
	Social media
	

	Participant 6
	Male 
	Very effective 
	Social media
	



Therefore, all participants stated that Digital Marketing strategies such as social media platforms, email marketing, mobile marketing, content marketing, and search engine optimisation increased their sales traffic by over 80%, leading to their business growth and more profits. Veleva and Tsvetanova (2020) state that digital marketing helps businesses improve their interaction with customers leading to understanding their preferences and meeting their demands. It eliminates geographical marketing barriers, facilitates easy customer targets, improves the shopping experience, and cuts business operational costs leading to increased profits. 



Best Marketing Strategies 
	Managers 
	Sex 
	Effectiveness social media platforms in digital marketing 
	Easy/hard to adopt
	Response to study

	Participant 1
	Female 
	Improves sales 
	Easy 
	

100%

	Participant 2
	Male
	Improves sales 
	Easy 
	

	Participant 3 
	Male
	Improves sales 
	Easy 
	

	Participant 4
	Male
	Improves sales 
	Easy 
	

	Participant 5 
	Female
	Improves sales 
	Easy 
	

	Participant 6
	Male 
	Improves sales 
	Easy 
	



Research findings show that the participants track their customers purchasing behaviour through social media traffic. They track sales on social media, determining fast-moving meals and at least one based on traffic. Research findings indicate that social media is a driving force in digital marketing for many businesses because it influences over 70% of consumer purchasing habits (Barysevich, 2020). Digital marketing through social media has shortened the customer journey as it improves sales through referrals. 4 (66.7%) of the participants indicated that they use artificial intelligence chatbots to constantly communicate with their customers and respond to their concerns and feedback online. The other 2 (33.3%) of the participants confirmed having a website and customer care line that they use to take customers' orders. Constant communication and customer reviews in the restaurant industry give a business sense of direction from gained visibility on what customers need. Artificial intelligence chatbots are becoming more popular among digitised businesses looking to improve their customers' engagement and services (Yeoh, 2019). Research findings from study participants indicate that, where customers are scarcely populated, they have opened business franchises to bring meals and cuisines close to their customers to ensure the gap between customer demands and delivery is minimised. In addition, they attested that they meet their customer's demands on time and through exceptional service delivery. The participants asserted that they meet their customers' satisfaction in this digital era by attending to their concerns and feedback. They also meet customer demands by offering affordable rates on their meals and making their interior decors uniquely welcoming. In Digital Marketing, business sales and commercial success, according to Forbes' research, are determined by assessing the business financial statements since the adoption of specific marketing strategies, checking customer satisfaction, customer increase, performance reviews, and returns on investments (Kappel, 2022). Research findings from the study participants indicate that they use Key Performance Indicators like return on investment to determine their marketing strategies effectiveness. According to them, social media platforms have proven to have a high return on investment compared to search engine optimisation because platforms such as Facebook, Tiktok, and Instagram attract many people, creating a market share pool.  


	Managers 
	Sex 
	Effectiveness of Chatbots in communication 
	Complexity 
	Response to study

	Participant 1
	Female 
	Engages customers 
	Not Complex  
	


100%

	Participant 2
	Male
	Engages customers 
	Complex  
	

	Participant 3 
	Male
	Engages customers 
	Not Complex  
	

	Participant 4
	Male
	Engages customers 
	Complex  
	

	Participant 5 
	Female
	Engages customers 
	Complex  
	

	Participant 6
	Male 
	Engages customers 
	Complex  
	



[bookmark: _Toc133915656]Section B: Impact of Digital Marketing on Consumer Decision 
Digital marketing influences consumer purchasing behaviour based on marketing initiatives used. Analysis of research findings on digital marketing shows that the commonly used digital marketing initiatives are social media marketing, content marketing, and search engine optimisation. Research conducted by Sacred Heart University (2023) indicates that since 2012 businesses have been adopting digital marketing initiatives to drive their sales by directing consumer purchasing behaviour. These digital marketing strategies give businesses direction, understand their market share, develop effective value propositions, and understand their customer segment. Moreover, from the research findings, 4 (66.7%) participants confirmed using social media platforms and content marketing to influence their customers purchasing decisions. The other 2 (33.3%) of participants use social media and search engine optimisation to drive their sales and influence sales increase. Collectively, all participants use digital communication modes like smartphones, desktops, and laptops to promote their brand messages and visions. They affirm that digital marketing helps promote their business brands and calculate their products' impact on customer segments. Since customer traffic is high in the restaurant business, 4 (66.7%) managers agreed to use artificial intelligence chatbots, surveys, and push notifications as their marketing tools to engage customers and drive their sales. Khorev (2022) states that these marketing tools greatly benefit businesses because they facilitate increasing sales, understanding customers' purchasing behaviour and increasing brand recognition, giving businesses a competitive edge.
The research participants' findings show that digital marketing benefits their business operations positively. It gives their businesses global and local reach, makes it easy to target and engage their customer segment, improving sales and profits by reaching many people and cutting operational costs. Business managers look forward to driving their customers' purchasing behaviour and facilitating business-to-customer engagement to gain a broader business audience. From the managers' point of view, digital marketing influences customers purchasing behaviour. Research conducted by Gujrati and Uygun (2020) and Alghizzawi (2019) supports these claims by stating that social media, marketing referrals, and word of mouth greatly influence consumer purchasing behaviour. In their statements, they stated that 99% of customers purchasing behaviour in digital marketing is influenced by offers, discounts, and deals attached to online advertised products. In addressing the benefits of digital marketing and how it influences purchasing power, they agreed that a company with a good reputation and positive reviews makes more sales than one with negative reviews. 
Their claims are supported by Licata (2022), who states that a business with positive reviews attracts more customers because of its high trust score. Research shows that a trust score dictates a better brand reputation, leading to more sales. 
Digital strategies that influence positive consumer behaviour, according to participants, include marketing referrals, word of mouth, market research, customer loyalty, and encouraging personalised habits. However, 4 (66.7%) participants emphasised digital referral and word of mouth more. As per Berman (2016), marketing referrals are effective marketing strategies because they help businesses have a precise market target, high value and customer trust, and help in measuring customer satisfaction and extending their market reach. These two increase brand awareness and customer loyalty in the long run. 
Research analysis shows that digital marketing is transforming businesses from conventional marketing modes such as newspapers and television. Conventional marketing strategies reach few customers and do not facilitate reaching global markets. Digital marketing is cost-effective, reliable, and efficient (Veleva & Tsvetanova, 2020). Businesses are adopting digital marketing strategies to engage their customers.
Businesses adopting a new digital marketing strategy to determine its effectiveness use some key performance indicators to determine whether it is effective. Key indicators of digital marketing effectiveness include improving sales, increasing revenues, meeting customer demands, building brand image and improving positive reviews (Kappel, 2022). According to study findings, social media platforms like Facebook and Instagram must be effective digital marketing tools with a high return on investment and customer engagement rates. 
In addition to research findings, digital marketing influences consumer purchasing behaviour. Using SEO, social media, and content marketing initiatives contributes heavily to increasing consumer purchasing power. Analysis shows that since 2012 businesses have been transforming their operations to e-commerce due to many customers changing their mode of purchasing from conventional to digital (Sacred Heart University, 2023). From the analysis of various scholars, research confirms that digital marketing strategies significantly impact business success. Digital marketing improves business market share, value proposition, and global and local reach; investment returns are always on the higher side. Electronic tools used by consumers drive digital marketing. These tools include smartphones, the internet, laptop, and desktops. When connected to internet businesses, these tools use them to promote their brand vision messages. Through these messages, customers get engaged by understanding the existence of a specific brand. Through push notifications and constant messaging, a business understands the effects of the products on their consumers, especially in the restaurant industry. Digital marketing requires constant customer feedback responding to their concerns. Businesses have evolved and integrated their operations with artificial intelligence Chatbot, surveys, and push notifications to improve customer loyalty and increase sales (Khorev, 2022).

[bookmark: _Toc133915657]4.3 Summary 
In digital marketing, customers are engaged through electronic devices such as smartphones with internet access. Marketing tools used in engaging customers include emails, social media platforms, push notifications, and search engine optimisations. Through online marketing, businesses can track fast-moving products and balance their demands and deliveries from the analytics to meet existing customer demands. In addition, companies operating online have integrated their systems with communication channels such as chatbots to respond to customers' concerns and meet their expectations based on feedback (Yeoh, 2019). In this digital era, marketing sales are driven by fast and reliable communication support that answers sensitive questions posed by customers.

[image: The Future of Chatbots: 80+ Chatbot Statistics for 2023]
Figure 1: Chatbot Messaging
Source: (Fokina, 2023)

Moreover, e-commerce is playing a vital role in improving sales despite its sensitivity to demand gaps and delivery. Businesses ought to ensure their customers' convenience in terms of the goods delivery. In areas where companies see their product demand growing, they open new outlets to ensure goods are closer to their customers. However, in an industry like a restaurant, operations are very sensitive. One slight mistake can ruin a business's reputation, leading to a bad image and low sales and profits.

[image: UK e-commerce revenue 2021 | Statista]
Figure 2: E-commerce Sales
Source: (Coppola, 2022)

Therefore, meeting customers' needs is critical to driving sales and engaging their loyalty. In this industry, businesses meet their customers' satisfaction by attending to their feedback, offering affordable rates, and creating a welcoming and receptive environment for customers eating areas. 
E-commerce is vital to small and big enterprises that enrol in digital marketing. Digital marketing facilitates creating a great pool of customer base, global reach, high profits, and understanding of business customer segments. A business using digital marketing records more sales than one that applies conventional marketing strategies. Due to the lack of a brick-and-mortar structure, the firm cuts its operational costs, leading to high profits. Therefore, every business that engages in digital marketing mainly aims to increase its customer base and improve its sales which goes in hand with profits. Many people have transformed their lives in the digital world in this digital era. Due to this fact, businesses engage customers through digital platforms to build their brand image and reputation. A company with a better brand image and positive reviews attracts many customers to its radar because it has a high trust score for the customers (Licata, 2022). Digital marketing referrals and word of mouth influence customers purchasing decisions in digital marketing, according to other scholars. This occurs when customers share information about a specific brand and give positive reviews, leading to their colleagues purchasing the product. Research has confirmed that business reviews are key in digital marketing because they drive customers to trust their brand. 
According to digital marketing strategies, research shows that the most effective strategies in driving sales and influencing customers purchasing behaviour are referrals, market research, word of mouth, and personalised shopping habits. From the study analysis, marketing referrals and word of mouth are effective tools in digital marketing to engage customers, drive sales and improve customer loyalty (Berman, 2016).


[bookmark: _Toc130392837][image: 50 Significant Referral Marketing Statistics: 2023 Data Analysis & Market  Share - Financesonline.com]


Figure 3: Referrals marketing
Source: (Gilbert, 2023)



Chapter 5:  Recommendations and Conclusion
[bookmark: _Toc133915658]Recommendations 
[bookmark: _Toc133915659]Understanding customers' shopping behaviour
In e-commerce marketing, one of the most important first steps is to identify the business target demographic. Who are these people? What are their areas of interest, their requirements, and their wants? Where do they often go to pass the time? Conducting market research may be something restaurants want to do in order to identify and understand their customers (Menz, 2022). This research may be as simple as surveying with some of your existing customers. You will use this information to construct some buyer personas and a customer journey, which is a map that illustrates the stages a potential customer takes from an anonymous shopper to a devoted consumer.
[bookmark: _Toc133915660]Creating compelling online content
Creating captivating and relevant content is one of the most crucial components of digital marketing since it encourages visitors to visit a company website (Hootsuite, 2019). Customers may pay attention to clickbait material, but if it doesn't offer anything of value to the audience that a business is trying to reach, they won't stick around long enough to make a purchase. Blog entries, videos, infographics, and social media updates are all examples of valuable material that may be shared online.

[bookmark: _Toc133915661]Use of SEO
Optimising a business website for conversions is essential because it is the entry point to the cash stream. This includes ensuring that it is simple to browse, loads quickly, provides a seamless checkout experience and has a clear call-to-action (Wahrman, 2022). Conversion rate optimisation, or CRO, is the process of increasing a website's number of customers who purchase. Restaurant business sites may help companies obtain vital client data, such as top purchases, browsing history, click paths, etc. As a result, restaurant business sites can benefit businesses. Businesses will be able to uncover chances for future improvements. They may target and segment consumers more efficiently if they analyse this data and look for patterns in the data they find.

[bookmark: _Toc133915662]Conclusion 
In the modern, digital world, businesses of every size and industry have established an online presence. Because of this, the battle for the attention of shoppers is severe. Companies selling products online should be aware that digital marketing is essential to online stores' continued success. Before the invention of the Internet, companies might publicize themselves through the use of billboards, television advertisements, direct mail, or displays in store windows. But because most consumers and businesses now conduct their business online, marketing and advertising have followed suit and moved online. Marketers can now contact their target audience through digital channels such as social media, search engines, websites, text messaging, and e-mail; these components make up what we refer to as digital marketing or online marketing. 
One of the perks of digital marketing is the ability to reach people worldwide. 
Through personalization, businesses can target and segment their customers more effectively, market their products and services for less money, and gain great visibility across various digital channels. 
Businesses benefit from unprecedented analytical capabilities made available by digital marketing. Traditional marketing may be reviewed using a wide variety of techniques and strategies. 
However, the process is typically sluggish and rigid, despite offering more potential for accuracy. In addition, the fact that it is inexpensive helps to level the playing field and makes it possible for smaller corporate organizations to compete on nearly equal terms. The data that was mentioned plays an essential part in a variety of facets of a company, including the creation of websites and the maintenance of client relationships. In the first place, the recent explosion in data processing skills opened up new doors for the possibility of forecasting and modelling the behaviour of customers. The choice that eBay made about the design of their website to make colour adjustments gradually rather than all at once is an excellent illustration of the former. The choice enabled a decrease in customer satisfaction to be avoided, which was made possible by the fact that the existing data pointed to the expected unfavourable reaction of the consumer base.
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[bookmark: _Toc133915664]Appendix 
Questionnaire 
Section A: Efficient Strategies in Engaging Customers and Driving Sales
i. What is the name of your organisation? 
ii. When was the organisation started?
iii. What services do you offer? 
iv. How do you engage your customers? 
v. What information do you have about your consumers? 
vi. How have you created a communication lifecycle integrating channels and marketing around your customers? 
vii. Do you understand the gap between consumer needs and delivery in your organisation? 
viii. How do you improve and prioritise consumer satisfaction? 
ix. How do you measure sales and commercial success? 
Section B: Impact of Digital Marketing on Consumer Decision 
i. What digital marketing initiatives has your business undertaken?
ii. How does digital marketing influence the success of your organisation? 
iii. What tools and technologies do you use to engage customers? 
iv. What are the benefits of digital marketing for your organisation?
v. What is your business hoping to achieve with digital marketing? 
vi. How has digital marketing influenced customer decisions in buying a product in your organisation? 
vii. From your personal experience, do you believe digital marketing influences consumer behaviours? Narrate your experience. 
viii. What digital marketing strategies do you believe are most efficient in influencing positive consumer behaviours? 

Thank you very much for taking the time to participate in this interview.
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SAMPLE PARTICIPANT INFORMATION SHEET


	Teitl Y Prosiect: / Project Title: How Digital Marketing affects Consumers' decision journeys



Dear Alessandro Tassi, 

My name is Alessandro Tassi and I am a student in the School of Business, Finance and Management (London Campus), Faculty of Business and Management in University of Wales Trinity Saint David, United Kingdom. At present, I am conducting a research on Influence of Digital Marketing The purpose of this research is to understand How Digital Marketing affects Consumers' decision journeys

I would like to invite you to participate in my research project by answering the attached short questions developed by the researchers. Those questions will assess your opinions, experiences, knowledge, suggestions and views. Through your participation in the interviews, I hope to ascertain my research purpose to get the best opinion from you. I believe your opinion will be extremely helpful to me to carry out this research. 

All questions will be kept strictly confidential to the researchers involved and at NO time will individual questions will be released to the general public. This gives you a chance to express your views on your programme a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary so you can withdraw from the questionnaire at any stage. 

Please note, questionnaire should take no more than 30 minutes to complete but however, there is no time constraint. There are also no right or wrong answers. Attached to this letter along with the questionnaire there is a consent form where you will better understand researchers intension As this is a new project, your feedback is also important to me and I would be much obliged if you could also complete the feedback sheet along with the questionnaire. I understand that your time is at a premium, but your opinions are very valuable to me. 
After careful and precise analysis of the data obtained from this questionnaires/interviews, I will be happy to provide you with a copy of the findings at your request. The results of this questionnaire will hopefully enhance my understanding of current level of knowledge and future findings. The results of the research will be feedback to Director of Studies, Supervisor, University and British Library. 

I thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 

NAME & ADDRESS OF RESEARCHER
Alessandro Tassi 

University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@tsd.ac.uk 
           londonstudentservice@tsd.ac.uk 
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APPLICATION FOR ETHICAL APPROVAL 

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Alessandro Tassi

	2
	Tick all boxes that apply:
	Member of staff:
	☐
	Honorary research fellow:
	☐

	
	Undergraduate Student
	☒	Taught Postgraduate Student
	☐	Postgraduate Research Student
	☐


	3
	Institute/Academic Discipline/Centre:
	
Institute Inner city Learning Uwtsd

	4
	Campus:
	
London


	5
	E-mail address:
	
19


	6
	Contact Telephone Number:
	
07550578384


	
	For students:

	7
	Student Number:
	

	8
	Programme of Study:
	Business Management

	9
	Director of Studies/Supervisor:
	Doctor Anupam / Doctor Dudley






SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☒	NO
	☐
	
	
	Date
When started the proposal 

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	☐	

	
	
	Institute Research Committee
	☒	

	
	
	Other (write in)

	☐	



SECTION C:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☐

	3
	[List any other relevant documents here]
	☐



SECTION D: External Collaborative Research Activity
If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.
	1
	Institution
	


	2
	Contact person name
	


	3
	Contact person e-mail address

	

	4
	Is your research externally funded?
	YES
	☐
	NO
	☐

	5
	Are you in receipt of a KESS scholarship?
	YES
	☐
	NO
	☐

	6
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	☐
	NO
	☐

	7
	
	Employed
	YES
	☐
	NO
	☐

	8
	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?
	If YES then the permission question below does not need to be answered.
	YES
	☐
	NO
	☐

	9
	Has permission to undertake the research has been provided by the partner organisation?
	(If YES attach copy)
If NO the application cannot continue
	YES
	☐
	NO
	☐




Where research activity is carried out in collaboration with an external organisation
	10
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☒

	
	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).




SECTION E: Details of Research Activity
	1
	Indicative title:
	TITLE OF DISSERTATION

	2
	Proposed start date:
	DATE WHEN DISSERTATION START
	Proposed end date:
	01/05/23

	
	Introduction to the Research (maximum 300 words per section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	3
	Purpose of Research Activity
This research to understand how digital marketing affects consumers' decision journeys.


(this box should expand as you type)

	4
	Research Question

· What is the impact of digital marketing on consumers' decisions?
· How does digital marketing attract more consumers for organisations?
· Which strategies are more efficient?


(this box should expand as you type)

	5
	Aims of Research Activity


This research aims to investigate the impact of digital marketing on consumers' decision journeys.

(this box should expand as you type)

	6
	Objectives of Research Activity

· Study the effects of digital marketing on consumers' decisions.
· Analyse the factor of digital marketing in the present era.
· Identify the advantages of digital marketing on business sales

(this box should expand as you type)

	
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.

	7
	
I adhered to a positivist philosophy for my study because I believe social phenomena may be examined impartially and that the researcher should be apart from the research subject (Patoli, 2021). The research philosophy positions that the world can be understood objectively, where the scientist is an objective analyst. The philosophy was selected over other philosophies as positivism relies on the hypothetic-deductive method to support a priori ideas that are frequently expressed numerically, allowing for functional correlations of cause and effect (Park et al., 2020). Research associated with positivism concentrates on finding quantitative explanations for connections and causal relationships.

I adopted a quantitative method to explore the effect of digital marketing in decision-making and effective digital marketing strategies in engaging customers and driving sales. Surveys were used type of quantitative research which entails using scientific sampling with designed questionnaires to help measure populations characteristics through statistical methods. I choose a survey-based approach since it makes it easy and reasonably quick for the researcher to get data from a large number of participants. The definition of survey research is the gathering of data from a sample of people from their answers to survey inquiries (Ponto, 2015). The chosen approach is the most appropriate for the study since it provides a choice of methods to participant recruitment, data collection, and instrumentation. Additionally, survey-based research is relevant as it helps describe and explore human behaviour hence appropriate in social research. Quantitative research techniques, such as questionnaires with numerical ratings, and qualitative research techniques can also be used in survey research.

A convenience sampling method was used where participants were asked to complete an online survey. Convenience sampling is a non-probability sampling method that selects research participants based on availability (Stratton, 2021). The motivation to participate in a study is based on the informants' interest in the research study and their motivation to specify their opinions. The convenience sampling method is the best for the survey as consumers cannot be individually identified as the population of consumers is too large to allow for a consensus-based study.
The study took a descriptive stance, collecting data through quantifiable information that systematically describes and validates consumer behaviour. A descriptive research is premeditated to help define the dispersal of one or more variables about causal effects (Aggarwal and Ranganathan, 2019). Research questions were structured to derive information on effective strategies for engaging customers and driving sales and on informing of the impact of digital marketing on consumer decisions.
 
Data was collected through designed questionnaires based on the research questions. A questionnaire is a study instrument that consists of a prose of questions for collecting information from research participants (Einola and Alvesson, 2020). It is a list of questions used to gather data from research participants about their attitudes, experience, and opinions. The acquired data will be broken down using illuminating insights and inferential metrics. A report will be summarised using instructive metrics, and the inferences tested and drawn using inferential insights. 


(this box should expand as you type)

	

	Location of research activity
Identify all locations where research activity will take place.

	8
	
East London

(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.

	9
	
No


(this box should expand as you type)



	1
	Use of documentation not in the public domain: Are any documents NOT publicly available? 

	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.

N/A

(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?
	
YES
	
NO

	12
	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☐
	☒

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
	☐

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☒
	☐

	7
	Participant observation with their knowledge?
	☒
	☐

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☒
	☐

	
	Details of any other primary data collection method:
Questionnaire


(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	5
	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☐

	
	Details of any other participant groups:
N/A


(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	
6

(this box should expand as you type)

	11
	Who will the participants be?

	
Managers of Micro-Small Businesses 

(this box should expand as you type)

	
	12. How will you identify the participants?
	
Managers of small Business randomly 

(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☒
	☐
	☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	


(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	


(this box should expand as you type)



SECTION H: Anticipated Risks
N/A

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	[bookmark: _Toc133915665]Yes 
	☐

	
	
	[bookmark: _Toc133915667]No
	☐

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:


(this box should expand as you type)
	How you will mitigate the risk to participants:



(this box should expand as you type)

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	


(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:



(this box should expand as you type)
	How you will mitigate the risk to the investigator:



(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:



(this box should expand as you type)
	How you will mitigate the risk to the University:



(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:



(this box should expand as you type)
	How you will mitigate the risk to environment:



(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	☐

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	
When they ask 


(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	
Filling the consent form and by discussion

(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	
Using covered names


(this box should expand as you type)



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☐

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	


(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	☐
	☐

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	


(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☒
	☐

	8
	Home or other personal computers?
	☐
	☒

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	10
	“Cloud” storage or websites?
	☐
	☒

	11
	Other – specify:
Moodle

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	
Moodle, web site from university

(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	
N/A

(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	
My Self 

(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	
My Self


(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	


(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	


(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Alessandro Tassi 
	Date: 01/05/23



For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	Dott. Anupam / Dudley 
	Date:

01/05/23

	3
	Signature:
	
Dott. Anupam / Dudley

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☒
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.



This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/


Participation Consent Form 
University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@uwtsd.ac.uk 
            londonstudentservice@uwtsd.ac.uk 


[image: ]

	

	Rhif Adnabod Cyfranogwr:
Participant Identification Number:
	
11917573

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
PARTICIPATION CONSENT FORM

	Teitl Y Prosiect: / Project Title: Influence of Digital Marketing on consumers decision 

	Enw'r Ymchwilydd / Name of Researcher: Alessandro Tassi 



	1
	I confirm that I have read and understand the information sheet dated ______ for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.
	
✓


	2
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.

	
✓


	3
	I understand that any information given by me may be used in future reports, articles or presentations by the research team.

	
✓


	4
	I understand that my name will not appear in any reports, articles or presentations.

	
✓


	5
	I agree to take part in the above study.

	
✓


	Name of Participant

	Andrea Rossi
	Signature
Andrea Rossi


	Researcher

	Alessandro Tassi
	Signature Alessandro Tassi




	You may decline to participate in this study. You may end your participation in this study at any time. If you decide to remain anonymous, maintaining your anonymity will be a priority and every practical precaution will be taken to disguise your identity. If you prefer anonymity, there will not be any identifying information on audiotapes or transcripts of this or any interview. No one will hear any audiotapes or see any transcripts without your prior consent. All materials generated from this or any interview will remain confidential.
When completed please return in the envelope provided. One copy will be given to you and the original to be kept on the file of the research team at:

NAME & ADDRESS OF RESEARCHER
Alessandro Tassi

University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@uwtsd.ac.uk
         : londonstudentservice@uwtsd.ac.uk 





Participation Consent Form 
University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@uwtsd.ac.uk 
            londonstudentservice@uwtsd.ac.uk 
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	Rhif Adnabod Cyfranogwr:
Participant Identification Number:
	
11917573

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
PARTICIPATION CONSENT FORM

	Teitl Y Prosiect: / Project Title: Influence of Digital Marketing on consumers decision 

	Enw'r Ymchwilydd / Name of Researcher: Alessandro Tassi 



	1
	I confirm that I have read and understand the information sheet dated ______ for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.
	
✓


	2
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.

	
✓


	3
	I understand that any information given by me may be used in future reports, articles or presentations by the research team.

	
✓


	4
	I understand that my name will not appear in any reports, articles or presentations.

	
✓


	5
	I agree to take part in the above study.

	
✓


	Name of Participant

	Philip Loomis
	Signature
Philip Loomis

	Researcher

	Alessandro Tassi
	Signature Alessandro Tassi




	You may decline to participate in this study. You may end your participation in this study at any time. If you decide to remain anonymous, maintaining your anonymity will be a priority and every practical precaution will be taken to disguise your identity. If you prefer anonymity, there will not be any identifying information on audiotapes or transcripts of this or any interview. No one will hear any audiotapes or see any transcripts without your prior consent. All materials generated from this or any interview will remain confidential.
When completed please return in the envelope provided. One copy will be given to you and the original to be kept on the file of the research team at:

NAME & ADDRESS OF RESEARCHER
Alessandro Tassi

University of Wales Trinity Saint David (London Campus)
Winchester House
11 Cranmer Road
London – SW9 6EJ
Tel: +442075667600
Email: info.london@uwtsd.ac.uk
         : londonstudentservice@uwtsd.ac.uk 
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